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Each Platform Varies In The Number Of Videos Or Images That Can Be Added For
A Carousel Ad, But The Range is an essential consideration for digital
marketers and advertisers aiming to create engaging, effective carousel ads
across different social media and advertising platforms. Carousel ads have
become a popular format because they allow brands to showcase multiple
products, features, or messages within a single ad unit, offering a more
dynamic and interactive experience for users. However, understanding each
platform's specific limitations and capabilities regarding the number of
media elements—be it images or videos—that can be included is crucial for
optimizing ad performance and meeting campaign objectives.

In this comprehensive guide, we'll explore the variations across major
advertising platforms, discuss best practices for designing carousel ads
within these constraints, and offer tips to maximize engagement and
conversions.

Understanding Carousel Ads: An Overview

Carousel ads are versatile ad formats that display a series of images or
videos in a swipeable format. They are used across various platforms such as
Facebook, Instagram, LinkedIn, Twitter, Pinterest, and Google Ads. The
primary benefit is the ability to tell a story, showcase multiple products,
or highlight different features in a single ad.

Key Features of Carousel Ads:

— Multiple media elements (images/videos)
— Clickable cards or slides

- Can include links for each card

- Interactive and engaging format

Despite their similarities, each platform imposes specific limits on how many
media elements can be included in a carousel ad, affecting how advertisers
plan their creative assets.

Platform-Specific Variations in Carousel Ad
Media Limits

Knowing the exact limits for each platform helps marketers craft compliant
and effective ads. Below, we examine the range of media elements allowed in
carousel ads across major digital advertising platforms.



Facebook and Instagram

As part of Meta'’'s advertising ecosystem, Facebook and Instagram share similar
carousel ad specifications.

— Maximum Number of Cards: 10

— Media per Card: Each card can contain either an image or a video
— Video Length Limit: Up to 60 seconds

— Video File Size: Up to 4 GB

— Aspect Ratio: 1:1 (square), 4:5 (vertical), or 16:9 (horizontal)

Implications for Advertisers:

- You can include up to 10 images/videos in a single carousel.

- Mixing images and videos is permitted within the same carousel.
- Optimal engagement often comes from varied media types; however,
consistency in style is recommended.

LinkedIn

LinkedIn offers carousel ads primarily for sponsored content.

— Maximum Number of Cards: 10

- Media Type: Single image or video per card
— Video Length Limit: Up to 30 seconds

- File Size: Up to 200 MB

— Aspect Ratio: 1:1 or 1.91:1

Key Takeaways:
- Limited to 10 cards, similar to Facebook and Instagram.
— Short videos are preferred for better user engagement.

Twitter

Twitter’s carousel ads are available through their 'Twitter Ads' platform.

— Maximum Number of Cards: 6

- Media Type: Images or videos

— Video Length Limit: Up to 2 minutes and 20 seconds (140 seconds)
— File Size: Up to 512 MB

- Aspect Ratio: 1:1, 16:9, or 1.91:1

Implication:
— Slightly fewer cards than Facebook and Instagram.

- Longer videos can be used, but shorter, engaging clips often perform
better.

Pinterest

Pinterest offers carousel-style ads called 'Promoted Carousels.'

- Maximum Number of Cards: 5
- Media Type: Images



- Video Support: Available but with restrictions
— Video Length Limit: Up to 30 seconds
— Aspect Ratio: 2:3 to 4:5 (vertical preferred)

Takeaway:
— Fewer cards than other platforms.
— Focus on high—-quality images and concise videos.

Google Ads (Display & Video Campaigns)

Google’s responsive display ads allow a carousel-like format.

— Number of Assets: Multiple images and videos, but specific limits vary
- Media per Asset Set: Typically up to 15 images or videos

— Video Length Limit: Up to 30 seconds

- Format Requirements: Varies depending on ad type

Note: Google’s format is flexible but emphasizes the importance of adhering
to aspect ratios and quality standards.

Best Practices for Designing Carousel Ads
Within Platform Limits

Understanding media limits is Jjust the first step. To maximize effectiveness,
advertisers should consider the following best practices:

1. Prioritize Quality Over Quantity

— Use high-resolution images and videos to maintain professional appearance.
— Avoid clutter; each card should convey a clear message.

2. Tell a Cohesive Story

— Arrange cards logically to guide viewers through your narrative.
— Consider a sequence that builds interest or highlights features
progressively.

3. Optimize Media Types

— Mix images and videos judiciously if platform allows.
— Use videos to demonstrate products or share testimonials, while images can
highlight static information.

4. Keep Media Within Time and Size Limits

— Test videos to ensure they meet length and size restrictions.
— Compress files without sacrificing quality.



5. Use Consistent Branding

- Maintain a uniform style, color scheme, and messaging across all cards.
— Reinforce brand recognition and trust.

6. Incorporate Clear Calls—-to—-Action (CTAs)

- Each card can include its own CTA, or a unified CTA at the end.
- Make it easy for viewers to take the next step.

Strategies to Maximize Engagement Despite
Platform Limits

Even with constraints on the number of media elements, advertisers can employ
strategies to boost engagement:

1. Focus on High-Impact Content

— Showcase your best products or features first.
— Use compelling visuals and videos to catch attention immediately.

2. Use Sequential Storytelling

— Leverage the limited number of cards to tell a mini-story.
— Guide viewers through a logical flow from introduction to conversion.

3. Implement Dynamic Content

— Use platform-specific tools like Facebook's Dynamic Ads to personalize
content.
— Keep content fresh and relevant.

4. Test and Optimize

- Run A/B tests with different media combinations.
— Analyze performance metrics to refine media selection and sequencing.

5. Leverage Complementary Ad Formats

— Combine carousel ads with other formats like wvideos, stories, or single-
image ads for a broader campaign.



Conclusion: Navigating Platform Variations for
Effective Carousel Ads

The range of videos or images that can be added to a carousel ad varies
significantly across platforms—from as few as 5 cards on Pinterest to up to
10 on Facebook, Instagram, and LinkedIn, and even more with Google’s flexible
assets. Recognizing these differences allows advertisers to plan their
creative assets accordingly, ensuring compliance with platform specifications
while maximizing engagement.

By adhering to best practices—prioritizing quality, maintaining consistency,
and crafting compelling narratives—marketers can effectively utilize carousel
ads within each platform’s constraints to deliver impactful campaigns.
Continuous testing and optimization further enhance results, ensuring that
the limited number of media elements in carousel ads translates into maximum
ROT.

In the ever-evolving landscape of digital advertising, staying informed about
platform-specific capabilities ensures that your carousel ads are not only
compliant but also compelling enough to captivate your audience and achieve
your marketing objectives.

Frequently Asked Questions

What is the typical range of videos or images allowed
in a carousel ad across different platforms?

The number of videos or images in a carousel ad generally varies from
platform to platform, but most support between 3 to 10 items per carousel.

How does Facebook's carousel ad limit compare to
Instagram's?

Both Facebook and Instagram support up to 10 images or videos per carousel
ad, but Facebook may offer more flexibility in ad customization.

Are there any platforms that allow more than 10 items
in a carousel ad?

Most major platforms cap carousel ads at around 10 items; currently, few
support more than 10, so it's best to check specific platform guidelines.

Can the number of videos versus images in a carousel
ad differ across platforms?
Yes, some platforms may have different limits for videos and images; for

example, certain platforms might allow fewer videos than images within a
carousel.



Why do platform limits on carousel ad content vary?

Limits vary due to platform design, user experience considerations, and
technical constraints to ensure optimal loading and engagement.

How should advertisers decide the optimal number of
carousel items for each platform?

Advertisers should consider platform-specific limits, audience engagement
patterns, and campaign goals to determine the ideal number of items.

Are there any recent updates or changes to carousel
ad limits on popular platforms?

Platform limits can change periodically; it's advisable to consult the latest
advertising guidelines from each platform for the most current information.

Does the range of carousel ad content affect ad
performance across platforms?

Yes, the number of videos or images can impact engagement and performance, so
testing different ranges within platform limits is recommended for optimal
results.

Additional Resources
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When it comes to creating compelling digital advertisements, carousel ads
have become a staple across multiple platforms due to their interactive and
engaging format. These ads allow marketers to showcase multiple images or
videos within a single ad unit, enabling storytelling, product showcasing,
and complex messaging in a streamlined manner. However, a critical aspect
that often influences the effectiveness and design of carousel ads is the
number of videos or images that can be included. This varies significantly
across platforms, and understanding these differences is essential for
advertisers aiming for optimal campaign performance.

Understanding Carousel Ads: An Overview

Carousel ads are a versatile ad format that permits the display of multiple
media assets within a single ad unit. Users can swipe or click through the
slides, each usually containing an image or video, along with accompanying
text or call-to—-action (CTA). These ads are popular on social media platforms
like Facebook, Instagram, LinkedIn, Twitter, and even on ad networks like
Google Display.

Key Benefits of Carousel Ads:
— Showcase multiple products or features



- Tell a sequential story
— Drive higher engagement and interaction
— Offer more detailed product information without cluttering a single image

While the creative flexibility is high, the constraints on how many assets
can be included vary from platform to platform.

Platform-Specific Variations in Carousel Ad
Asset Limits

FEach advertising platform establishes its own set of specifications, often
based on user experience considerations, technical capabilities, and ad
format standards. The primary factor is the maximum number of images or
videos you can include in a single carousel ad.

Facebook & Instagram

Overview:

Facebook and Instagram, both owned by Meta, share similar ad specifications,
enabling advertisers to create cross-platform campaigns with consistent
formats.

Asset Limits:

— Maximum number of cards (slides): 10

- Media options per card: Image or video

— Video length: Up to 15 seconds (recommended), with the possibility of
longer videos depending on the objective and placement

- Video aspect ratio: 1:1 (square), 4:5 (vertical), or 16:9 (landscape)

Implications:

The maximum of 10 cards allows advertisers to craft detailed stories or
showcase extensive product ranges. This range strikes a balance between
providing enough storytelling flexibility and maintaining user engagement.

LinkedIn

Overview:
LinkedIn's carousel ads (also called "Carousel Ads" or "Document Ads") are
primarily designed for B2B marketing and professional storytelling.

Asset Limits:

- Maximum number of cards: 10 images or PDFs (with PDFs being a common format
for document carousels)

- Media options: Images or PDFs (for document-style carousels)

— Video support: Limited; LinkedIn offers video ads but not within carousel
format specifically. For video storytelling, different ad formats are used.

Implications:
While the maximum number remains similar to Facebook and Instagram, the focus
on PDFs for document carousels means the format is slightly different, often



used for whitepapers, case studies, or product catalogs.

Twitter

Overview:
Twitter's carousel ads are known as "Twitter Carousel Cards" and are used to
promote multiple products or features within a single tweet.

Asset Limits:

- Maximum number of cards: 4 (sometimes up to 6 in certain variations)
— Media options: Images or videos

— Video length: Up to 2 minutes and 20 seconds (140 seconds)

- Media formats: JPEG, PNG, GIF, MP4

Implications:
The lower maximum (4-6) limits the amount of content that can be displayed,
making it essential to be more concise and strategic with messaging.

Google Display Network (GDN)

Overview:
Google's responsive display ads can include multiple images or videos, but
the format differs from traditional carousel ads.

Asset Limits:

— Number of images: Up to 15 assets (images and videos combined)
— Asset types: Multiple images (landscape, square) and videos

— Video specifications: Up to 30 seconds for video assets

Implications:

Google's responsive ads dynamically combine assets to optimize performance
across placements, so the number of assets influences the variety and
relevance of the ad.

Other Platforms & Considerations

— Pinterest: Supports up to 5 images per carousel ad, with video support for
promoted pins.

— Snapchat: Supports up to 10 cards, but the focus is more on creative
storytelling with images and short videos.

— TikTok: Uses a different format focused on video storytelling; carousel-
style ads are less common but expanding.

Understanding the Range and Its Strategic
Implications

While each platform's maximum asset limit is well-defined, the optimal number
of videos or images depends on campaign goals, audience engagement patterns,



and creative strategy.

Why the range matters

- Engagement & Attention Span:

The higher the number of cards, the greater the opportunity for storytelling,
but also the risk of losing user attention. Too many slides can lead to
fatigue, especially on platforms with gquick-scrolling users.

- Message Complexity:
Complex products or detailed narratives benefit from more slides, but the
platform's limits restrict how much can be communicated.

— Creative Flexibility:

Platforms with higher maximums (like Facebook's 10 cards) provide more
flexibility for elaborate campaigns, while others with fewer cards demand
more concise messaging.

Balancing Quantity and Quality

— Quality over Quantity:

It's better to use fewer, high-quality images or videos that convey the
intended message effectively than to fill the carousel with lower—-quality
assets just to maximize the number.

- Sequential Storytelling:

Using the maximum allowed range to tell a story sequentially can improve user
engagement. For example, starting with an attention-grabbing image, followed
by product details, testimonials, and finally a CTA.

— Testing and Optimization:

A/B testing different numbers of assets can discover what resonates best with
your audience. Sometimes, fewer slides with impactful content outperform
longer carousels.

Technical Considerations & Best Practices for
Carousel Asset Limits

Understanding platform constraints is just one part of optimizing carousel
ads. Technical and creative best practices ensure assets are used effectively
within these limits.

File Formats & Sizes

— Use recommended formats (JPEG, PNG for images; MP4 for videos).
— Keep file sizes within platform limits to prevent loading issues.
- Optimize videos for mobile viewing, considering aspect ratios and length.



Aspect Ratios & Dimensions

- Use platform-specific aspect ratios for optimal display.
- For Facebook and Instagram: 1:1, 4:5, or 16:9.

- For LinkedIn: Typically 1:1 or 1.91:1.

— For Google Display: Landscape (1.91:1) or square (1:1).

Creative Cohesion

— Maintain visual consistency across slides.
— Use cohesive branding, color schemes, and messaging.
— Ensure each slide logically connects to the next.

Call-to—-Action & Interactivity

— Include clear CTAs on each slide or at the end.
— Use captions or overlay text to reinforce messages.
- Leverage platform-specific interactive features when available.

Future Trends & Evolving Limits

Digital advertising platforms continually evolve, and so do their
specifications for carousel ads.

— Platform Upgrades:
Platforms may increase or decrease asset limits based on user feedback and
technological advancements.

- Video Integration & Interactivity:
The rise of short-form videos and interactive elements may influence how many
assets are optimal or supported.

— Automation & Dynamic Content:
Automated ad creation tools can dynamically adjust the number of assets based
on audience data, making flexibility key.

Summary & Key Takeaways

— The number of videos or images in carousel ads varies across platforms,
generally ranging from 4 to 10 slides.

- Facebook & Instagram support up to 10 cards, offering extensive
storytelling options.

— LinkedIn also allows up to 10, primarily for images or PDFs.

- Twitter supports fewer (around 4-6), demanding more concise content.

— Google Display Network permits up to 15 assets, combining images and videos



for dynamic optimization.

— The choice of how many assets to include should balance creative goals,
audience engagement, and platform constraints.

— Quality over quantity remains a guiding principle; more slides do not
guarantee better results.

- Regularly review platform specifications, as they may change over time,
impacting campaign design.

Final Thoughts

When designing carousel ads, understanding the range of assets supported by
each platform is crucial for maximizing engagement and achieving campaign
objectives. While the maximum limits provide creative flexibility, strategic
curation of images and videos ensures that each asset adds value and
contributes to a cohesive story. As digital advertising continues to evolve,
staying updated on platform specifications and experimenting with different
asset counts will help marketers craft more effective and compelling carousel
campaigns.
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