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Stitching together a winning strategy

® Threads ads must
balance aggression
with top-notch UX

GEETIKA SRIVASTAVA

WHEN META LAUNCHED Threads,
its text-based social platform teth-
ered to Instagram, it positioned the
offering as a gentler, more curated
alternative to the chaos of X (for-
merly Twitter). A year on, Threads is
taking its first steps toward moneti-
sation, test-launchingadvertisingin
the US and Japan before scaling it
broadly. The move is predictable—
inevitable, even—and will test its
abilityto give Xa run forits money.
With over 175 million users in
IndiabyJuly 2024,andaburgeoning
social mediaadvertisingmarket pro-
jected to reach $2.2 billion by 2029
(growing at a CAGR of 8.3%),
Threads presentsan enticingoppor-
tunity for local advertisers,should it
expand its advertising offering to
India. “Threads uses Meta’s ecosys-
tem and has a younger, more Insta-
gram-driven  audience,” says
Devroop Dhar,co-founderand man-
aging director at Primus Partners.
The platform’s conversational
nature also opens doors for brands
lookingto fosterengagement rather
than simply broadcast messages.
Meta has pulled out all the stops
to make it worthwhile for both the
advertiser and the user. To begin
with, it has made onboarding seam-
less—advertisers need only tick an
extraboxin theAds Managersection
to extend their campaigns to
Threads. Needless to say, ease of use
does not equate effectiveness.The
challenge, according to industry
experts, will be in making ads feel
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Short

videos:
Short-form
content aligns
well with the
platform’s
emphasis on
quick
engagement

Carousel ads:

Perfect for
Threads'
audience,
who are
accustomed
to seeing
content
unfoldin
sequence
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Formats that will work well on the Meta platform

Conversational ads: Ads integrated into
conversation threads reduce ad fatigue while

maintaining organic flow

Interactive poll
& question ads:
These ads can
boost user
participation
and foster
higher
engagement

Sequential ads
createa
compelling
narrative, ideal
for cause-driven
marketing

native to the platform. “Anything
thatscreamsadvertisementwill not
work,"warns Chandan Sharma,gen-
eral manager, digital media, Adani
Group.“Threads needs to model ads
thatappearorganic”

Formats that lean into the plat-
form’s visual and interactive nature
will have the best shot at success.
“Performance marketing will
depend on motion-based formats
thatalign with Instagram’svisually-
driven user base,” says Ambika
Sharma, founder & chief strategist,
Pulp Strategy. She envisions “swi-

peable carousels, bite-sized brand
stories, and Al-powered dynamic
creatives” as effective tools. Others
see potentialin“conversationalads”
and “multi-post storytelling”. Adani
Group’s Sharma points to the value
of “interactive polland question ads”
and “multi-post storytelling”,which
can drive user engagement.

That is not to say weaving in ads
will be a cakewalk for Threads.

Walking a tightrope

First, there is growing competition
— Xin particular is unlikely to take

thingslyingdown.With 611 million
monthly active users worldwide (as
of 2025),X is the go-to destination
forreal-time conversations.While it
faces its own set of challenges, it
remainsamajorplayer.Someadver-
tisers who had paused their spend-
ing on X after the change of owner-
ship have returned, highlighting its
runaway popularity.

But Threads must not only com-
pete with X but also differentiate
itself. AsAmbika Sharma pointsout,
“Thechallenge forThreads is differ-
entiation.While its Instagram inte-

gration gives it a natural edge, its
positioning remains unclear—Is it
an X alternative? A more conversa-
tional Instagram?”

User retention is another con-
cern. As Dhar notes, while initial
adoption was rapid, retention has
dippedduetoalackofdifferentiated
features. Another challenge is the
risk of alienating current users with
excessive advertising. Experts cau-
tion against “aggressive monetisa-
tion”that can drive users away. That
apart,thelong-termsustainability of
Threads’competitivead pricingisin
question. Experts anticipate inclu-
sion of cost-per-impression (CPM)
and cost-per-action (CPA) pricing,
with rates fluctuating based on
demand. And that is something
smaller brands will find difficult to
juggle,says Yasin Hamidani,director,
Media Care Brand Solutions.

There are quite a few things
Threads can doto mitigate the risks.
Fostering a sense of community by
offeringnewfeatures isthefirststep.
Says Dhar, “If Meta enhances fea-
tures and promotes cross-platform
integrationwith Instagram, Threads
could become a more vibrant and
engaging space.” Second, the plat-
form must stay clear of intrusive ad
formatstoholdontoitsardentusers.
Third, it needsto establish“adistinct
audience identity and purpose”to
attractad budgets. Metawill need to
offerad credits, performance-based
assurances,and structured incentive
programmes toretain smalleradver-
tisers while managing increasing
costs, Hamidani says.

Meta is playing the long game
but the real test will be convincing
brands that Threads isn’t just a
platform for AB testing of ads —
rather it’s a high-engagement,
high-ROI opportunity.



