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Facebook Ads Mastery:

The Ultimate Guide To High-Converting Campaigns
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>. Facebook Business Manager J(® X(J (https://business.facebook.com)
2. Ads Manager 9ol (V& T 3G PICHRA (o PO S|

.3 (BHTF IS FICHRET FIFEF
P I FIC=R NHFTo ot I A sifye:

1. Campaign Level (FIEH (&)
o AT [ MFH(5s JIGE® [ T6a FA© 2
o fodf® & FIBIEfE:
m Awareness (S SEedw], f45)
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m Consideration (F1%, A6, G (FAET)
m Conversion ((5eH, Gmm
2. Ad Set Level (IS (6 (FT0S9)
o SIREE BIsfbs: (e, IT, (BS1H, FONE5, ST
o FAMEH & FIREG: Ifeva I ARFIET NSO 6 |
o (HNMG: Facebook, Instagram, Messenger, Audience Network

3. Ad Level (IS (&)
o 9T fFearIwe fr@Ee e, fofss, (6Hb) tofd Fa127
o CTA (Call-to-Action) (TN fF6d F9T 3T

2.9 (HIIF TS FICR (ofqF &1
AFfC T (HHIF ST FICHRA (TN FHACO (AGT TS AP FPer:

Step 1: FCRA TGOS (A6

(HHIF G MESIE BT "Create” 6@ FF I A2 TH JGIAT NP
AIEBS [TAT6d FF|

Brand Awareness: 1S A6 0@

Traffic: SEITRE T AT fSfEE TR0
Engagement: (GG 13, 06, CTHH IITT©
Lead Generation: 3313¢ 8 (B FFF 2512 FA(©
Conversions: 5 fafwg el

Step 2: IS (6 (ofF F4]

o (A : faf%g (7, =23 J1 fafvg BFE JACTeT
o ITF 3 (CTF: ATAH (AMOTT I (J= fa
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o 3L 8 AEfeTg: AU Az 8 =¥ eI O°F fofs &
Step 3: GG 3 B G FA1

¢ Daily Budget: Sf6M@a ol fAWg sifaser Insio
e Lifetime Budget: Mg @ ey IHIIF IIS6

Step 4: (S B

e Automatic Placements: Facebook a3 Al fd&18 FaE&
e Manual Placements: Facebook, Instagram, Messenger & Audience
Network (& 7% FF [ FF

Step 5: NG fPETGS CTHAT

e Format: Single Image, Video, Carousel, Slideshow

e Primary Text: AFFAT (GHG ferya|
e Call-to-Action (CTA): Shop Now, Learn More, Sign Up eV

2.8 ST% FICHRES Tels 55 AFCHN oo

P TGOS VAT Fe: T AID TG PR TRHAN I
e |

O BIsAo: F2e1: frde IS [AET6a a1 FAE IS6 6T TF |

A/B (G5 FF: 9F1EF IS (6 8 fFafoe TR I

SO B5TF FFa: Facebook Ads Manager aF N3 (F90 QG
PPA|

R B: FRRR Fa: SO fSRBATH TATR I Fa|
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ST ©: (HHFF ATTOIF MG
DI CARE!

(NP TSI TAGEE MG 0 2@ 97 ARSI bresio: Farer1| FfdFernd

BI6 FAT T [FG19 HF6 FAF A RO (Return on Investment) IISTET T |
A% I AT (HHIEF IG5 P 3 (P o e SIese FAET

9.5 (BHIF ATGCIF BI6IB: ST

HNIF TGN a6 TN YA ARG BIsfEs oy IR F=:

\. Core Audience (A TF) — J9T 3 (GOSN [Sf5F Bl

HNIF A IS FIHHEIRE BINFFAOE Foeb1d FAR YT (0|

e (T (Location):
o fafug (W, F18Y, 1=2d J1 faf% (@RGIT BIsfG Fape
o "People living in this location" 91 "People traveling to this
location" AW 09 AT
o (SMAHFT (Demographics):
o JIF (Age): AT ITTINF (IO G166 FF
o feT57 (Gender): EGRH Tt 1 8y
o ®HAT (Language): BRI RIS RIS
IR (Interests):
o FRAFHTA HHIF FNFEF 377 fofs F@ aefFe
o (TN: b, 2fe, Ty, 3-FAH
o fI@afeT1d (Behavior):
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o IAAARS (FATFI6] FAF TITOT
o (AR fboRY TII7F
o g9 $919 AR

3. Custom Audience (FT6X TF) — G ILFNF fefes brsfbe

Custom Audience A5« TFIRFFEATWT A Sf5©, 1T e TET ST TSI
SO (FE] J] (FIATONE 30F9NS IEER|

e Website Visitors:

o FET AANT SFINREG fefdt FE®

o A MR P (5= fF& w7 FE(M
e Customer List:

o 3R o5, (B 79T T (TSI O APTENG @ BT LISG PP
e Engagement Audience:

o T S Facebook JT Instagram (SC6 TR, $6 AT CTE

PE®

. Lookalike Audience (SI& 7(F) — SNETF W0 A0l Foo WP (AT

Lookalike Audience @ A% WX, TFT STNF IOV FTFHNTGF N(O12 AGIT
FEI

Lookalike Audience (of3F HT:

1. Custom Audience fad6a FFa
2. Lookalike Percentage (G 34 (1%-10%)

3. (77 97 fAfe g as=e A oa T
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9.3 FAFSES BIAG: (FPTeT
b, SP1ef T fAge Brstbs

o M SN IS AQN 2T, OR(T fF© BIef{b Fapel
o (T I U FTHAT (T2 AP, ©IRCT T Hlef BIesfBs Fpey

3. e FERa

o JTE STINRE fOfOh FE® & (FATFIH] FE, BT Iels (GG
ARTF (T

e 19T Facebook/Instagram (STC6 361N FER, OIWA@ {0 FAGH
GRIC]

©. IFEF AN CIb ofd FPH a2 A/B (GG FFA

o AW BTG SFOTR Tels ST IS (576 (O Fb
o (T AN BT NAHH FAW® O TANH] FFe

0.9 ARG SIS FaA QT 3 ST

o STATET

i [es brsfbe S 26t o fAtafoma cnor s+
WA g HHF GG T4 frmfBe SHIBG orarsr T

9 E@ﬁmtm 3 P40 Lookalike Audience SI9=EIT FdA
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I 8: (BHIF IS P (P

(TSTIF TG T FAF Ty AFFAT 3 FFA! I ((FRT (TH1F) 879
AT | SIET I TFRFFIANCE GfE NFHT FEF, O M FE (ST 3%
FASTHS TRTOT FE@| 92 AT AT THeT BTG FF SO, (FTT A3 CTAT
SHISE @ ST FHET|

8.5 (BHIF IS FfHF [T SAI

A6 FHFF (HITF TS FHF FHA© o6 T A

1. SRAE (GHG (Primary Text) — ST TG (T (17 A&
2. (XGTRA (Headline) — 3 IFXAT (GO
3. fOSf&* ™4 (Description) — (RGERET fAE ATHF FZITF S

TG F-R-3MFF (CTA) NF, I TIAFFEE A6 A e e
THIRe FE ((F: "Shop Now", "Learn More", "Sign Up")|

8.3 JNFHAT IIG F (AT (FTT

N, AFHNT FCARS (ofd Fp

o (RGARA (RIb AF% 1 23TV Sf6W (©0-b T )
o THIF % TIXNT A ((FHA: "Limited Time Offer", "Exclusive Deal")
o AN 3 WATH (W ((IN: "Tired of Hair Fall? Try This!")
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+ SURA:
X T A TQ (T (FI T (BB TP
fOF: "I B O] I I — 9 o A6 ("

3. SR (G T 8 AT O FFd

o T IS [T 2R IN© JFIRITFIA! AT AT 28 T
o I FNFI2 TRRFFIAIT SR AFHl FA© TF
o (TG 3 2T AT B ST Pl

+ SurREe:
X G AN TG BT (T ATANE ST FHANS E FAE"
{3 "M@ wo U ¢ (T ST FATH — (FIEAT FOF STIG RIGTR!"

. ST AGIe CIPTE % HIRE $h

o ITONF ANST 3 (BROENTAIT (15T FFe
o ST 3 AT 72T Fo
o (A 31 2T aHAHTR To™e TGS Fa

» SURAT:
">0% TINFFTE! TE® (T ANMS [FAEIE TR 2T FIMR2 TREF A=

8. R & TTIRE T8

o IETE FID AT (SF, A, (PTG, SalTe))
o TITH TGS T T
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» SURFT:
"SAATT FHTSET Tl MTHD %06 — (Y SN2

Q. FA-L-901F A (CTA) ™8 FFA

e CTA 359 X(®© (@ I FINIFIA JA© T FI Fa© 3
o & 8 9 SIAFCEET =1 FTTAF F2pel (I: "Start Now”, "Try
Free", "Get Yours Today")

» TUTRAT:
X G "SR (BT T S
O "SR (ACEIN T T2 TN 9 O F =

8.9 (HF TG I (T HofeT]
FIT (TATH P FHFF Tl
S. PAS ‘«Fs{fﬂ (Problem =» Agitate » Solution)

& Problem: Sr=1F § el fiel =meey 2@ T2
& Agitate: 631 FIEF 1 TS 1o o FF 92 AT R (R |
& Solution: M 9 fa@ FNH (M@ AN@F NPhoF G SA FIRF FFa!

3. AIDA S3{] (Attention = Interest » Desire » Action)

& Attention: "NT wo I ¢ (FfE STF FAH — (FIEAT F8 =GR
& Interest: "fRCTFRET TR Fx1fe 972 ISR YIS T Iz | "
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& Desire: "3 IBEFI Gely ¢0% 7S — ifHe THIF eyl
o Action: "22d2 JGTT FFA"

v. FAB ’ﬂ?{?ﬂ (Features » Advantages » Benefits)

& Feature: "SI A9+ NGSINE 18/9 A6 (6 Nfevbia: SR |
& Advantage: "SIFHF ICHT OTF A5F IR M@ (I AT STHT | "
& Benefit: " foR1F T A5 a3 T 5@ A1 FFA!"

8.8 G HfHTF I g A f[FONT 901"

el AT
worE A a7 GifGer o FiefEres, =98 A9 WEET o 92 FEA
TS (AT 28RS fere S 32 WA TS HYE Bl O = T

EL ARG DA D ) CTA =AToId Bl T4

ST STl ECAMEATET 8 ANTAAEEGG O I T

8.¢ 3% FHFT (TP G T SurRAT

S, 3-FAT INTG FT:
& " & oo FETFTGG — 52 el ¢o% =G + & (SfTeIa g "

A E G ENGRE RSN CEIER

L 4

2 "% BT TISAETS Fa: 9 [0 AT T30 K- T (78 Faea”

. (FRET/RT TS TG L
€ "1 M F (555 FE@A? G2 TG FFA 9T 0% =G 1"

G
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LI @ (NP MG FASH A BARETA

(5T BT B (TR By F; 37T T35 R(ETT GBI (WX ARSI
FIEFO TG (TSN, (TN Tel§ (e, oI ST (W3, SFITRG (AR AT
3O FAS ARG 2 (N2 A HJT, T T TR (A& &S
T [ 6w 1 T |

€S FASTHT ATCIARETA P AT (I ISP

FASGH FTHIARE HN& 2 [FRIET FRFITOT IS, I [IFFIEA]
BN fFRIAAT (W 7, T2 ©N© fFF FE FIEF© AT (77|

o STl T
fG317F ROI (Return on Investment) IS
B G (@ TS T8I I

€.} FASHEL Sy SFFTA T

S (ST 8 OI%1F ST 00 3T

o (ATONTF T YT 9 §©
e Limited-Time Offer T7 fEF 180 fvte 2@
o 2ToF fAf6 T 8 (GREENTRT ([ 15 Fa0© 3T
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+ SURAT:
" 38 TBIF TNy P TSI AR el 932 80% RIT =l £5"

2. TEAGS MR (51 (SRS FT

o ?'ISII\%Q (& @9 (<118 209 [ (\9 (APDA W(ﬁ?)
o CTA (Mo g 3 NIGEHT }(© (&
o T (T (AR (HS[eT 2(® J

+ O CTA SURF:
"Buy Now & Get 20% Off!"
"Sign Up for a Free Triall"

©. IS a6 a3 A3F B1sfG:
T AT 77 I TR o SR XF, FASHT FH IJ|

Lookalike Audience (ofF FF«
Custom Audience i@ A7 fSfSbama fAGTSE T

Interest-Based Targeting 59219 $4

8. fRATICHIBs FIE12 BIeTe
T TGs N 2R SIS IBNECHS I AT G167

* ﬁlﬂﬂzﬁﬁ% SBYTGIoT:
STIRG fOfH6ama ol ST 106 A% el
T NG 79 @@ 5 [FE, S1mg ol [FaRSE Sis s«
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¢. A/B (66 T3 4T

936 MG FHIE AFNEF ST (OfF FFF 92 (FHG SIE TTHH FA®
©f (W |

VGG TR

o 4] CTA (Shop Now vs. Order Today)
e I[TWI RIS (Product Image vs. Lifestyle Image)
o o ImE (Free Shipping vs. 10% Discount)

Y. Facebook Pixel (NG 47

Facebook Pixel T (%R 12 5o, I STITREG FASIHA FF FA@ T2
PEI

V4 TR At CToansT FFa
V4 So1efeifoa 9219 S HenZe ([AEET FF

.0 (HNIP TG FAS (T STIHTFT THTTISET 72 ST

ST ST

7wy &g Fvonv 72 GS (T SATCAEG T2, CTA ™98 Fa4
Ao awn @, (g RfE w0 Bt =ifGrast oar [urse sF+, A/B (G5 T4
HE B, ($8 (6 fFamg = W & [GHFG6 TF FF, Trust Badge (AN
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IR : (P G IEI6: 3 S BB

(HHIF DATGS BT Ty AE6e 3 A BB 332 87Fg7f| WdF IS0 3
3fS: SIrTe A5 T 7 YAE O] FATHT NS NTF | 92 NI SN
G (5, 362 I 8 IETS RO TMSIF (N [T o] FIET

b.S (HHTF TGN IO HT

HNIF TSI f6 T EE (G ST TE:
5. (BRf IS (Daily Budget)
o fSfue fAf%g stfasmer b 296 =¥

e Facebook I FIOI@ T[EH FE

o TG FICERET ey ST

SR
Aty I ARSTUel $0 6 FA© b1, OIRE (TP ierd (3 AT JEY
fareTe (|

3. TRHLIRN JS6 (Lifetime Budget)

o A FCTREF Ty AF(6 A IS (76 FATZH
o HTF ARG ToNTF T (12 IS /T F&
o fAME GG AT FICREH T T
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SUIRI:
SeAfe AW So METR Tey $v00 I (6 FE, ©IRET (HIIF So e JEy o7
ST ATE FAE

L.} fAG: JEE
&3 fAfed [AfS: o S 19 3@, T fRG@TET 196 3 FAHAE Folfve FH|

S. Lowest Cost (Automatic Bidding) — ¥ ¥3® TS BT

e Facebook TT:fFISTF AT 2GE TETS (FSF6 AT (8] FE
o TQATH SN &S
o N FAGNS (F6 O] 3T, ©EF I3 AT FXFI

2. Bid Cap - faf%g 3@ fafst 76 F41

o APl YETE AT (TG FH© ANES (IFA: IS FFT T $b)
o M FEIMGN (I 2T, ORE HeT%e FN AN© T

o Ifow fF@IEawema Sl O]

. Cost Cap — fdfi& CPA (Cost Per Action) (56 &1

o I 5T fe FAET Ty 936 AW A6 (N6 Fa0© TG
o (HIF (GBI FAE (R ¥IGA T He1% (a(e
o (I FNEREF el FIAF

8. Target ROAS (Return on Ad Spend) — fIA@SE ToF % A6 83w

o I 5IRE a6 [AM8 ROAS TG (N6 F0e &
o AP TSSENF Iels SIE] T
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SUTRe:
A I $S TE FE@ $¢ AT FA© 519, B Target ROAS = ¢ (6 FA© G|

Y. JIOG 3 76 IAGIRS FI1F (AT
\. A/B (55 TARE FF4

o ST G 8 fAfTe ST TI=HT FpT
o (T (oA SIEAT NIHH FA® ©f B FFe

2. T FCRET TSIV [T FFa

e Facebook Ads Manager-4 fST¥ Cost per Result (CPR), Click-Through
Rate (CTR) 2010 (63 Pl
o G (@ AT TETS I BT FH 3T, OIRE bS58 AHIOT T4

©. (711 TS T B FP 932 TSN (ol Fp

o I (G GG T (556 I (TN: $¢-$do/f0e)
o % X S HiE IS6 I

8. PICRES (AW ST IS (N6 F

o IAWIMGI FIEI@S 3efs Lifetime Budget SIET
o GIEGITH FNEHREF ey Daily Budget SIET

b.8 ST FIE6s 8 fAfSs @ a7 see
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gl STUTH

QTN ANGE MUT 4T (@ (FGT6 = Fa1 IFIAAS ACGE (A5 FFEA

fafGe SR = gl =g =1 FICHEAE 7758 STl [AfGe (76 T
ROAS =T (R fGaror1 ST Facebook Ads Manager-4 ROAS RIS F&A

&I A: (TP TSN TSI F1fH2 8 IO

(TSP SHTCH BT T VAT BT (TR TG 7, T2 [ART ST A= Fa71

AeTE SFRTA | MAHIN FF2 8 IANACE FEIE S FJAS TG (T TS S FTS FAE,
@G IO 78 FA® AT ISl NFS BIE] H%T T8I NET |

9.5 (HTITP MIGH AFHINTH BT (F SFITA?

V1 G IEGaRS F41: AFHFT (TR AT FHAE

ET [T (@19 4T@F FADGD, HI6Io: T A6 FHERT S F15 FA® o e Fa1
[ ROI & FaT: 3% (SOTR fofete fRearT Faena IrSTET

A/B (51353 OF© FAT: (FTH NG ST ATTHINS S O [e[Fer F7

9.3 (BT TSN (H&FT § Ol ([T

(T TGS TN (55 ST (FEFT AT, (TS (T FE TFHA 1 JTFe TSI
T

S. Click-Through Rate (CTR)

e ]a: (Total Clicks / Total Impressions) x 100
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o (3 I
("4 @R CTR 9 TS S
XK F CTR A ST 3751 A7 Gsffbs gt

I CTR-9F Sy FHAIT:

o  IFHNT (TGRT 3 IS /IRF FAT
o AT 3 NI3F FfCEH BIsfG Fa1

2. Cost Per Click (CPC)

e Ja: (Total Cost / Total Clicks)

o (39 IFHYA?
FH CPC AN F ¥FE @ B
XK @& CPC T fIrs1se 36 (3

CPC FATAE (FT:

o fAETET 3 FFMHE RS TR fa=Tea Fa1
o TFFRF AGES 8 TBIET-(TNG BIeefbs TT2IT Fl

©. Conversion Rate (CR)

e ]a: (Total Conversions / Total Clicks) x 100
o (39 IFRYA?
(Y4 @& CR 9 TG (15 8 IS FHFF
X F CR AN TG (55 AFBARS ST TS

Conversion ISR (FI:

o TY (1% 1o arIfGarzsy F41
e CTA QIO ™™g 8 AFHAT FT

8. Return on Ad Spend (ROAS)
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e 5]a: (Total Revenue / Total Ad Spend)

o (P SFIA?
@1 ROAS T G (@ ST Ho MSIT IR
2 F ROAS I FCHRA IHBARS FAT IS

ROAS TSR (T

o IHF 3 FEAFICD (FIST FT
o fIANHDR TR ST

¢. Frequency

e Ja: (Total Impressions / Total Reach)
o (39 IFHYA?
59 97 T THE 3% 9w
XK &+ 3 TS AP (J0T (Fro A

Frequency fIaed (@ e:

o SIS AFATS FT
o A ING F 3 fFEADS TR FAT

9.9 (HINIF T 8 RS TfFs
Facebook Pixel XTI (H5J@ 456 T, AT SFITRE FASNN BIF FA© TR FE |

f3raTer Fa=TE FaE FSRET N T2

V] sTITRG fofdbama fFamdio: Far I
V1 SO TSN AES SToITeNd AT F91 IF

®NIF T CTooT FIF H1T:
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_1Facebook Business Manager- f5@ & (ofF FFa
(2Tl SIITRE [T (PTG 206 PP

Events Manager-a f1 2676 E1F F564 (I3 Purchase, Lead, Add to Cart)

V4 3057 EfF @ N BT ST A2

o Fuod STINRG fOfh FE®
o FOO (ATCTT (TS FEM [T (FE
o FOOT NHASNT TG T FE®

9.8 (HNIP TG NG el § SsACAR@r T
Facebook Ads Manager-A fRUTG fRGRe $1 (O @ (FT ST ©IET F1& FAC, (FTAG 77|
CEH-TR-CH AR Tafe:

11l Step 1: CTR, CPC, Conversion Rate (6F $F«

1] Step 2: High Frequency X( aga 911G Hf+ (ofd Fpa
11| Step 3: ROAS T I IHI1F 3 bTsffbe AFI6w a1

1| Step 4: A/B (552 F%9 32 T TG TQTST FFA

GG OIHIREH B :

o JEE I X, SIE TAHH FHT MG IS G
o JTEG R 20, ATATT TEHH ST MG I I

9.¢ (BHIF MG TEHIATH AACHAREHAT T (T
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CBI*Te1

A/B (B6: T9=E F=41
FA{G: FMC12A Bremc
Lookalike Audience II3=1F 4T
S (G STAGNRG 1
oz 8 2re s B w4

eI
FriEa =G fofere = 781

=T T FGIF A WFE F91
o (5 [rEre s wfere= onew
FAORA (@6 I

SifoF (OoT f[RTerEeT w41

&I b (BT SN (FHiT B

(5T MG THASNF HHCIANF T T BIET8 27 CHFeR—AN13, A3 @ FFHAF MSIT A3

ASTAFSIF (IR T FAT| (o1 FA® (ST B IS IGIER I AT, IR WO BIGHSY ST
FJ00 2 @ CPC (Cost Per Click) AT CPA (Cost Per Acquisition) SrelF e RIGICRIRT

B.S (BT MG (Fez Pt 32 (Pl ST

(Y] fRea11@a STets IRSTET: (AT AR F10= (et

1 TS fef& it IToTET: TS AfHhe oas afae Fa7
(74 ROI TS F4T: SOOI [FRITT T==El FAT

[ fo15 8 1erst 3fon AT AP RN FASHA G FT

(Bfer 3T RN FT I

_1Horizontal Scaling (XSG (Ffe) — T@e GsfBs, A9 (FRMTE 8 Tga FIERA (ofF F@ 57 FAT
(2)Vertical Scaling (S1H3FTE (FTR) — 952 FNERE IMOH NGE (T FAT
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.3 2TGB I (el (Horizontal Scaling)

S. TR ATGHH GIEI6 FAT

Lookalike Audience T5921d $5F
Interest-Based Audience SN $F
Broad Audience Targeting (681 $Fd

+ SURAT:
AR I AF Tl FEPRST AE (T 2¢-0¢ TEF N I (FTFT TE®, SR T@d ©0¢-8¢

R, QA ECHH 3 (AVEG JIREA FAT

Facebook Feed RTS13 Instagram, Messenger, Audience Network-A faearsre foet
Automatic Placements 931F & (FNG AT GNRS 6

» SURIT:
Syrstfer i SISt BYHTa Facebook Feed-a f3ee199 BIfeT AT, OTa( Instagram Stories T Reels-23
fareaTsrey forey |

©. T AT FHF (66 FT

TQ (XGRS, FfaT 3 CTA (Call-to-Action) TFITET T
Static Image vs. Video Ads 3% FF
2SO (SATEDGS FC66 (UGC) IR FF

* @'ﬁlia o2
A M "50% FETFTEH" (T IR 5 AT, BT (@ "Limited Time Offer — 50% OFF!"
FE GG FFA

8. QA A 3 (AT HIef FAT
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Flash Sale, Free Shipping, Buy One Get One (BOGO) II%1d 193 F4
TSISVTTeT SR BTN (I TP HIRCG, v, TS 0e)

+ SURA:
"y T 38 TEBIT T 80% FETFIGE — %3 fFeen &7

.\ B (Ffer (Vertical Scaling)

S. A6 HTCT HTCT 5 ST

20-90% FE @6 G (AFIE G 1 FE)
T $5o/f0eT IS AMF, ST AW $59, BTIFF $5b FF
Facebook-a7 el (&1 ¥ (@ el

2. f3fS: afoms a1

Cost Cap d71Bid Cap T/J3F FF
Highest Value Bidding (8] 5

+ SURAT:
SrIfer I 3T Lowest Cost Bidding TIXT FF A&, GIX Cost Cap E12 FI(® "MNEH, IN© AT
CPA-9F & FASTHT AT |

. High-Performing Ads-a (3f* 156 (W8T

ST CTR 8 F% CPC AT SIS AN TG
Low-performing Ads I &«

+ SURAT:
AAE I ofb IR Fferk AF a2 97 N AFHF CTR @ (©0%+), BIRE (THF IS IR 93 Il

i@ T I
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.8 (HERTF STIHT ST 3 AT

ST ST

GO G CPC (TG M TP HIC ACGD G 92 TGH SGTIH GG FFA
Frequency (M1 =(eT CTR TN a9 g =G S 8 farals =g F A
(1 (F1 AT ROI BT T High ROAS Audience-<& (TP T

A2 SGTATH [T (@1 (74T =05 Lookalike Audience £192 Broad Targeting II9%I4 &

b.¢ (BT TG FOTE STRGR

(Y4 =0T (G5 20, ©IF5E (51 56

(4 a5 S S (o S oY, ST 4T T
T AT, AQH FABDH 3 TQ HoHN NIZNF FP
&N PIEe 8 fAios GRS e

YT 52 (BHIP ST AGIETHT 3 MIOSFG FIGE

Ry, OIR( &l NAIHTES 3 TN 2@ Y| 92 Facebook Ads Automation

8 GGG FIGS SFFT SPT A | AGIT IR FE A IR
GRS F9 (@ AT AR P THF A3 O] 1T (9 AL |

2.5 (BT MG G FT 97 (F SFITA?
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V] MESTHH TAHARS F&: [FBITET 4T6 8 Fao™T 6F6 3
V4 -t fEfre (e fAEe-613% (Gh1 fofate Mas (83T 5728 =¥

.3 (BT TGN SAGIET Hersy

Facebook Automated Rules — I:{FISTE BT G 1 I8 FAT
Zapier + Facebook Ads Integration — G 397 8 IS F47
AdEspresso, Revealbot & Smartly.io — STG TEHIN AHARS FT
Google Sheets Automation — (SGT f[AEFT 8 fArnfb:

2.9 (BTF AGIEGS e (ool FAH T&H1O

o Step 1: Facebook Ads Manager-4 I
o Step 2: "Rules" I [FF Sl

o Step 3: "Create Rule" f[96d T4

o Step 4: fET O] FTHN Fe (o PP

L 449 S A

GG I ROAS > 3 20% AMTGE AGIS

TG IF T4 CPC > $3 TG IF Tl

TG GIATEG F1 CTR > 8% TG T2 BIF] T

38



2.8 AMCOTHG (FHfeTR FIHIS

S. Dynamic Creative Optimization (DCO) 19319 $«

&IF TRIFTOIE FIEF S (RS (="

74 for for czoemad, fosfEs e 8 2616 59219 FF+

3. FA-(TTNG (TR TJIGO

Low Budget Campaigns BF $5
2 ROAS > v, ¥ IS IS
CPA (Jf 2(T 156 B foey

©. Al-Based Smart Bidding 97931 ¥4

Facebook-49 Value Optimization 3 Highest ROAS Bidding F19R1F ¥4
Cost Cap & Bid Cap (F1¥T I FF

8. Retargeting 3 Sequential Ads 7R P

T SIIHNR0 (S5 FER [F& (FAPIGT FEI, O Se) Retargeting Ads
Sequential Ads TIIZT FEF YT T FFCAIE FAST> S

2.¢ AGCIEHH 3 TSNS TBIGEE O3 STRGTR
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Facebook Rules, Zapier 3 Al Tools F1IR1d $4
CPA, ROAS 3 Budget Tracking SIGIGG 84
Sequential Retargeting 3 Al-Based Bidding 979319 ¥4

LI So: (BHIF TGS IATHARE HF I ROI

(ST AT T 755 (T ST RO o1 2606 (ROI) fifee |
IA@F ANFPETH TR N T FES FIF© BN A1 o, FIFT SI] 317
FARYSE FAHNZS FES 1| A2 AT AT PHE] fFO1ET Facebook Ads
Optimization 97 & CPC F@, CTR IEW 8 FAoNd SF6 FE NS 1S
TG ST I

50.S (BHIF DTG SABARE Bt AT (F SFIT?

Low CPC & High CTR faf*6@ 41

Conversion Rate &% F41

feTC 8 (TS IO

(HHF TGN ST T Tl 3T

%0.3 IS AT LARSTHEF e I
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s Creative Optimization — SIFFAT TG 33 3 FSTRIT TRRF F4T
o Audience Optimization — foF GIslft: e Far

« Bidding & Budget Optimization — 533 I3 TG @S F47
s« Landing Page Optimization — 1A 3 FAS (6 SF© FAT

vo.© INTG frEibe A BIRGHA
S, TR-FASI0L TG FEF STRGTR

V Y 8 NFATNT RGTRT HIZT F
v/ "Pain Point + Solution + CTA" T35 BTl $Pe
Vv SRATT 8 RIS IR FFA (INA: @y 50% OFF Limited Time! _)

+ fE IS FfHR g

K 5 FHFa:
< "SIWE A@e T-Shirt e, S Jaq"

U OF
47"y 50% =IT! MA 38 TBIF e — AFHUIP 3 SCIRIPT T-Shirt - 9392

3. fEoET ¢ 5158 Irifbamam =

v/ High-Quality Images & Videos 59315 $5
v/ User-Generated Content (UGC) &2 $4
vV A/B (55 359 — (I 4@ SIS F18 FE ©F fo9elT Fa

» (BB SUR:

M



e Static Image vs. Carousel Ad
e Video Ad vs. GIF Ad

%0.8 G FABATRG

\. Lookalike Audience TTIXF I

v/ 1% Lookalike Audience SIE FXFI
v/ Custom Audience (¥(® Lookalike Audience (ofs $F

* @msa o
@ AT AFAF STINREG o fEd J&T fofdt F@E®, O Lookalike
Audience (o3 54

2. Broad Targeting vs. Narrow Targeting

v/ T (I Broad Targeting T5931F $°4
v/ Specific Products-45 & Interest-Based Targeting 5921 $

* (B|%§ @I(Eﬁ’ﬁ:
1] @0% G Broad Audience, ¢o% Interest-Based Audience

vo.¢ fAfSe 8 ST ARG

5. Smart Bidding Techniques

v/ Lowest Cost vs. Cost Cap vs. Bid Cap I ST
V/ ROAS STt fAfSs arsifbazer saa
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» f3fSe SuRae:
& Low Budget ($5-$10/) — Lowest Cost Bidding
o High Budget ($50+/f%el) — Cost Cap Bidding

2. Auto vs. Manual Bidding

v/ Auto Bidding — F9e IS (BT Sels ST
v/ Manual Bidding — (3} 932 F56 FERIETT S5 1T

No. Y C"1SI|\§°\ (&S] Wﬁli?ﬂli(@"lﬂ
S, e (1168 Pore 9 ce e

V' © (T&GH [ (<16 B3 F12© 3@
v/ Google PageSpeed Insights {9 (5F FFd

(4 2. TR (BT fGoRT Fapet
V 0%+ 2GS TR (V& AT, B12 (AT (BT 28T ISR

. CTA (Call-To-Action) IIGARS FF«

v/ Urgency + Offer + Actionable Text TSI3T F54
v/ SuREe: "Shop Now & Get 40% OFF! Limited Time! __ "
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0.9 A% Wﬁﬂﬁﬂ 3 a”llﬁﬂls(@ﬁ"lﬂ
5. A/B (BFG: 4

V' AFEF T (I6 (OfF FE NN [T FFa
v/ &S CTR, Low CPC 3 High ROAS 133 3G (J(% faey

2. Facebook Pixel & Conversion API (Gal*T

vV TSEE-0139 (ObT Ao S
Vv FIFeNd FfH: e 54

@, Automated Rules 53T FF

v/ ROAS < 1.5 X TG T% F5
v/ CTR > 3% (T GG 0% IS

5o, (HTIF TGS ABIREGES FOTE STRGTR

High-Converting Ad Copy {3

Lookalike & Retargeting Audience 5931 $5
Smart Bidding 8 Budget Optimization $
Landing Page Speed 3 CTA 5d® 4

A/B Testing 3 Automated Rules 51 &
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ST b2 BB 3 1S (SANETET Gels (HHIP TGS FG I

(TP TSN HIRNF FE IS [FFTT oA Aves SFwef 7o (Fa 2
3-FAT (E-Commerce) 93¢ TG (ST (Lead Generation)| 9% ST AT
fFOIE (FHIF TS N AR COIES 7T o F91 17 932 fFeorm
SefsTe TN {77 257 FHT I, (7 T [FIIHe SAETT6N F97 |

5SS (NP FIGH: 2-FAT AR (16 (SATE

tatrEy B-Funf 15 (G

5T BEIN I ERe LA R SR 6 AE L8

= R U I Carousel, Collection, Dynamic Ads Lead Form, Messenger Ads
FAGPIN B STHIEG fefGt — =rdm feTG =5 fErer=or — Follow-Up
=Gt Brusfios Retargeting, Lockalike Interest-Based, Custom Audience

9.3 R-PATCIT els (WP MGH BTG IS

5. High-Converting Ad Formats 79R19 P4

o Carousel Ads — AFIHF Te§ AFHANY (FAT© A&
;P Collection Ads — Mobile Shoppers-a7 Sa§ 3™
& Dynamic Product Ads (DPA) — SI1F fefStama ST G1sfG Fa

X. Lookalike Audience T/IRF FF
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V/ IR IONA FFONTGA $%-9% Lookalike Audience WfF FFw
\/ Abandoned Cart Visitors-a9 &ielf S[e1u] Retargeting Campaign BTeTTe

* @ﬁlﬁa o
@ "TET AE STITREG (S0 FE® [FF (FAFIO] FE, B Tl Yo%
wn

©. Facebook Shops 3 Instagram Shopping b1 $d

v/ Facebook & Instagram Shopping Catalog 3921 F554
v/ Checkout I« 517 FF A3 wo [FT Jfan Fa

» TUTRAT:
@ "93a T W52 TAHH Facebook Shop (& IGTH FFa1"

8. Scarcity & Urgency 73219 F3d

v/ Limited Stock, Flash Sale, Countdown Timer 5321 Fd
v/ Free Shipping & Discount Offers @ FaSTd TG

+ TURA:
~ "Na 38 TG Tl € T (ATCE 80% RIG — AR fFefant"

55, o7G (SAEHES Sy (BHIF IS BB

\. Lead Form vs. Messenger Ads — (F1H(G ©IT?
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o= Lead Form Ads Messenger Ads
BEBUTE R BIAIE N FEAME 5 A= BIG ST fo16 M2
fe=ss1 AT, 203, (T FO 2

HAGPA (A6 EHTETS (e afesrs cErsTeETsT @&

2. Lead Magnet 53319 54
v/ Free Ebook, Webinar, Discount Coupon 47 N\ Sl (8 Fpe

+ GURA:
o "G MR SRS B (@ ¢ 93} (FOCET Fpat”

. Retargeting T192F F(@ FASIIA IGT

v/ T1A1 Lead Form f3elals $E® fFF FAo16 TJ, OIWF GIGG FFa

v/ Facebook Pixel 8 Custom Audience 53T 5

+ SURA:
@ "SR 0% G AN A ST O T8I IO 3T Tl

3.8 -FA 3 foTG (SAEIE &y IS 8 fAfSe ZH

5. Low Budget vs. High Budget SET(G %
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v/ Low Budget ($5-$10/%): Broad Targeting + Auto Bidding
v/ High Budget ($50+/{te): Custom Audience + Manual Bidding

2. Bidding SET0G1%

v/ E-Commerce: Cost Cap F1321d FFd (ROAS JI)
v/ Lead Generation: Lowest Cost 3] Manual Bidding (631 $5e

55.¢ O STRGRS

AT 5ol Dynamic Product Ads 3 Facebook Shop TR
Lead Generation-19 5i«f Lead Magnet 3 Retargeting 517 5«
Lookalike & Custom Audience STGI1RS Fel

Automated Rules T/ FEF 1506 3 G2 IoNzS 61

dr ST S3: (BT MG FHIEIG 8 HIET BB

NP fABTM DL ITOH A7 AF (FPTeT (I AP (2577 FIRFPTANGH bITG
FEF, T (OIS AFANF TS N @EE] JT (FIEATOIE BTN FER [
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AT FASTH 2| a2 AT AHNFT FRIE&T Facebook Retargeting A3% Sales
Funnel Strategy TIXF I [FoIT TETE FHS T A5 ST I |

2.5 (BN BTG F 9 (@ g2

P fSISHT TNTANE FaO16 T 91 — TF »9% fefSea T2
fSTGEE =T FE 1|

JEAFT T FAF ST TISH — Repeated Exposure-aT T FASTHF
T

fABTs(T2-97 & CPA FIET T — af TEee Cold Audience-a3 (6@
F A[E @ FHo (|

FTONE FIE G — JFTod FPLNEGA Retargeting TG JETE AT
(FARPIBIT B8R F1 T |

2.3 (W3 BTG (Toan™ Fa1F Tafe
\. Facebook Pixel & Conversion APl (NGO $e

v/ Facebook Pixel =151 fABTsG: 589 77|
V/ Pixel-98 SR SEINR0GA [Afod 2006 B9 4 (View Content, Add to
Cart, Purchase)|

3. Custom Audience (ofF FF4

& Website Visitors Retargeting — I1ET S@ITRE A% (e {5 (FEfe |
& Cart Abandoners Retargeting — I3 ST 475 (FS (FATIT6] ST FE(F |
o Engaged Audience Retargeting — 19T Facebook/Instagram (&
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G ITNE FER®
o Video Viewers Retargeting — I1ET ST b8 e (q=|

+ Custom Audience (NGl FH1F &:
o Facebook Ads Manager = Audiences » Create Audience = Custom
Audience » Website Traffic

2.9 TRBIA6: I HGR
5. Cart Abandoners-35 3o Limited-Time Offer 59319 54

vV @ Target Audience: I/ 5% Fhb (TS (GFINSE FE |
\/ & Strategy: ">0% RIY! QAR FTEF FFA!"
VvV @ Ad Format: Static Image + Urgency-Based Copy

+ TG FT SURACT:
"SR FHA (AGTS 15T 200 M 93AR AGTE FH 93% S0% TG STl

Z"

. Website Visitors Retargeting — "Reminder Ad"

vV @ Target Audience: IH] SFITRE (S0 FE® fFF (FIET ANFH (e |
v/ s Strategy: Social Proof + Testimonial Ad
v $8 Ad Format: Video/Testimonial Ad
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* IOTG FH SUIRA:
"SI ATST ¢, 000+ STEF AW (OTE T FEE AT I 3 FaE@eT?
TR FTETT FFAl"

9. Engaged Audience Retargeting — "Lead Magnet Offer"

vV @ Target Audience: ITET1 SIS Facebook/Instagram (SCG #12,
IO, I CAEF FE®RI

V' 13 strategy: "% 393 / SERAF / fETFIST 90" A% T4 |

v/ %1 Ad Format: Lead Form / Messenger Ad

+ G BT SUIRA:
"L &NEE MG PG 5 293 W 1A 38 HeBIF Sl 932 SIS Fapal”

8. FdTod FGASMWT Re-Purchase Retargeting

v/ @ Target Audience: ITET @wo-Yo e T AT 51efy fFe |
vV L2] strategy: T9e 1 FATACTIEF (NTTE IR F |
vV @ Ad Format: Collection Ad / Dynamic Product Ad

+ NG FfH SURAT:
SN CTH (FABTHT SO FERA? SHH T Qe BTSN (Al - A3
AGTH TP

5.8 Facebook Sales Funnel Strategy
@ 2315 T T of IEF I sfde:
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|
FIATE Ba TERT
TOFU (Top of Funnel) IS Hiaa] tofg =41
MOFU (Middle of HIAE FEAERE EAFAE
Funnel) CHadT

BOFU (Bottom of Funnel) ~ Fwent= / w37 =1

TOFU (Brand Awareness & Traffic Ads)

TG 406

Video Ads, Engagement Ads

Lead Ads, Website Click Ads

Retargeting Ads, Dynamic Product
Ads

Generate Leads
Blog and social media posts,

T F infographics, multimedia. videos and

oru podcasts, newsletters, white papers

Generate Prospects
Educational resources, webinars,
surveys, downloads, promoticonal
material
Generate Sales
Case studies, demos and trials,
consultations, customer stories,
events
Sales Achieved
Previous customers, forming
relationship with your brand
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\/ Audience: Broad Targeting + Lookalike Audience
\/ Ad Type: Video Views, Page Engagement Ads
v/ Objective: Awareness JIOTET 8 Website Traffic S

+ TOFU GuRREe:
& I fF TET? (HIIF IGTIT AT FT $s00 @G Sooo+ (s

MOFU (Consideration & Lead Generation Ads)

\/ Audience: Website Visitors, Engaged Audience
\/ Ad Type: Lead Ads, Messenger Ads
V/ Objective: foTG T FHT 8 FTHAFTWT AF3 BT (W37

+ MOFU TulRdd:
o "GIF AL CTNE T B (T ISR S S

BOFU (Retargeting & Conversion Ads)

v/ Audience: Cart Abandoners, Past Purchasers
\/ Ad Type: Dynamic Product Ads, Discount Offer Ads
v/ Objective: FTSTH IRGTET

+ BOFU TwiRge:
o ST FIGA o AN ACTH] FA! I¥R AGTF T 3 0% RIG ="
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53.¢ HOR STRGRA

Facebook Pixel 8 Conversion AP (Gl &5+

Cart Abandoners, Website Visitors 8 Engaged Audience Retarget ¥«
Sales Funnel SIe1 A TOFU, MOFU, BOFU ™2 GIeTTe

A/B (562 F@ FBIGIT: 0T IHGARS

A S 0: (BAJF O (el FAEF (P (Scaling
Facebook Ads for Massive Growth)

HIF MGH FHTONF A1 FAF T NIGCE SR (37 2 (Fie: (Scaling) |
JAA IATAE FICRA ST AHH FA(=, O (G I WP (T FAT (ST
A3 (@ GTT 3 B M8 €T | fFF ©eTeIF (5T FAET CPA (Cost Per
Acquisition) (G (I MM I TG TEFHINH GIod 2@ (J(© M| B2 NP
CHfers BTG SelT YR S|

A% A AT AENEA] FAET [FONEF FHIF SO (F7 F409 2F, Horizontal
3 Vertical Scaling, 1516 SPOANREGE 433 Lookalike Audience I FEF
FSIEF Growth IRGTET T |

S©.5 (FfelR-99 H9: Horizontal vs. Vertical Scaling

& ¢+ Horizontal Scaling: 9 Audience, Ad Set, 3% T Placements
IR FAT
& + Vertical Scaling: 932 Ad Set-27 A6 IFGE TG AFTIE T4 F47
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I
(e SR ) @ T IR RdlGA
Horizontal 2" Ad Set, Audience, Placements, Creatives T SIA CPA FHTS & Reach
Scaling AIEIT =4l qMBITS B1H
Vertical Scaling  [IWIoIM Ad Set- 45 AMHG AGICAT T4 CPA fEfEie 2 493 ROAS

EG )

59.R Horizontal Scaling — 49 TSI 3 I[TCH

\. Lookalike Audience TIRT FF

V 1%-3% Lookalike Audience (ofFf F&4 (6! FFLNEGH (G61 TF2H @) |
\/ Cart Abandoners, Video Viewers, Engaged Users-(Mq Lookalike el
FPA|

» TUTRA:
@ "TET 1@ o U (FNFT6] FE® Bl 3% Lookalike Audience BTG
PPA|"

R. T Placements (536 =4

\/ Facebook Feed, Instagram Stories, Audience Network, 4% Reels

CHASE (G F4T |
v/ Automatic Placements 4@ B8 FF a3% @ Manual Optimization FF |

+ TURAT:
@ " BY Facebook Feed-A A FAREA? 9T Instagram Stories 93}
Reels B $Fa1"
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. 7 Ad Creatives 3 Ad Copy (ofF FFa

\/ f4fed Creative Format (Video, Carousel, Static Image) 1919 FFH|
v/ Ad Copy-(® fog fed CTA (Call to Action) (556 FF4 |

» SURA:
o "SI CTA e 'Shop Now!, 9315 'Get Yours Today' 5931 6 | "

.9 Vertical Scaling — IT56 O ST AHHANS FAGARS ST

5. Manual Budget Increase vs. Facebook Automated Scaling

v/ Manual Scaling: ffefmd G 20-wo% Ffa F |
v/ Automated Rules TIR1F $F: CPA 3 FATT S5 Facebook Automated
Rules (6 4 |

o SUIR:
& "I ROAS 0+ 2, TR @b 2¢% ITGT3 1"

2. Bid Strategy SIIONRS FFe

v/ Lowest Cost vs. Cost Cap vs. Value-Based Bidding
v/ High ROAD XT&T Cost Cap 5331 F4|

» SURA:
@ "CPA T4 $50 2T, IR Cost Cap $b (6 FF "
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9.8 Facebook CBO (Campaign Budget Optimization) 79319 F(d
(%I%"I%

s Campaign Budget Optimization (CBO) 2l Facebook-3F AFf6 61T
(T Facebook {52 Ad Set-23F & IS AP bASTT [[HOTST FF|

CBO (oad &1

\/ Campaign Budget Optimization "ON" 4|
Vv Multiple Ad Set T59R1F $ (Lookalike + Broad Audience)|
v/ Facebook-aT AFsIEws@ Ao [GHEAOE Fa00 v |

* TURA:
o a5 CBO FHES1RA BT (I ©fb Ad Set ATFF (Broad, Lookalike, a3%
Retargeting Audience)|"

$9.¢ (FHeR-9F ST ST 3 ST

HOHT HEET HI4< STATHTA
CPA (I =0T TIeR Audience Saturation, Low CTR g+ Audience (G5B ¥, Creative
AN FFA
CTR <R FwE P[Ars+ =G Creative, Relevance g™ Ad Copy & CTA 919=1d F3+
Score FH
Budget Increase F4I9 ¥ ROAS Audience Fatigue Mew Ad Set & Placement (G0 @
O EHRE
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5.5 HTT STRGAR

Lookalike 8 @+ Audience TR FE Horizontal Scaling FF |
Ffefue R0-90% @G FTI Vertical Scaling FF |

Bid Strategy SISGNR2S Fre (Lowest Cost vs. Cost Cap vs.
Value-Based Bidding)|

Campaign Budget Optimization (CBO) FIR19 ?(d Smart Scaling
PPA|

Audience Fatigue X @ Ad Creative 8 Copy fHI6« Fa |
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ST $8: (BIIF TGS AGICHA 3 SIHARE A (Facebook Ads

Automation & Optimization)

(TP TSN B GFINAR I 77, 582 (6@ [A3fre AFHMS 8 AGIHE FAE W J6E
AT TS FAGT N8I TEF| 92 I AT P11 fFSNT Facebook Ads Automation
Tools & Optimization Techniques TITT FEF MG TTHINH ANT3 OFN© FT TT|

38.5 Facebook Ads Optimization (¥« SFgTe(?

+ CPA (Cost Per Acquisition) FNET: NF AHARGHH FAE FH AJE (@ TS TSI

RIRN

+ Audience Fatigue IfSEY FAT: 9F2 G JIFIF (VAT Audience F18 T 1T, B12
AFBARETA TP |

+ Ad Budget IETET: IS AT6T 7] FE SETS ROI (Return on Investment) faffee Fa1
RIRN

+ Ad Relevance Score FRGTHT: (FHEH ATSIHTH SIESIE F18 FHE A% I S
F1f%d SeE|

8.2 Facebook Ads Optimization 19 T ST

\. Audience Optimization

v/ Lookalike 8 Custom Audience 4@ 4|

v/ Broad 8 Narrow Audience A/B (556 F |

v/ Frequency (5& FFd (I™ 0+ 3T, BT Audience AHI6T FF4) |

2. Ad Creative Optimization

V4 IS 2 FIR A9 @4 Creative 3 Copy FIIRIF FPA|

v/ UGC (User-Generated Content) 432 f6f&8 SIfTG 3219 F54 |
v/ Ad Copy-(® SESIF CTA (Call To Action) F13 |
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9. Budget & Bidding Optimization
v/ Cost Cap Bidding 59219 F& CPA {433« $F4 |
v/ Automatic Rules (6 5 (IN: ROAS FNE JMS6 FIINF ) |

8. Placement Optimization

v/ Automatic Placements 1 A1 93 TEGE AT A MCARS Fa0a |
Vv Instagram Reels, Facebook Stories 8 Audience Network (556 FF |

%8..9 Facebook Ads Automation — SIS 61T B 3 (F1TeT

\. Facebook Automated Rules T533F FF4
& Facebook Automated Rules /21T FHET NG A1 A=GNRS FAH 719 2 1|

+ {35 8797« Automated Rules TRaeT:

A TS S

CPA (Ef% =t T CPA $30 TIGTT =1 SITG Pause TFEN

ROAS \0- 47 (3% =re1 qfF ROAS > @ =¥ AMCHE 20% NG

CTR Y%-49 f~T5 =ta qW CTR < Y% =W WG Creative TI=E BEA

<~ Rules (G Facebook Ads Manager =+ Rules » Create Rule

. Facebook Ads Manager-29 A/B Testing (Split Testing) IINF $P

o A/B Testing 919 &I SIGE ©IET Ad Creative, Audience, 9% Bidding Strategy
for<T6e F41 I3

+ (3 [RITSTET A/B (556 FAEN?
v/ Different Creatives (Image vs. Video)
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v/ Ad Copy Variations ("50% RIG" vs. "Buy 1 Get 1 Free")
v/ Different Placements (Facebook Feed vs. Instagram Stories)

<~ A/B Testing (ST6aI™: Ads Manager » A/B Test » Choose Variable

9. Facebook Dynamic Creative Optimization (DCO) J7JRI9 ¥«

 DCO fe1Efb Facebook fats (A& fAfed Ad Creative 8 Copy (556 & TIGEE SIE]
A T AT6d & |

+ Dynamic Creative f$©1T 79219 $IE?
v/ Multiple Headlines & Descriptions f&e (I57: "Flash Sale Today!" vs. "50% OFF!")
v/ o7 feg Images, Videos & CTA (556 54

<~ DCO (GI™: Ads Manager » Create Ad » Turn on "Dynamic Creative"

18.8 Facebook Ads Performance F& $1d 8@‘1\4 QTR

o FH FEIISEE ST (HIF FAEA?

E‘ﬂﬁiﬂiﬁ 99 WA B Target Value
CTR (Click Through Rate) Foe Ad-4 T?FFWE{ 2%+

CPC (Cost Per Click) ofs fFtea 1o u7w sy-g3 e
CPA (Cost Per Acquisition) S TS 4T6 < §50
ROAS (Return on Ad Spend) TG 2T 0L (UTF 219 [For 0+
Frequency T JFGH AITEF A TF2 Ad (AT <\

< Performance Check: Ads Manager » Ads Reporting
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18.¢ Facebook Ads Automation 8 Optimization $1F T (EF6

Facebook Automated Rules (5Tb 5«

A/B Testing 517 STAGE SIET Audience & Creative A6 FF
Dynamic Creative Optimization (DCO) TR FFA

CTR, CPA, ROAS & Frequency N@6d $Fd

Low-Performing Ads Pause F« AR 99d Ads 5T FPd

ST S QG (HHIP IS MICOHG ST os 3 fHenfts
(Facebook Ads Advanced Analytics & Reporting)

(HNIF STGH BIETR = NIGF S (T3 2@ OI6T @ (Data
Analysis)| TRFSTE AN 8 IMAIFIGH F0@ THE AT @ TIEA—
V @ G SIET TET%N FR

V EE IT6T (R

V4 FeNT AFS BIEN ROI (Return on Investment) ST3IT I

9% T NS 1T Facebook Ads Reporting, Key Metrics, Custom
Reports 43R Google Analytics R |

5¢.5> Facebook Ads Reporting — Freng fFent ATy F3@a?

s Facebook Ads Manager-3 Performance (6& 15 &1
_1JAds Manager-4 I«

Columns = Customize Columns NS 5«
6 SR IEFTSE (1T S
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|

» SR (NS
ufgast aa = F BICHB @I
CTR (Click Through Rate) W%w 296+
CPC (Cost Per Click) #fs (Frea 516 w=e <8y
CPA (Cost Per Acquisition) S FASHA 46 < §Y0
ROAS (Return on Ad Spend) ENTSSeIACGT B Ao 04+
Frequency AFGH 2061 Fod 62 WG (FUTg <\

< Performance Check: Ads Manager » Ads Reporting

%@.X Custom Reports (AT F41

s Custom Reports T732/d F A8 GI6T fe61d FE T2 Performance (J1a1 I1J |

Custom Report (STGNCTE &715:

v/ Ads Manager » Reports » Create Custom Report

v/ Date Range 1% 4 (Last 7 Days/Last 30 Days)

v/ "Breakdown" el 19%1F F Audience, Device, Placement W}'ﬁ)r Data Filter $p

+ Custom Breakdown SulRde:
@ "Facebook Feed vs. Instagram Stories — (ST ST F1S1 FAR?"
@ "Mobile vs. Desktop — (F1d f6®1RN (@ (I Conversion AN =?"

v@.© Google Analytics 2™« — Facebook Ads Attribution
Tracking

s Google Analytics 53219 FA Facebook Ads-1F Outside Performance G Fa1
RURN
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Google Analytics (ToaII™T:

v/ Facebook Ads URL Parameter (b $e

v/ UTM Tags 931 56
(utm_source=facebook&utm_medium=cpc&utm_campaign=sale_campaign)

Vv Google Analytics » Acquisition » Source/Medium (Y@ (H5JF B1%3 TRET Fa

¢ (@9 Google Analytics W319?

V &I N vs. SIsTe Fenta ST6T ffe (w2
V @ T (A FO5 FFEANF SAH® ©f (63 FT
v/ Bounce Rate 8 Session Duration AR FAT

%¢.8 Facebook Attribution Model (14T (1-Day vs. 7-Day
Attribution)

& Facebook Ads-9 Conversion Attribution Model GI?BT,EI)[@SIE FAGT e ST AT |

Attribution Window 99 A SI?

1-Day Click I e s e i Fe s e
7-Day Click BIEET R e S e

1-Day View T 2o WG (7419 S e e &7 o
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<~ Attribution Model (6& 319 §T*:
_1JAds Manager » Settings
(2)Attribution Settings = 1-Day vs. 7-Day Analysis

+ (@ 95T SFIYA?
v/ 3" 1-Day Click Attribution (I3 2F, T2 ST SIS Direct Purchase Drive (3|
v/ 3% 7-Day Click Attribution (I 2T, B2 FFHNF (I T3 @ a@ fors= |

\¢.¢ Facebook Ads Performance N353 ST 5T1RG

ST STGET SIET STHTE

CTR B (3%-49 TG Creative & Copy SIEENT 7% G Creative J9 CTA HfEad Fa=

CPC (A (52+) Audience Segmentation Tf3® =g S Audience & Lookalike TTIETT
FFA

ROAS T3 (5-419 Conversion Funnel Sif3Fed TG F90Z  Landing Page WHGIAG FF7

e Cil

Frequency 3= (8+) Audience Fatigue g™ Ad Creative Bl FF

NIACRENE! (6FfG: Facebook Ads Reporting & Analytics

Custom Reports 5 $F4 932 Audience & Placement S[aJ1! (FFOIOH (5F 5|
Google Analytics-2 Facebook Traffic Track $« |

1-Day vs. 7-Day Attribution Model (6& 4|

Ad Performance S5t CTR, CPC, CPA I[TGN13S F54 |

Low-Performing Ads Pause =« 433 @ Ads (556 5|

AT S&: (HHIF ATTOH FROTIo: 8 B “FGS (Facebook
Ads Retargeting & Funnel Strategy)
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HHIF MIGH-17 TIEE TSNl (I AFSER J&y 9FT6 2 HoNIG: (Retargeting) | a6 @
(TR FIRFFIAEH AT BTG FA® AR &, ITET ST A SFITNZG, TG JT CTPHTET
RS (NCHT T FDIFNE FEE®|

A ST ST A6 FAEN—

Retargeting 1 932 aft & 8797

Facebook Pixel T5921d F(F Retargeting Audience ofJ 4T
Facebook Ads Funnel ofs $@ FTGN1E Journey Optimized F47

SO.S (HHFF FROTsABs FF a3k aff (39 ggef?
o AT 2ET (7R RSSRER A BTG T, AT AGR ITNF S TN RLIFNT FER|

o fABTsAE: (e SFRTef?
v/ Conversion Rate IIG1F — Retargeted Audience NIHTE® 90% @ FaSTh FE
v/ Customer Journey S35 FF — AT 250 TN fSRAG2 5 1, fFoNso: o1 7@ fas &
@3
V/ Cost Per Acquisition (CPA) F1X — fAGTIG: SITGS METFI® TG IGETA QAT €o% F3 AF®
3G

v 4.3 Facebook Pixel 59219 F(d Retargeting Audience (&fd
4T

 Facebook Pixel 3FG (F1G IT AP STITR® 2966 FAET Facebook 2OHEWT NNBSfb FF
FH00 NEH|

Pixel (SToaIsT $1F &7:

_1JFacebook Ads Manager » Events Manager = Connect a New Data Source » Facebook Pixel
2T SWITRG Pixel Code I (Manual T Google Tag Manager fu@)|
Pixel Helper Extension T3 F(E (ool SHel AR [l (5F 2P|

Custom Retargeting Audience tofs FF:
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V/ TE1 SIITRG fSfH F@E® (Last 30/60/90 Days)
V TR NS 73 3ER @ @i

v/ T1ET Checkout Page-a 1@ Purchase F@&fe

v/ T191 Facebook/Instagram Page-4 Engaged 23

< Audience (ofF $9@ T9: Ads Manager =+ Audiences » Create Audience » Custom Audience

v 4.9 Facebook Ads Funnel — FFGNE Journey S GN12S $H1

& 93f5 S NA Facebook Ads Funnel (SfFf FIE = fFea1=« a8 F1HFT 3T

+ Facebook Ads Funnel-29 §7°:

TFILAA CBGT Audience Type
TOFU (Top of Funnel) Broad Audience (Cold Traffic)
MOFU {Middle of Website Visitors, Video Viewers
Funnel)
BOFU (Bottom of Cart Abandoners, Engaged

]
Funnel) Users

IS HL60

Brand Awareness, Educational Content

Product Showcase, Testimonials, Lead Magnet

Discount Offers, Retargeting Ads, Urgency
Tactics
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5. TOFU — Awareness Stage (Cold Audience Targeting)

v/ Lookalike Audience 433 Broad Interest Targeting 34 |
v/ Educational Content & Brand Awareness Campaign G |
V Video Ads T931F $54, F1 A3 Engagement I1G1T |

<~ Example: "S5 {3 Digital Marketing (@ 51a? SIsIWa (F15 (w31

2. MOFU - Consideration Stage (Warm Audience Targeting)

v/ 191 9512 Engagement (WA 1M Target 54 |
v/ Lead Magnet (Free PDF, Webinar, Free Trial) SI%15 $5 |
v/ Social Proof (WT1F &y Testimonial Ads F732E 564 |

<~ Example: "SINWE (FICIF 2ad] ST Fe022 (Ty"

9, BOFU - Conversion Stage (Hot Audience Retargeting)

v/ T1E1 Website Visit 3@ f$& F@fd, S1Wa & Retargeting Ads S |
v/ Limited Time Offer, Scarcity & Urgency 53219 $54 |
v/ Messenger Ads 93% Dynamic Product Ads (DPA) 51l WWWI

<r Example: "1a 8 FGIF A& ¢0% NG, AWIF CTH T I

Yb.8 Facebook Dynamic Retargeting Ads S1JR1F F4]1

& Dynamic Product Ads (DPA) 359 Ads, (F3T (%33 T FISNR RCTEGH o0 oI
(TTOTT (T |

Dynamic Ads (GO $19 HTT:
Facebook Business Manager » Commerce Manager = Create Catalog
Product Feed TG ¥« (Shopify, WooCommerce [T API Integration)
Dynamic Ad Campaign 51 $5e
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+ Dynamic Ads @W@ﬁﬁ[\‘-’f?

V 3COEEH BYE O (W7 (ATOTT (WA 37|

V/ Retargeting-a3 &7 Conversion (G I1X |

vV Product Feed Update T3 99 (ATSTE AGIEIGS (7213 |

% b.¢ Retargeting Ads Performance E71& F47 (KPIs &
Optimization)

& Retargeting Ads-33 Performance G330 [A6a (EFTISE Naba FFa:

cafgast BILfG ®I]
CTR (Click Through Rate) 0o+

CPC (Cost Per Click) $y-49 fHte
ROAS (Return on Ad Spend) 8+
Frequency o9 A

+ Optimization o5 :
v/ Ad Frequency (3f¥ 3( @4 Creative J1IR[F 554 |
V T FEF T Ad (AR 5 [Fe 1, ene Sy gl a1 e
v/ a-Day Click vs. 1-Day Click Attribution (63 34|

oo

>Y.b Facebook Retargeting Ads-19 § T3 (5F[T°0

Facebook Pixel 356 93} (556 4|

Custom Audience (& FF4 (Website Visitors, Cart Abandoners, Engaged
Users)|

Facebook Ads Funnel SI1 A TOFU, MOFU, BOFU BTG H(e 38 |
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Dynamic Product Ads (DPA) 51 S|
Ad Performance SIe[I1 A CTR, CPC, ROAS IIAfG3% 3864 |

IIHT 3 9: (NP MGH T -3 3 oG (@ (Facebook
Ads for E-commerce & Lead Generation)

HHIF TMIGH 2-FABT 3 TG (SAEEI TofF Aoid FIHFT AFT6 M| SF 61
(F(a2 TG TGRS DAFTTT (S 27|

A% I AT FHr@—

2 FACIF &l Facebook Ads (TBaI™ F4T
fels (STANE AT el5 Facebook Ads (FTHe
Conversion Rate G o=

39,3 2-FATCIT e (HHFF AT[OH (Facebook Ads for E-commerce)

o 2FA THECIT Tels FroN SOF I (FPIT =T FAEA?

¢ Step-By-Step Guide

v/ Facebook Shop & Catalog (ofd e
v/ Dynamic Product Ads (DPA) GTeTe
v/ Retargeting Audience (SHalT FFe
v/ Offer & Discount T5I21F Sl

\. Facebook Shop & Catalog (f5 F47

Commerce Manager » Create Catalog
Shopify 9T WooCommerce (& Product Feed 2fGEG F5F
Facebook & Instagram Shop (Gl
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& Catalog TTTREF & (HTIF INFTSNT Dynamic Ads BII® M|

R. 3-FACIT Sl F1¥FF Facebook Ad Formats
o 2TA [TSEATIT S AT G SIMGIE (@ ST

Ad Format ATEETE (5F g

Carousel Ads Multiple Products (HETINTE G=T
Dynamic Product Ads (DPA) Retargeting & Personalized Ads
Collection Ads Maobile View-08 349 Product Showcase
Video Ads Product Demo & Branding

<~ Example: "STF 53 0T =TT G2 e
\@. Dynamic Product Ads (DPA) 51 F=T

v/ TET Website Visit FE®, ©10F IRFIONET OTWF TREF 5 (W] 2F
v/ "Add to Cart but No Purchase" & FFGNEGA fFNRGIT O 23

& DPA (STGaIT™T &T:
_1JCommerce Manager » Create Dynamic Ad Campaign
Product Catalog foi%
Retargeting Audience (6 ¥4 (Cart Abandoners, Viewers)
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<~ Example: "STAF (FAT TG 92 “o@F AR AGT FF"

59.} TS (GANETER T3 (BHF IIGH (Facebook Ads for Lead
Generation)

o I AT FOEAST T3 G 252 FH1 27, O Facebook Lead Ads 36

Vﬁ RECERCE
+ Lead Generation-a3 S} FAFT BTG

V/ Lead Form Ads 5921 554
v/ Messenger Ads 4@ Direct Chat 3™ fue
\/ Landing Page Optimization ¥«

\. Facebook Lead Form Ads ({9 Fa7

_1JAds Manager » Create » Lead Generation

2)Instant Form 33T 4 (Facebook 4T R B A TE)

W Name, Email, Phone Number J& 3P

(4)Offer 91 Free Resource e (eBook, Free Consultation, Discount Code)

<~ Example: "% fOISGT M2 STRT (0@ R AT FFa!"

2. Messenger Ads GIFIE]
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v/ Direct Chat CTA 59219 $4 ("Send Message" J164)
v/ Messenger Bot 2fG(SG 4 (ManyChat, Chatfuel)
v/ Quick Replies & FAQ (15 FF

<~ Example: "SI TTST T S AT FF FFal"

. Landing Page Optimization & TG FASH JRGTET

v/ Fast Loading Page /9313 4
v/ Strong CTA "l (Get a Free Quote, Claim Your Offer)
v/ Lead Capture Form (%15 F13 (2-3 Fields)

<~ Example: "8 wo (V&S (FCEIH FFa!"

%9. 3-FATH 3 {1 (SATE@IE 5oy Facebook Ads Performance
Optimization

o FISI@ Facebook Ads-AF Performance BN 8 IATHARS FAE?

Eﬂﬁgﬂfﬁ mﬁﬂﬂ_ (E-commerce) Wﬁﬂﬂ (Lead Generation)
CTR (Click Through Rate) o+ &%+

CPC (Cost Per Click) $y-44 [MTE $0.¢0-49 [HtE

CPA (Cost Per Acquisition) < §%0 < 5

ROAS (Return on Ad Spend) B+ MSA

+ Optimization fo5r:
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v/ Audience Split Test $ (Broad vs. Lookalike)
\/ High-Performing Ads Scale ¥«

\/ Lead Nurturing Strategy {1 ¥4 (Email & Retargeting)

%9.8 FGT8 (5F(75: Facebook Ads for E-commerce & Lead
Generation

Facebook Shop & Product Catalog (STGall™l $ |
Dynamic Product Ads BIffli¥ Retargeting F |

Lead Form Ads & Messenger Ads 7921 $554 |
Landing Page S1fGa13% Fa64 |

Ad Performance SI9&13t CTR, CPC, ROAS H1[& 354 |

IHT¥ Sb: Facebook Ads Scaling Strategies & Budget
Optimization

ATNF Facebook Ads % (T, TTI 6! HTT AN Scaling & Budget Optimization|
9% ST ] FrET—

Facebook Ads Scaling FF 433 (F JZS?
Horizontal vs. Vertical Scaling (Ve

Budget Optimization & ROAS Jf& $a19 S
Automated Rules & Manual Bidding (Gl
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V.S Facebook Ads Scaling 31 932 (34 QES LK

& Scaling M ZE AFAT IRG FCHREL THT (FTIE AF3 TG A"
FFF T, I (@M NI G166 FE S (@R KO 831 77|

v/ S9F Scaling FIE It 2J?

Revenue & Profit 3@ T

Ads-99 Lifetime Value (LTV) IS
Campaign-a3 Performance AIEF7at 23

X @ Scaling FA I 2772

© Ad Fatigue ¥ — I8 aF32 Audience IFIF (T FB T IF
Q) CPC & CPM (IS IF — fI&1 BT 296 NS

Q) Conversion F (I =M — FIFT A& Audience (AR

v%.X Horizontal vs. Vertical Scaling (31X

& Scaling FH1F 76 I T&ho A=

Scaling Type (eTeT 414314 (%q
Vertical Scaling Budget 9IGITAT High ROAS Campaigns
Horizontal Scaling Audience & Placements qNGITAT Mew Market Expansion

. Vertical Scaling (Budget Increase Strategy)

& Vertical Scaling 3T 938 Winning Ad Set-98 Budget ITGTET|
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FeNT FAE@T?

v/ Daily Budget 20-90% TG (AFNS (IR ST Ad Performance AT X
M)

\/ Lookalike Audience 3 Broad Targeting FI9X[F FP

v/ High-Performing Ads-(& Duplicate 3 Test 5

<~ Example: "aFfb S0 (6 $50 Budget-2 SIET 56, (OIE HTCT H10T $100+
JPpA"

. Horizontal Scaling (Expanding Audience & Market)

f Horizontal Scaling N1« 7@« Audience, Placements 3 Geographical
Location-a G151 SIeTeT |

=
PO PH(da?

v/ New Lookalike Audiences ofs FF (1%, 3%, 5%)

\/ Interest-Based Audiences Test ¥pd

\/ Multiple Ad Formats & Placements &2 4 (Stories, Messenger, Reels)
\/ International Expansion ¥4 (ﬂﬁ SRR

<~ Example: "SITF USA-99 Ads O FE&? OIRE Canada, UK,
Australia-(® Expand 41"

v&.\© Budget Optimization & ROAS Ji& $1F ST

& ROAS (Return on Ad Spend) X ST IS FEF QTN NI ST |

ROAS FTSIHTR Tty 3% F1X&a fBo:
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v/ Campaign Budget Optimization (CBO) 5331 $
\/ Low-Performing Ads Paused ¥«
vV Retargeting Ads BT Lost Visitors @ S

v/ Offer & Discount T1937F $55 (Limited Time Deals)

<~ Example: "% A O 37 375 FOTFTEH IH1F FF, T© NG SfA0T
m!"

v%.8 Automated Rules & Manual Bidding (5[5

s Manual Optimization SIS, ©12 Automated Rules T3S $H] S|

Automated Rules (ofs FA1 (Facebook Ads Manager)

(JCTR IfW v% 9 {6 A » & Ad Pause F& e
[2)CPA If% $10-97 (I W » T Budget FHA
ROAS I ¢-99 (3 27 » ©4d Budget 0% IS

SP.¢ HTOR (6Ff*>G: Facebook Ads Scaling & Budget Optimization

Vertical & Horizontal Scaling (11 S5 $56

High ROAS Campaign-99 Budget 151

Lookalike & Interest-Based Audiences Test ¥

Campaign Budget Optimization (CBO) TI2/d 4

Automated Rules (NG ¥« Budget & Performance Tracking-45 3§
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7Y Sa: Advanced Facebook Ads Automation & Al
Optimization

(HIEF AR (Al) 972 AGIETT HESE] [FS157e ToIE IS NS AT
(M| O ST AT FrAET—

Facebook Ads-15 Al & Machine Learning fFS1d $15 F@&E?
Automated Rules & Al-based Budget Optimization
Advantage+ Shopping & Dynamic Creative Optimization (DCO)
Chatbot & Automated Messenger Marketing

v2.5 Facebook Ads-95 Al & Machine Learning f$o1E 315
PE?

& Facebook-35 Al (Machine Learning) S @d TEHIM OF© F(® GG
AT F@ 9T FTEARSS [FTRI (AT |

Facebook-19 Al (J9[F F15 F(F:

v/ User Behavior Analysis » Al 3GSTES A9, W6 RO 8 7% B9 @& |
\/ Ad Placement Optimization » WW(FB Feed, Instagram, Stories,
Reels) STET TMEH FAE ©f [T FEF|

v/ Budget & Bid Optimization » @S ROI "NSIF Siels IGH 3 A0
TR(FIOE THIT FEF |

<~ Example: "SI91F Ad W (@ Engagement T1F, O3 Facebook Al aGT&
AR (TP AT FIR (A"
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2.3 Automated Rules & Al-based Budget Optimization
& (HNIFF Automated Rules TTIXF FE [TRITT @SB F28 FHT T |

Automated Rules (N6 ¥ %@Best Practices:

I CTR (Click Through Rate) If% $%-3F {6 T » Ad Pause I
(2JCPA (Cost Per Acquisition) Ifw $50-95 (A 27 » Budget S v
(3JROAS (Return on Ad Spend) 3w ¢-39 (37 2 » Budget 0% IS
(4)Ad Frequency I o+ 3@ IF » New Audience Add FF

2.9 Advantage+ Shopping & Dynamic Creative Optimization
(DCO)

s Advantage+ Shopping Campaign (S5/F 915 Automated Shopping Ads)
Vv Al I3:fFTe1E Budget Allocate F& |

V/ aFI&F Ad Creative & Copy Test FE@ CTAT TTHAN FAGL IR FE|

V g 8 afHFH FEEATE@E Sely STl fSareTel (WA |

<~ Example: "a3f6 ITC FIERE Soft for =T 8 ¢t (BHE T59719 9@,
Facebook Al IR fFTe1@ TIEE SIET FFEH IRR FIEQ!"

%2.8 Chatbot & Automated Messenger Marketing
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o Messenger & WhatsApp Automation @ oG (SAIE@ el A3 FFHATT TOT H2S
EESIRURY

Messenger Bot (Toal1™ FHTF H17:

v/ ManyChat T Chatfuel EN6HY I FF|

v/ Welcome Message & FAQ (T6 F&d (o165, AT, STfew)
v/ Auto-Reply & Lead Capture T¥ (ofF I |

vV Messenger Ads F/3R19 & Bot-4 F1f%d @ S5y

<~ Example: "3 T (T Messenger-4 'Start' ﬁf*ﬁ!"

45.¢ U@ (53{°5: Advanced Facebook Ads Automation & Al
Optimization

Al & Machine Learning f$®T& Facebook Ads-A PG P O JHA|
Automated Rules (NG ¥4 Budget & Performance Tracking-ag 3e(s |
Advantage+ Shopping & DCO 93219 F(F Ad Optimization $ |
Messenger Bot 8 Automated Chat Marketing b1 $P4 |
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IIN11F 0: Facebook Ads Retargeting & Customer Journey
Mapping

&HF FRBIEIG: 2T a5 AFT6 (BT, (T SAH e S STITNRG [SfHGH,
BTG AT FAT 2G0F T 55 (NS T 7] FHT FFCANIGH JATT G166
FA© TEF | 98 AL AT FHr2T—

Facebook Retargeting T 932 (a0 SFg7(?

Custom Audience & Retargeting Strategies
Customer Journey Mapping 8 $ASN ITSIAE ST
Retargeting Ads-9F il FIXFF FADGDH 3 (T

0.5 Facebook Retargeting HRENGT 8?1@’1‘1‘!

o o

BIRIRCEEQEIRIE

& Retargeting Ads-97 3 18 (T AGF ILNECES
F47 972 FAONE FIET F47T

(P Retargeting JIS?

V' 98% fefaba a2 917 fofat F@2 e ar
v/ Retargeting-a S1&5& CPC (Cost Per Click) 1T I |
V/ I (FTEF @l ¥ ROI (Return on Investment) (JT sN8J I |

<~ Example: "IF SWINRG fOfSt & 7 3% (FEfer? ennd el fEIa185 57
freaTsTey (waTen"
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0.} Custom Audience & Retargeting Strategies

& Facebook Ads-9F T A« fafSs Custom Audience 551 (6fF 9@ *MEH |

5. Custom Audience (GfF F1F &4 TTbT CTT:

Custom Audience Type EIEEIC N )

Website Visitors T4 A20 %ﬁf\lﬂi FEACE, ﬁT@" =

Add to Cart Audience TEFIE N (19 FALG, (T8 (GFO6 A
Engaged Users T SR (P10 felBs- (0 wns TEm

Email Subscribers AT 22 00 A1 2eeTatd [Foemsit =1

<r Example: "ITAF STITRG CF @o e SfSt Fa7205EWa 55 Ad Breat”

2. Retargeting Strategies & Ad Funnel Setup

o Retargeting Ads-a5 ST Customer Journey Funnel (&f5 $47 23|

Audience Type Ad Message Call to Action (CTA)
Website Visitors (Cold Audience) "ETHICRS CHET A (=" "Shop MNow"

Add to Cartﬁ@ L?Fﬁlﬁfw.arm "SI PO AE HIZGA0 T8 "Complete Your
Audience) oL =[] Purchase"

Returning Customers (Hot Audience) "EIHHTE G $0% GHFrG-6!" "Claim Your Discount”

<~ Example: "I7E] 5T 9 foil Add to Cart FE®, [F& FEM — w1 o3&y 07 S%=
m"

0.9 Customer Journey Mapping 8 FTSTH W@W
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& Customer Journey Mapping I 453 FHNH FIOTF AT TNSF SN
RDIFINE FA® ©f [T FA7

Customer Journey-35 oft &77:

_JAwareness Stage (Cold Audience) » Brand Introduction & Engagement Ads
Consideration Stage (Warm Audience) » Retargeting Ads & Social Proof
Decision Stage (Hot Audience) » Discount Offers & Urgency Tactics

< Example: "I (FT FAFINEF (@] TS T T, BT ONF [GHFIGD a] G
RAHACN0S 663 (wATe"

30.8 Retargeting Ads-33 S5 F1AFF FADGD 3 (T

& Retargeting Ads-93 el 0% FABG 993 CTA TIAF FACE FASBH (JG T |

FAFF Retargeting Ad Formats:

v/ Dynamic Product Ads (DPA) » F1 2TFT SRS G-I FIET|

v/ Carousel Ads » A1 ST JT Ty (AT |

v/ Video Ads » T ARG 1 (BROENTTITE GG F47

V/ Discount Ads » FFCNRE AR APNS FAH Ty ATFHNS ST (W37

<~ Example: "ST3 38 TBIH T41) 0% RIS — IAG2 AGF FFal"

R0.¢ HOIE (6Ff*>G: Facebook Ads Retargeting & Customer
Journey Mapping

Custom Audience (ofs $« Website Visitors, Add to Cart Users &
Engaged Users-a9 &idT]|
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Customer Journey Mapping 151! fIGaTsea SHTHI™ ST+ |
Dynamic Product Ads (DPA) 8 Discount Offers J19R19 ¥4 |
Retargeting Ads-a3 &5 A& CTA 3 TG (O I |
Ad Frequency 68 Fa84, Ie Audience F1 F 1 TG |

AJHT :D: Facebook Ads for Local Businesses & Brick-and-Mortar
Stores

Facebook Ads B SR ST I1ay o, (FTIF1 o a7 & conaa
TT3 ANHTITSIR TS FE! 92 FTF ST 72—

Local Business-a9 95 Facebook Ads-95 8%
Geo-Targeting & Local Awareness Ads (P11

Store Traffic Ads & Offer Ads F53ZE F& I IGTET
Facebook Check-in & Review Collection-aF ST 7S fAfss

5.5 Local Business-19 59§ Facebook Ads (¥ éB?lﬁ"’[ff?

o (@F fISETF 55 Facebook Ads fRTEeI@ T, F1F0—

vV Low-Cost Marketing » fa%1/f6fe fRGR1oMeTa QT F3 =06 AE1 7
RIRN

v/ Hyper-Local Targeting » [dg *2g, 91 A1 fAfUg ¢-So fFHF ey
Audience B156 FaT T

\/ Direct Customer Interaction » Facebook Messenger 1 WhatsApp-a3
METET FEGANIS S TSI (TSI FHT I |

v/ Walk-in Traffic IIGTET I = &5 COIE (711 eite A Campaign
BT I |
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<~ Example: "SIFAE Ff% -9 ¢ [FHT AET ATFT (CTFIAG 20% [ETPICH AH1H

0.2 Geo-Targeting & Local Awareness Ads (15T

o Geo-Targeting ((®I6NAF BII3) A AF6 @M, (FANT S aFT 7 =EF
ROHEE BIsb FAT 2|

Local Awareness Ads (STBal™T $1F ST

v/ Location-Based Targeting (56 F554 (INF: "GIS] (A So {HRT afF71a &)
\/ Call-to-Action (CTA) F79R1F =24 = "Call Now," "Get Directions," "Visit Us"
v/ Location Extensions Enable F&e » @ M COHIET (I (W I
v/ Store Hours & Contact Info fiel » FT0® FTENE TRG2 AT (@ M

< Example: "SI (FREC6 Happy Hour 571(=? ¢ f3E N1 1371 (B3
RCHEMA I (wat”

). Store Traffic Ads & Offer Ads F7921F F& I IITTE
& Store Traffic Ads 2T A% [FGRT I7 fHfEFTT COIE T[T Ale(te TR FEH |

Store Traffic Ads (o™ ST TG

v Limited-Time Offers e + "S53 SIS, S 0% RIG!"
v/ "Get Directions" CTA T/ FF -+ J© (FNFO H2I2 ATATT COIF A0 N
v/ Location-Based Audience Target 35 » BYATT COIES FRIFI®R ITAFFIE]

RSSEGT (T

& Offer Ads X fICTE =T 7 F (M3 IR
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<~ Example: "SI SN (AT S f9F &5 Buy 1 Get 1 Free SI%1H 517 $b4 473

3%.8 Facebook Check-in & Review Collection-13 & S [Afoe

& Facebook Check-in & Review 915 fI&@(T Social Proof G |

Facebook Check-in Promo (F1*;

v/ CBIE Check-in FaE ¢% =G fud
\/ Customer-(Mg Encouragement ¥« Review E®©
v/ Best Reviews-SET Boost $d & Share $F

<~ Example: "STqF FIH® Check-in FICT B 3% SH1g FFa1"

3S.¢ HUTS (63(5: Facebook Ads for Local Businesses

Geo-Targeting TFIF & (NFTT Audience BTG FF |

Local Awareness Ads-aF SR TS T61F FF |

Store Traffic Ads i@ Hf&FNT GoE Walk-in IS |

Facebook Check-in & Review Collection-A5 JT& Social Proof (ofF
PPA|

STy : Facebook Ads Analytics & Performance Tracking
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93(6 5% Facebook Ads FTEREH Sy TIEE S 3T JCT TI6T fRezer Fa7
AT BN T1F FAT| AR SATT AT Fraidi—

Facebook Ads Manager 8 49 8@1‘1‘@@3“{

CTR, CPC, CPM, ROAS 2e7I{nd fRerFer 8 Srofbmae e
A/B Testing-ad TR FICRA 29 F© B

Facebook Pixel 8 Conversion Tracking (ool 1
Facebook Attribution Model (73T 8 IIRT FAT

R.S Facebook Ads Manager 3 49 é3.<l°§?“31ff(aﬂr§¢>1

& Facebook Ads Manager X (2 S56H, (T A1 AT
ARTISET AFTHINH [[FCIFT FA0© TEA|

Facebook Ads-17 S&g7 (NHP:

uf gt a9 WA F1? (e GFgIel?

CTR (Click-Through Rate) < #ralesf W+F &G (WY [ Fa8 W06 FEFEIEe! JA0S =T
Eoc|

CPC (Cost Per Click) 2 fFreg was T MGG TG ARG Fars HE=ET
Eoc|

CPM (Cost Per 1000 Y000 FIF (WATTAIE G T UF5 205 faaren=g 36 fAreET sar T

Impressions)

ROAS (Return on Ad fTearon was a1 afe & Brew o AoGHST SIE (FeErE

Spend) Ao =g Gy Sl

Conversion Rate FoGH T Frdea S fAe FIAEAE PSS! AT

(CTH, (FATI0N A= S E

<~ Example: "S5 CTR If0 $%-97 FH 3T, O G FAGG A0 FFa"
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:*.X CTR, CPC, CPM, ROAS IR (@19

& CTR FOEF STF:

v/ Eye-Catching Ad Creative 53219 4
v/ Clear CTA (Call to Action) forer

v/ Audience Segmentation Fe

& CPC T S1:

v/ Relevance Score IIT (J® BT NFS AHBF 2F)
v/ High-Intent Audience 5166 F&F

v/ Multiple Ad Variations SIETd 3 AT AAGARS FF

& ROAS FROIEF S

v/ High-Converting Landing Page 59219 4
Vv Retargeting Audience 7931 F5

v/ Lookalike Audience (& FFd

<~ Example: "SI9F ROAS IW 3-2F [ 3T, SIRE FICRT I GA1RS FFoa!"

2.9 A/B Testing-95 NI&TH FICHRA 24 F© FT

& A/B Testing 2T A6 (FIE, (TN 252 (TR 2 IT ©ONEP SFFT GIfe
(W] 2T (FA(6 SIE TT%H I

A/B Testing-a3 J&d SM:

v/ Ad Creative (%13, f6f&3, F1E 3¢ F@& (656 F04)
v/ Ad Copy (6T CTA 1 XGTRT I FF9)

V/ Target Audience ([RfS= (FT@EX T ISR B (556 b))
v/ Ad Placement (Facebook Feed vs. Instagram Stories)
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<~ Example: "3Ffb Ad-(® 'Buy Now' CTA /I3 FFd, AMEF 000 'Get 10% Off' —
(WY (@6 (@ FRFA"

X}.8 Facebook Pixel 8 Conversion Tracking (TG F1

& Facebook Pixel 2T 436 (F1G, TN AFAF SITITREG 2360 FAE FASHT FNF
31T |

Facebook Pixel (TGl 1T 4T

Facebook Ads Manager (A& Pixel (ofd $F |

(2) SWITRGA Header-a Pixel (FTG 2456 $b4 |

Pixel Helper Chrome Extension T59219 3 (SII%12 FF |

(4 Custom Events (oo™ 55 (Purchase, Add to Cart, Lead Generation

2e0Im) |

<~ Example: "I{% Sy FAT® B (F SATATF Ad (T =l {2, ORI Facebook
Pixel TIF FF"

R.¢ Facebook Attribution Model (J1AT 8 79’19 4]

& Facebook Attribution Model J3T® =R, A Telte MR (FI {317
FASHA FlONF AT AR

Attribution Model-13 531
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V/ Last Click Attribution » (¥ (T fSG1™4 3% FE® (1R FASHEL F1o9
A
v First Click Attribution » ¥ (Y IG5 ¢ FE® 612 FASI@ Tlri%?
A
v/ Linear Attribution - 6L FAOI ST Afefb NG THFSET ?}?R‘-)_i? [

<~ Example: "S=1F I Multiple Ads 57, ©12(T Attribution Model (W 3
(PTG (@ FHFA"

3.4 HO (53(<0: Facebook Ads Analytics & Performance
Tracking

CTR, CPC, CPM, ROAS & $55e A3} IR F564|

A/B Testing TT921F I& AR FAFITOT IO |

Facebook Pixel (THAT FF T2 FASNT E5F FF |

Facebook Attribution Model TIRT I FASHA AR FF|

IINI1Y R9: Scaling Facebook Ads: Budget Optimization & Growth
Strategy

23fG ST Facebook Ads FICEREE NAGEE TG B8 2T NOFSNE IS0
STIHANRS FAT 92 I AEHE (T FAT| 92 AN AT PFrE@T—

Facebook Ads Scaling $1 433 (F AZTS?
Horizontal vs. Vertical Scaling
Budget Optimization Strategies
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Lookalike & Retargeting Audiences IR FE (Fiel: F47
Automation Rules 21T FE Ads TGRS FAT

9.5 Facebook Ads Scaling I AT (FF ATST?
& Scaling S 2T ¥ Ads-STNE TG AEHE SIEE A3 (I (@O A1
(@ Scaling 3F97(?

v/ Ads-29 ROI (Return on Investment) IS I |
V 9F2 TG FACTHE TS (@ (ANFT F12 (TR I8 2|
v/ Manual Optimization-a3 (6 NI FF #NET A% HeT%el SIET] 27|

<~ Example: "71F 936 Ad I SIET F19 F(E, ©RE (TOI@ TG AEHE SR
o AT

9.3 Horizontal vs. Vertical Scaling
& Facebook Ads Scaling-19 F51 4G T&fe:

5. Horizontal Scaling (@« Audience 3 (E5% (J1ST F1)

vV 994 Interest-Based Audiences (J15T Fp4|
v/ Lookalike Audience 5921 FF |
V @4 Ad Placements (Instagram, Messenger) IR FP |
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2. Vertical Scaling (3156 IIGTET 8 JHNES $41)

v/ Ad Budget X0-90% FE IO (AFINE (I IGTE 1) |
v/ High-Performing Ads-A5 TS0 HTCT HT0T (F S|
vV 3R Ad Set-a7 & T Creatives (IS FF4 |

< Example: "Nf% ST Ad ST ST FE, ST Z0 @G 20% TG (Faye"

9,9 Budget Optimization Strategies

& POFSIEF E6 TIHARS A1 FIAE GHeR FA® (T AT (JE ({© T

Facebook Budget Optimization-a3 Xfb 3 (F 1

v/ CBO (Campaign Budget Optimization)
> Facebook fat312 Best-Performing Ad Sets-4 &6 6 FE |
> (G TFINF o5 TG FHFA|

v/ Manual Budget Optimization
- o1& forts fAfod Ad Sets-98 @6 F&1E FT T |
> (FfeR-07 &4y (@ FHFF |

<~ Example: "CBO /929 FHET Facebook FRfFISNET 50 f[Fog FG,
f$& Manual Optimization S AT AFS FERTT EA!"
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2.8 Lookalike & Retargeting Audiences T2 $(F (FfolR FAT

o Lookalike 3 Retargeting Audience 59219 F(J Low-Cost 9%
High-Conversion Scaling 1 J1J|

Lookalike Audience Scaling (F17<:

v/ 1% Lookalike Audience TIRIT I (NIGE IR ) |
vV 3-@% Lookalike T5ITE FE AQ N6 Y |
v/ Lookalike Audience-a3 ST Interest-Based Layer (J15T $55 |

Retargeting Audience Scaling (F1:

\/ Last 7 Days Website Visitors =+ High Intent Audience
\/ Last 30 Days Engaged Users » Mid Funnel Audience
v/ Add to Cart But Not Purchased = Warm Audience

<~ Example: "Lookalike Audience FIIXE F(F T FTHNF LI, A
Retargeting M@ T FFCAF 41T Traan”

29.¢ Automation Rules TIZF FF Ads ITTGARS F]

o Automation Rules 59219 T Facebook Ads SAGARS F(© TN FH
(5T 9% Performance O T |

8@‘@( Facebook Automation Rules:

v/ Low-Performing Ads Pause F=1
-+ Jf4 CTR 0.2%-99 F 27, ©12T Ad Pause 35|
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V/ High-Performing Ads-15 Budget IIGTE]
+ 1 ROAS w0+ 2F, ©IR( GG 0% IO |

v/ Cost Per Result T« Fa7
» JfW CPA (Cost Per Acquisition) f%8 ST (A1 2@ T1F, ©1=T Ad Pause
PPA|

<~ Example: "Automation Rules T7321d $(&@ Low-Performing Ads % 34, I1F
High-Performing Ads-1 316 IIG!"

9.6 HOE (6 *"6: Facebook Ads Scaling & Budget Optimization

Horizontal Scaling-49 &iel§ Lookalike 3 Interest-Based Audience
IR PP |

Vertical Scaling-99 Sy I 0-90% AT T ST |

CBO & Manual Budget Optimization JGIR TR FF4 |

Retargeting Audience F13RIF F& F5 4T (T Conversion A4 |
Automation Rules T59219 FE Ad Performance IRIFTSTE TGRS
IPAI

IS4 :8: Advanced Facebook Ads Strategies — Funnels, Lead
Generation & High-Ticket Sales
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Facebook Ads BY NHTF S SN2 73, NS BT, 7S (ST
93 THIENTA (High-Ticket) 7o I Ta18 srotg FXFA| 93 AT
I PrET—

Facebook Sales Funnel 933 (3 SFRel?

Lead Generation Campaign PO (ofd F® 2T?
High-Ticket Sales-99 3y Facebook Ads (1*el

Webinar Funnel, Email Automation 3 Retargeting-a49 919149
Facebook Ads-a9 JTHIH Long-Term Business Growth

38.5 Facebook Sales Funnel 31 43 (3 8@1‘1‘?

& Facebook Sales Funnel S« 2 Step-by-Step Process, (I
9%8+ Cold Audience (T« 7F) T T FFCINE =S 27|

Facebook Sales Funnel-35 oft ST 4T5F;

_JTOFU (Top of Funnel - Awareness Stage)
+ @l Audience-(Wd FN® (FTRIEE ey |
» @ Ad Type: Video Views, Engagement Ads, Blog Post Promotion

2JMOFU (Middle of Funnel - Consideration Stage)
> I SN2, e 4@ a3 |
» @ Ad Type: Lead Generation, Website Traffic, Retargeting Ads

.3JBOFU (Bottom of Funnel - Conversion Stage)
-+ TA] (FAF 5% TF©, BT FAOI6 ST
» @ Ad Type: Sales Ads, Limited-Time Offer, Retargeting
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<~ Example: "5 Video Ad i@ Awareness IIGTH, 9859 Lead Collect
Fp4, A9 (T Retargeting @ fafe FFa1"

8.1 Lead Generation Campaign f$81d (off $9w@ 23?

& Lead Generation Ads (1 94 ST, JT FEHATT@S A1, 213 T
(1 AT 25T FE|

Lead Generation Ads (G 1T &T:

v/ Lead Magnet (% 3%19) tofs FFd
> (T3 % 393, s@RaE, Fo

v/ Facebook Lead Form (56 554
> (G 265F J2E3 o e *MF

v/ Follow-Up Email & SMS Automation 9319 $F
- foTG REART TTTIR FPOATIMI S (FTSNETST FFA

<~ Example: "SI (FIHFT &5 Free Webinar I%18 $4, Lead Form-a
SRS oS F"

8.9 High-Ticket Sales-95 3y Facebook Ads (F171e

s High-Ticket Products ((J5: (FT5, FATEGIH, TH6SIF, ey
HII@H) AT Fa0@ @™ TGS vaFF|
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High-Ticket Sales-17 Sel; SF9Jef TG

v/ High-Value Content 9219
> fofSs, @ 6ifY, s@RaE

v/ Trust & Credibility Build $5
= Social Proof, Testimonial Ads

v/ Retargeting Strategy 5921 $5
-+ T AR (AR, B 9 [ TS

<+ Example: "a35 SIS AMFGIFT ©1F $2000 @ IfF 319 5en
Case Study Video Ad F19R19 ¥ E®!"
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