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ELEVARE CREATIVE INTRODUCTION

Why Most Meta Accounts Are Leaving Money on the Table

If you're running Meta ads and not hitting your ROAS targets, you're not alone — and it's almost certainly not Meta's fault. After
auditing hundreds of ad accounts spending between $5,000 and $100,000 per month, we've found the same mistakes appearing
again and again. The platforms haven't changed. The fundamentals haven't changed. The mistakes have just gotten more
expensive.

Meta's advertising platform is one of the most powerful customer acquisition tools ever built. With over 3.2 billion daily active
users and some of the richest behavioural targeting data available, there is no excuse for a well-run account not to perform.

So why do so many accounts underperform? Because most advertisers skip the fundamentals. They launch campaigns before
their pixel is properly configured. They build audience strategies without checking for overlap. They let creatives run until
frequency hits 8 and wonder why CPMs are spiking. They send paid traffic to landing pages that convert at 0.8% and wonder why
their ROAS is dead.

This report is a diagnostic tool. Work through each section as a checklist. If a reason doesn't apply to your account, move on. If it
does, follow the fix. Most accounts will find at least 4-6 of these issues present. The average ROAS improvement after a full
account audit and rebuild is 3.2x. That's not a miracle — that's just plugging leaks.

HOW TO USE THIS REPORT

Read each section and honestly assess whether that issue exists in your account. Use the Audit Checklist (page 25) to score your
account out of 47. Any score below 35 means significant budget is being wasted right now.
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ELEVARE CREATIVE INTRODUCTION

Industry Benchmarks: Know Your Numbers Before You Audit

Use these 2026 averages as your baseline when evaluating your account's performance.

Meta Ads Benchmarks by Industry (2026)

Industry Avg CTR Avg CPM Avg CPC Conv Rate Target ROAS
Ecommerce (General) 1.2% $14.20 $1.18 2.4% 3.5+
Home Services / Local 1.8% $11.40 $0.63 4.1% 4.0+
Beauty & Personal Care 1.4% $13.90 $0.99 3.2% 3.8x+
Health & Wellness 1.1% $16.50 $1.50 1.9% 3.0x+
Fashion & Apparel 1.6% $13.10 $0.82 2.8% 3.2x+
Home & Garden 1.3% $12.60 $0.97 3.0% 3.5%+

Performance by Placement (2026)

Placement Avg CTR Avg CPM Best For Avoid When
Facebook Feed 1.1% $13.50 Brand, lead gen Tight budgets
Instagram Feed 1.4% $15.20 Visual products Low-quality creative
Instagram Stories 0.6% $9.80 Retargeting, CTAs Long copy
Instagram Reels 1.8% $8.40 Reach, new audiences Static images
Facebook R.H. Col. 0.3% $5.20 Remarketing only Cold audiences
Audience Network 0.4% $4.10 Low-CPM scale Lead quality critical

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative - elevarecreative.net 4



ELEVARE CREATIVE

REASON 1 OF 10

Your Campaign Structure Is Fighting Itself

Poor campaign architecture wastes budget before a single ad is even shown

ELEVARE CREATIVE

elevarecreative.net




ELEVARE CREATIVE REASON 01 OF 10

- Your Campaign Structure Is Fighting Itself
REASON 01 OF 10

Poor campaign architecture wastes budget before a single ad is even shown

THE PROBLEM WARNING SIGNS

Most Meta ad accounts are built the way people think about their @ More than 5-6 ad sets per campaign at budgets under
business, not the way Meta's algorithm works. The result is a $500/day

structure where ad sets compete against each other in the same ® Multiple ad sets showing similar audience descriptions
auction, the algorithm receives confused signals, and budget is

wasted before a single impression reaches the right person. The ® CPA wildly inconsistent across ad sets targeting the same

three most common problems are: too many ad sets per audience

campaign (which fragments data and prevents learning), @ Account has 50+ active ad sets but under $10K monthly spend

overlapping audiences causing internal auction competition, and

. . N } . ® | eaming Limited status appearing frequently
campaigns that mix objectives. Meta's algorithm needs clear,

consistent signals to optimise. A fractured structure starves it of

. KEY BENCHMARKS
data and inflates your costs.

3—5 ad sets per CBO campaign (optimal)

DIAGNOSIS — ASK YOURSELF:
50+ weekly events to exit learning phase
Do you have more than 5 ad sets per campaign? Are multiple ad

sets targeting overlapping audiences? Did you build your
structure based on how you think about your business rather than

how Meta's algorithm works? 7—14 days before pausing underperformers

$20+ minimum daily budget per ad set

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative - elevarecreative.net 6



ELEVARE CREATIVE REASON 01 — THE FIX

The Fix — Your Campaign Structure Is Fighting Itself

STEP-BY-STEP FIX

Audit your current structure

List every active campaign, its objective, number of ad sets, and daily budget. Flag campaigns with more than 6 ad sets or any ad set
spending less than $20/day. These are your consolidation targets.

Consolidate to a simple 3-tier structure

Top of Funnel (TOF): 1-2 campaigns targeting cold audiences. Middle of Funnel (MOF): 1 campaign for warm audiences — video
viewers, page engagers, 30-day website visitors. Bottom of Funnel (BOF): 1 retargeting campaign for 7-day visitors and cart
abandoners.

Switch to Campaign Budget Optimisation (CBO)

Let Meta distribute budget across ad sets automatically. CBO consistently outperforms ABO at scale because it shifts spend in
real-time to the best-performing ad set. Start CBO on new campaigns and test migrating existing ones.

Apply the one audience per ad set rule

Each ad set should target one distinct audience type. No mixing interest stacks with lookalike audiences. This makes testing clean and
attribution clear.

Set minimum data thresholds before making decisions

Never pause an ad set before it has 7 days of data and at least $150 in spend. Premature optimisation resets the learning phase and
costs you more long-term.

~
J
N\
J

REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
A home renovation company came to us with 67 active ad sets ® Ppause any ad set spending less than $15/day in a conversion
across 14 campaigns, spending $18K/month at a 1.4 ROAS. We campaign
consolidated to 8 ad sets across 4 campaigns. Within 30 days, . . . .
. . ) ) ® \Merge ad sets with overlapping audiences into one
ROAS improved to 3.1 with the same budget. The algorithm simply
had enough data to work with. ® Delete all campaigns marked Learning Limited for more than
14 days
@® Switch your best campaign to CBO this week
(. J (. J
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ELEVARE CREATIVE REASON 02 OF 10

- Your Audiences Are Overlapping and Cannibalising Each Other

REASON 02 OF 10

When your ad sets compete against each other, you are bidding up your own prices

THE PROBLEM WARNING SIGNS

Audience overlap is one of the most common and most expensive @ Similar CPMs and CTRs across multiple ad sets

problems in Meta accounts. When two a_‘d set-s are ellg|ble to show ® Audience overlap tool shows 30%+ overlap between active ad

ads to the same person, they do not split the impression — they sets

compete for it in Meta's auction. This means you are bidding

against yourself, which drives up CPMs for both ad sets. We @® Running interest and lookalike targeting simultaneously without
exclusions

regularly see accounts where 60—-80% of audiences overlap. The
result is artificially inflated costs and inconsistent delivery. The fix @ Retargeting audiences not excluded from cold traffic campaigns
requires discipline: every ad set should have a clearly distinct

. . . ) @® \ebsite Custom Audiences overlapping with Lookalike
audience, and exclusions must be applied systematically.

Audiences

( h KEY BENCHMARKS
DIAGNOSIS — ASK YOURSELF:

Have you used Meta's Audience Overlap tool? Do you know the
overlap percentage between your top 3 ad sets? Are you running
interest-based and lookalike audiences simultaneously without

<20% maximum acceptable overlap between ad sets

1,000 minimum seeds for a quality lookalike
exclusions?

~ y, 30 days recommended retargeting window

500K+ minimum cold audience size to launch
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ELEVARE CREATIVE REASON 02 — THE FIX

The Fix — Your Audiences Are Overlapping and Cannibalising Each Other

STEP-BY-STEP FIX

Run the Audience Overlap Tool on all active ad sets

Go to Audiences in Meta Business Manager. Select all active audiences. Click Show Audience Overlap. Any two audiences with more
than 20% overlap need exclusions applied or they need to be consolidated.

Build an exclusion layer into every campaign
Cold campaigns should always exclude: website visitors (30-day), existing customers (uploaded list), current leads, and anyone who
has engaged with your content in the past 30 days.

Separate your audience tiers rigidly
TOF audiences see only TOF creative. MOF audiences (engagers, video viewers) are excluded from TOF and only see mid-funnel
messaging. BOF retargeting (7-day visitors, cart abandoners) is completely isolated.

Test Advantage+ Audience with guardrails
Meta's Advantage+ Audience feature handles overlap automatically, but you still need exclusions for existing customers. Test it
against manual targeting — it frequently wins at scale.

Audit your Custom Audience expiry dates

Many accounts run retargeting to audiences that have not refreshed properly. Ensure all website custom audiences update
dynamically and are not showing stale data.

( ) ( )

REAL WORLD EXAMPLE QUICK WINS (DO TODAY)

An ecommerce skincare brand ran 6 lookalike audiences ® Run the overlap tool today and identify your worst overlapping

simultaneously — 1% through 6% LALs — with no exclusions. The pairs

1% LAL had 70% overlap with the 2% LAL. CPMs were $22. We PS - )

. . Add your customer email list as an exclusion to all cold

consolidated to a 1-3% LAL and a 3-6% LAL with proper TS

exclusions. CPMs dropped to $13.50 within two weeks. Same

audience quality, 38% cheaper. ® Exclude 30-day website visitors from all interest and lookalike
campaigns

® Consolidate any LAL audiences overlapping more than 40%
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- Your Creative Is Fatigued and You Don't Know It
REASON 03 OF 10

Ad fatigue is invisible until it is expensive — here is how to catch it early

THE PROBLEM

WARNING SIGNS

ELEVARE CREATIVE REASON 03 OF 10

Creative fatigue is the silent ROAS Kkiller. It happens gradually —
frequency creeps up, CTR slowly declines, CPM quietly rises —
and most advertisers do not notice until their CPA has doubled.
By the time performance visibly tanks, you have already wasted
weeks of budget on fatigued creative. The mechanism is simple:
when the same person sees the same ad 4, 5, 6 times, they stop
engaging. Meta notices and charges you more per impression
because your ad is less competitive in the auction. Fatigue is
especially brutal for accounts spending $5K+ per month because
you reach core audiences much faster.

DIAGNOSIS — ASK YOURSELF:

When did you last refresh your top-spending creatives? What is
the current frequency of your best ad sets? Do you have a
systematic process for creating new creatives, or do you only
make new ads when performance drops?

@ Ad frequency above 3.0 for cold audiences over a 7-day
window

@ CTR declining week-over-week despite no targeting changes

CPM increasing on campaigns where nothing has changed

@ Same creatives running for more than 4 weeks at significant
spend

@ Relevance diagnostics showing Below Average for ad quality

KEY BENCHMARKS

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative -

3.0—3.5 max frequency before pausing cold audience ad
3—5 minimum creatives per ad set
Every 2—3 wks refresh cadence at $20K+/month spend

>250, WoW CTR drop that should trigger creative review
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ELEVARE CREATIVE REASON 03 — THE FIX

The Fix — Your Creative Is Fatigued and You Don't Know It

STEP-BY-STEP FIX

Set up a frequency monitoring dashboard
In Ads Manager, create a saved report showing Frequency, CTR, CPM, and CPA by ad sorted by spend. Review every Monday. Any
cold-audience ad above 3.0 frequency in the last 7 days is flagged for immediate review.

Build a creative pipeline, not a reactive process
The mistake is waiting for performance to drop before making new creative. Build a content calendar producing 4—-6 new creative
variants every 2—-3 weeks. Always have fresh creative queued before the current batch fatigues.

Use the 3-3-3 creative testing rule
Always have 3 formats (static, video, carousel), 3 hooks (problem-led, social proof, offer-led), and 3 CTAs running simultaneously.
This 9-variation approach gives the algorithm options and extends creative lifecycle.

Rotate creatives on a schedule, not on performance alone

At $20K+/month, set a hard rule: no creative runs for more than 3 weeks in a cold audience campaign regardless of performance.
Retire it, rework it with a new hook or visual, and re-launch.

Archive rather than pause fatigued ads

When creatives are fatigued, archive rather than pause. Paused ads carry their frequency history when reactivated. A clean new ad
starts completely fresh.

( ) ( )
REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
A local HVAC company ran 2 ad creatives from September through ® pull frequency report right now — pause any ad above
February — 5 months. Frequency had reached 11.4. CPL had frequency 4.0
risen from $28 to $94. We refreshed with 6 new variants across 3 . .
® Set a calendar reminder every 3 weeks to create new creative

formats. CPL returned to $31 within 3 weeks. The audience had
not changed. The saturation had.

variants

@® Duplicate your best ad, change only the first-frame visual,
relaunch

® Add 2 new ad variants to your best-performing ad set today

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative - elevarecreative.net 13
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ELEVARE CREATIVE REASON 04 OF 10

- Wrong Campaign Objective for Your Funnel Stage

Choosing the wrong objective is like hiring a salesperson to do a receptionist's job

THE PROBLEM

WARNING SIGNS

Campaign objectives are not interchangeable. When you choose
an objective, you tell Meta's algorithm what signal to optimise for
— and it will find the people most likely to take that exact action.
Choose Traffic and you get clicks. Choose Engagement and you
get likes. Choose Conversions and you get buyers — but only if
you have enough conversion data for the algorithm to learn from.
The most common mistake is running a Conversions objective to
cold audiences with insufficient data. The second most common is
expecting a Conversions campaign to work when the pixel has
fewer than 50 conversion events per week.

DIAGNOSIS — ASK YOURSELF:

Are you running Conversion campaigns to cold audiences who
have never heard of you? Are you using Traffic or Engagement
objectives and wondering why conversions are low? Do you
know what each Meta objective actually optimises for?

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative -

@ Running Purchase conversion campaigns with fewer than 50
weekly purchase events

@ Using Traffic or Engagement objectives when the goal is leads
or sales

@ High CTR on ad (3%+) but very low website conversion rate

@ | carning Limited on conversion campaigns due to insufficient
events

@ Using the same objective regardless of funnel stage

KEY BENCHMARKS

50+ weekly events needed to exit learning phase
Add to Cart objective for <50 weekly purchases
500 pixel purchases before switching to Purchase objective

1-d ay standard view-through attribution window
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ELEVARE CREATIVE REASON 04 — THE FIX

The Fix — Wrong Campaign Objective for Your Funnel Stage

STEP-BY-STEP FIX

Map your objectives to funnel stages explicitly
TOF cold audiences: Use Reach or Traffic to build familiarity cheaply. MOF warm audiences: Use Traffic or Lead Generation to
capture intent. BOF website visitors and cart abandoners: Use Conversions with Purchase or Lead objective.

If fewer than 50 weekly purchases, work up the funnel

Optimise for Add to Cart or Initiate Checkout instead. These are higher-volume events that give the algorithm more data. As purchase
volume grows, shift the optimisation event up.

Test Advantage+ Shopping for ecommerce
If you have a product catalogue, Advantage+ Shopping consistently outperforms manually structured campaigns. It requires minimal
setup but needs 30+ purchases per week to perform well. Test with 20—30% of ecommerce budget.

Use Lead Ads for local service businesses

For HVAC, dental, legal, and home services, Meta's native Lead Ads consistently outperform website landing pages for lead
generation on mobile because they require no page load. Test them against your current approach.

Review your attribution window settings

Ensure attribution is set to 7-day click, 1-day view for most campaigns. Many accounts unknowingly run 1-day click attribution which
massively undercounts conversions and causes the algorithm to underspend.

( ) ( )

REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
A dental practice ran a Purchase conversion campaign to drive ® Check your pixel's weekly event count — if under 50
appointment bookings — but had zero purchase pixel events purchases, switch objective
configured. They used a form. The algorithm received zero positive . . . I

) g y ) ) 9 o ) P ® Audit every active campaign: does the objective match the
signals and flew blind. We switched to a Lead objective with a Lead e R
event on form submission. Cost per booked appointment dropped '
from $145 to $38 in the first week. ® |f running local services, test one Lead Ads campaign this

week

® Check attribution settings — switch to 7-day click, 1-day view

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative - elevarecreative.net 16
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- Your Budget Allocation Is Backwards
REASON 05 OF 10

Spending too much on cold traffic and too little on retargeting is the single most expensive structural mistake

THE PROBLEM WARNING SIGNS

The standard budget mistake is putting 90% of spend into cold @ More than 85% of budget going to cold traffic with under 10% to
traffic acquisition and 10% into retargeting — when the data retargeting

consistently shows retargeting delivers 3-5x better ROAS. P

ROAS significantly higher on retargeting but retargeting

Underfunding retargeting means warm audiences see competitor campaigns are underfunded

ads after engaging with yours, and you lose sales that were

already within reach. The second mistake is having no scaling ® No budget allocation review in the past 30 days
protocol — most advertisers increase budgets randomly when ® Budget increases made in large increments (50%+) causing
something works and do not understand why it stops working after learning phase resets

the increase. ) . . .
@ No dayparting analysis for local services with clear peak hours

( h KEY BENCHMARKS
DIAGNOSIS — ASK YOURSELF:

What percentage of your Meta budget goes to cold audiences vs
warm retargeting? When did you last review revenue contribution
by funnel stage? Do you have retargeting campaigns
underfunded relative to cold traffic?

65% / 359% recommended cold vs retargeting budget split

3—5x ROAS premium retargeting typically delivers

\ J 20% / 48hrs max budget increase without resetting learning

57 days days to wait after budget increase before evaluating

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative - elevarecreative.net 18



ELEVARE CREATIVE REASON 05 — THE FIX

The Fix — Your Budget Allocation Is Backwards

STEP-BY-STEP FIX

Audit current budget allocation across funnel stages
Pull a campaign-level report showing spend vs ROAS vs conversion volume for the last 30 days. Segment by TOF, MOF, BOF. This
will almost always show retargeting dramatically outperforming cold traffic. Reallocate accordingly.

Implement the 65/35 framework as a starting point

Allocate 65% of total Meta budget to TOF cold traffic and 35% to MOF/BOF retargeting. This ratio shifts based on retargeting pool size
— small audiences mean you cannot scale retargeting infinitely.

Use the 20% rule for all budget changes
Never increase an ad set budget by more than 20% in a 48-hour window. This is Meta's documented threshold above which the
learning phase resets. Bigger increases mean starting over.

Build a scaling protocol with clear trigger points
Define in advance: at what ROAS do you scale? By how much? How long do you wait? Example: if 7-day ROAS exceeds 4.0 for 5
consecutive days, increase budget by 15% and wait 7 days before evaluating again.

Test dayparting for local service businesses

If running local services, analyse conversion data by hour of day. You may find 70% of bookings happen between 8am-12pm and
6pm—9pm. Concentrating spend in those windows can dramatically reduce wasted budget.

( ) ( )
REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
An ecommerce brand spent $15K/month — $13,500 on cold traffic ® pull ROAS by campaign right now — see if retargeting is
(ROAS 1.8) and $1,500 on retargeting (ROAS 6.2). We shifted to a outperforming cold
65/35 split: $9,750 cold, $5,250 retargeting. Revenue increased b . . .
pit: $ ¢ S y ® Double your retargeting budget if its ROAS is 2x your cold

34% with the same total budget simply by moving spend to where it
performed best.

traffic ROAS
@ \rite down your scaling rule before your next budget increase

® Never increase a budget by more than 20% in one move
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ELEVARE CREATIVE REASON 06 OF 10

- Your Landing Page Is Destroying Your ROAS

REASON 06 OF 10

You can have perfect Meta campaigns and terrible results if the post-click experience lets you down

THE PROBLEM WARNING SIGNS

Meta can only drive traffic. What happens after the click is entirely @ |anding page conversion rate below 2% for ecommerce or
your responsibility — and most advertisers ignore it completely. below 3% for lead gen

The industry average landing page conversion rate for paid traffic ® High CTR on ads but low ROAS — traffic arrives but does not

is 2.4%. The top quartile achieves 5-8%. If your landing page
converts at 1% and a competitor's converts at 4%, they receive 4x
more customers from the same ad spend. No amount of
campaign optimisation will overcome a fundamentally broken ® | anding page is the homepage rather than a dedicated
landing page. The three most common landing page killers are campaign page

slow speed, poor message match, and too much friction.

convert

® Page load time above 3 seconds on mobile

@ Form has more than 4 fields for a cold traffic lead gen campaign

( h KEY BENCHMARKS
DIAGNOSIS — ASK YOURSELF:

What is your landing page conversion rate? Have you tested your
landing page on a 4G mobile connection? Does the page
message match your ad creative exactly? What happens to
someone who clicks but does not convert — do you retarget
them?

3—-504 good ecommerce landing page conversion rate

4—89% good lead gen landing page conversion rate

< 3 sec maximum acceptable mobile load time

3—4 fields max form fields for cold traffic lead gen
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The Fix — Your Landing Page Is Destroying Your ROAS

STEP-BY-STEP FIX

Speed audit everything first

Test your landing page at pagespeed.web.dev on mobile. Anything below 70/100 or above 3 seconds is costing conversions.
Common fixes: compress images to WebP, remove unused JavaScript, enable browser caching, use a CDN. A 1-second
improvement typically increases conversions by 7-12%.

Create dedicated landing pages for each campaign

Stop sending paid traffic to your homepage. Build a dedicated page per major campaign that mirrors the ad's message, visual, and
offer exactly. The landing page headline should match or echo the ad headline. This single change typically improves conversions by
40-80%.

Apply the AIDA framework to your landing page structure

Attention: headline that matches the ad and states the primary benefit. Interest: subheadline expanding the benefit with a specific
proof point. Desire: social proof — reviews, before/after, case studies — plus a feature/benefit list. Action: single, clear CTA above the
fold with no competing links.

Remove navigation and exit options

Your landing page should have no main navigation, no footer links, no arrival pop-ups, and one clear CTA. Every exit opportunity
reduces conversion rate. The only options should be: convert or leave.

A/B test one element at a time

Use Google Optimize or Unbounce to test: headline first, then hero image, then CTA button text, then form length, then social proof
placement. Run each test for at least 2 weeks with 1,000+ visitors before declaring a winner.

( ) ( )
REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
A med spa drove Meta ads to their homepage. CTR was 2.1% — ® Test your landing page on PageSpeed Insights mobile right
excellent. Conversion rate was 0.6% — terrible. We built a now
dedicated landing page for their Free Consultation offer with a . .
) . L el . . ® Check: does your landing page headline match your ad
matching headline, a 2-field form, and 12 customer reviews. headline?
Conversion rate went to 4.8%. Same ads, same spend — 8x more '
leads. The ads were never the problem. ® Remove the main navigation from your landing page today

® |f you have more than 4 form fields, cut to name, phone, email
only

The Meta Ads Audit: 10 Reasons Your Campaigns Are Leaking Money - Elevare Creative - elevarecreative.net 22



ELEVARE CREATIVE

REASON 7 OF 10

Pixel and Conversion Events Are Broken

If your measurement is wrong, every decision you make is wrong — including the ones that seem to work

ELEVARE CREATIVE

elevarecreative.net




ELEVARE CREATIVE

REASON 07 OF 10

- Pixel and Conversion Events Are Broken
REASON 07 OF 10

If your measurement is wrong, every decision you make is wrong — including the ones that seem to work

THE PROBLEM

WARNING SIGNS

Broken tracking is an epidemic in Meta ad accounts. We estimate
60% of accounts have at least one material tracking issue causing
the algorithm to make suboptimal decisions. Problems range from
obvious — pixel not firing on the confirmation page — to subtle —
purchase event firing on both the checkout and the thank-you
email, double-counting every conversion. The impact goes
beyond wrong numbers. Meta's algorithm uses your conversion
data to find more people like your converters. If your conversion
events are wrong, the algorithm trains on bad data and finds more
people who trigger your misfiring pixel, not more people who
actually buy.

DIAGNOSIS — ASK YOURSELF:

When did you last verify your pixel fires correctly on every page?
Do you have Conversions API set up alongside your browser
pixel? Are your conversion events firing at the right points — and
only once per event?

@ Meta-reported conversions significantly higher than Shopify or
CRM orders

@ pixel shows No recent activity on key pages in Meta Pixel
Helper

@ Same user journey triggers the purchase event more than once

@ No Conversions API (CAPI) set up — relying solely on browser
pixel

@ Events not deduplicated between browser pixel and CAPI

KEY BENCHMARKS
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>8504 match rate between Meta conversions and actual orders

6.0+/10 event match quality score in Events Manager (target)

20—409% conversions lost to browser blocking and i0S14.5+

+15—-259% CAPIimprovement in event match rate
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The Fix — Pixel and Conversion Events Are Broken

STEP-BY-STEP FIX

Verify your pixel with Meta Pixel Helper

Install the Meta Pixel Helper Chrome extension. Visit your website and every key page — product, cart, checkout, confirmation. Verify
correct events fire on each page and there are no duplicate events. Common problem: ViewContent firing on category pages instead
of product pages only.

Implement Conversions APl immediately

i0S14+ and browser privacy features block 20-40% of browser-side pixel events. CAPI sends conversion data directly from your
server to Meta, bypassing browser restrictions. On Shopify, this is a 10-minute setup through the Facebook and Instagram sales
channel.

Set up event deduplication

Running both pixel and CAPI (which you should be) requires event deduplication to prevent double-counting. Use the same event_id
across both the browser pixel and CAPI for the same event. Without deduplication, every conversion gets counted twice and ROAS
appears artificially inflated.

Configure the correct 8 conversion events

Due to iOS14 restrictions, Meta allows only 8 prioritised conversion events per domain. Configure in order: Purchase, Initiate
Checkout, Add to Cart, Lead, Complete Registration, View Content, Search, Contact. Events outside the top 8 will not be used for
campaign optimisation.

Cross-reference Meta conversions with your source of truth weekly

Create a weekly reconciliation habit: Meta Ads Manager reported purchases vs Shopify or CRM actual orders. The discrepancy should
be under 20%. Higher means a tracking problem. Common causes: view-through attribution overcounting, duplicate pixel fires, or tag
manager on wrong triggers.

( ) ( )
REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
An ecommerce brand reported 140 Meta purchases per week in ® |nstall Meta Pixel Helper and audit your checkout flow right
Ads Manager but received only 60 actual Shopify orders. Their now
urchase event fired twice — once on checkout and once on the . .
4 ) . . ® Set up CAPI through Shopify or GTM if not already done
confirmation page. Every order was counted as two conversions.
Their actual ROAS was 1.8, but appeared to be 4.2 in Meta. They ® Compare last 30-day Meta purchases vs actual orders and flag
were scaling a losing campaign because measurement was discrepancy
RIS ® Check Events Manager for event match quality score — target
6.0+
(. J/ (. J
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REASON 08 OF 10

- Retargeting the Wrong People the Wrong Way

Retargeting done wrong can annoy your best prospects into buying from a competitor

THE PROBLEM WARNING SIGNS

Retargeting is the highest-ROI activity in most Meta accounts — @ Single retargeting audience covering all website visitors with no
when done correctly. Done incorrectly, it burns budget on the segmentation

wrong people, annoys warm prospects with irrelevant messages, ® Converters not excluded — showing ads to people who already

and can actively damage purchase intent. The most common

purchased
mistakes: not segmenting by intent level, not using recency
windows, not excluding converters, and using cold traffic creative ® Retargeting campaigns using identical creative to cold traffic
in retargeting campaigns. Retargeting audiences already know campaigns
who you are. They need messaging appropriate to where they @ No specific cart abandonment campaign separate from general
dropped off — not another introduction. site retargeting

@ Retargeting audiences older than 180 days with no cold

e N prospect exclusion
DIAGNOSIS — ASK YOURSELF:

Are you segmenting retargeting by intent level and recency? Are KEY BENCHMARKS
you showing the same ad to a homepage visitor and a three-time
cart abandoner? Are you excluding converters from retargeting
campaigns?

3—5x expected ROAS premium for retargeting vs cold

\ J 7 days recommended cart abandonment retargeting window

30 days recommended general site visitor window

5,000+ ideal retargeting pool size before scaling
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The Fix — Retargeting the Wrong People the Wrong Way

STEP-BY-STEP FIX

Build a 4-tier retargeting structure by intent level

Tier 1 — 7-day cart and checkout abandoners: discount or urgency offer showing the exact product. Tier 2 — 7-day product page
visitors who did not add to cart: benefits-led ad addressing objections. Tier 3 — 30-day site visitors: social proof and testimonial-led
ads. Tier 4 — 90-day engagers and video viewers: brand education content.

Create retargeting-specific creative for each tier
Tier 1 should show the exact product they viewed with a specific CTA. Tier 3 should lead with customer reviews. Never use the same
hook as cold traffic — these people already know you.

Implement converters exclusion immediately

In every retargeting campaign, exclude anyone who purchased in the relevant window. If running a 30-day site visitor campaign,
exclude 30-day purchasers. Not doing this wastes budget and damages customer experience.

Build Dynamic Product Ads for ecommerce retargeting
If you have a product catalogue, dynamic product ads automatically show users the exact products they viewed or added to cart.
DPAs consistently outperform static retargeting by 50-300% for ecommerce because the personalisation is automatic and exact.

Cap frequency on retargeting campaigns aggressively

Retargeting audiences are small, so frequency builds fast. Set a cap of 2—3 per week on retargeting campaigns. More than this and
you are stalking prospects, not remarketing to them.

( ) ( )

REAL WORLD EXAMPLE QUICK WINS (DO TODAY)

A home services company ran one retargeting campaign to all ® Add a purchasers exclusion to every retargeting campaign

website visitors — 90 days. A one-time About page visitor and a right now

three-time quote form abandoner saw the exact same ad. We split L

) ) ) . ® Create a separate campaign just for 7-day cart and checkout

into 4 tiers. Form abandoners saw a $50 off first service offer.

o . L . abandoners

General visitors saw a testimonial video. Retargeting ROAS went

from 2.1 to 5.8. ® Check retargeting frequency — pause if above 5 impressions
per week

® |f ecommerce, set up Dynamic Product Ads if not already
running
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- Ad Copy Written for You, Not Your Customer

REASON 09 OF 10

The most expensive word in advertising is 'we' — here is how to rewrite for conversion

THE PROBLEM WARNING SIGNS
The majority of ad copy is written from the brand's perspective, @ Ad headline starts with your brand name or We are...
not the customer's. It leads with what the company does, what @ Primary text leads with product features rather than customer

features the product has, and how long the company has been in

problem or benefit
business. Customers do not care. They care about their problem

and their desired outcome. The formula that consistently @ No social proof — reviews, numbers, testimonials — in ad copy
outperforms on Meta is simple: lead with the customer's pain or ® CTAis vague — Learn More or Click Here — rather than
desire, agitate it to make it feel urgent and real, then offer your outcome-specific

product as the relief. Accounts that make this switch typically see
CTR improve by 40-80% and conversion rates improve by
20-50%.

@® Same ad angle running for more than 6 weeks with no new
hooks tested

KEY BENCHMARKS

DIAGNOSIS — ASK YOURSELF:

. . . . +40—-809% CTR improvement from problem-led vs feature-led copy
Read your top-spending ad right now. How many times does it

use the words we, our, or us? Does it lead with a feature or a
problem? Does the headline describe what you do or what the
customer gets?

40—80 optimal primary text length in words

Under 40 optimal headline length in characters

+15—-30% social proof impact on conversion rate
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The Fix — Ad Copy Written for You, Not Your Customer

STEP-BY-STEP FIX

Audit your current copy with the So What test
Read every ad you are running. After each sentence, ask so what? If you cannot immediately answer from the customer's perspective,
rewrite the sentence until you can. This filter eliminates most self-referential, feature-focused copy.

Use the PAS framework for all primary text
Problem: open with a specific, relatable description of the customer's pain. Agitate: expand the problem and make it feel real and
urgent. Solution: position your offer as the relief. This structure consistently outperforms any other format on Meta.

Write 5 different hooks for every campaign
A hook is the first line or first 3 seconds of the ad. Test 5 angles: direct problem statement, surprising statistic, customer testimonial
quote, bold claim with proof, and relatable scenario. The winning hook is often not the one you expect.

Add specific social proof to every ad

Specific proof outperforms vague claims by a wide margin. Rated 4.9 stars from 847 reviews beats Highly rated. 143 local families
served this winter beats Trusted by locals. Pull your best review and use it verbatim as ad copy — it works exceptionally well for local
services.

Make your CTA outcome-specific

Replace Learn More with See How We Fixed It. Replace Shop Now with Find My Product. Outcome-specific CTAs set clear
expectations and attract higher-intent clicks. Higher-intent clicks convert better.

( ) ( )
REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
A home security company ran: We have been protecting homes ® Count the word we in your current top ad — rewrite every
since 2008. Our state-of-the-art systems include... We rewrote it instance as you
as: Most break-ins happen in under 60 seconds. Your current locks B -
[_Jp . ® Add your best customer review as the first line of a new ad test
are not enough. Here is what 2,300 of your neighbours chose ek
instead. CTR went from 0.8% to 2.4%. Same budget, same
audience — 3x the traffic. o Change your CTA from Learn More to a specific outcome

® \rite one new ad using only the PAS framework and test it this
week
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- You Have No Scaling System — You Are Guessing

REASON 10 OF 10

Random budget increases and ad hoc decisions are why your results stay inconsistent

THE PROBLEM WARNING SIGNS

Most advertisers treat scaling as a spontaneous act — something @ Budget increases made based on gut feel rather than
performs well, they double the budget, results crash, and they do documented criteria

not know why. They repeat this cycle indefinitely and conclude ® Pperformance always improves then crashes within 2-3 weeks

that Meta does not scale. Meta scales just fine. The issue is that
scaling requires a system, not a feeling. There are two types of
scaling: vertical (increasing budget on existing campaigns) and

of scaling

@ No defined ROAS thresholds that trigger scaling decisions

horizontal (expanding to new audiences, creative, or pIacements). [ } Only running one or two audiences with no horizontal

Vertical scaling has a ceiling determined by your audience size. expansion strategy

Horizontal scaling is how you grow beyond that ceiling. Without a ) .
@ Ad account has never successfully scaled past 2x its starting

documented playbook for both, you will keep oscillating between

] . ) ) budget
this works and this does not work without understanding why.

KEY BENCHMARKS

DIAGNOSIS — ASK YOURSELF:
15—-20% maximum safe vertical budget increase per 48 hours
Do you have documented criteria for when to scale, by how

much, and how long to wait? Do you know what your true scaling
ceiling is for your primary audience? Do you have a horizontal
scaling strategy to maintain performance as budgets grow?

3.5x for 5 days ROAS threshold to trigger scale-up (example)

3—5 new audience tests to run per month at $20K+ spend

15—20% budget percentage for testing new audiences
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The Fix — You Have No Scaling System — You Are Guessing

STEP-BY-STEP FIX

Define your scaling triggers in writing before you need them
Create a scaling rules document. Example for ecommerce: if 7-day ROAS exceeds 3.5 for 5 consecutive days with spend above
$500/day, increase budget by 15% and wait 7 days before evaluating again. This removes emotion and creates consistency.

Understand the difference between vertical and horizontal scaling

Vertical scaling means increasing budget on existing campaigns. It has a ceiling based on audience size and works up to roughly
1.5-2% of your audience per day. Horizontal scaling means new audiences, new creative angles, new placements. No ceiling.
Required to scale past $50K/month.

Build a horizontal scaling runway before you need it
At any given time, have 3-5 untested audience variants ready to deploy when primary audiences saturate. Options: new lookalike
percentages, new interest stacks, Advantage+ audiences, geographic expansions, or platform expansions to Google and YouTube.

Implement an 80/20 budget split between proven and testing
Allocate 80% of budget to proven, performing campaigns. Dedicate 20% to structured tests — new creative hooks, new audiences,
new formats. This protects core performance while building the next wave of growth.

Use Automated Rules for protection and scaling

Set up Meta automated rules to: pause ad sets where CPA exceeds your target by 50% for more than 3 days; send alerts if ROAS
drops below minimum threshold; automatically increase budgets by 15% if ROAS exceeds your scale target for 3 consecutive days.

( 1\ ( )
REAL WORLD EXAMPLE QUICK WINS (DO TODAY)
A Shopify brand was stuck at $8K/month Meta spend for 8 months ® \rite down your scaling rule right now — ROAS trigger and
— every time they tried to scale past $10K, ROAS collapsed. Their budget increase percentage
rimary audience was saturating at $8K. We built a horizontal ’
B . v ) & $_ ) ® Set up one automated rule to pause ad sets exceeding 2x your
scaling roadmap: 4 new audience variants, 2 new creative angles, target CPA
and introduced Google Shopping alongside Meta. They are now at
$28K/month combined spend at a 4.1 ROAS. The ceiling was not ® |dentify 3 new audience variants you have not tested — queue
Meta — it was their single-audience strategy. them up

® Allocate 15-20% of this week's budget to testing a brand new
audience
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The 47-Point Meta Ads Audit Checklist

Work through every item below. Mark each as Pass, Fail, or N/A. Score 35+ = healthy account. 25-34 = multiple leaks. Under 25 =

rebuild needed.
25-34 Multiple leaks Under 25 Rebuild needed

35-47 Healthy account

ACCOUNT STRUCTURE & SETTINGS

|:| Business Manager is properly set up and verified |:| No more than 3-5 ad sets per campaign for most objectives

01 02
|:| Pixel is installed on all relevant pages, not just the homepage |:| Ad sets have sufficient spend to exit learning phase ($50+/day)

|:| At least 5 standard events are firing correctly |:| Campaign naming convention is consistent and descriptive
05 06
|:| Conversions API (CAPI) is implemented alongside pixel |:| UTM parameters are on every ad for accurate GA4 tracking

|:| Campaign budget optimisation (CBO) is used where appropriate
09

AUDIENCE STRATEGY

|:| Core audiences are defined from actual customer data |:| Warm audiences not targeted with cold-traffic creative

10 11
|:| Lookalike audiences built from high-quality seed data (purchasers) |:| Interest stacking not used as primary targeting strategy

|:| Audience overlap checked — overlapping sets identified |:| Broad targeting has been tested against interest-based
14 15

|:| Existing customers excluded from cold campaigns |:| Customer list uploaded and used as exclusion and LAL seed

|:| Retargeting windows are segmented (7-day, 30-day, 60-day)

-
oo

CREATIVE PERFORMANCE

|:| Creative refresh rate at minimum every 3—4 weeks for top spenders |:| Ad copy leads with customer problem, not product feature

19 20
|:| Frequency monitored — flagged when above 3.0 for cold audie... |:| Headlines are under 10 words and benefit-focused

|:| Each ad set has 3-5 creative variants running simultaneously |:| Social proof present in at least 30% of creatives

23 24
|:| Video ads using first 3 seconds effectively (no logo intros) |:| Creative fatigue dashboard or tracker is in place

|:| Creatives tested in correct placement ratios (1:1, 9:16, 1.91:1)

OBJECTIVES & BIDDING

N
~

|:| Campaign objective matches the actual funnel goal |:| Value-based bidding tested where purchase values vary

28 20
[ ] Lowest cost bidding not used at large budgets without cost cap [ ] Advantage+ Shopping tested for ecommerce accounts

|:| Bid cap / cost cap has been tested for proven campaigns |:| At least one Advantage+ audience campaign running

w
N
w
w

BUDGET & SCALING

|:| Budget increases capped at 20% every 48—72 hours |:| Weekend vs weekday performance has been reviewed

34 35
|:| Top-performing ad sets identified by 7-day and 30-day ROAS |:| Monthly budget pacing tracked — no end-of-month dump spending

|:| Dayparting tested for time-dependent local service businesses |:| Horizontal scaling used alongside vertical budget increases

ATTRIBUTION & MEASUREMENT

w
[e<]
w
©

|:| Attribution window set correctly (7-day click, 1-day view)
40
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47-POINT AUDIT CHECKLIST

[ ] Meta reported ROAS vs actual blended ROAS reconciled
|:| GA4 and Meta data compared monthly to identify discrepancy

44
|:| MER (Marketing Efficiency Ratio) tracked at account level
46

[ ] View-through conversions weighted appropriately

|:| A/B test framework exists for creative and audience testing

45

LANDING PAGE & POST-CLICK

|:| Landing page load speed is under 3 seconds on mobile

47

|:| Landing page message matches ad creative and copy exactly
49

[ ] Aclear single CTA exists above the fold

48
|:| Mobile UX specifically tested on the actual landing page

50

MY AUDIT SCORE: | 47

Areas needing immediate attention:

Top 3 priority fixes this week:
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What to Do Next

THIS WEEK THIS MONTH THIS QUARTER

Run the 47-point checklist and score your Rebuild campaign structure if you scored Build a creative production calendar with
account honestly below 35 3-week refresh cadence

® Fix any pixel or conversion event o Develop a creative testing framework with @ Build lookalike audiences from your top
misconfigurations immediately 3 variants per ad set 10% customer list

@® Check audience overlap — consolidate ® set up ROAS reconciliation between [ Implement a scaling protocol — stop
where needed Meta and your source of truth guessing on budget increases

® pull your frequency report and pause ] Implement or audit your Conversions API ® Runafull landing page conversion rate
anything above 3.5 setup audit (target 3%+ ecom)

Want Us to Run This Audit For You?

Elevare Creative offers a free 30-minute Meta Ads Audit call for businesses spending $5K+ per month. We'll review
your account live, identify your top 3 leaks, and tell you exactly what we'd fix first — no obligation.

Book Your Free Audit — elevarecreative.net
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Stop guessing.
Start auditing.

Every dollar you spend on Meta should be working harder. This report shows you exactly how to make that happen.

What Elevare Creative does for clients:

Meta & Google Ads Management

Full-service campaign management, creative, and ongoing optimisation

Paid Social Strategy

Funnel architecture, audience strategy, and campaign structure

Creative Production

Ad creative that stops the scroll and drives real conversions

Performance Reporting
Clear attribution, ROAS tracking, and monthly reporting
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