


Phase 1
Foundation Essentials

Security-focused approach.

Al-driven enhancement.

Growth-0riented Mindset

The significance of an omnichannel
approach

Grasping the algorithm in 2025.

Pre-growth checklist.



SECURITY-FOCUSED
APPROACH.

THE ERA OF TRACKING USERS WITHOUT CONSENT IS BEHIND US. WITH I0S UPDATES, GDPR, AND STRICTER PRIVACY REGULATIONS, THE LANDSCAPE HAS SHIFTED, BUT IT'S NOT ALL
NEGATIVE. ACHIEVING AD SUCCESS NOW DEPENDS ON BEING SMARTER, NOT INVASIVE. A PRIVACY-FIRST APPROACH FOSTERS TRUST WITH YOUR AUDIENCE WHILE ENSURING YOUR
CAMPAIGNS REMAIN BOTH COMPLIANT AND IMPACTFUL.

WHAT ACTIONS TO TAKE?

ENSURE PROPER TRACKING SETUP.

Implement the Conversion API (CAPI):

Don’t rely solely on the Pixel—it’s no longer sufficient. The CAPI sends data directly from your server
to Meta, ensuring tracking continues even when users block cookies.

o Leverage built-in integrations if you're using platforms like Shopify
or WooCommerce.

Verify your setup using Meta's Event Manager.



GATHERYOUROWNDATA (FIRST-PARTY
DATAIS TOP-TIER ).

Relying solely on Meta for customer insights is risky. Start building your own data pool

. Use lead magnets like discounts, free downloads, or quizzes to collect email addresses

Utilize CRM tools (like HubSpot, Klaviyo, or others) to store and sync this data directly with
Meta Ads.

WITHFIRST-PARTY DATA, YOU CAN:

Retarget your most engaged users.

s Create Lookalike Audiences based on those who have already purchased or signed up.



STAY COMPLIANT (AVOIDING FINES IS CRUCIAL).

1 Be clear and open:
. Revise your privacy policy to clearly explain how you're using data.
- Implement a cookie banner that gives users the option to consent (yes, it's inconvenient, but it's

necessary).

? Conduct regular audits:

Periodically review your data collection practices every few months. Ensure you're
complying with GDPR/CCPA regulations. If you're uncertain, consider hiring an expert.

3 Plan for Plan for:

Not everyone will agree to be tracked, and that's okay—use broader targeting for those
users and rely on Meta’s algorithm to optimize your results.



TOOLS TO SIMPLIFY YOUR PROCESS!

For tracking

>

> For compliance

For first-party data



https://developers.facebook.com/docs/marketing-api/conversions-api/guides/gateway/
https://segment.com/?ref=nav
https://www.cookiebot.com/?utm_source=google&utm_medium=cpc&utm_term=cookiebot&utm_campaign=cb_dm_se_eng_brand_search&utm_content=se-eng-brand&campaign_id=20484773970&adset_id=163216381840&ad_id=695983566475&matchtype=e&utm_device=c&gad_source=1&gclid=Cj0KCQiApNW6BhD5ARIsACmEbkXIItrpa8CgSoK90fNexfv0dvctQnOtxqIsrvDE0JmHlLYILTXwFNUaAmdyEALw_wcB

Quick Checklist:

CAPI configured.

AEM active with prioritized events.
Pixel firing on key pages.

Privacy policy and cookie banner are implemented.

Running campaigns to gather first-party data
(emails, leads, etc)).



OPTIMIZATION DRIVEN BY Al

META'S ALGORITHM IS SMARTER THAN EVER, AND YOU NEED TO LET IT WORK FOR YOU. Al TOOLS CAN HELP OPTIMIZE YOUR CAMPAIGNS, SIMPLIFY TESTING, AND SCALE FASTER THAN ANY HUMAN COULD. THE
TRICK? FEEDING THE Al THE RIGHT INPUTS AND TRUSTING THE PROCESS.

WHAT ACTIONS TO TAKE?

LEVERAGE ADVANTAGE+ CAMPAIGNS
, _ . : . . Streamline processes using Al tools.
Meta’s Advantage+ shopping campaigns use automation to deliver ads to the most relevant audience
and placements.

Provide the Al with the appropriate inputs.

Ideal for e-commerce and sales-focused campaigns.

It manages audience targeting, bidding, and ad delivery—all optimized for conversions.

SETTINGITUP:

- Start with 2-3 creatives (videos work best) and let Meta test them. I m p 0 rta n t m et ri C S to t ra C k!

Avoid micromanaging the audience—broad targeting yields better results with Al.
a

Learning phase: Ensure your ads have exited the learning phase (target 50
conversions per ad set per week).

CONDUCT DYNAMIC CREATIVETESTING A

Rather than testing one ad at a time manually, allow Meta’s Dynamic Creative Ads to combine and match your assets to
discover what performs best.

A ROAS consistency: Al performs optimally when ROAS remains steady—avoid

. ) ) - making daily changes to campaigns.
Upload up to 10 images/videos, 5 headlines, and 5 descriptions.

Meta tests all combinations and delivers the best-performing ones.

A Engagement rates: High CTRs indicate to the algorithm that your creatives are

Effective usage tips: effective.

Maintain consistency in your assets (same tone or theme).

Test one variable at a time (e.g., visuals or CTA, but not both).



Quick Checklist:

Advantage+ campaigns are ideal for high-priority sales campaigns.

Integrate Al tools (such as Jasper, Canva Al, or Revealbot) into your workflows.

Set up Dynamic Creative Ads with a minimum of 5-10
creative variations.

Integrate Al tools (such as Jasper, Canva Al, or Revealbot) into your workflows.



THE "GROWTH MINDSET"

SCALING IS NOT JUST ABOUT RAISING AD BUDGETS—IT'S ABOUT UNDERSTANDING WHEN, WHERE, AND HOW TO SCALE WITHOUT COMPROMISING YOUR ROI. IT'S ABOUT FOCUSING ON STRATEGY RATHER THAN REACTING
IMPULSIVELY, AND PRIORITIZING LONG-TERM GROWTH OVER SHORT-TERM GAINS. A SCALING MINDSET INVOLVES THINKING STRATEGICALLY AND MAINTAINING PATIENCE THROUGHOUT THE PROCESS.

HERE'S SOMETHING TO CONSIDER: IS YOUR CAMPAIGN PREPARED FOR SCALING?

> Before scaling, consider these 3 questions!

ROAS has been stable for over 7 days.

> Embrace the 80/20 rule.

> Scale horizontally before scaling vertically.

CTR and CPA align with your benchmarks.

> Prioritize long-term ROAS.

> Create a scaling plan.

Creative fatigue is addressed with a refresh strategy.

You have tested new audiences and ad formats.

You have a scaling roadmap with well-defined goals.
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THE SIGNIFICANCE OF OMNICHANNEL.

YOUR CUSTOMERS AREN'T CONFINED TO A SINGLE PLATFORM—THEY MOVE BETWEEN INSTAGRAM, GOOGLE, TIKTOK, EMAIL, AND MORE. OMNICHANNEL IS ABOUT DELIVERING A SMOOTH,
UNIFIED EXPERIENCE ACROSS ALL TOUCHPOINTS, ENSURING THAT WHEREVER YOUR AUDIENCE ENGAGES WITH YOUR BRAND, THEY RECEIVE A CONSISTENT MESSAGE AND ARE NUDGED

CLOSER TO CONVERSION.

Ensure consistency in your messaging across channels.

Utilize cross-channel retargeting.

Implement UTMs for accurate attribution.

Leverage the unique strengths of each platform.

Expand to new placements with a strategic approach.

Track omnichannel performance metrics.

RAPID CHECKLIST!

Messaging remains consistent across all platforms.

Retargeting is configured across Meta, Google, TikTok, and email.

UTMs are tracked in all campaigns.

Blended ROAS is monitored to measure omnichannel performance.

CRM data is synced across ad platforms to create unified audiences.



UNDERSTANDING THE ALGORITHM [2025]

META'S AD DELIVERY ALGORITHM HAS EVOLVED, AND UNDERSTANDING ITS OPERATION IS CRUCIAL FOR SUCCESS. AT ITS CORE, THE ALGORITHM FOCUSES ON RELEVANCE, PERFORMANCE
HISTORY, AND BUDGET EFFICIENCY. THE MORE YOUR ADS ALIGN WITH AUDIENCE INTENT AND THE PLATFORM'S OBJECTIVES, THE BETTER YOUR CHANCES OF SUCCESS.

RAPID CHECKLIST!
> The New Learning Phase Ads exit the learning phase within 3 days.
> Engagement is key. CR and engagement rates align with benchmarks for successful
auctions.

> Focus on systematic growth, not just increasing budgets. .
Budgets are scaled methodically (20-30% every 3-5 days).

> The 70/20/10 Framework

Campaign efforts follow the 70/20/10 model for optimization, testing, and
innovation.

ESSENTIAL METRICS TO MONITOR!

Analytics tools are consistently used to assess and optimize performance.

1 Learning phase completion: Achieve 10+ conversions in 3 days.

? Auction health: Track CTR (target 2%+), engagement rates, and ROAS. _
a—=j

3 Scaling readiness: Follow budget scaling recommendations from Meta’'s tools.

IIJ
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CRUCIAL ACCOUNT SETUP

BEFORE SPENDING A PENNY ON ADS, ENSURE YOUR ACCOUNT SETUP IS FLAWLESS. HERE'S HOW TO CONFIGURE YOUR META ADS ACCOUNT TO
AVOID COSTLY MISTAKES FROM THE START.

Business Manager Setup

Your Business Manager is the central hub for your ads.
Set it up correctly:

Verify your business: Upload legal documents to build trust and
unlock all features.

Assign roles: Grant team members access with specific
permissions. Limit admin access when possible.

Connect assets: Link ad accounts, Pages, and Pixels in one
location for smooth management.

Correct Tracking Implementation

If you can't track it, you can't scale it.

Install the Meta Pixel: Place it in your website's header to track
events.

Test events: Use Meta’s Pixel Helper to ensure all events are
firing correctly (e.g.. Page View, Add to Cart, Purchase).

Track key actions: Prioritize high-intent events that align with
your objectives (e.g., leads, purchases).

3 Server-Side Tracking Setup

With privacy changes tightening, server-side tracking becomes your secret weapon, enhancing data

accuracy by bypassing browser restrictions (such as ad blockers or i0S updates).

How to set it up:

« Use a tool like Meta’s Conversions API (CAPI) or integrate via Google
Tag Manager.

. Sync events such as Purchase, Add to Cart, and Lead to your
Pixel.

4 Server-side tracking setup

Custom conversions allow you to track the actions that matter most
to your business.

Examples:

"Completed Registration": Track user sign-ups for lead
generation.

. Checkout Started": Track when a user initiates the checkout
process in e-commerce.



How to set it up:

Go to Events Manager > Create Custom Conversion.
Quick Setup Checklist:

Choose a base event (e.g., Purchase) and refine it by adding a
condition (e.g.. URL contains /thank-you).

Business Manager is verified, secure, and fully
connected.

5 Meta Pixel advanced configuration

Pixel is installed and tracking essential actions.

Take your Pixel setup

. Enable value optimization: It allows Meta to focus on users most
likely to generate the highest revenue. Server-side tracking (CAPI) is configured and synced.

. Set aggregated event measurement (AEM): Prioritize up to 8
conversion events to comply with iOS 14 privacy changes.

Custom conversions are set up and active.

Verify your domain: This is necessary for Aggregated Event
Measurement (AEM) to function properly.

AEM and domain verification are successfully completed.




PRE-SCALING CHECKLIST:

SCALING ISN'T JUST ABOUT INCREASING SPEND—IT'S ABOUT ENSURING YOUR CAMPAIGNS ARE STRUCTURED FOR SUSTAINABLE GROWTH. USE THIS CHECKLIST TO ENSURE YOUR META ADS ARE
PREPARED TO SCALE:

1 CAMPAIGN CONSISTENCY

Before scaling, confirm your campaigns are delivering consistently:

. Steady performance: CPA and ROAS have remained stable for a minimum of 7 days.

Learning phase cleared: Campaigns are out of the learning phase (10
conversions in 3 days).

. Minimal fatigue: Ad frequency remains low (target under 3).

Address volatile metrics first—scaling only magnifies issues.

2 ANALYTICS AND MONITORING

Scaling without reliable data leads to failure. Make sure to:

. Pixel & CAPI: Meta Pixel and server-side tracking are properly configured and firing correctly.
. Event prioritization: Aggregated Event Measurement (AEM) is set up with key events in the correct order.

Custom conversions: Conversion tracking matches your goals
(e.g., purchases, leads).

Verify all tracking through Meta’s Events Manager and Pixel Helper.



35 BUDGET DISTRIBUTION 5 CREATIVE PERFORMANCE

Your budget should be prepared for growth, Your creative must be dynamic and captivating to scale
but strategic scaling is essential: successfully:

. Proven performers: Prioritize creatives with high CTRs (over 2%) and strong
. Initial budget: Begin with a budget that can generate at least 10 conversions within 3 days. engagement.

. Creative alternatives: Prepare 3-5 variations to prevent ad fatigue.

. Scaling plan: Increase budgets by 20-30% every 3-5 days. Avoid daily tweaks!

» Dynamic creative testing: Use Dynamic Ads to identify the best-performing

&B0 vs ABO: Use Campaign Budget Optimization (CBO) for consistent scaling and Ad Set Budget Optimization (ABO) combinations.
for testing.
Avoid scaling too quickly—drastic budget increases can Avoid scaling outdated ads—it's like filling a
disrupt the learning phase. leaky bucket.

4 AUDIENCE PREPAREDNESS 6 KEY METRICS AND REPORTING

Your audiences should be sufficiently large to support scaling Monitor the essential metrics to evaluate success as you
without fatigue: scale:
® Broad targeting: Use Lookalikes (3-5%) and Interest Stacking to . ROAS: Confirm campaigns are profitable before increasing scale.

maximize reach.

Y Custom audiences: Leverage first-party data such as email lists or - CTR: Keep engagement high to succeed in auctions.
website visitors.

([ Audience overlap check: Make sure audiences aren’t competing with . Blended ROAS: Track performance across all campaigns, rather
h other. . '
each other than focusing on just one.
Utilize Meta’s Audience Insights to assess audience Create dashboards in Meta Ads Manager or use

sizes and identify overlap. tools like Triple Whale for tracking.



Quick Setup Checklist:

Campaigns have completed the learning phase.

CPA and ROAS have remained stable for over 7 days.

Pixel, CAPI, and AEM are properly tracking and firing correctly.

Audiences are sufficiently large to support scaling.

Creatives are new, tested, and delivering strong performance.

Budget increases are scheduled in 20-30% increments.



Phase 2:

Organizing Your Account Structure

Campaign Framework
The SHIELD Model

Optimal Practices for Ad Accounts



Campaign Framework

The structure of your campaign plays a pivotal role in its success. It's more than just organization—it's about aligning Meta's algorithm for optimal performance. Here's how to design
campaigns that scale effortlessly.

. L Step 2: Organize your ad sets.
Step 1: Choose the Appropriate Objective

How to segment ad sets:
Meta's objectives function like a versatile toolbox. Select the one that aligns with your ultimate goal.

[]

[l By audience: Target Lookalikes (1%, 3%, 5%), Interests, or Retargeting groups.
Awareness (TOFU) = Present your brand to a new audience.
D Consideration (MOFU) = Connect with audiences through traffic,

inquiries, or interactions.

[E) By funnel stage: Structure TOFU, MOFU, and BOFU for better organization.
Eonversions (BOFU) = Encourage meaningful actions such as purchases
or registrations.

A By location: Segment countries or regions to gain better control.

Example setup:

e Campaign: TOFU - Increase brand awareness.
Reflect on the single metric that matters most to you and let it steer your decision.
« Ad set 1: Lookalike 1% (Website visitors).
« Ad set 2: Interest stacking (Tech enthusiasts).
Step 2: Create the funnel.

o Ad set 3: Broad targeting (Based on demographics only).

Step 5: Steer clear of these common mistakes.
Funnel Level Its Purpose Target group. Sample advertisement

X
TOFU Awareness & reach

Similar audiences, Preferences. Promotional videos, Image ¢

Inconsistent objectives = Avoid using Awareness to drive conversions—it leads to wasted spend.

Audience overlap = Set exclusions (e.g., exclude purchasers from TOFU).

M 0 F U Nurture & consideration
BOFU Action taken.

Excessive campaigns = Concentrate budgets on fewer, more organized campaigns.
Active users, Site traffic

Customer reviews

Cart additions, Returning buyers. Promotions advertisements

Manage your budget wisely.

To-do list.

Choosing between Campaign Budget Optimization (CBO) and Ad Set Budget Optimization (ABO)?

Here's how you can make the decision:

The objective aligns with the goal = Awareness, Consideration, or Conversion.

Budget strategy defined = CBO or ABO according to requirements.
Opt for CBO when...

Clear funnel mapping TOFU, MOFU, BOFU audiences assigned.

No overlaps  Audiences are well-defined with exclusions in place.
Choose CBO when you're scaling campaigns and prefer Meta to distribute the budget automatically.
Consistency and effectiveness are essential.

Choose ABO when...

Opt for ABO when you're testing new audiences or creatives and need complete control over the budget.



A framework designed to create campaigns that are efficient, scalable, and impactful.

S - Strategic Segmentation

H - Structured Hierarchy

| - Seamless Integration

E - Scalable Expansion

L - Optimal Leverage

D - Strategic Distribution

The SHIELD Model . structured Hierarchy

S - Strategic Segmentation

Divide your audience into strategically defined groups.

Ways to segment:

« Behavior: Buyers, site visitors, and users who added items to their cart.

« Interests: Leverage interest stacking for a wide yet targeted reach.

. Funnel Stages: TOFU (Top of Funnel - Awareness), MOFU (Middle of
Funnel - Engagement), BOFU (Bottom of Funnel - Conversion).

Utilize Meta’s Audience Overlap Tool to ensure your segments remain distinct.

Phase Target group Objective
Lookalike audience of 1% Create brand
TO FO based on purchasers awareness
M 0 FU Website visitors from Foster;elatlonshlps
the past 30 days and engage
Add-to-cart users Encourage
BO FU from the past 7 .
days conversions

Structure campaigns for better clarity and control.

. Campaigns: Group by objective (Awareness, Consideration,
Conversion).

e Ad sets: Divide by location, target audience, or creative variation.

e Ads: Experiment with different variations (e.g., image vs. video)
to gain performance insights.

Example of structure:

TOFU campaign
Ad set 1: Video ads (wide targeting).

Ad set 2: Carousel ads (stacked interests).

| - Seamless Integration

Integrate Meta Ads with other platforms to ensure smooth performance.

Cross-channel strategies:

e Retarget Meta ad viewers using Google Display ads.
« Align abandoned cart retargeting with email follow-up sequences.

E - Scalable Expansion

Scaling isn't about reckless spending—it's a strategic approach.

e Horizontal scaling: Expand to new audiences, locations, or placements.

o Vertical scaling: Slowly raise budgets on your top-performing ad sets.

Example: Raise ad set budgets by 20% every 48 hours, provided performance remains steady.



L - Optimal Leverage

Maximize the value of your tools and strategies.

Recommended tools to use:

* Meta's Advantage+ Placements for automatic ad distribution.

e Automated Rules to pause underperforming ads or increase the budget for top performers.

* Creative testing frameworks to optimize ad visuals and messaging.

D - Strategic Distribution

Allocate your budget wisely to align with your goals.

Stage of the funnel % of budget Objective
Raise awareness
TOFO 60%
Cultivate and
o)
MOFU 30% engage
Generate
o)
BOFU 10% conversions




Ad account best practices:

The success of your campaigns begins with a well-organized, efficient, and optimized ad account.

Structure for better clarity.

Your ad account should be straightforward, not a maze. Keep it organized and user-friendly.

Naming conventions:

Use clear and systematic naming like:

TOFU_LAL_1%_US_Video (Objective, Audience, Location, Format).

Account protection

Account restrictions are one of the quickest ways to derail campaigns.

o Activate two-factor authentication: Required for all users.

e Access control: Grant account access only to those who genuinely require it
o Backup admins: Ensure at least two admins to prevent lockouts.

Folders

Group campaigns by:
o Funnel Stage (TOFU, MOFU, BOFU).
« Geography (US, EU, APAC).

o Campaign type (Awareness, Conversion).

Key account checks

Avoid letting minor mistakes affect performance.
T Pixel setup and integration:

o Verify that all events are triggering properly.

o Utilize Meta's Event Manager for troubleshooting.

2 Event prioritization:

Rank events according to your strategy (e.g.. Purchases > Add to Cart > View Content).

3 Custom conversions:

« Monitor important actions such as downloads or sign-ups that extend beyond standard events.

Check for overlap
Audience overlap reduces efficiency.

« Overlap detector: Identify competing audiences using Meta's Audience Insights.

« Resolve it: Exclude specific audiences (e.g., remove past purchasers from TOFU campaigns).

Simplified performance monitoring

Measurement The Where to monitor
importance
CTR Assesses ad relevance. Ads Manager >
Columns >CTR
Ads Manager > Columns > Cost Per
C P M Shows ad competitiveness. Thousand Impressions (CPM)
Monit fitabilit Ads Manager > Columns >
ROAS onitors profitability. ROAS
To-do list!

[]
[]
[]
]

Verify all links in your ads.

Check ad creative for compliance (e.g., text-to-image ratio).

Update audiences every 90 days.

Keep track of spending caps to prevent exceeding budgets.




Phase 3: Creative strategy

Top-performing creative formats

Creative testing matrix

Crafting high-converting ad creatives
Creative update cycles

Using UGC for scaling

Ad creative designs/templates



Top-performing creative formats

Looking for ads that grab attention and drive clicks? It's all about selecting the right format for your audience. Here's how to get it right.

Video ads Carousel image ads
Why it works: People process visuals 60,000 times faster than text. That's all you need to Why it works: Swipeable = increased interaction,
know. . .
. Simple strategies:
Easy gains:

. Make the first card irresistible (e.g., “Swipe to reveal our secret sale T").
. Craft a story across slides: Problem  Solution  Call to Action.

e Hook your audience in 3 seconds. No fluff.
e Keepitbrief 15-30 seconds max (time is valuable).
¢ Include captions many people watch without sound. Example sequence:

e Highlight multiple products with swipeable benefits.

Example concept: B "New Arrivals” 3 Product close-up  [EJ "Only $39 Today!"

My Product Collection Ads

Begin with a major pain point (“Having trouble staying organized?”), then showcase your

product as the solution (“Introducing your new go-to planner!”).
Why it works: Merges visual appeal with seamless shopping.

2 Image-based ads Quick wins:

. Use an engaging lifestyle image or video as the focal point.

Why it works: Clear, straightforward, and easy to absorb while scrolling. ) ) )
. Match products with the vibe (e.g., cozy sweater + fireplace).

Instant tips: o ) ) ) )
. Optimize for mobile—90% of clicks are from mobile devices!

« Opt for bold, contrasting colors to grab attention.
Reels ads

o Limit text—highlight your main offer (e.g., “50% OFF TODAY").

Why it's effective: It's trendy, genuine, and doesn’t come across as overly “sales-driven.”

« Test 3-5 versions to identify the best performer. Quick wins:
* Leverage trending sounds or songs to increase visibility.
Expert ti p: « Embrace vertical format—this isn't 2015 anymore.
Pro tip: Transform a successful image into a carousel or add subtle e Keep it authentic and unrefined (yes, raw content works

animations for an easy engagement boost! here).

Engagement + experimentation = success.

Avoid sticking to a single format.

« Combine video and carousel for top-of-funnel engagement.

o Utilize Reels for rapid awareness growth.

o Experiment with static images and collections for retargeting.



Creative testing matrix

It's not about "which ad performs best.” It's about understanding why it works. By isolating variables, you can fine-tune every element and scale what performs best.

How to create your matrix. | | 4 The callto action (CTA)

"Buy Now" vs. "Shop Today" vs. "Learn More"
Here's a step-by-step guide on what to test:

Example to test:
I:l T The opening statement

Same ad, alternating between urgency-driven (“Limited Time

The first 3 seconds of the video. Offer”) and casual (“Discover More").

Headlines for static or carousel ads. D The format type

Example to test: Static image vs. video vs. carousel format

Same visuals, but with three different headlines: Example to test:

* Don't scroll past
e Discover your next favorite [product]”

¢ The talk of the town

Short Reels vs. a 3-frame carousel of testimonials.

W«\ 3 Tips for Effective Testing
D 2 The content/message

Test one variable at a time: Avoid mixing elements for now. Keep it simple.
Emphasize various benefits. For example: speed vs. quality vs. affordability. 1 9 P P

2 Start with small budgets: $10/day per test is sufficient to identify early trends.
Example to test:
3 Define metrics: CTR for hooks, ROAS for CTAs, and CPM for visuals.
Same image, but highlight:
sample matrix layout for ad testing:
e Save Time,

° i .
Best value Element Choice A Choice B |Bestperformer
e Premium quality,
Hook Pause your Your upcoming .
scrolling. favorite Choice A
. . Make a purchase To be
[ | 3 The visuals/images CTA today. Purchase now || determined
Bright colors vs. muted tones . i Emphasis on To be
9 Visual Style Vibrant hues lifestyle determined
Product-focused vs. lifestyle imagery

Example to test:

Static image vs. carousel featuring user-generated content (UGC).

fresh and effective.

Devote 80% of your time to expanding successful strategies and 20% to experimenting with new concepts. Ensure the pipeline remains both




Crafting high-converting ad creatives

Ads that truly engage aren’'t by chance. They're a blend of psychology, creativity, and strategy. Let's dive in.

The anatomy of a high-converting ad Experimenting with creative variations.

Element Essential What to experiment T
P Sample variations
elements with
Title
Attention-grabbing, curiosity-driven, Titles Achieve Fitness Quicker" vs. "Change in 30 Days
or straight to the value.
Hook (first 3s) . Desi tl Vibrant colors vs. black and white; product-focused
ﬁalrf trherrn sti(;p s?r:?“'vr:’g;(bv?lldnzta:s' esign styles vs. lifestyle-oriented.
Graphics umor, or pain points work wonders.
"Vivid, high-contrast, and designed for CTA:s Shop Now" vs. "Discover More"; "Begin Saving" vs. "Find Out
outarget-aud Conuia How It Works
CTA Refined." —
al di Ul U -t i Initial 3 seconds (hooh)npactfulstats ('Save 50% Today"), humor (‘'Why pay more?'), or addressing
...f_,ar.,al 'Tféc Lj.., Ist::a —I_o;alcllllorzv pain points ('Sick of overspending?')
'Start Saving'.
’ . . Static images vs. videos; carousels vs. reels; user-
Here's a rephrased version: Various format styles generated content vs. refined brand visuals.
Hooks that stick: o Casual ("Ready to try?") vs. professional
Communication style ("Discover Our Solutions")
"Begin with tion 'Imagin lin r ROl overnight!™
° €9 questions agine doubling your ROl overnig . T Stories vs. Feed posts; Creatives designed for
Advertisement positioning .
e Use pain points "Tired of ad spend without results?" Desktop vs. Mobile.
. "Emphasize benefits  'Achieve X results in half the time." Agjustments for target audiengeCustomized content (age-based visuals, interests)
vs. broad-reaching creatives.
 Key visual guidelines to follow:

Create an ad that's impossible to skip...
. Human faces  Ads with people generate 38% more engagement.

. Motion  Incorporate GIFs or animations—they capture attention quicker than static ° Step 1: Create 3 hooks, 2 visuals, and 2 CTAs for each campaign.
images.

« Colors Vibrant, high-contrast shades outperform softer tones. « Step 2: Conduct A/B tests to identify the most effective combination.

* Persuasive copy: o Step 3: Refresh creatives every 7-10 days to avoid ad fatigue.

e Keepitshort Brevity beats long-winded stories.

e Include numbers 'Save 25%' > 'Huge Discount'.

e Address your audience directly (use 'you' and 'your").



Creative update cycles

Outdated ads lead to declining engagement. Revitalizing your creatives is
essential to keeping your campaigns dynamic and effective. Discover the right
timing and strategies here.

The reason, timing, content, approach...

Why update?

« Viewer burnout: Your audience is overly familiar with the same ad.
« Falling CTRs: Click-through rates are decreasing? It's time to adapt.

. Seasonal shifts: Align your ads with current trends and events to stay relevant.

. Seasonal shifts: Align your ads with current trends and events to stay relevant.

When to update?

Here are the signs it's time for a refresh:

Frequency exceeds 3+ If your audience has encountered the ad over
three times, it's time for a change.

CTR falls below baseline  Dropping clicks? It's time to make a change.

Weekly performance check  Monitor for increasing CPMs or decreasing
ROAS to identify fatigue early.

What to update?

The hook  Experiment with new headlines or the opening 3 seconds of your videos.
Visuals  Try new colors, themes, or creative formats (e.g., video  carousel).
CTA  Experiment with strong CTAs like "Shop Now!" or more subtle ones like "Learn More."

Audience angle  Adjust your messaging to focus on a new pain point or benefit.

How to structure your refresh cycle?

B} Start with testing.

Utilize Dynamic Creative Ads to experiment with different variations.

Allow Meta’s algorithm to identify the top-performing combinations.
P Expand successful campaigns.

e Boost the best-performing ads.

. Keep an eye on signs of fatigue such as frequency and CTR.

E) Switch and update regularly.

e Swap out outdated assets with 3-5 fresh creatives every 2-4 weeks.

¢ Maintain a variety of formats—video, carousel, and static ads—for greater diversity.



Creative update cycles

Looking for ads that convert exceptionally well? UGC is your ultimate tool.
It's genuine, relatable, and ideal for overcoming ad fatigue.

Why UGC works?
Benefi Why it matters
-
Itis People place more trust in authentic individuals
authentic. than in polished advertisements.
It It comes across as a friend's suggestion
resonates. rather than a sales pitch.
Itis It's effective for testimonials, how-to videos,
adaptable. unboxings, and more.

Three steps to grow with UGC.

Step1 Discover the treasure.

Encourage your customers: Provide incentives for reviews, photos, or videos.
Launch UGC campaigns: Organize contests like 'Share your experience, win big!

Utilize tools: Platforms like Taggbox or Yotpo make collecting UGC effortless.

Step2 Maintain authenticity

Skip excessive editing. Raw, unfiltered content outshines polished versions."
Focus on real stories and results—people can easily detect authenticity.

Example: An iPhone-shot unboxing video > a studio-produced one.

Step3 Implement UGC

Example in action | Use case example

. Turn testimonials into
Ad creative carousel ads

Incorporate customer
stories and videos.

Landing pages

Email marketing Feature brief clips
showcasing customer

campaigns successes.

Effective user-generated content formats.

Structure Optimal
application
Customer video Customers openly sharing
reviews their successes
Transformation Clear results play a crucial
role in fostering trust.
photos
Slideshow Merge several user-generated
. content pieces into a single ad.
stories

Key performance indicators to monitor

Reasons for its
Measurement -
significance
dlick-through rate and use User-generated content
. . frequently surpasses studio-
interaction

produced content.

Content that resonates
reduces costs.

Expense per customer
acquisition

Ad wearines Regularly update UGC to maintain
freshness.

Quick UGC playbook!

Strategies for collecting user-generated content
o Offer customers discounts or giveaways as incentives.

¢ Request reviews in follow-up emails after purchase.
o Leverage tools such as Trustpilot or Loox to streamline collection.

Tips for optimizing user-generated content
« Add captions or overlays to emphasize key product advantages.
« Consistently experiment with different formats: Reels, Stories, and Static Posts.

o Prioritize results-driven content—highlight the benefits for them.



Eye-catching templates

Template E I

type xampies

Headline Fed up with wasting money on ads?

questions

Confident RUIt Overpaying for leads—begin succeeding!

assertions

Intrigue- )
inducing The key formula you're overlooking
elements

Dataand Increase conversions by 75% starting
figures today!

Emphasis on . . .
challenges Spending too much? Here's the solution.
Attention- Calling all business owners facing ROI

grabbing
highlights challenges

Templates for visual styles

—
i. Ad creative designs/templates

CTA design templates

CTA
I — Sample cases
Goal- "Start Today" or "Watch It in
driven Action!"
Value- "Save Half Today" or "Start Your Free Trial"
focused
Curiosity- xplore How It Works" or "What's in
powered Store?
Time- Secure Your Spot Now!" or
sensitive "Offer Closes Tonight!
.. Unlock Premium Access" or "For
Limited .
Subscribers Only

Type of -
o Case studies
Vibrant Vibrant color schemes such as neon orange paired with
hues black.
Lifestyle Highlight satisfied customers engaging with the product or
photograph| service in real-world scenarios.

Y
Solo product

Highlight your product with detailed close-ups of its

images features or packaging.
Text Overlay benefits or CTAs on images for immediate
annotations communication. Example: "Save Time & Money!
|Real-user Genuine user-created content. Picture
style casual, relatable, and unpolished vibes.

Templates for emotional persuasion

Video ad templates

Video

Format Examples
Learning Master [X] in Just 3 Minutes!
Sessions

Then & Transform Your [Space/Process] from Messy to Managed in

Now Moments!
Cust_omer What Our Customers Are Saying
Reviews
Clarifications Why We Stand Out
Fas:::”d Fast. Efficient. Effective

Carousel Ad Formats

Type of =
appeal Sample instances
FOMO Grab This Exclusive Offer Before It's Gone!
Triumph Discover How [Name] Increased Their
Revenue by 3x
Ltales
Issue- Facing Low Lead Generation? We're Here to Help.
resolutior
We Recognize Your Challenges—Here's the
Empathy Solution.
. Be Part of the Thousands Already
Festiv Succeeding with Us

Carousel Samples
Style

Narrative From Concept to Completion—Here's

Crafting the Path.

Product Showcase Each Feature with
Highlights Stunning Visuals.
Stepwise The Process: 1. R'eglster. 2. Try, 3.

Achieve
Client Client Feedback: Real Stories on Every Slide

Feedback

Evaluate Option A vs. Option B—Which Suits

Choices You Best?




Enhanced targeting

Strategies for audience development

Similar audience strategies

Location-based targeting for campaign
scaling

The audience expansion framework

Optimal strategies for broad targeting

Retargeting strategies for mid and bottom of
the funnel (MOFU/BOFU)

Building custom audiences

Behavioral and interest targeting



. . Balancing broad and niche audi
Strategies for audience development lancing Broad and NIGhe atciences

Audience building is the cornerstone of any successful campaign. Without reaching the right audience, even the Audience
most compelling ads won't perform. Implement the strategies outlined below to: Who they arer When to use them Example
category identity
) Connect with your ideal audience -
Niche Small, highly Retargeting or Target past
. Spe‘:iﬁﬁwgfﬁ’H@ﬂly upselling high- CUSt;Dme;S{Wh:
e . purchased in the
Enhance ad relevance audiences specific groups. intent users.
last 30 days.
i i Scaling Target users
Increase return on investment (ROI) Broad Large groups with ) g
. | filt campaigns or aged 25-45
audiences minimal fiiters. building interested in

fitness.

awareness.
Essential components of audience building

Combine both! Start with niche audiences for precision, then scale using lookalike audiences.

Leveraging first-party data for personalized targeting S ——_— i
ontinual testing and refining

What to experiment with?

What it is Why it’s important How to do it ) Interests: Adjust interests (e.g., “fitness,” “digital marketing”).

; . : : : “ "
Data from your customers (email | Personalization leads to better Upload customer lists, retarget ) Behaviors: Experiment with purchase behaviors (e'g" engaged shoppers )

lists, website activity, etc.) website visitors, or segment

engagement and conversions. ;
audiences.

) Demographics: Modify age, location, or gender targeting.

Types of first-party data you can utilize include: Ways to enhance performa nce:

) Email lists (e.g., newsletter subscribers)
) Exclude converted users: Prevent spending on individuals who have
already made a purchase.
) Website visitors (through Meta Pixel) Y P

) A/B test audience combinations: Compare two audience versions to

e . identify the best fi X
) App users who performed specific actions identify the best performer

) Analyze performance: Consistently monitor which audience yields the
highest ROAS (Return on Ad Spend).

Retarget cart abandoners within the first 7 days to optimize conversions!



Your detailed action plan:

Actions to take:
Step
For example:
Create a Custom Audience Target website visitors from
Start Small using your collected data. the past 30 days.
Use Lookalike Audiences Target people who are similar to
Expand (1%-2% similarity) to scale. your top 10% buyers.ys.
Test B d Let Meta's Al find users with Target "all users in the U.S." and
est broa minimal filters. optimize for conversions.
EXClu,de poor-performing Exclude users who didn't
. audiences and double .
Refine d engage in the last 60 days.
own.
Refresh audiences every 1-2 Swap in new Lookalike
Rotate months to avoid fatigue. Audiences quarterly.

Balancing broad vs. niche a

udiences

Campaign goal

Best Fit: Broad or Niche?

Brand Awareness Broad
Retargeting Niche
Retargeting Niche

Quick Wins

Retarget recent visitors

Show ads to people who visited your
pricing page in the last 7 days.

Upsell existing customers

Promote complementary products
to customers who bought Product A.

Scale with lookalikes

Build a Lookalike Audience based on
your top customers and start scaling.



Similar Audience Strategies

Lookalike audiences are a highly effective tool for scaling campaigns without compromising precision and
relevance. By utilizing your existing data, you can broaden your reach to new users who exhibit similar
characteristics and behaviors to your top-performing audiences.

Below is a breakdown of lookalike audience types, their source audiences, and the ideal use cases for each.
Whether you're targeting high-value customers, re-engaging cart abandoners, or expanding into new markets,

these strategies will help you achieve your goals efficiently.

Lookalike audience type

Source Audience

Use Case

1% Lookalike

Top 10% of customers
by LTV

Precision targeting for
high-converting users.

2%-5% Lookalike

Email subscribers

Expanding reach while
maintaining relevance.

Value-Based Lookalike

CRM data with
purchase values

Scaling to users who are likely to
make high-value purchases.

Engagement-Based
Lookalike

Video viewers or post
engagers

Finding users who are likely to
engage with your content.

Website-Based
Lookalike

Website visitors or
specific page views

Retargeting people similar to product
page visitors or cart abandoners.

Event-Specific
Lookalike

People who registered for
past events

Targeting individuals likely to register
for similar future events.

Purchase-Based
Lookalikee

Recent purchasers

Acquiring users with similar purchase
intent.

Geographic-Specific
Lookalike

Top customers from specific
countries

Scaling in new regions or optimizing
for local markets.

App Activity Lookalike

App users who completed
specific actions

Targeting users similar to those who
signed up, subscribed, or completed
milestones.

Shopping Lookalike

Users who interacted with

Scaling to shoppers who browse or
purchase through social platforms.

Instagram Shops

Optimize your lookalike strategy

Begin with a small focus, then expand.

Start with a 1% Lookalike audience for accuracy. Once you achieve consistent
results, experiment with wider audiences (e.g., 2%-5%) to increase your reach.

Update source audiences frequently.

Refresh your source data every 30-60 days. Keeping the data up to date
ensures your Lookalike audience targets the most relevant and current
customers.

Combine lookalikes with interest targeting

Apply layered targeting by combining Lookalike audiences with specific
interests or behaviors to fine-tune your campaigns even further.

Combine lookalikes with interest targeting

Avoid wasting ad spend by excluding source audiences or other Lookalike
audiences that might overlap.

Leverage first-party data.

Steer clear of third-party data. Instead, utilize your CRM, purchase history, or
email lists to create source audiences.

Be innovative with your source audiences.

Use engagement-based audiences like video viewers or page-specific
visitors.

Leverage geo-targeting.

Create Lookalikes from one region to target similar audiences in new
regions.

How to test lookalike audiences?

Use A/B testing to find the most effective Lookalike type:

Create identical campaigns targeting different Lookalike percentages
(e.g., 1% vs. 5%).
Monitor metrics like CTR, CPA, and ROAS to determine which performs
best.



Lookalike scaling hacks

« Stack lookalikes: Combine multiple Lookalike audiences into a single campaign to scale efficiently (e.g., "2% LTV Lookalike" + "2%
Website Visitors").
« Geo expansion: Create Lookalike audiences using top customers from one region to target new regions with similar behavior.

Avoid these mistakes!

X Over-reliance on Broad Lookalikes

Large Lookalikes (e.g., 5%-10%) can dilute targeting precision. Balance reach with
relevance.

X Ignoring performance trends

Continuously monitor performance. If Lookalikes aren't converting, refine your source
audience or adjust your creative strategy.ce.

X Ignoring performance trends

Garbage in, garbage out. Ensure your source audience is well-segmented and
representative of your ideal customer.

Checklist on how to build winning lookalikes..

D Ensure source audiences have at least 1,000 users (the larger, the better).

D Choose source data that aligns with campaign objectives (e.g., purchases for
conversions, video views for engagement).

D Use high-quality creative that resonates with the Lookalike's intent.

D Test new Lookalikes quarterly to refresh audience strategies.



Location-based targeting for campaign scaling

Imagine this:

You're launching a campaign for a boutique coffee brand expanding into Germany. Do you:

« Use the same generic ad for the entire country?

* Target Berliners with ads about “hipster brew culture” and Bavarians with ads about “cozy alpine mornings”?

The second option isn't just smart—it’s profitable.

A localized approach can 3 CAC and (3 CTR.

Why geo-targeting matters!

It's not just geography

hen ads are tailored to a specific location, people are more likely to engage.

The “hyper-local” playbook

Instead of using broad strategies, aim for pinpoint precision.

1 Segment by area

Divide your audience by regions, cities, or neighborhoods.
Example: Target coastal towns with “beach-ready bundles”
and urban areas with “city grind kits.”

2 Customize the message

Make your ads resonate with the audience’s everyday life.

« Example: A winter apparel brand might run “Stay warm in
Stockholm” vs. “Beat the chill in Berlin.”

3 Utilize local data wisely

* Analyze purchase behaviors by location and adjust bids
according to ROI.

Region

Performance

Action

Berlin

High CTR

Scale ad spend by
20%.

Hamburg

Low
Conversions

Test new creatives.

A fresh approach

Combine data with creativity. For example:

. Heatmaps: Run ads in areas where customers are

already engaging with your brand.

e Dynamic creative testing: Experiment with localized
copy like “Morning fuel for Munich” vs. “Berlin’s brew

essentials.”
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The audience expansion framework

Scaling your audience is like constructing a pyramid—begin with a
solid foundation and add layers thoughtfully. Here's how it works:

Base Level » Broad Targeting
Purpose: Expand reach and identify new audience segments.
Tactics:

) Leverage interest-based targeting (e.g., broad categories like
"Fitness Enthusiasts").

) Use Meta's Advantage+ tools to let the algorithm optimize.

) Apply wide geo-targeting to maximize potential reach.

The Audience Scaling Pyramid

Level

Target group

Examples

Top (Intent)

Retargeting

Viewed Product Page,
Added to Cart

Middle
(Interest)

Lookalikes

Lookalike of high-value
purchases

Base (Broad)

Broad Audience

Interest-based, geo, or
demographic

Action point: Allow the algorithm to collect data; avoid over-segmenting in the initial stages.

B Top Level » Retargeting

Purpose: Convert high-intent users into customers.

Tactics:

. Retarget website visitors who interacted with key pages (e.g.,
product or pricing pages).
» Use dynamic product ads (DPAs) to create personalized shopping experiences for e-
commerce.
e Leverage email lists or custom audiences derived from CRM data.




Optimal strategies for broad targeting

Broad targeting can yield exceptional results when you prioritize the right fundamentals.
Here's how to make it effective:

Set the right objectives Nail your creatives
Your campaign's objective serves as its North Star, directing Meta's algorithm to focus on the The effectiveness of broad targeting depends on the quality of your creatives, which must
most relevant audience behaviors. work harder to grab attention within a larger audience pool.
Choose wisely Key priorities to focus on:
Objective Best use Component What works

Vibrant colors, striking

Conversions Driving purchases or leads. Visuals text, and strong
contrast.
Highlight key benefits or
Traffic Building awareness. Headlines create urgency (e.g.,

“Limited Time Offer!”).

Video for engagement;

Engagement Increasing interactions. Formats ,
carousel for storytelling.

Example: Use 15-second video ads featuring bold
product visuals and fast transitions. Shorter videos
perform better with broad audiences.



Evaluate what's driving results.

Once your campaign is live, monitor its performance
without stressing over short-term fluctuations.

Measure success using these key metrics: Step-by-step guide to getting started

Metric What to look for Action Why it matters

A larger audience provides Meta's Al with more

A rate above 1% indicates Set your audience o o . )
. data, allowing it to optimize and identify users who
that your creatives are to at least 2M kel be i d
CTR engaging effectively. are more likely to be interested.
Stick to age,. Simplifying your targeting helps avoid overly
gender & location - )
restricting your audience.
only
Does it align with your
CPA target cost?
Turn on Advantage Helps Meta extend your reach beyond initial
Detailed Targeting targeting for better cost efficiency.
Make sure you're not
overwhelming your
audiences with too much Avoid audience By combining similar ad sets, you prevent
Reach vs. - D
exposure. overlap redundant duplication and optimize your budget.
Frequency

You can combine Advantage Detailed Targeting with broad demographics, such as "age: 18-65," and location targeting to give Meta the
largest audience pool to work with, while avoiding overwhelming the system with unnecessary filters.



d Retargeting strategies for mid and bottom of the funnel
(MOFU/BOFU)

Retargeting goes beyond reminding people where they left off; it's about
strategically guiding them through the funnel. At the Middle of the Funnel
(MOFU) and Bottom of the Funnel (BOFU), your focus should be on removing
hesitations, building trust, and driving conversions.

What's the difference between MOFU & BOFU retargeting?

Audience
Stage . Goal
9 Behavior

Browsed your site

MOFU Nurture & educate
or added to cart

BOFU checkout or Push for_
viewed pricing conversion

[ataYalal

3 retargeting tactics that (actually) work!
# Dynamic product ads
Show users the exact product they viewed or left in their cart.

Why? Personalized ads feel more relevant and tailored, which
increases the likelihood of higher click-through rates and
conversions.

Incentive-Based Offers

Use discounts or free shipping to motivate hesitant users.
Example: "Not sure yet? Enjoy 10% off your order—today only!

Customer Reviews & Trust Signals

Build confidence with social proof and guarantees.
Example: “Join 10,000+ satisfied customers. Enjoy free
returns on every order!”



The “follow-up funnel”!
Ad 1: Remind them of the product.

Example: “Still thinking it over? Hurry, it's going fast!”
Ad 2: Add urgency or incentive.

Example: “Flash Sale: 20% off ends at midnight!”
Ad 3: Build trust with testimonials.

"

Example: “Rated 4.9/5 by thousands of happy customers

Be cautious of these common mistakes!

Mistake

Why it’s a problem

Overlapping audiences

Wastes budget and causes ad
fatigue by showing multiple ads to
the same user.

One-size-fits-all ads

Generic messaging fails to connect
with users at different stages of the
funnel.

Neglecting frequency capping

High ad frequency can irritate users
and push them away instead of
driving conversions.

Ignoring analytics

Ignoring performance data leads to
missed opportunities for campaign
optimization.

Too aggressive BOFU offers

Pushy sales messages can alienate
users instead of encouraging them
to convert.

Poor segmentation

Not segmenting audiences leads to
irrelevant ads being shown to users.

Limited ad variety

Using the same creatives repeatedly
can cause ad fatigue and decrease
engagement rates.

Retargeting is about
strategy, not just
persistence. Know where
your audience is in the
funnel and show them ads
that address their pain
points, remove doubts, and
make purchasing an easy
decision.
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© Building custom audiences

Custom audiences allow you to target people familiar with your brand, such as those who've visited your site,
engaged with your content, or made a purchase. These audiences are your low-hanging fruit.

Types of custom audiences

Audience type Data source Examples

Target visitors who've interacted with specific pages, like product pages, checkout,

Website visitors Meta Pixel or blog posts (e.g., "Visited FAQ Page but No Purchase").
Engagement Social Media Target users who liked, shared, or commented on specific ad campaigns or organic
audiences Interactions posts.

CRM Data or High-value customers (e.g., top 10% by LTV or frequent

Customer lists
u ! Uploaded CSV purchasers).

- Mobile App Users who abandoned a cart, reached a milestone, or initiated
App activity .
Events a subscription.
Video viewers Watch Data People who watched at least 25%, 50%, or 75% of your videos.
RSVPs or . .
Users who RSVP’d to an event or clicked "Interested” but didn’t
Event engagement Event

) attend.
Interactions




Step-by-step advanced strategies

1 Use behavioral layering » Combine actions like "Viewed Product A" and "Viewed Blog Post B" to better refine
intent.

2 Include cross-channel data » Integrate CRM, offline data, and app insights for a more complete audience view.

3 Dynamic retargeting -» Create audiences dynamically based on real-time actions, such as abandoned carts.

4 Experiment with recency segments » Divide users by timeframes (e.g., 7-day, 30-day, and 90-day retargeting).

5 Event-based rules » Apply conditions like "Engaged with Event" and "Didn’t Click RSVP" to tailor retargeting.
Ready for advanced targeting?

Granular recency bidding » Bid higher for recent visitors (last 7 days) compared to older ones (30-90 days).
Exclude smartly » Exclude overlapping audiences to reduce redundancy and prevent ad fatigue.

Hyper-specific lookalikes » Create lookalikes based on niche audiences, such as "Top 1% of Purchasers."

Advanced funnel segmentation » Segment your audience based on specific stages in the funnel to deliver
targeted messaging.

TOFU: Visitors who bounced quickly, indicating a need for more compelling content or offers.

MOFU: Users who browsed multiple pages or engaged with ads, showing interest but requiring further nurturing.

BOFU: Repeat visitors or those who initiated checkout, signaling they're close to converting and may need a final
push.



Behavioral and interest targeting

Behavioral and interest targeting focuses on reaching users based on their actions, preferences, and habits.
When executed properly, it can significantly increase the relevance of your ads. Here's how to get started.

Why use behavioral and interest targeting?

Unlike demographic targeting, this approach focuses on real-time user intent—such as hobbies, recent purchases, or life
stage events. It goes beyond assumptions and connects with the "why" behind user behaviors.

. . Behavioral targeting examples
Behavioral targeting examples 9 9 P
i : : Interest Best fit for
Behavior| Targeting Insight
Sustainability . .
‘ Eco-friendly products or services.
Frequent Ads for travel insurance or flight deals. enthusiasts yP
travelers
. — . bovrne Restaurant ads, meal kits, or drink
Online Promote limited-time offers or Iovers subscriptions.
shoppers bundles.
Event Retarget based on ticket purchases or mi;”jgiies Console releases, gaming subscriptions.
seekers RSVPs.
DIY . .
Ziimf.fsgé Target for software launches or tech creators Hardware tools, craft supplies, or tutorials.
gadgets. - .
Financial | . latf |
Fitness Offer workout gear, meal plans, or planning nsurance, investment platforms, or loans.
buffs supplements.

Best practices!
Start small » Choose no more than 2-3 interest/behavior layers to avoid over-narrowing.
Refresh targeting frequently » Interests and behaviors change over time. Monitor ad performance every 2-3
weeks to ensure relevance.
Leverage lookbacks » Use behaviors like "purchased within the last 30 days" to target those most likely to re-
engage.



Framework for scaling

The 5-step scaling framework Horizontal scaling Vertical scaling

11 signs your campaigns are ready to scale Managing campaign fatigue



The 5-step scaling framework

Scaling your campaigns effectively requires both
strategic thinking and tactical execution.

Here's how to break it down step by step:

Bl Horizontal scaling = Expanding your reach [ Performance monitoring = Staying data-driven

Expand to new audiences, geographies, and platforms to grow your Track and optimize KPIs to ensure campaigns stay on track.

campaign's reach.

B Vertical scaling = Maximizing your best performers Budget distribution

Scale budgets and improve performance metrics for winning

campaigns.
Tactic Action
.Budget Raise budgets by 10-20%
INCrease] gradually. . . .
- — B Risk management = Protecting your investment
optimizatiory bid strategies. : ; i ; i H
Balance scaling efforts with contingency planning to mitigate risks.
Creative Add new formats or adapt
scaling messaging for top ads.
Tactic Action
El Replication strategy = Use what works
Budget
. P . Allocate across campaigns to avoid over-reliance
Duplicate successful elements to test new Pistribution paid
variations and audiences. Performancel Pause underperformers when ROAS
thresholds drops below 2x.
Tactic Action BaCkL.JD Always have alternative creatives ready to
Winner Duplicate high-performing campaigns launch.

duplication

campaigns with tweaks.

Audience
egmentatio

Create smaller subsets of your
best audiences.

Creative
variations

Test alternative visuals or copy for
winners.

. ; Metric Target
Tactic Action
Audience Target broader or untapped CTR Above 1.5% for engagement.
expansion demographics.
3x or higher for profitability.
Geographic Add neighboring countries ROAS 9 P Y
expansion or regions. . -
platform | Test other platforms like LinkedIn or CPA Stable or decreasing for efficiency.
expansion TikTok.




Horizontal scaling

Horizontal scaling is the ideal approach for expanding reach while maintaining diversification. Unlike vertical
scaling, which enhances existing successes, horizontal scaling broadens your campaigns by tapping into new
audiences, locations, and platforms.

Why Use Horizontal Scaling?
1 To tap into new markets and demographics.

2 To distribute budgets across multiple campaigns

rather than depending on a single one.
3 To test different audiences, messaging, and creatives
simultaneously for optimized performance.

When to use horizontal scaling?

1 When your campaign shows clear signs of success (high
CTR, low CPA).

2 When your product or service is ready to enter untapped
markets.

3 When existing campaigns are stable, allowing room
for controlled expansion.

How to use horizontal scaling?

Horizontal scaling focuses on diversification and expansion while maintaining the effectiveness of
existing campaigns.

Tactic Execution
Audience Use broad lookalikes or create new
expa nsion segments (e.g., interests).
Geographic Initiate campaigns aimed at reaching
expansion new regions or countries.
Platform expa nsion Replicate winning campaigns on other
platforms like TikTok.
: P Adapt top-performing creatives to resonate with
Creative variations new audiences.

Best practices

Target strategically

Start with broader audiences and gradually refine targeting by adding interests or behaviors.

Track separately

Keep new campaigns separate to track performance and costs.

Customize creatives
Tailor your messaging and design for new audiences.

Leverage learnings

Use insights from existing campaigns to build new ones.

Common mistakes to avoid!

X Overlapping audiences » ***Causes fatigue and wastes budget.
Use unique targeting.
X Neglecting testing » ****Scaling doesn’'t mean skipping A/B
testing for new campaigns.
X Poor localization » One-size-fits-all creatives won't work for
different regions or demographics.
X Overloading budgets » Start small with new campaigns and
scale gradually.



11 Signs Your Campaigns Are Ready to Scale

Scaling isn't just about increasing the budget and hoping for the best. Through experience (sometimes the hard way), I've realized
that timing is crucial. Scaling too early can drain your budget on unoptimized campaigns, while waiting too long means missing
out on potential growth.

So, how do you know when the time is right?

I've created a checklist of key indicators | look for in my own campaigns before scaling.

These signs will help you determine whether your campaigns are ready to handle more budget, wider reach, and higher
expectations.

Are your campaigns ready to scale? Let’s dive in and find out.

Sign Description

Consistent performance Your campaign has stable CTR, CPC, and ROAS for at least 7 days.

Low CPA Your cost per acquisition is below or meeting your target benchmarks.

High conversion rate Landing pages and ads are converting well with minimal drop-offs.

High CTR Your ad creatives are engaging and resonate with your audience.

Audience size Your target audience is large enough to support scaling without oversaturation.
Positive ROAS Your return on ad spend is positive, with room to invest more.

Low ad frequency Frequency is under 3, avoiding ad fatigue and overexposure.

Budget utilization Your current budget is being spent efficiently with no under-delivery issues.
Scalable creatives Your ad creatives are versatile and can be adapted or duplicated easily.

Stable learning phase Your campaign has exited Meta's learning phase and is delivering optimized results.
Room for expansion Opportunities for horizontal or vertical scaling are identified.




Pro tips

Scale gradually

Increase your budget by 20-30% every few days to give Meta's algorithm time to adjust and maintain
performance.

Watch your metrics

Keep a close eye on CPA and ROAS. If costs rise sharply, pause and optimize before scaling further.

Refresh creatives

Avoid creative fatigue by introducing new ads as you scale. Fresh visuals and messaging keep
engagement high.

Test new audiences

Expand into broader or lookalike audiences as your current segments get saturated.

Diversify channels

When performance peaks on one platform, scale horizontally by exploring Google, TikTok, or LinkedIn ads.



