
  



Hello from the Author | Jon Davids 
 
Hey — I’m Jon Davids, CEO of Influicity. 

Every month, my team and I help hundreds of brands drive big sales from Meta Ads. 
And we do it in a strange way. 

We don’t get caught up with flashy ads or complicated funnels. That stuff will make 
your head spin and bleed your budget dry. 

Instead, we focus on the right audience, at the right time, with the right messaging. 
All backed by data. And that’s what I’m giving you in this playbook. 

 

Here’s how to get the most out of the playbook: 

Chapters 1, 2, and 3 are the fundamentals. Read these chapters if you’re new to 
Meta Ads or if you need a refresher. 

Chapters 4 and 5 deal with audiences and ad creative. This is where real ROI 
begins. 

Chapters 6, 7, and 8 cover campaign setup, scaling, and funnels. The architecture 
of your Meta Ads strategy. 

Chapters 9 and 10 are all about troubleshooting and advanced strategies. So all my 
Meta Ads OG’s can skip straight to the end. 

 

I’m excited to help you get the most out of your Meta Ads Selling Machine. 

Jon 
 
 
 
P.S. Want my team at Influicity to review your paid ad strategy and provide 
one-on-one advice? Schedule a Marketing ROI Checkup. Space is limited. Reserve 
your spot now. 
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But first, an important disclaimer 
 

This playbook is provided for educational and informational purposes only and does 

not constitute business, financial, or legal advice. 

 

Some of the brands mentioned in this playbook may be Influicity clients. 
 

The strategies and examples shared are based on real experience, but results may 

vary based on individual effort and circumstances. Jon Davids, Influicity, and all 

associated parties — including affiliates, employees, contractors, and partners — 

make absolutely no guarantees of success and assume no responsibility for your 

outcomes. Always use your own judgment and consult with a professional where 

needed.  
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SECTION 1   
 

Introduction: Why Meta Ads Still Matter 
 

Meta Ads still work. But only if you know how to use them. 

Some brands are getting leads, growing their sales, and increasing revenue. Others 
are wasting thousands of dollars. 

The difference? Smart strategy and the right structure. 

With over 3 billion people using Facebook monthly and the average user spending 
33 minutes a day on the platform, your ads are being seen by half the planet. Add 
Instagram, where 2 billion users spend around 29 minutes daily, and you’ve got the 
whole world in your hands. 

And Meta Ads don’t just run on Facebook and Instagram. They appear across 
Messenger, Stories, Reels, and the Audience Network. Giving you unmatched 
reach and precision targeting. 

Here’s a great example. Tentsile, known for its tree hammocks, ran a clever 
Facebook ad across the networks, comparing its original product to cheaper 
knockoffs.  
 
The ad copy boldly stated, “We tested FAKE Tentsile products so you don’t have to!” 
and used the headline “See What We Discovered” to spark curiosity.  
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This transparency-driven approach generated a 2.4X return on ad spend (ROAS) 
and increased site traffic significantly. They led with proof over promotion. As a 
result, Tentsile positioned itself as the trusted authority in its niche. 

 

The Meta Ecosystem  
 
The Meta advertising ecosystem is large.  
 
Here’s a breakdown of the platforms where your ads will be shown, and the different 
demographics and behaviors: 

1) Facebook: Facebook remains the anchor of the Meta ecosystem, with robust 
targeting options through the News Feed, Stories, Marketplace, and Groups. This 
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platform’s diverse ad formats allow brands to experiment with video, image, 
carousel, and collection ads. 

 

●​ User Size: Over 2.96 billion monthly active users (as of Q1 2025).​
 

●​ Demographics:​
 

○​ Age: Predominantly 25-54 years old, with a strong presence in the 
35-44 age group.​
 

○​ Geography: Most popular in North America, Latin America, and 
Europe.​
 

○​ Income: Middle-income to high-income users; popular among small 
business owners.​
 

●​ User Engagement:​
 

○​ Users spend about 33 minutes per day on Facebook.​
 

○​ They interact with content via News Feed, Groups, and Marketplace, 
with increased engagement in Stories and video content.​
 

●​ Key Insight: Facebook is highly effective for both B2B and B2C advertisers, 
especially for those looking to engage with a slightly older demographic. 

2) Instagram: This visually-driven social media network is perfect for engaging users 
with creative, shoppable content. Ads appear on Feed, Stories, and Reels — where 
organic reach is growing, especially in Reels. 
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●​ User Size: Over 2 billion monthly active users.​
 

●​ Demographics:​
 

○​ Age: Primarily used by 18-34-year-olds, making it a goldmine for 
brands targeting a younger audience.​
 

○​ Geography: Strongest user base in North America, Europe, and Asia.​
 

○​ Income: Popular among both middle and high-income users, 
especially those in creative and fashion industries.​
 

●​ User Engagement:​
 

○​ Users spend about 29 minutes per day on Instagram.​
 

○​ Engagement peaks with Reels, Stories, and Feed posts, which drive 
strong interactions through likes, comments, and shares.​
 

●​ Key Insight: Instagram is ideal for visual-first brands, influencers, and those 
wanting to showcase lifestyle, fashion, or beauty products. 
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3) Messenger: Messenger is an underutilized gem. Ads in the inbox, Sponsored 
Messages, or clicks to initiate chats allow brands to drive personalized conversations 
and direct engagement with users. 

 

●​ User Size: 1.3 billion monthly active users.​
 

●​ Demographics:​
 

○​ Age: A balanced spread across age groups, but particularly strong 
among 25-44-year-olds.​
 

○​ Geography: Widely used across the globe, with significant usage in 
North America and Asia.​
 

○​ Income: Middle-class users, with a focus on social communication and 
business inquiries.​
 

●​ User Engagement:​
 

○​ Messenger users spend about 13 minutes per day on average 
interacting with messages, bots, and sponsored messages.​
 

●​ Key Insight: Messenger offers a unique opportunity for direct, one-on-one 
communication with customers, ideal for customer service and personalized 
experiences.​
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4) Audience Network: Facebook also owns Audience Network, which enables 
brands to extend their reach beyond Meta platforms, showing ads in third-party apps 
and websites, giving campaigns even more exposure. 

 

●​ User Size: Meta’s Audience Network spans across millions of apps and 
websites, but specific user counts are not available.​
 

●​ Demographics:​
 

○​ Age & Income: Similar to Facebook and Instagram demographics, as 
ads are shown to Facebook and Instagram users who engage with 
third-party apps.​
 

●​ User Engagement:​
 

○​ Audience Network reaches 500 million people across mobile apps 
and websites, and ads here often mimic Facebook’s style.​
 

○​ Users spend an average of 1–5 minutes interacting with ads on 
external apps and websites.​
 

●​ Key Insight: This network extends reach beyond Meta platforms, allowing 
advertisers to target users where they spend time outside of Facebook and 
Instagram. 
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What Makes Meta Ads So Effective in 2025 

1) Hyper-Targeting That Still Outperforms Most Platforms  

Meta's advanced targeting allow advertisers to reach users based on detailed 
interests, behaviors, and past interactions.  

For instance, WestJet used Meta’s hyper-targeting to serve location-specific ads to 
Vancouver residents likely to fly to Calgary.  

 

The eye-catching ad featured a snowy mountain train and a clear, six-word offer: 
“Low fares to Calgary. Book now.”  

This precise targeting helped WestJet achieve a 24X return on ad spend (ROAS), 
proving how effective Meta’s geographic and behavioral targeting can be for travel 
brands. 
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2) Creative Flexibility Across Every Format 

Meta supports a wide range of ad formats, from static images to dynamic videos. 
Fresh, a skincare brand, leveraged this by showcasing their products through 
holiday-themed ads across Facebook and Instagram.  

 

 

The brand utilised the Advantage detailed targeting feature and successfully reached 
US adults aged 18 and over, enhancing their online sales.   

 
3) Fast Feedback Loops That Shorten Decision Time 

Meta's platform provides rapid insights into ad performance, allowing for quick 
optimization.  
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Volvo Car USA tested various ad creatives across Facebook and Instagram, using 
brand lift studies to determine effectiveness. This strategy enabled them to refine 
their campaigns swiftly and improve overall performance.  

 

4) Scalability That Matches Business Growth 

Meta's machine learning algorithms facilitate seamless scaling of ad campaigns.  

Seltzer Goods, a B2C brand, experienced a 785% increase in monthly revenue and 
a 9.68x return on ad spend by running just two Facebook ads over 30 days. Their 
cost per acquisition was impressively low at $4.87.  
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5) Full-Funnel Control Without Leaving the Platform 
 
Meta allows advertisers to manage the entire customer journey within its ecosystem.  

America’s Test Kitchen, for example, used Meta’s full-funnel ad tools to run video-led 
lead generation campaigns—without ever leaving the platform. With snackable 
recipe videos and two-step pre-filled forms, they captured high-quality leads 
efficiently.  
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This streamlined approach boosted their lead volume by 2.5X while keeping costs 
low, showcasing Meta’s power to manage awareness, engagement, and 
conversion—all in one place. 

 

6) Integrated Tracking Solutions that Still Deliver Results 

There was a time when every advertiser relied on one tool: the Meta Pixel.  

“It was simple. Install the Pixel on your website, and you could track every key 
action from page views to purchases.” 

For years, this line of code was the silent engine behind high-performing Meta 
campaigns.  
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Then came iOS 14 and stricter privacy regulations. Suddenly advertisers were left 
scrambling. Pixel-based tracking wasn’t enough. 

Many thought Meta Ads was done. But Meta quietly shifted its strategy, moving from 
code-based tracking to AI-powered learning. Instead of needing a perfect signal from 
every user, Meta now identifies patterns using machine learning, aggregated data, 
and modeled conversions.  

 

This means even with limited direct tracking, your campaigns can still optimize in 
near real time. Without violating user privacy. 

For example, brands today can still track purchases, signups, and even offline 
conversions across Facebook, Instagram, Messenger, and beyond. And it works.  

Meta’s AI gets smarter with every impression, filling in the blanks where pixels used 
to work alone. 

What felt like a limitation turned into innovation. Tracking hasn’t disappeared—it’s 
evolved. And those who adapt early are already seeing results that rival the old days 
of perfect pixel visibility. 

 

7) Lookalike Audiences That Keep Winning 

Meta's Lookalike Audiences feature helps businesses reach new customers similar 
to their existing ones.  
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Manchester City Football Club leveraged Lookalike Audiences carefully targeted via 
Facebook and Instagram Shopping posts to promote new kit launches. This strategy 
achieved a 43x return on ad spend and record sales across all three kits on their 
launch days. 

 

Meta vs. Google, TikTok, and LinkedIn 

Each platform has its strengths, but Meta still checks the most boxes for brands 
looking to build, nurture, and convert audiences. Here's a breakdown: 

 Strengths Limitations 

Meta Interest targeting, retargeting, 
diverse formats 

Ad fatigue, and needs 
strong creative rotation. 

Google High intent, great for 
bottom-of-the funnel (Search) 

Expensive CPCs, less visual 
storytelling. 

TikTok Low CPMs, UGC-friendly, viral 
potential 

Short lifespan, younger 
demo, weak retargeting. 

LinkedIn Ideal for B2B, job-based 
targeting 

Very expensive, limited ad 
format diversity. 

In other words, Meta is the all-in-one advertising social media platform for 
businesses. 
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It lets you…  

●​ Warm up cold audiences with interest targeting. 
●​ Retarget visitors and engagers with testimonials. 
●​ Run lead gen, sales, and branding campaigns in one dashboard. 

 

Meta vs. TikTok Ads vs. Google Ads vs. LinkedIn Ads 

Here's a comparative analysis of advertising platforms—TikTok, Google, and 
LinkedIn—each illustrated with a real-world brand case study.  

These examples highlight why specific brands chose one platform over others like 
Meta, based on their unique goals and target audiences. 

 

TikTok: Capturing Gen Z's Attention 

Case Study: ACCA (Association of Chartered Certified Accountants)  

ACCA, a global accounting body, aimed to engage Gen Z and younger 
millennials—demographics less responsive to traditional channels like Meta or 
LinkedIn.  

Recognizing TikTok's popularity among this audience, ACCA launched the 
#SavingsShuffle campaign, encouraging users to share creative dance videos while 
promoting financial literacy.  
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This approach leveraged TikTok's trend-driven culture and user-generated content, 
resulting in significant engagement and brand visibility among younger users.  

 

Google Ads: Targeting High-Intent Shoppers 

Case Study: InnovateTech Solutions  

InnovateTech Solutions, a technology firm, sought to enhance its online presence 
and attract quality leads. Opting for Google Ads, they focused on search 
campaigns targeting specific keywords relevant to their services.  

This strategy allowed them to reach users actively searching for tech solutions, 
leading to a substantial increase in website traffic and lead generation.  

The precision of Google Ads' keyword targeting made it a more effective choice over 
broader platforms like Meta or TikTok for their objectives.  

 

LinkedIn: Engaging B2B Audiences 

Case Study: Gong 

Gong ran a high-performing lead generation campaign using a simple, low-friction 
form with fewer than four fields to maximize conversions.  

Their ads featured 1×1 square images, optimized for mobile, and delivered a clear, 
compelling message tailored to sales leaders. Instead of a vague CTA, they 
emphasized specific values — like “15 Mega Successful CROs Share Their Insider 
Secrets.”  
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This precise targeting and clear value proposition made their campaign a standout 
example of effective Meta ad execution. 

LinkedIn's focus on professional demographics provided a more suitable 
environment for their B2B campaign compared to platforms like Meta or TikTok. 

 

What’s Changed Since iOS14? 

Yes, tracking has gotten harder. The Meta Pixel doesn’t track 100% of conversions 
like it used to. But Meta has responded with smart solutions: 

●​ Aggregated Event Measurement (AEM): Prioritizes 8 conversion events per 
domain. 

●​ Server-side tracking (CAPI): Bypasses browser limitations by sending 
events directly from your server. 

●​ Enhanced matching: Uses hashed user data (like email) to match back 
conversions more reliably. 
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These features ensure Meta remains a data-rich environment — if you set things up 
properly. 

 
Meta Ads by the Numbers (2025) 
 
Meta Advertising remains a dominant force for brands that want to reach, acquire, 
and nurture a loyal customer base. Here are the numbers: 
​
1) Meta's Massive User Base: Meta's platforms collectively boast nearly 4 billion 
monthly active users. Facebook alone accounts for approximately 3.07 billion 
monthly active users.​
 
2) Facebook's Daily Engagement: Facebook has 2.11 billion daily active users, 
representing about 68.7% of its monthly user base.​
 
3) Average Time Spent on Facebook: U.S. adults spend an average of 20 minutes 
per day on Facebook, highlighting its role in daily routines.​
 
4) Mobile-First Access: Approximately 98.5% of Facebook users access the 
platform via mobile devices, emphasizing the importance of mobile-optimized 
content.​
 
5) Global Digital Ad Spend Dominance: Meta is projected to capture around 
16.6% of global digital ad revenues in 2025, with an estimated $183 billion in ad 
revenue.​
 
6) Facebook Ads Cost Efficiency: The average cost per click (CPC) for Facebook 
ads targeting U.S. users is approximately $0.52, though this can vary by industry.​
 
7) Instagram Reels vs. Stories Engagement: Instagram Reels offer enhanced 
discoverability and longer content lifespan compared to Stories, making them more 
effective for reaching new audiences.​
 
8) Instagram's Expanding Reach: Instagram has 2.11 billion monthly active users, 
reflecting its significant role in Meta's ecosystem.​
 
9) High Mobile Usage Across Platforms: A significant majority of Meta's user base 
accesses its platforms via mobile devices, underscoring the necessity for 
mobile-friendly ad content.​
 
10) Meta's Market Capitalization: As of early 2025, Meta's market capitalization 
stands at nearly $1.6 trillion, highlighting its substantial influence in the tech industry. 
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Still think Meta isn’t relevant? 

 

Brands that Use Meta Ads to Grow Sales and Revenue 

Case Study #1: KiwiCo 
 

 

Problem:  

KiwiCo, a U.S.-based company offering educational subscription boxes for kids, 
needed to scale their customer base and drive higher engagement with their digital 
ads.  

Despite having a strong product, they wanted to break through the noise in a 
competitive market and reach parents who valued creativity and education.  

KiwiCo sought to use Meta Ads to raise brand awareness and grow their 
subscription base. 

Solution:  

KiwiCo utilized Meta Ads to run highly targeted campaigns that focused on their 
subscription offerings.  

The brand leveraged Facebook and Instagram to run dynamic carousel ads 
showcasing the diverse and age-appropriate projects in their crates.  

They used detailed targeting based on interests, such as parenting, education, and 
STEM, to reach parents who were most likely to sign up for their service.  
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KiwiCo also implemented Facebook's retargeting features, targeting users who had 
previously visited their website but hadn’t yet converted.  

They crafted engaging video ads featuring real parents and kids using their crates, 
which helped build emotional connection and trust with the audience. 

Result:  

KiwiCo experienced a 70% increase in subscription sign-ups and a 3x return on ad 
spend (ROAS).  

Their use of Meta Ads' advanced targeting tools helped them reach the right 
audience at the right time, leading to higher engagement and conversion rates. 
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Case Study #2: Nom Nom 

 

Problem: 

Nom Nom, a premium pet food company, wanted to increase brand awareness and 
drive more customer acquisition through Facebook Ads.  

However, like many in the DTC space, they faced the challenge of catching attention 
in a feed where users aren’t actively searching for pet food or reviews. 

Solution: 

To stand out and quickly connect with their target audience, Nom Nom ran 
testimonial-style ads that leaned heavily on user-generated content.  

One standout tactic was using an eye-catching TL;DR-style quote embedded directly 
in the ad creative: “MY DOG LOVES THIS STUFF.”  
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While the ad’s primary text exceeded Facebook’s recommended character limits, it 
provided detailed product information and value.  

The attention-grabbing creative acted as a hook to encourage further reading.  

The team also pulled short, conversational, and relatable snippets from customer 
reviews to use as ad copy, ensuring the content felt authentic and engaging.  

Promotions and deals were mentioned in the description for added conversion push. 

 

Result: 

The campaign effectively blended long-form and short-form content, increasing 
engagement and improving click-through rates without sacrificing depth or detail. 
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How to Apply This to Your Brand 

●​ Build a cross-platform presence: Start testing creative on Reels, Stories, 
and Feed — not just one format. 

●​ Think full funnel: Use cold targeting for awareness, custom audiences for 
nurture, and retargeting for conversion. 

●​ Don’t judge Meta too quickly: It takes 7–14 days for most campaigns to exit 
the learning phase — be patient. 

●​ Invest in creative diversity: The algorithm favors high-performing content, 
so test video, UGC, carousels, and more. 

5-Minute Jumpstart 

●​ Open Meta Ads Manager. 
●​ Look at your past campaigns: What placements converted best? 
●​ Check breakdowns by platform (Facebook vs. Instagram). 
●​ Are your ads showing on Reels, Stories, and Messenger? 
●​ Plan your next campaign to test at least two formats (e.g., image + video). 

 
If you’re new, create a dummy campaign using the "Engagement" objective just to 
familiarize yourself with the setup. Set a $10 daily budget and preview where your 
ads could show. 

Meta Ads are still a core pillar of any serious digital marketing strategy. While the 
rules of the game have changed, the platform remains one of the best for turning 
cold prospects into paying customers — at scale. 

When you combine: 

●​ A full-funnel strategy 
●​ Smart tracking setup 
●​ Strong creative execution 
●​ Strategic targeting 

...you build what we call a Meta Ads Selling Machine — one that runs 24/7, 
educates your audience, and converts clicks into customers. 

 

 
 

⚡️ Looking for more help? My team at Influicity will review your paid ads strategy 
and give you actionable feedback. Get a Marketing ROI Checkup now. 

SECTION 2   
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Meta Ads Fundamentals 

Before you can run effective ads, you need to understand how the Meta Ads 
ecosystem is structured. It’s the foundation of success. And without it, you’ll waste 
ad spend, misinterpret data, and miss opportunities.  

This chapter breaks down every core component you need to grasp before launching 
any campaign. 

Business Manager vs. Ads Manager: What’s What? 

Business Manager is the umbrella under which you manage all Meta assets. 
There’s pages, ad accounts, Pixels, domains, catalogs, and people. If you’re running 
multiple businesses or working with clients, Business Manager ensures each one is 
kept separate and securely managed. 

 

Ads Manager is where the actual ad creation and management happen. Think of it 
as the cockpit. You’ll configure your campaigns, track performance, and optimize 
results from here. 
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Tip: Set up a Business Manager, even if you’re a solo entrepreneur. It 
gives you more control and allows you to scale without friction. 

 

The Campaign Structure: Campaign > Ad Set > Ad 

Meta’s ad system is broken into three levels: 

●​ Campaign Level: This defines your overall objective (e.g., conversions, 
traffic, leads). 

●​ Ad Set Level: This is where you select targeting, placements, budget, and 
schedule. 

●​ Ad Level: This contains your actual creative—images, videos, headlines, and 
calls to action. 

This three-tier structure allows for granular control. For example, you can test the 
same creative across different audiences or placements without duplicating your 
campaign. 
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Types of Campaigns 

Meta offers several campaign objectives tailored to your funnel: 

1.​ Awareness: Ideal for top-of-funnel exposure. Best used for broad targeting to 
introduce your brand. 

2.​ Traffic: Send users to your website, app, or Messenger bot. 
3.​ Engagement: Get likes, comments, shares, and event responses. 
4.​ Leads: Collect emails, calls, or form fills. 
5.​ Sales: Optimize for purchases either online or offline. 
6.​ App Promotion: Drive mobile app installs and re-engagement. 

Warning: Choosing the wrong objective (like optimizing for traffic when 
you want conversions) can tank your results. 

Conversion Goals 

Your campaign goal tells Meta’s algorithm who to show your ads to. If you choose 
"Traffic," Meta finds people likely to click. If you choose "Conversions," it seeks users 
likely to take action (purchase, sign up, etc.). 

 

Common conversion objectives include: 

●​ Website purchases 
●​ Lead form completions 
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●​ Add to cart 
●​ App installs 
●​ Initiate checkout 

Always align your campaign goal with your business outcome. Don’t ask Meta to find 
clickers when you want buyers. 

 

Brands with a Clear Campaign Objective 

Case Study #1: Beardbrand 

 

Problem: 

Beardbrand, a men’s grooming company, wanted to increase online sales while 
reducing customer acquisition costs. Their challenge was scaling ad spend 
efficiently without sacrificing return on ad spend (ROAS).  

They had previously run scattered Facebook ads without a clear campaign structure 
and were unsure whether their ad sets were cannibalizing each other. 
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Solution: 

Beardbrand restructured its entire Meta Ads account following the best-practice 
hierarchy: Campaign > Ad Set > Ad. They organized campaigns by objective 
(Conversions), segmented ad sets by audience type (cold, warm, hot), and tested 
three distinct creatives within each ad set.  
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They also used Standard Events and Custom Conversions to track Add to Cart, 
Initiate Checkout, and Purchase actions.  

Custom Audiences were created from site visitors and email subscribers, while 
Lookalike Audiences were used to reach new potential buyers. Campaign Budget 
Optimization (CBO) was tested against Ad Set Budget Optimization (ABO) to 
determine which yielded better results for their scale goals. 

Result: 

Within 60 days, Beardbrand saw a 32% increase in ROAS and a 25% drop in 
customer acquisition cost (CAC). Their retargeting campaigns—especially for 
abandoned carts—converted at 7.3x ROAS.  
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Structuring their campaign and aligning them with the Meta Ads fundamentals 
helped the brand to gain clarity in performance metrics and scaled effectively without 
wasting ad spend. 

Case Study #2: Skillshare 
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Problem: 

Skillshare, an online learning platform, was struggling to drive high-volume signups 
for free trials at a scalable cost.  

Their previous Meta campaigns had unclear goals and overlapping audiences, which 
led to poor performance and inflated CPMs. They also lacked proper pixel setup to 
track conversions and funnel behavior. 

Before 

 

Solution: 

The brand took a step back and focused on implementing a full-funnel structure 
within their Meta Ads Manager. First, they installed the Meta Pixel correctly across 
their site and configured Aggregated Event Measurement to prioritize the “Start Free 
Trial” event.  
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They created three campaign types: Awareness (video views), Consideration (traffic 
and engagement), and Conversions (free trial sign-ups). For cold traffic, they used 
video testimonials and value-based creatives.  

For retargeting, they used shorter copy, urgency-based messaging, and dynamic 
creatives. Each campaign used clear naming conventions and separate ad sets for 
Lookalike Audiences and Custom Audiences. 

Result: 

Skillshare achieved a 44% decrease in cost-per-trial, and trial-to-paid conversions 
increased by 18%.  

After 

 

Their full-funnel Meta Ads approach, rooted in proper campaign structuring and goal 
setting, allowed them to scale with confidence.  
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With better tracking, they could make real-time optimizations that kept ad fatigue low 
and performance consistent. 

How to Apply This to Your Brand 

●​ Always start by choosing a conversion goal that mirrors your business KPI. 
●​ Use Ad Set level testing to validate audiences, placements, and delivery 

options. 
●​ Create multiple ads under one ad set to A/B test creative and messaging. 
●​ Avoid optimizing for the wrong goal (e.g., traffic) if you want sales. 
●​ Leverage Business Manager to separate personal and business assets and 

simplify team permissions. 

5-Minute Jumpstart 

●​ Create a Business Manager account at business.facebook.com. 
●​ Set up a new ad account and assign proper roles. 
●​ Define your primary campaign objective (traffic, leads, or sales). 
●​ Sketch your campaign structure: Campaign > Ad Set > Ad. 
●​ Pick one creative asset to test in 2-3 ad formats (image, carousel, video). 

 
 
⚡️ Looking for more help with your Meta Ads? My team at Influicity will review your 
full strategy and give you actionable feedback. Get a Marketing ROI Checkup now. 
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SECTION 3   

Setting Yourself Up for Success 

 
Before you run any successful Meta Ads campaign, your tracking infrastructure 
needs to be solid.  
 
Let’s break down exactly what needs to be set up to capture performance data, 
optimize efficiently, and make your budget count. 

What is a Meta Pixel? 

The Meta Pixel is a small piece of code you place on your website. It tracks user 
actions. Things like page views, form submissions, purchases. Then it sends that 
data back to your Meta Ads account. This is the core of campaign optimization. 
Without it, you’re pretty much flying blind. 

 

The Pixel allows you to: 

●​ Track conversions and user behavior on your website.​
 

●​ Build custom audiences for retargeting (like visitors who abandoned cart).​
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●​ Optimize ad delivery based on real actions (e.g., purchases, leads).​
 

●​ Unlock full reporting and attribution inside Ads Manager. 

Installing the Meta Pixel (with Code Snippets) 

There are two main ways to install the Pixel: 

Option 1:  Manual Installation 

If you're editing your site’s HTML, paste this code inside the <head> section of every 
page: 

<!-- Meta Pixel Code --> 
<script> 
  !function(f,b,e,v,n,t,s) 
  {if(f.fbq)return;n=f.fbq=function(){n.callMethod? 
  n.callMethod.apply(n,arguments):n.queue.push(arguments)}; 
  if(!f._fbq)f._fbq=n;n.push=n;n.loaded=!0;n.version='2.0'; 
  n.queue=[];t=b.createElement(e);t.async=!0; 
  t.src=v;s=b.getElementsByTagName(e)[0]; 
  s.parentNode.insertBefore(t,s)}(window, document,'script', 
  'https://connect.facebook.net/en_US/fbevents.js'); 
  fbq('init', 'YOUR_PIXEL_ID'); 
  fbq('track', 'PageView'); 
</script> 
<noscript><img height="1" width="1" 
  src="https://www.facebook.com/tr?id=YOUR_PIXEL_ID&ev=PageView 
  &noscript=1"/></noscript> 
<!-- End Meta Pixel Code --> 

 

[Replace YOUR_PIXEL_ID with the ID from your Meta Ads Manager.] 

 

Option 2:  Use a CMS or Tag Manager 
 
If you’re using one of these popular apps, here’s what you do: 

●​ Shopify: Go to Online Store > Preferences and paste your Pixel ID.​
 

●​ WordPress: Use a plugin like PixelYourSite.​
 

●​ Google Tag Manager: Add a custom HTML tag with the Pixel code and 
trigger it on all pages. 
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Setting Up Events and Aggregated Event Measurement (AEM) 

Events are the actions you want to track. Items like "Add to Cart", "Purchase", or 
"Lead". These can be Standard Events (Meta's predefined actions) or Custom 
Events you create. 

Standard Event Example: 

fbq('track', 'Purchase', { value: 49.99, currency: 'USD' }); 

Custom Event Example: 

fbq('trackCustom', 'SignupButtonClick'); 

 
Once your events are firing, you need to configure Aggregated Event 
Measurement (AEM). This allows you to prioritize which events Meta can track 
post-iOS 14. You can only assign 8 events per domain, ranked by priority. 

Example Ranking: 

1.​ Purchase​
 

2.​ Initiate Checkout​
 

3.​ Add to Cart​
 

4.​ View Content​
 

5.​ Lead​
 

6.​ Complete Registration​
 

7.​ Contact​
 

8.​ Search​
 

Go to Events Manager → Select Pixel → Aggregated Event Measurement → 
Configure Web Events. 
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Custom Conversions and Standard Events 

Sometimes, standard events aren’t enough. Maybe you want to track a “Free Trial 
Start” after a specific thank-you page loads. That’s where Custom Conversions 
come in. 

How to Create a Custom Conversion: 

1.​ Go to Events Manager.​
 

2.​ Click “Custom Conversions”.​
 

3.​ Define the URL rule (e.g., contains /thank-you-trial) and assign an 
event name.​
 

4.​ Choose a category like “Lead” or “Purchase”. 

Custom Conversions allow more granular tracking and cleaner 
optimization—especially useful for SaaS signups, course enrollments, or downloads. 

Linking Domains and Verifying Them 

Domain verification is mandatory for enabling full Pixel functionality—especially after 
Apple’s iOS 14.5 changes. 

How to Verify Your Domain: 

1.​ Go to Business Settings > Brand Safety > Domains.​
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2.​ Click “Add” and enter your domain.​
 

3.​ You’ll be given three options to verify:​
 

○​ Meta-tag Verification (easiest for HTML users)​
 

○​ Upload HTML File​
 

○​ DNS Verification 

At Influicity, we recommend the meta-tag method. Place this in your <head>: 

<meta name="facebook-domain-verification" content="your-verification-code" /> 

Once verified, assign your ad account access to that domain under “Assigned 
Assets”. 

Case Study #1: YOOX  
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Problem: 

YOOX, a global fashion and lifestyle brand, wanted to increase sales by improving 
the performance of its Meta ad campaigns across the entire customer journey—from 
discovery to purchase.  

They aimed to test whether using the Meta Pixel alone was enough, or if adding the 
Conversions API could drive better results. 

Solution: 

YOOX partnered with Meta to run a 15-day split test using Advantage+ catalogue 
ads. They ran two identical campaigns: one with only the Meta Pixel, and another 
combining the Meta Pixel with the Conversions API.  
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The Meta Pixel tracked on-site behavior for retargeting and personalization, while the 
Conversions API sent events directly from YOOX’s servers to Meta—bypassing 
browser limitations and improving data reliability. 

Result: 

●​ 30% increase in purchases​
 

●​ 25% decrease in cost per purchase​
 

●​ 30% increase in return on ad spend (ROAS) 

Lesson: Combining the Meta Pixel with the Conversions API delivers significantly 
stronger results by improving tracking accuracy, targeting precision, and ad 
performance. 

 

Case Study #2: Aurum Brothers 
 

 

Problem:  

Aurum Brothers, a luxury men’s wristwear brand, needed to increase sales and 
stand out in a crowded jewelry market. They wanted to re-engage potential 
customers who showed buying intent but didn’t convert. 
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Solution: 

The brand leveraged the Meta Pixel to build precise retargeting audiences based on 
user behavior.  

 

They created three custom segments:  

1.​ Users who added items to their cart but didn’t complete checkout. 
2.​ Visitors who viewed specific products. 
3.​ General website visitors.  

Aurum Brothers utilized these Pixel-powered segments to deliver highly relevant 
retargeting ads that mirrored each customer’s shopping journey. 

Result: 

●​ 100% monthly sales growth 

●​ 50% of total revenue generated directly from Facebook Ads 

●​ 13X return on ad spend (ROAS) 
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Takeaway: With the Meta Pixel, Aurum Brothers created segmented, 
behavior-based campaigns that turned interest into revenue—proving the Pixel’s 
power in driving precision retargeting and performance at scale. 

 

How to Apply This to Your Brand 
●​ Start by auditing your current Pixel setup. Is it installed correctly? Are 

events firing only once? 

●​ Define your funnel stages clearly. Map each action (lead, add to cart, 
purchase) to a Standard or Custom Event.​
 

●​ Use AEM to prioritize what's most valuable. Think beyond 
purchases—leads and free trials matter too.​
 

●​ Verify your domain ASAP. This unlocks campaign optimization and 
retargeting tools.​
 

●​ Use URL-based Custom Conversions. Especially powerful if your product 
or service includes free trials or thank-you pages. 

5-Minute Jumpstart 

●​ Install Meta Pixel via GTM, plugin, or code snippet.​
 

●​ Test events using the Meta Pixel Helper Chrome extension.​
 

●​ Create your first Custom Conversion (e.g., thank-you page = lead).​
 

●​ Verify your domain inside Business Settings > Brand Safety.​
 

●​ Go to Events Manager > AEM and rank your top 8 events. 

 

🛑 Looking for 1:1 help with your Meta Ads? My team at Influicity will review your full 
strategy and give you actionable advice. Spots are limited. See if you qualify for a 
Marketing ROI Checkup now. 

 
 
 
 

44 

https://www.influicity.com/marketing-roi-checkup/?utm_source=playbook&utm_medium=meta-ads-selling-machine&utm_campaign=marketing-roi-checkup
https://www.influicity.com/marketing-roi-checkup/?utm_source=playbook&utm_medium=meta-ads-selling-machine&utm_campaign=marketing-roi-checkup


SECTION 4   

Audiences: Your Money is in the Targeting 

Meta Ads are powerful not just because of reach but because of precise targeting. 
With billions of user signals, Meta allows you to serve ads to highly segmented 
audiences based on behavior, demographics, and intent. 

And you need to know this stuff. Or at least work with an expert who does! The 
different types of audiences to target, how to create them, when to target each 
audience type, and how to layer your targeting for maximum impact. 

I’ll give you a crash course now. 

Core Audience Types on Meta 

1) Saved Audiences (Interest-Based Targeting) 

These are built using filters like: 

●​ Age, gender, location​
 

●​ Interests (fitness, SaaS tools, parenting, etc.)​
 

●​ Behaviors (frequent travelers, small business owners)​
 

●​ Language and device use 

Best for: Top-of-funnel campaigns (cold traffic) 

Example: Target “Entrepreneurs” + “HubSpot” + ages 25–44 in the U.S. 

 

 

 

 

​
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2) Custom Audiences 
 

 

Built from your own data—such as people who: 

●​ Visited your website (via Pixel)​
 

●​ Watched your videos​
 

●​ Engaged with your Instagram or Facebook Page​
 

●​ Opened your lead forms or initiated checkout​
 

●​ Are in your customer file (uploaded list)​
 

Best for: Retargeting or re-engagement 

Example: Target users who visited your sales page but didn’t purchase. 

​
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3) Lookalike Audiences 

These are new people similar to those in your Custom Audience. Meta analyzes 
behavioral patterns and finds people most like your best customers. 

 

Choose your source (e.g., top 100 purchasers) and select a percentage (1% = 
closest match, 10% = broader). 

Best for: Scaling campaigns with proven audience data 

Example: Create a 1% Lookalike of people who purchased in the last 30 
days. 

 

Layering and Excluding Audiences 

Targeting the right audience isn’t just about who you include—it's also about who you 
exclude. Always: 

●​ Exclude recent purchasers from cold traffic campaigns​
 

●​ Exclude email subscribers from lead gen ads​
 

●​ Exclude past webinar attendees from new signups​
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Layering multiple interests, behaviors, and exclusions helps narrow focus and 
improve ROAS. 

 

Warm vs. Cold vs. Hot Traffic Audiences 
When you choose to target a select group of audience with your Meta ads, it’s important to 
know what campaigns work best, with examples. This table simplifies it for you: 
 

Traffic Type Examples Campaign Use 

Cold Interests, Lookalikes Top of the Funnel 
(Awareness) 

Warm Website visitors, video 
viewers 

Middle of the Funnel 
(Consideration) 

Hot Cart abandoners, page 
viewers, email list contacts. 

Bottom of the Funnel 
(Conversion) 

Each campaign should be built around traffic temperature and user intent. Don’t sell 
to cold traffic without some nurturing! 

 
Brands that Have Mastered Meta Ads Targeting  
 
Case Study #1. Max Fashion 
 

 

48 



Problem: 

Max Fashion, a leading value apparel brand in the Middle East and Asia, needed to 
increase customer engagement, boost seasonal sales, and drive online conversions. 
Traditional channels like SMS and email were no longer yielding optimal results 
during peak campaigns. 

 

Solution: 

Max Fashion partnered with Gupshup’s Conversation Cloud to deploy 
behavior-driven, personalized campaigns via WhatsApp. Using its CRM data, the 
team segmented audiences by purchase behavior, language, nationality, and more.  
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Rich media messages, carousels, and local-language copy were sent to each 
segment, creating tailored experiences across campaigns like Ramadan, White 
Wednesday, and new customer journeys.  

This approach re-engaged offline shoppers and drove them to convert 
online—bridging physical and digital retail. 

Result: 

●​ 30% year-over-year increase in Ramadan campaign sales​
 

●​ 5X higher revenue from White Wednesday Sale campaigns (compared to 
SMS)​
 

●​ 40% higher engagement for new customer campaigns (vs. push, in-app, and 
email) 

Takeaway: Effective segmentation and personalized targeting—when delivered 
through high-engagement channels like WhatsApp—can dramatically outperform 
legacy tactics.  

Max Fashion’s campaign proves that aligning CRM data with behavior-based 
messaging can drive substantial gains in both revenue and retention. 

 

Case Study #2. Aiper 
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Problem: 

Aiper, a smart pool-cleaning tech brand, aimed to improve the efficiency of its Meta 
ad campaigns. While it frequently partnered with macro creators and used Meta’s 
Advantage+ shopping ads, the team wanted to test whether targeting more niche 
audiences through micro creators could deliver better performance. 

Solution: 

Aiper launched an A/B test using Meta Ads Manager to compare two campaign 
approaches. Cell A included the standard setup with Advantage+ shopping ads and 
macro creator partnership ads. Cell B layered in micro creators—those with under 
100,000 followers—who catered to home and tech-interested niche audiences. Both 
versions used video ads promoting Aiper’s products and the “Shop Now” CTA.  
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With Advantage+ placements, Meta automatically optimized delivery across 
Facebook and Instagram to reach the best-performing placements. 

Result: 

●​ 77% lower cost per purchase using macro + micro creators​
 

●​ 4X higher return on ad spend​
 

●​ 22% lower cost per click​
 

Takeaway: Efficient audience targeting through micro creators allowed Aiper to tap 
into high-intent niche segments, dramatically improving Return on Ad Spend (ROAS) 
and reducing costs—proving the power of precision over scale in creator 
partnerships. 

How to Apply This to Your Brand 

●​ Map your funnel into cold, warm, and hot stages—and build audiences for 
each stage accordingly.​
 

●​ Install your Pixel and set up Custom Audiences (site visitors, video 
viewers, form opens, etc.).​
 

●​ Create Lookalike Audiences from high-value sources like purchasers, trial 
users, or webinar attendees.​
 

●​ Exclude overlapping audiences to keep your targeting clean and avoid 
bidding against yourself.​
 

●​ Test audience segmentation—split by gender, device type, or region to 
identify pockets of high performance. 

5-Minute Jumpstart 

●​ Go to Audiences > Create Audience > Custom Audience and build one from 
website visitors in the last 30 days.​
 

●​ Build a 1% Lookalike of your email subscribers or top buyers.​
 

●​ Create an exclusion audience of “All Purchasers” to keep prospecting cold.​
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●​ Start a retargeting ad for visitors who reached your checkout page.​
 

●​ Use video views to create engagement-based audiences without needing a 
website. 

 
 
 
💰Looking for advanced help with your ad strategy? My team at Influicity can review 
your full strategy and give you actionable advice. See if you qualify for a Marketing 
ROI Checkup now. 
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SECTION 5   

Creative that Converts 

Now let's get into the thick of it. Because you can have the perfect audience, pixel 
setup, and campaign structure. But if your creative doesn’t stop the scroll, your ad 
fails. 

And this is all for nothing. So we need to make sure that doesn’t happen. 

Meta’s algorithm favors content that drives engagement, retention, and action. That 
means ad creative isn’t just “important”. It’s mission-critical. 

 

Let’s explore the best-performing formats, copywriting frameworks that hook 
attention, how to structure creative tests, and what the Meta algorithm actually 
prioritizes. 

 

 

Ad Formats That Work in 2025 

Meta supports multiple creative formats. Your choice depends on campaign 
objectives and audience behavior. 
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1. Single Image 
 

 

●​ Still works great for offers, testimonials, or simple promotions.​
 

●​ Use bold headlines, real faces, and clear CTAs.​
 

●​ Best for remarketing or direct-response ads.​
 

2. Video 
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●​ Outperforms static in most cases, especially for cold traffic.​
 

●​ Use square or vertical (4:5 or 9:16) for mobile-first reach.​
 

●​ Hook in the first 3 seconds. Use captions always. 

3. Carousel 
 

 

●​ Showcases multiple products or steps in a process.​
 

●​ Great for product catalogs, before/after demos, or storytelling.​
 

●​ Encourage swiping with curiosity-based copy. 
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4. Collection & Instant Experience 
 

 

●​ Mobile-only immersive format that combines video, images, and product 
feeds.​
 

●​ Best for e-commerce catalogs and lifestyle storytelling. 

 

Ad Copy Frameworks That Work 

1. PAS: Problem – Agitation – Solution 

“Struggling to stay productive while working from home? The distractions, 
the clutter, the zero motivation. Our focus toolkit helps you lock in 4x 
deeper.” 

2. AIDA: Attention – Interest – Desire – Action 

“Tired of generic skincare? Discover what your skin actually needs. Take 
the free quiz and get a custom blend delivered in 3 days.” 
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3. Testimonial Style 

“I lost 12 pounds in 5 weeks without starving myself. I didn’t believe it 
either. Until I tried this. – Sarah M.” 

4. Before–After–Bridge 

“Before: Sleepless nights and a crying baby. After: 8-hour stretches of 
sleep. The bridge? Our pediatrician-designed sleep plan.” 

 

Pro tip: Use emojis, brackets, copy styling and line breaks for mobile readability. 

 

Creative Testing Structure: What to Test & How 

When testing creatives, avoid changing everything at once. Structure your test in 
layers: 

1.​ Hook (first 3 seconds of video or top line of text)​
 

2.​ Format (image vs. video vs. carousel)​
 

3.​ Angle (emotional vs. rational, lifestyle vs. product demo)​
 

4.​ Copy style (testimonial vs. educational vs. problem-solving)​
 

5.​ CTA (“Shop Now” vs. “Learn More” vs. “Take the Quiz”)​
 

Example structure: 

●​ Ad Set 1: 3 different hooks with same body copy​
 

●​ Ad Set 2: Same hook, but 3 different visuals​
 

Use 2-3 creatives per ad set max. Meta's algorithm will pick a winner quickly if you 
give it room to optimize. 
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What Meta’s Algorithm Likes (and Boosts) 

Meta rewards ads that keep users on-platform and deliver high engagement: 

●​ High watch time 
●​ High CTR 
●​ Comments, shares, saves 
●​ Fast load time 
●​ Mobile-first (4:5 or 9:16) 
●​ Real people, faces, and authenticity 

Avoid overly polished or "banner ad" looking creatives. UGC-style and raw formats 
consistently outperform studio shoots, especially for direct-response offers. 

 

Successful Meta Ads Campaign with High-Converting Creatives 

 

Case Study #5. MOOD  

 

Problem: 

MOOD, a plant-based supplement brand, faced challenges advertising on Meta due 
to strict policies limiting health-related ad copy. Their existing creatives had become 
stale, leading to declining performance and a negative return on ad spend (ROAS).  
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The primary objective was to revitalize their Meta ad campaigns by enhancing 
creative assets to better communicate product benefits within platform guidelines. 

Solution: 

Collaborating with Inflow, MOOD focused on overhauling their ad creatives. 
Recognizing that visuals are crucial—especially when copy is restricted—they 
developed new, engaging video ads that effectively showcased product benefits.  

 

This creative refresh aimed to capture audience attention, convey value propositions 
visually, and comply with Meta's advertising policies. 

Result: 

●​ 63% increase in ROAS within three days of launching new creatives​
 

●​ 122% total increase in account ROAS​
 

●​ 341% increase in lower-funnel campaign ROASInflow+6Inflow+6Inflow+6 
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Pro Tip: This case underscores the essential role of compelling ad creatives in Meta 
advertising, particularly for brands in regulated industries.  

MOOD prioritized visual storytelling. And by updating their creatives regularly, the 
brand successfully transformed their campaign performance, achieving significant 
improvements in ROAS and customer engagement. 

 

Case Study #6. Advanced SimRacing  

 

Problem: 

Advanced SimRacing, a Canadian manufacturer of racing simulation chassis, aimed 
to stand out in a competitive niche and improve ad performance across Meta 
platforms. 

Solution: 

The brand focused on visual storytelling, creating high-quality Meta ad creatives that 
emphasized product details and real-world usage.  
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Their approach included close-up product shots, carousel formats for showcasing 
multiple angles, vertical videos optimized for Reels, behind-the-scenes timelapses, 
and human-centered content featuring people interacting with their products. 

Result: 

Advanced SimRacing improved audience engagement and clearly communicated 
product value. This was possible because of their well-formatted creatives tailored to 
each Meta placement. 

How to Apply This to Your Brand 

●​ Start every creative with a scroll-stopping hook. Ask a bold question, 
show pain, or lead with a result.​
 

●​ Use UGC or “real-feel” content even if you’re not an influencer. You can film 
on your phone or use customer reviews.​
 

●​ Test multiple frameworks (PAS, AIDA, testimonial) against the same product 
or offer.​
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●​ Avoid stock photos or text-dense graphics. Meta penalizes low-performing 
visuals quickly.​
 

●​ Think mobile-first. Vertical or square format, short captions, and 15–30 
second content max. 

5-Minute Jumpstart 

●​ Write 3 ad headlines using PAS and AIDA for your top product or service.​
 

●​ Open Canva and repurpose your top testimonial into a static image ad with 
bold text.​
 

●​ Use your phone to film a 15-second video talking about the problem your 
product solves.​
 

●​ Create a carousel ad: Slide 1 = problem, Slides 2–4 = features, Slide 5 = CTA.​
 

●​ Look at your past 10 creatives—double down on the one with the highest CTR 
or watch time. 

 

🛑 Looking for 1:1 help with your Meta Ads? My team at Influicity will review your full 
strategy and give you actionable advice. Space are limited. See if you qualify for a 
Marketing ROI Checkup now. 

 

 

 

 

 

 

 

 

 

 

63 

https://www.influicity.com/marketing-roi-checkup/?utm_source=playbook&utm_medium=meta-ads-selling-machine&utm_campaign=marketing-roi-checkup
https://www.influicity.com/marketing-roi-checkup/?utm_source=playbook&utm_medium=meta-ads-selling-machine&utm_campaign=marketing-roi-checkup


 

Are you getting value so far? 
 

If so, I’d love it if you could share it on social media. Please 
take a screenshot of this playbook and tag me in it. Myself and 

the Influicity team love to see business builders getting real 
value out of our work. It’s why we help businesses grow! 

 
Tag me here: 
 

Instagram: instagram.com/jon_davids ​
LinkedIn: linkedin.com/in/jondavids   ​
YouTube: youtube.com/@jondavids ​
TikTok: tiktok.com/@realjondavids​
Facebook: facebook.com/realjondavids​
Threads: threads.net/@jon_davids   
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SECTION 6   

Campaign Setup: The Right Way to Launch 

Launching a campaign on Meta isn’t about checking boxes. It’s about aligning 
structure, strategy, and system in a way that lets the algorithm do its job. 

All while giving you maximum control over performance and optimization. 

Most people overcomplicate or under-optimize this phase. They either launch 20 ad 
sets with random settings, or just “boost a post” and hope it works. Neither is 
sustainable. 

We’ll break down the ideal campaign structure, the difference between ABO and 
CBO (and when to use each), how to organize your audiences, how to launch like a 
pro, and the one mistake that ruins campaigns before they even start. 

 

ABO vs. CBO: What’s the Difference? 

Understanding the difference between Ad Set Budget Optimization (ABO) and 
Campaign Budget Optimization (CBO) is foundational. 
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ABO: Ad Set Budget Optimization 

●​ You set a budget for each ad set.​
 

●​ Better for testing, because you control spend per audience.​
 

●​ Use when testing new audiences, creatives, or copy.​
 

CBO: Campaign Budget Optimization 

●​ Budget is set at the campaign level.​
 

●​ Meta distributes spend across ad sets based on performance.​
 

●​ Better for scaling once you know what works.​
 

Pro tip: Start with ABO to test. Switch to CBO once you have 1–2 
winning audiences + creatives. 

Ideal Campaign Structure for Launch 

Here’s a plug-and-play structure to test your offer without burning your budget: 

Cold Traffic Campaign 

●​ Campaign 1: ABO​
 

○​ Ad Set 1: Interest Stack 1 (1–3 aligned interests)​
 

○​ Ad Set 2: Interest Stack 2 (complementary interests)​
 

○​ Ad Set 3: Lookalike 1% of past customers (if applicable)​
 

○​ Each ad set: 2–3 creatives (same copy, different visuals)​
 

Warm Traffic Campaign 

●​ Campaign 2: CBO or ABO (depending on traffic)​
 

○​ Ad Set 1: Website visitors (last 30 days)​
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○​ Ad Set 2: Add to cart (last 7 days)​
 

○​ Ad Set 3: Instagram + Facebook engagers (last 30 days)​
 

○​ Each ad set: 2 creatives max (testimonial + offer)​
 

Retargeting Campaign 

●​ Campaign 3: CBO​
 

○​ Ad Set 1: Viewed sales page but didn’t purchase​
 

○​ Ad Set 2: Initiated checkout, no purchase​
 

○​ Ad creative: Scarcity, urgency, limited offer​
 

Keep each ad set clean and simple—no overlapping audiences, no excessive 
variables. 

 

Ad Set Setup: Best Practices 

Here’s what to set inside each ad set: 

Audience 

●​ Choose ONE targeting approach per ad set.​
 

●​ 1–3 interests per ad set max. Avoid stacking 10+.​
 

●​ Use Lookalikes (1% to start), then expand.​
 

Budget 

●​ For ABO, start with $10–$30/day per ad set.​
 

●​ For CBO, start with $50–$100/day for the campaign.​
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Location 

●​ Use locations where you can fulfill, deliver, or service effectively.​
 

●​ For global brands: start with Tier 1 countries (US, CA, UK, AUS).​
 

Placements 

●​ Choose Advantage+ Placements (Meta optimizes across all).​
 

●​ Manual placement is fine for testing, but Meta favors dynamic delivery.​
 

Optimization Event 

●​ Use “Conversions” with the right pixel event (Purchase, Lead, etc.).​
 

●​ Avoid optimizing for “Link Clicks”—low quality traffic = poor ROAS.​
 

Launch Sequence: How to Press Go Like a Pro 

1.​ Pixel + Events Set Up​
Confirm the pixel is firing properly on the thank you page or purchase 
confirmation.​
 

2.​ Creative Finalized​
Load 2–3 creatives max per ad set. Avoid 10+ creatives—it splits learning.​
 

3.​ Campaign Review​
Double-check audiences, placement, and copy. Preview ads on mobile.​
 

4.​ Schedule Launch​
Launch between 6–8 AM in the ad account’s time zone (Meta needs a full day 
to learn).​
 

5.​ Let the Learning Phase Run​
Do not edit ad sets in the first 3–5 days. Meta is still gathering performance 
data.​
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Common Mistakes to Avoid: 

●​ Editing campaigns during the learning phase.​
This resets delivery data. Wait 3–5 days before touching anything.​
 

●​ Overlapping audiences.​
Avoid targeting the same group in multiple ad sets. Use exclusions.​
 

●​ Launching with 10+ creatives.​
This splits delivery and confuses the algorithm. Start with 2–3 max.​
 

●​ Not matching copy to audience temperature.​
Cold audiences need more problem/solution content. Warm audiences want 
proof + urgency.​
​
 

Case Study #1. Mindvalley 
 

 

Problem:  

Mindvalley, a global personal growth and education platform, sought to scale its 
online course enrollments while maintaining cost efficiency across diverse 
international markets. 

Solution:  

Mindvalley implemented a structured Meta advertising strategy that included: 
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●​ Audience Segmentation: Utilizing Meta's tools to segment audiences based 
on interests, behaviors, and demographics, allowing for tailored messaging.​
 

●​ Creative Testing: Developing multiple ad creatives to test different 
messaging and visuals, identifying which combinations resonated best with 
each audience segment.​
 

●​ Conversion Tracking: Setting up Meta Pixel and Conversions API to 
accurately track user interactions and conversions, enabling data-driven 
optimization.​
 

●​ Budget Allocation: Distributing budgets strategically across campaigns and 
ad sets to maximize return on ad spend (ROAS). 

Result: 

When Mindvalley ran an Advantage+ shopping campaign using Meta’s value rules 
feature, it achieved a 1.2X higher return on ad spend (ROAS) compared to its 
usual campaigns.  
 
This setup allowed them to optimize for higher-value conversions and drive better 
results across Facebook and Instagram. 

 

How to Apply This to Your Brand 

●​ Use ABO to test. Only switch to CBO once you have a proven combo of 
audience + creative.​
 

●​ Keep ad sets clean. One audience type per set. Avoid overlap or stacking 
too many variables.​
 

●​ Test cold, warm, and retargeting audiences separately. They respond to 
different creative angles.​
 

●​ Set realistic budgets. Don’t underfund your ad sets. Meta needs enough 
data to optimize.​
 

●​ Track your metrics. Watch for CPA, ROAS, CTR, and frequency. Use these 
to guide scale or pause decisions. 
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5-Minute Jumpstart 

●​ Open your Meta Ads Manager and duplicate your current campaign. Change 
it to ABO if testing.​
 

●​ Write down 3 audience segments you want to test separately (e.g., Interest 
Group A, Lookalike 1%, Engaged Users).​
 

●​ Create a new campaign with 3 ad sets—each targeting one segment. Add 2 
creatives per ad set.​
 

●​ Set budget to $20/day per ad set. Let it run for 3–5 days without edits.​
 

●​ After 5 days, check your results and pause anything with a high CPA or low 
CTR. Scale the winner into a new CBO campaign. 

 

🛑 Looking for 1:1 help with your Meta Ads? My team at Influicity will review your full 
strategy and give you actionable advice. Spots are limited. See if you qualify for a 
Marketing ROI Checkup now.  
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SECTION 7   

Scaling and Optimization 

Congratulations. Your ads are working and now it’s time to scale. 

But not so fast. Most advertisers actually get stuck here. 

Their ads get some results, but scaling tanks ROAS or leads to wasted spend. 
Here’s the reality. Scaling isn’t about throwing more money at your winners. It’s 
about knowing what metrics to watch, when to scale, and how to do it without 
killing performance. 

 

Reading the Data: What Your Campaign is Trying to Tell You 

Your ad account is full of clues. You just need to know how to read them. These are 
the key metrics that matter during the optimization phase: 

Metric What it Tells You Benchmarks 

ROAS (Return on Ad 
Spend) 

How profitable your ad is 2.0x+ is solid, higher if 
margins are tight 

CTR (Link Click) Is the ad getting 
attention? 

1.5%+ is healthy, under 
1% = weak creative 

CPM (Cost per 1K 
Impressions) 

Cost of attention $10–$30 depending on 
niche 

CPC (Cost per Click) Efficiency of Clicks $1–3 is good for most 
ecom offers 

Frequency How Often People See 
the Ad 

Above 3.0 = fatigue 
incoming 

 

Pro Tip: If your CTR is low but your CPM reasonable? Try swapping the 
creative. If your CTR high but ROAS is bad? Look at your landing page or offer. 
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​
When to Kill an Ad vs. When to Keep It Running 

Here’s the golden rule: Don't “wait and see” with bad ads. Let the winners breathe 
and cut the losers fast. 

Kill the Ad When: 

●​ No purchases after 2x your target CPA (e.g., spent $60, no sales if $30 CPA 
goal)​
 

●​ CTR < 0.75% after 1,500+ impressions​
 

●​ Frequency > 3.5 AND performance is dropping​
 

●​ It's spent over $100 and is still unprofitable 

 

Keep or Scale When: 

●​ ROAS is above 2.0 for 3 days in a row​
 

●​ CPA is trending down and stabilizing​
 

●​ CTR is above 1.5% and CPC is under $2​
 

●​ Performance improves with more spend 

Pro Tip: Duplicate winners into a fresh campaign instead of editing live 
ones. This prevents re-entering the learning phase. 

 

What to Do When Performance Tanks 

Even top-performing campaigns dip. It’s all part of the game. Here’s how to respond 
like a pro: 

1) Diagnose the Drop 

●​ Is it creative fatigue? Check frequency.​
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●​ Did CPM spike? Could be market competition or poor engagement.​
 

●​ Is landing page speed tanking conversions?​
 

2) Refresh the Creative 

●​ Introduce a new hook, visual style, or headline​
 

●​ Use your existing top audience—don’t change both at once​
 

3) Test Smaller Budgets 

●​ Sometimes less is more. Scaling too fast = instability.​
 

●​ Drop the budget by 25–40%, then rebuild once profitable again​
 

4) Retest Winning Angles 

●​ Pull creatives from earlier successful ads​
 

●​ Relaunch in a new campaign with updated CTAs or overlays 

 

Rules-Based Optimization: Let Meta Make Smart Moves for 
You 

Once you have a couple of winning ads, you can automate optimization using rules. 
These reduce emotional decision-making and scale your efforts more predictably. 

For example, below is an automated rule to help reduce audience fragmentation in 
your Meta ads campaign. 

74 



 

Here’s how to set them up inside Meta Ads Manager: 

 

Rule: Scale Winning Ads 

●​ Condition: ROAS > 2.5 AND Spend > $50 in last 3 days​
 

●​ Action: Increase budget by 20%​
 

Rule: Kill Losing Ads 

●​ Condition: Spend > $75 AND No Purchase​
 

●​ Action: Pause ad set​
 

Rule: Flag Creative Fatigue 

●​ Condition: Frequency > 3 AND CTR < 0.8%​
 

●​ Action: Send notification​
 

Rule: Cap Daily Budget Spike 

●​ Condition: Budget increases > 40%​
 

75 



●​ Action: Prevent adjustment​
 

●​ (Avoid accidental scaling disasters) 

Use these with caution. Always check for false positives and monitor 
results weekly. 

Scaling: How to Grow Without Burning Money 

Once your ads are optimized, it’s time to scale. But don’t just throw money at your 
top performer and hope. 

There are two proven ways to scale: 

Vertical Scaling (Increasing Budget) 

●​ Raise the budget 20–30% every 3 days​
 

●​ For CBO, increase the campaign budget, not ad sets​
 

●​ Avoid changing creative or audience when scaling (forces relearning)​
 

If performance drops after a budget increase, scale back and try again 
slower. 

 

Horizontal Scaling (Duplicating Winners) 

●​ Duplicate top ad set and test 3 new audiences​
 

●​ Run winning creative on different placements (IG-only, Stories-only)​
 

●​ Use lookalikes (e.g., 95% video views, ATCs, purchases)​
 

●​ Launch new creatives into winning audiences weekly 
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The table below shows an example of Horizontal Scaling Plan: 

 

Campaign Strategy 

Campaign 1 Original winning ad & audience 

Campaign 2 Same ad, 3 new interest stacks 

Campaign 3 New hook variation, same audience 

Campaign 4 Test UGC version of top-performing 
concept 

 

Creative Rotation: The Secret to Long-Term Scale 

Even the best ad burns out. Here's a simple 4-week cycle to keep performance 
strong: 

Week Action 

Week 1 Launch 2 new creatives 

Week 2 Swap 1 visual, keep same hook 

Week 3 Test fresh angle (testimonial, 
benefit-focused, curiosity) 

Week 4 UGC or influencer-style remix 

 

Your Optimization & Scaling Checklist 

Before scaling, make sure: 

●​ ROAS is above 2x for 3–5 days​
 

●​ CPA is below or near breakeven​
 

●​ CTR is above 1.5%​
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●​ Frequency is below 3.0​
 

●​ You’ve refreshed creative within the last 7–10 days​
 

●​ Automated rules are active to manage spend 

 

Brand that Optimizes and Scales their Meta Ads Campaign 

Case Study #1.  Mew Mews  

Mew Mews is a bold, women-led fashion brand focused on delivering trendy, 
affordable clothing and building a community that celebrates individuality.  

While their Advantage+ shopping campaigns with photo ads performed well, the 
brand wanted to explore whether Reels could enhance engagement and efficiency. 
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The Goal:  

Boost performance through creative diversification. 

The Solution:  

Mew Mews worked with Meta to adopt Reels into their campaigns. They conducted 
an A/B test: 

●​ Cell A: Advantage+ shopping campaign with photo ads​
 

●​ Cell B: Advantage+ shopping campaign with photo ads and Reels video ads​
 

They used Advantage+ audience, placements, and campaign budget to let 
Meta’s AI optimize performance in real-time. Reels followed Meta’s creative best 
practices—vertical videos, compelling hooks, and engaging, relatable storytelling. 

The Results:  

In just two weeks (Mar 19–Apr 2, 2025), the diversified Reels campaign achieved: 

●​ 42% lower cost per purchase​
 

●​ 40% higher return on ad spend​
 compared to the photo-only campaign—proving creative variety drives better 
results. 

Your 5-Minute Jumpstart 

1.​ Log into Ads Manager. Sort by ROAS last 3 days.​
 

2.​ Pause any ad with CPA > 2x your breakeven cost and no signs of recovery.​
 

3.​ Duplicate your top ad set into 2 new audiences.​
 

4.​ Create a new variation of your top creative with the same hook, but different 
visual format (UGC, animation, reel-style).​
 

5.​ Set up one rule: “If ROAS > 2.5 for 3 days, increase budget 25%.” 

 

🛑 Looking for 1:1 help with your Meta Ads? My team at Influicity will review your full 
strategy and give you actionable advice. Spots are limited. See if you qualify for a 
Marketing ROI Checkup now. 
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SECTION 8  

Funnels that Work with Meta Ads 

Running successful Meta Ads is not just about setting up campaigns and hoping for 
the best. The key lies in building effective funnels that guide your audience through a 
strategic journey. From cold awareness to warm engagement, and finally to a hot, 
ready-to-buy stage.  

Understanding and implementing a funnel framework tailored for Meta Ads will 
dramatically improve your conversion rates and maximize your ad spend. 

 

Cold → Warm → Hot Audience Framework 

The funnel model revolves around segmenting your target audience into three core 
stages based on their awareness and engagement level: 

●​ Cold Audience: These are people who have never heard of your brand or 
product. Your goal here is to create awareness and spark interest.​
 

●​ Warm Audience: People who have interacted with your brand in some 
way—clicked an ad, visited your website, engaged on social media—but 
haven’t made a purchase yet.​
 

●​ Hot Audience: These are your ready-to-buy prospects or existing customers 
who are likely to convert again or upgrade. 

80 



Each stage requires different messaging, creative, and offers tailored to move them 
closer to conversion. 

 

Why Use This Funnel? 

Meta’s powerful targeting tools allow you to build custom audiences based on 
behavior, interests, and engagement.  

 

Leveraging these tools within a cold-warm-hot funnel enables you to: 

●​ Efficiently allocate budget by spending more on high-intent audiences.​
 

●​ Personalize ad messaging for different audience segments.​
 

●​ Reduce wasted ad spend by excluding warm/hot audiences from cold 
campaigns.​
 

●​ Create a smooth buyer journey that builds trust and increases conversions. 

 

Example Funnels: Lead Magnet > Nurture > Sales 

One of the most proven funnel approaches in Meta Ads is starting with a lead 
magnet, nurturing the leads, then converting them into customers. 
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Step #1. Lead Magnet for Cold Audience 

For your cold audience, offer something valuable for free—an ebook, webinar, 
checklist, or discount—in exchange for their contact info. This tactic helps warm 
them up by collecting their email or phone number and introducing them to your 
brand. 

Ad Example: 

“Download our free Ultimate Guide to [Relevant Topic] — Get insider tips and 
start seeing results today!” 

Target cold audiences via interest-based or lookalike audiences. 

Step #2. Nurture via Warm Audience Ads 

Once the cold audience converts to leads, retarget them with educational content, 
testimonials, case studies, or demo videos that address their pain points. The goal 
here is to build trust and engagement. 

Ad Example: 

“Did you know 80% of our customers saw [benefit] in just 30 days? See how it 
works.” 

Use custom audiences of your lead list, website visitors, or engagement to run these 
ads. 

Step #3. Sales for Hot Audience 

Finally, target your hot audience with strong sales offers, limited-time discounts, or 
product launches designed to convert. 

Ad Example: 

“Last chance! Get 20% off our premium plan—Offer ends tonight.” 

This audience typically includes retargeted website visitors who added to cart, leads 
who clicked nurture ads, or previous customers. 
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Offline Conversions: Driving Calls, Appointments, or Store 
Visits 

Not every Meta Ads funnel ends in an online purchase. For many 
businesses—especially local services or retail stores—offline conversions like phone 
calls, appointments, or physical visits are equally important. 

Why Focus on Offline Conversions? 

●​ Some prospects prefer direct human interaction before committing.​
 

●​ Store visits or appointments can lead to higher lifetime customer value.​
 

●​ Phone calls often lead to upsells or more personalized sales processes.​
 

 

How to Build Funnels for Offline Conversions 

●​ Cold Stage: Use ads that highlight your unique value proposition with clear 
calls to action like “Call Now” or “Book an Appointment.”​
 

●​ Warm Stage: Retarget people who interacted with your initial ads or visited 
your website with social proof or testimonials.​
 

●​ Hot Stage: Use dynamic ads with urgency-driven offers or reminder ads 
encouraging immediate action. 

 

Tracking Offline Conversions with Meta Ads 

Utilize Meta’s offline conversion tracking by connecting your CRM or call tracking 
software. This allows you to measure which ads drove real-world actions and 
optimize accordingly. 
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Case Study #1: SnackSurprise 

 

 

Goal:  

Drive more subscriptions through Meta Ads by building trust and engagement first. 

Problem:  

Direct-response ads weren’t enough. Users needed to see the product experience to 
convert. 

Strategy: 

SnackSurprise used a full-fledged Facebook ads strategy, starting with engaging 
carousel ads that featured real customers unboxing their snack boxes.  
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These authentic visuals created social proof and highlighted the brand’s unique 
selling points—international snacks, surprise themes, and fun experiences.  

Instead of asking for a sale upfront, the brand nurtured potential subscribers through 
warm, relatable content before retargeting them with compelling subscription offers. 

 

Result: 

●​ 3.24x return on ad spend (ROAS)​
 

●​ 25,000+ new subscribers 

By leading with engagement and storytelling, SnackSurprise proved that pairing 
UGC-style creative with a smart funnel can scale sales—efficiently. 
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How to Apply This to Your Brand 

●​ Segment your audience into cold, warm, and hot stages using Meta’s custom 
and lookalike audiences.​
 

●​ Create different ad creatives and messaging tailored to each stage of your 
funnel to guide prospects smoothly.​
 

●​ Use lead magnets to warm up cold traffic and capture contact information for 
retargeting.​
 

●​ Don’t neglect offline conversions—integrate calls, appointments, or store visits 
into your funnel if relevant.​
 

●​ Leverage Meta’s offline conversion tracking tools to measure and optimize 
your campaigns for real-world results. 

5-Minute Jumpstart 

●​ Define your funnel stages clearly: who is cold, warm, and hot in your 
audience.​
 

●​ Create one lead magnet ad campaign targeting cold audiences.​
 

●​ Build a custom audience from your lead magnet opt-ins for warm audience 
retargeting.​
 

●​ Set up retargeting ads focused on nurturing and educating your warm 
audience.​
 

●​ Create a final sales-focused ad campaign targeting your hot audience with a 
clear, compelling offer. 

 

🛑 Looking for 1:1 help with your Meta Ads? My team at Influicity can review your full 
strategy and give you actionable advice. Spots are limited. See if you qualify for a 
Marketing ROI Checkup now. 
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SECTION 9  

Troubleshooting Common Problems 

Even the best Meta Ads campaigns can hit snags. When issues arise, it’s crucial to 
diagnose and fix them fast so your ads keep delivering results and your budget 
doesn’t go to waste.  

In this chapter, we’ll cover the most common Meta Ads problems. From ad 
disapprovals and pixel tracking errors to campaign fatigue, high costs, and poor lead 
conversion. And provide clear solutions for each. 

 

Ads Getting Disapproved? Here’s Why. 

Meta has strict ad policies, and if your ad violates any, it will get disapproved. 
Understanding the common reasons can help you prevent this frustrating issue. 

 

Common Causes of Disapproved Ads: 

●​ Prohibited content: Ads promoting illegal products, adult content, 
misinformation, or discriminatory practices.​
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●​ Restricted content: Ads related to alcohol, dating, gambling, or financial 
services require special targeting and disclaimers.​
 

●​ Text in images: Meta prefers less than 20% text in ad images; too much text 
often leads to disapproval.​
 

●​ Landing page issues: If your landing page is broken, slow, or contains 
misleading info, your ad can be disapproved.​
 

●​ Misleading or false claims: Ads making exaggerated promises or false 
guarantees. 

How to Fix: 

●​ Review Meta’s Ad Policies carefully.​
 

●​ Use Meta’s Text Overlay Tool to check your image text percentage.​
 

●​ Ensure your landing page works perfectly on mobile and desktop.​
 

●​ Avoid exaggerated claims; keep messaging honest.​
 

●​ Submit appeals if you believe disapproval was a mistake. 

Pixel Not Firing? Here’s the Checklist. 

The Meta Pixel is crucial for tracking conversions and optimizing campaigns. If it’s 
not firing correctly, your data will be inaccurate, and your campaigns won’t optimize 
properly. 

Common Pixel Issues: 

●​ Pixel code not installed on all relevant pages.​
 

●​ Pixel installed incorrectly or multiple pixels causing conflicts.​
 

●​ Browser settings blocking tracking scripts (e.g., Safari’s Intelligent Tracking 
Prevention).​
 

●​ Delays in pixel event reporting.​
 

●​ Using outdated or deprecated pixel code.​
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Pixel Troubleshooting Checklist: 

●​ Verify pixel installation using Meta Pixel Helper (a Chrome extension).​
 

●​ Check that pixel is firing on all key pages: landing page, thank 
you/confirmation pages.​
 

●​ Ensure no multiple conflicting pixels are installed.​
 

●​ Use the Events Manager in Meta Ads Manager to review event status.​
 

●​ Test events manually to confirm firing.​
 

●​ If using third-party platforms (Shopify, WordPress), confirm pixel integration 
settings.​
 

●​ Check for ad blockers or browser privacy settings that might block pixel data.​
 

Campaign Fatigue? How to Refresh 

Campaign fatigue happens when your audience has seen the same ads too many 
times, leading to declining engagement, higher costs, and fewer conversions. 

Signs of Fatigue: 

●​ Increasing Frequency metric (usually over 3-4 for cold audiences).​
 

●​ Drop in click-through rates (CTR).​
 

●​ Rising cost per result.​
 

●​ Audience starts ignoring your ads. 

How to Refresh Your Campaigns: 

●​ Rotate creatives: Introduce new images, videos, headlines, and copy 
regularly.​
 

●​ Refine targeting: Expand your audience or try new lookalikes.​
 

●​ Adjust ad placements: Test different placements like Stories, Reels, or 
Audience Network.​
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●​ Test new offers or CTAs: Keep the message fresh and relevant.​
 

●​ Use Campaign Budget Optimization (CBO): Allows Meta’s algorithm to 
optimize spend dynamically.​
 

●​ Create new campaigns: Sometimes it’s better to start fresh rather than 
continuously tweak old ones. 

High CPMs? Try This. 

CPM (Cost Per Thousand Impressions) can vary widely depending on your niche, 
audience, and competition. But when CPMs spike unexpectedly, it can drain your 
budget quickly. 

Common Causes of High CPM: 

●​ Highly competitive audience segments.​
 

●​ Narrow or saturated targeting.​
 

●​ Low relevance score or poor ad quality.​
 

●​ Seasonal or industry-specific spikes.​
 

●​ Poor ad engagement.​
 

How to Lower CPM: 

●​ Broaden your audience targeting or layer interests to reduce competition.​
 

●​ Improve ad relevance by testing new creatives and stronger hooks.​
 

●​ Increase engagement by using interactive content (polls, videos, carousel 
ads).​
 

●​ Exclude audiences who already converted or aren’t relevant.​
 

●​ Schedule ads to run during your audience’s most active times.​
 

●​ Monitor and pause high-CPM ad sets, reallocating budget to better 
performers.​
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Leads Not Converting? Where to Look. 

Getting leads from Meta Ads is one thing; converting those leads into customers is 
another. If your lead volume is fine but conversions lag, it’s time to audit your funnel. 

Where to Start Your Troubleshooting: 

●​ Lead quality: Are you attracting your ideal customer or just any lead? Tighten 
targeting and qualify your lead magnet.​
 

●​ Lead Follow-up: Are leads contacted promptly? A slow or impersonal 
response can kill conversions.​
 

●​ Landing Page experience: Does your landing page align with your ad 
promise? Is it easy to navigate, mobile-friendly, and fast-loading?​
 

●​ Lead Nurture process: Are you providing enough value and engagement 
between lead capture and sales ask? Use email sequences, retargeting, and 
personalized offers.​
 

●​ Sales process: Evaluate if your sales team or funnel is effective at closing. 
Provide training or adjust scripts if needed. 

Case Study #2: Samsung UK 
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Goal:  

Launch the Galaxy Z Fold6 and Z Flip6 with a campaign that maximized awareness, 
consideration, and total omnichannel sales. 

Problem:  

Samsung UK needed full-funnel measurement to capture both online and offline 
sales impact across channels. 

Strategy: 

Samsung implemented a multi-touchpoint Meta ads strategy. They ran a Meta 
Moment Maker campaign—a three-day mobile-first video ad burst across Feed, 
Stories, Reels, and Explore—to drive mass awareness.  

 

This was followed by photo and video ads optimized for engagement and sales, 
linking to product landing pages. Using Advantage campaign budget and automatic 
advanced matching, they ensured optimal delivery. 
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To measure total impact, Samsung integrated Meta’s Conversions API using a 
Google connector via Publicis.  

This enabled real-time omnichannel tracking—matching server-side data with Meta 
ad performance to reveal previously hidden sales.  

When early campaign data showed gaps in tracked purchases, Samsung’s team 
worked with Meta and Publicis to troubleshoot their data pipeline, ensuring clean 
event matching and unlocking significantly more measurable conversions. 

Results: 

●​ 2.3X more purchases measured across online and in-store channels​
 

●​ 30-point lift in ad recall​
 

●​ 8.8-point lift in purchase consideration 

How to Apply This to Your Brand 

●​ Regularly review ad approval status and familiarize yourself with Meta’s ad 
policies to avoid disapprovals.​
 

●​ Use Meta Pixel Helper and Events Manager to ensure pixel tracking is 
accurate across your website.​
 

●​ Monitor frequency and ad fatigue metrics; refresh creatives and targeting 
before performance drops.​
 

●​ Analyze CPM trends and adjust targeting or creative strategy to keep costs 
manageable.​
 

●​ Evaluate your lead funnel critically—are leads qualified, followed up promptly, 
and nurtured well? 

5-Minute Jumpstart 

●​ Check your latest ads for disapproval reasons in Ads Manager; fix or appeal 
as needed.​
 

●​ Install and run Meta Pixel Helper to verify pixel firing on all critical pages.​
 

●​ Review campaign frequency and pause or refresh ads exceeding a frequency 
of 3-4.​
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●​ Analyze CPM by ad set; pause or tweak those with consistently high costs.​
 

●​ Audit your lead funnel from ad to sale—ensure quick follow-up and relevant 
messaging. 

 

🛑 Looking for 1:1 help with your Meta Ads? My team at Influicity can review your full 
strategy and give you actionable advice. Spots are limited. See if you qualify for a 
Marketing ROI Checkup now.  
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SECTION 10  

Meta Ads Advanced Strategies 

Brands need this to capture sales across online and offline touchpoints, overcoming 
attribution gaps caused by cookie restrictions and platform changes.  

Connecting data directly between servers helps advertisers see the whole customer 
journey. This allows smarter spending of ad budgets and better campaign 
improvements. Using this approach means you measure real sales results, not just 
clicks, so your ads truly grow revenue. 

Broad Targeting: When It Works and Why 

Broad targeting means running ads to a wide, loosely defined audience instead of 
narrowly targeting interests, demographics, or behaviors. While it sounds 
counterintuitive, broad targeting often works better — especially with Meta’s machine 
learning optimizing toward your campaign goal. 

Why Broad Targeting Works 

●​ Algorithm Leverage: Meta’s AI performs better when it has a larger audience 
to learn from. Broad targeting gives it data diversity and volume to find the 
best users.​
 

●​ Lower CPMs: Narrow audiences can lead to high competition and inflated 
costs. Broad targeting spreads impressions across more users, often lowering 
CPMs.​
 

●​ Discovery: Your product or service might appeal to users outside the obvious 
niches, and broad targeting helps uncover these hidden pockets.​
 

●​ Scalability: Broad audiences make it easier to scale campaigns without 
exhausting a small target group.​
 

When to Use Broad Targeting 

●​ When launching new products with little historical data.​
 

●​ When your campaign goal is conversions or purchases, allowing Meta’s 
algorithm to optimize effectively.​
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●​ If you have strong creatives and offers that appeal broadly.​
 

●​ When retargeting or lookalike audiences have been fully tested and you want 
to expand reach. 

When to Avoid Broad Targeting 

●​ If your product or service is very niche with a very specific audience.​
 

●​ If your budget is too small, as broad targeting can require more spend upfront 
for algorithm learning.​
 

UGC + Influencer-Style Ads for Performance 

User-Generated Content (UGC) and influencer-style ads are among the most 
powerful creative strategies on Meta. Authenticity and relatability drive engagement 
and trust, increasing click-through and conversion rates. 

Why UGC and Influencer-Style Ads Work 

●​ Authenticity: Real customers or creators sharing their genuine experience 
build trust faster than polished ads.​
 

●​ Social Proof: Seeing people like themselves using a product lowers buyer 
hesitation.​
 

●​ Native Feel: These ads blend naturally into feeds and Stories, avoiding ad 
fatigue.​
 

●​ Cost-Effective: UGC content can be cheaper to produce than traditional ads 
and can be repurposed widely. 

How to Leverage UGC and Influencer Ads 

●​ Encourage customers to submit video or photo reviews and request 
permission to use their content.​
 

●​ Partner with micro-influencers for authentic testimonials rather than expensive 
celebrity endorsements.​
 

●​ Create templates that make it easy for users to share their stories in your 
brand’s style.​
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●​ Use captions and text overlays that highlight benefits or solve pain points 
directly.​
 

●​ Test short, vertical video formats for Stories and Reels placement. 

Dynamic Creative Ads vs. Manual Testing 

Testing creatives is crucial to find winning ads. Meta offers two main ways: Dynamic 
Creative Ads (DCA) and Manual Testing. Knowing when to use each maximizes 
efficiency. 

 

Dynamic Creative Ads (DCA) 

●​ Meta automatically combines multiple headlines, images/videos, descriptions, 
and CTAs to create ad variations.​
 

●​ Machine learning tests and optimizes the best-performing combinations.​
 

●​ Best for campaigns with lots of creative assets and when you want to 
accelerate discovery. 

Pros of DCA: 

●​ Fast, automated testing without manual setup of multiple ads.​
 

●​ Efficient use of assets, maximizing winning combos.​
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●​ Good for broad targeting campaigns or when running multiple offers. 

Cons of DCA: 

●​ Less control over specific variable testing.​
 

●​ Can complicate learning for advertisers wanting precise data on what works.​
 

Manual Testing 

●​ You create and control individual ad variants, testing one or two variables at a 
time (headline, image, CTA, etc.).​
 

●​ Provides detailed insights into exactly which element drives performance.​
 

●​ Ideal for advertisers wanting precision and granular control.​
 

Pros of Manual Testing: 

●​ Precise control over creative variables.​
 

●​ Clear, actionable data for scaling winning elements.​
 

●​ Easier to learn which specific changes affect results. 

Cons of Manual Testing: 

●​ Slower and more labor-intensive.​
 

●​ Requires larger budgets for statistical significance. 

Advantage+ Shopping Campaigns (Specific for eCom) 

For e-commerce advertisers, Meta’s Advantage+ Shopping Campaigns offer an 
automated, AI-powered approach that simplifies setup and improves results. 
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What Are Advantage+ Shopping Campaigns? 

●​ A new Meta campaign type designed to optimize product sales with minimal 
manual input.​
 

●​ Automatically selects top-performing products, creatives, placements, and 
bidding strategies using machine learning.​
 

●​ Leverages broad audiences and dynamic creative testing under the hood. 

Why Use Advantage+? 

●​ Cuts down on campaign management complexity.​
 

●​ Drives better sales with AI optimizing for conversions across multiple 
products.​
 

●​ Uses customer data and predictive analytics to retarget and prospect 
efficiently.​
 

●​ Scales easily with minimal manual tweaks.​
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Best Practices: 

●​ Upload your entire product catalog with quality images and descriptions.​
 

●​ Feed conversion events (like purchases and add-to-carts) back into Meta.​
 

●​ Use the Advantage+ Shopping Campaign alongside manual campaigns for 
best overall control. 

Creative Fatigue Prevention Strategies 

Creative fatigue happens when your audience becomes tired of seeing the same ad 
repeatedly, leading to reduced engagement and higher costs. Preventing fatigue 
keeps your campaigns fresh and effective. 

Strategies to Prevent Creative Fatigue: 

●​ Regular Creative Refresh: Schedule to update creatives every 2-3 weeks.​
 

●​ Rotate Variations: Run multiple ad sets with different creatives concurrently.​
 

●​ Use Video & Carousel Formats: They capture attention better and feel less 
repetitive.​
 

●​ Leverage UGC and Influencer Content: New voices and faces keep the 
content fresh.​
 

●​ Implement Sequential Storytelling: Tell a story over multiple ads to keep 
users engaged.​
 

●​ Pause and Replace Underperforming Ads: Monitor engagement metrics 
closely. 

Testing Frameworks: The 80/20 Rule and One Variable at a 
Time 

Testing is the engine behind successful Meta Ads scaling. Having a disciplined 
framework helps avoid confusion and wasted spend. 

The 80/20 Rule in Testing 

●​ Focus 80% of your budget on proven winners and 20% on testing new ideas.​
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●​ Avoid spreading your budget too thin across many unproven ads.​
 

●​ This balance accelerates scaling while continuously innovating. 

Test One Variable at a Time 

●​ When testing creatives or audiences, change only one element per test 
(headline, image, audience, etc.).​
 

●​ This clarity helps isolate what exactly drives performance.​
 

●​ For example, keep the same image and offer but change only the headline.​
 

●​ Avoid multi-variable tests initially to prevent ambiguous results. 

Example Testing Cycle: 

1.​ Test 3 headlines with one image.​
 

2.​ Pick the winning headline and test 3 images.​
 

3.​ Use the winning combo to test 3 different CTAs or offers. 
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Case Study #1. Universal Pictures 

 

Goal: 

Universal Pictures aimed to generate excitement and increase ticket sales for the opening 
weekend of Twisters by keeping audiences engaged in the crucial days leading up to the 
premiere. 

Advanced Strategy: 

 Instagram reminder ads served as the centerpiece of their campaign. These ads included a 
clear “Remind Me” call-to-action button, encouraging users to opt in for notifications about 
the film’s release.  

The campaign targeted U.S. adults interested in movies and delivered ads across Instagram 
Feed, Stories, and Reels.  

Notifications were sent out the day before, on the day of, and the day after the premiere, 
maintaining audience attention and encouraging ticket purchases. Budget allocation 
automatically focused on the best-performing ad sets using Meta’s Advantage+ feature, 
ensuring efficient use of resources and wider reach. 

Results: 

The campaign achieved an exceptional 63% opt-in rate, doubling typical engagement rates, 
and resulted in an 11% increase in incremental ticket purchases among those exposed to 
the ads.  
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This method created a strong connection between promotion and event timing, motivating 
audiences to act at the right moment.  

Universal Pictures’ success illustrates how reminder ads can effectively nurture interest, 
turning viewers into paying customers and enhancing overall campaign performance with 
strategic timing and targeted notifications. 

How to Apply This to Your Brand 

●​ Test broad targeting campaigns when you want to scale or when your niche 
isn’t super narrow.​
 

●​ Invest in creating or sourcing authentic UGC or influencer-style video content 
for higher engagement.​
 

●​ Use Dynamic Creative Ads to accelerate asset testing, but supplement with 
manual tests for deeper insights.​
 

●​ If you run e-commerce, test Advantage+ Shopping Campaigns alongside your 
current efforts.​
 

●​ Proactively prevent creative fatigue by rotating ad creatives regularly and 
monitoring frequency metrics.​
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●​ Follow a disciplined testing framework: allocate 80% budget to winners, 20% 
to tests, and change one variable at a time. 

5-Minute Jumpstart 

●​ Set up a broad targeting campaign with Dynamic Creative Ads using your 
best assets.​
 

●​ Collect or source at least 3 UGC-style video ads to test in your next 
campaign.​
 

●​ Launch an Advantage+ Shopping Campaign if you sell physical products 
online.​
 

●​ Audit your current creatives for signs of fatigue; plan a refresh or rotation.​
 

●​ Plan your next tests using the one-variable-at-a-time approach and allocate 
your budget with the 80/20 rule. 

 
🛑 Looking for 1:1 help with your Meta Ads? My team at Influicity can review your full 
strategy and give you actionable advice. Spots are limited. See if you qualify for a 
Marketing ROI Checkup now.  
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Get Started Now 
 
I’ve given you the fundamentals. I hope you can put them to work to build a true 
Meta Ads Selling Machine. 
 
Dedicated to your success, 
 
- JD 
 

Want more? 

Follow Jon Davids across social 👇​
​
Instagram: instagram.com/jon_davids ​
LinkedIn: linkedin.com/in/jondavids   ​
YouTube: youtube.com/@jondavids ​
TikTok: tiktok.com/@realjondavids​
Facebook: facebook.com/realjondavids​
Threads: threads.net/@jon_davids  ​
​
 

Tune into the podcast Making It with Jon Davids every week on Apple, Spotify or 
wherever you listen to podcasts. 

 

 
Marketing ROI Checkup​

 

If you’re not 100% sure your marketing is working, it’s time for a checkup. We examine 
thousands of businesses each year. And we can typically uncover 10-20% of efficiency 
within 30 minutes. That means real money. It’s free but spots are limited. Learn more.​
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