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New Product Meta Ads
Success Blueprint

Research — Creative Signals — Campaign Signal — Conversion Signal — Meta Learning
— Performance Data — Optimization — Scaling — LTV
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PHASE 01 - THE MONEY ENGINE STARTS HERE

Business economics first

Know what one sale is worth before you spend on ads. A rule like "stop the ad if CPA is above 200" is
meaningless without your own numbers: decide on economics first, ad metrics second.

WORKED EXAMPLE (PER ORDER) b
Selling price / AOV 2,000
Product cost (COGS) 700
Packaging 100
Delivery 150
Payment / COD fee 50
Returns and other variable costs 200
Margin before ads = break-even CPA 800
FORMULAS ESXTHLY FORECAST - 300 ORDERS AT HEALTHY

Break-even CPA = price - all costs per order
Revenue %6,00,000

Ad budget -91,20,000

Break-even ROAS = price + break-even CPA

(here 2.5x)
Healthy CPA = 50% of margin (1400, ROAS Product & delivery -53,60,000
5x) Net contribution +%1,20,000

Aggressive scale CPA = 75% of margin
(600, ROAS 3.33x)

Run your own numbers in the free calculator: https://abrar.academy/it-care-services/#meta-ads-
blueprint



EXECUTION ROADMAP

The 22 phases

From economics to lifetime value, in the order that protects your budget.

01

o
N

05

06

(o]
~

Business Economics Econovics

AT PIATHT TSt 15 BpA

Work out unit economics and break-even limits
before launching a single ad. Decide on
economics first, ad metrics second.

Product & Market Validation vaLipatron
G R RGN GICRE]

Check the pain the product solves and what
makes it different, and study competitor
reviews, complaints and hooks.

Customer Research / Avatar Intelligence
VALIDATION

PIBIG 6 8 BIIOIF G IeTSa

Go past basic demographics: map the

psychographic, behavioural and buying-

psychology layers of your buyer.

Positioning & Offer Engineering econovics
SfoIfae 3 ereia 3fgfaifae

Good ads cannot save a weak offer. Build a
core offer worth buying and a value ladder that
can grow.

Funnel Architecture & OA canpaIGN

B (ol 8 @Afafs efes

Sending traffic to a broken funnel is burning
money. Keep the message the same from the
ad hook to the landing page.

Tracking & Conversion Signals Trackine
BB 8 PAGIHA BrsiTiet

Give Meta clean data: Meta Pixel plus
Conversions API (CAPI), with value and
currency on every event.

Creative Signal Matrix creatIve

fewfoe Hrstarter anfier

Turn customer research into creative signals:
persona, problem, desire, mechanism, benefit,
proof, objection, CTA.

Creative Concepts Development creaTIve
vf6 fafaegpe faribe SAo16 tofd

Changing the background colour is not a new
ad. Build 5 to 8 genuinely different creative
angles.

Placement-Ready Creative Production
CREATIVE

(@G- R[S TG (EIeBxA

Vertical 9:16 Reels with sound and safe zones,
static comparison graphics and structured
UGC-style videos.

Simplified Campaign Architecture
CAMPAIGN

IFEDI3G BT AIHHDOI

Consolidate budget so Meta leaves the learning
phase quickly. Avoid the 10 campaigns x 20 ad
sets trap.

Audience Strategy & Andromeda
Perspective canpaicn

OIfGrEar ZIGe 3 witgifast 3@~

Meta Andromeda picks relevant ads from a
huge pool using the signals in your creative. Let
the creative do the targeting.

Pre-Launch OA Checklist cawpazcn

fa-s1 @B GHfT8

An 18-point check before any campaign goes
live, to stop budget leaks and pixel mismatches.

Test Without Panic oprasnosTIC

ATIND TG (B BhA

Do not pause ads three hours after launch.
Work through the six-step diagnostic ladder
instead.

Root-Cause Problem Diagnosis piacnosTic
ST SIATT Of fAYo @ T

Find the exact bottleneck: CPM, CTR, click to
landing page, landing page to checkout, or
checkout to sale.
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Identify Full-Stack Winners scaLing
gP0 TS o0 S

Look beyond the best ad: find the winning
persona, problem, angle, hook, format, offer
and landing page.

Iterate from Winners creative

G2 (AT AQA 261 (ofd

Do not start from zero each time. Spin a winner
into 5 new hooks, 3 visual openings, 2 creators
and 2 CTAs.

Strategic Scaling scaLine

BIADEIDBG Gl (FISYRD

Scale in three directions: more budget, more
creative, and new audiences or markets.

Retargeting & Backend Profit Engine
RETENTION

fabsffbe @ AMBAT afwsd Hregy

Front-end ROAS is not the whole business.
Retarget by stage and capture backend profit
through your CRM.
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Weekly Meta Ads Operating System
CAMPAIGN

Tigifed 0T e wAiEee ey

A fixed weekly rhythm: Monday data, Tuesday
creative, Wednesday research, Thursday
production, Friday testing, weekend review.

Systemic Scaling & Budget Allocation
SCALING

PIEEtd @@ 8 IS’ 6N
Keep 70% of budget on winners, 20% on
iterations and 10% on bold new concepts.

Omnichannel Conversion Continuation
RETENTION

o o

OB BAGIHA BIoI NS

Connect Meta ads to WhatsApp automation,
SMS reminders and a tele-sales team that
closes.

Repeat Purchase & Lifetime Value (LTV)
RETENTION

9B S 8 ARDOIRY il (LTV) :f@F

The real moat: turn a one-time buyer into a
repeat customer and advocate through the
after-purchase experience.



ARCHITECTURE

The 4 core engines

An ad is only the visible tip of four engines working together.

ENGINE 1 - WD 2fg~ ENGINE 2 - @0I% 2fgA

Market Message

Customer psychology, competitor mapping Research turned into distinct creative

and positioning, before a single taka goes into concepts that do the targeting work inside
ads. Meta Andromeda.

Research - Avatar Intelligence - Positioning Offer - Creative Signals - 8 Core Concepts

Phases 02, 03, 04 Phases 04, 07, 08, 09, 16

ENGINE 3 - @fix 3fgs ENGINE 4 - wify 3fga

Machine Money

Clean, server-side signals that feed Meta Unit economics, break-even maths and
retrieval and ranking, and a campaign backend profit through CRM, SMS, WhatsApp
structure that lets it learn. and email.

Tracking & CAPI - Campaign Architecture - Conversion CPA - ROAS - Contribution Margin - AOV - LTV & Backend
Signals - Meta Learning Phases 01, 17, 18, 20, 21, 22

Phases 06, 10, 11, 12

Meta Ads I SITHETTS fAX6T0T fAte A1 AT Product-market fit, Wi, FIf&H, SIETEA, G, (GfeTeifd 8
PRI AGBOI3 el IG giadt A fFF 93 system @A HAE random boosting-a3 INTeT 9BT6 AT T,
IQITHT BT 1T 932 IAJIT BAT AT 98 growth process (o7 27|



PHASES 13-14 - TEST WITHOUT PANIC

The diagnostic lacdder

Do not switch everything off a few hours after launch. Find the step where the funnel breaks: Delivery
— Attention — Traffic — Intent — Conversion — Economics.

STEP 1 - DELIVERY
Very high CPM (b500+ or $5+)
TrETelfdd @ CPM (bGoo+ T $&+)

Likely cause: Heavy auction competition, a

saturated or too-narrow audience, poor ad

relevance, or negative feedback from users.

o [0 UGl T3S 1 Y (RIB (¢0,000-97 BA)?

o [ fowfos iF fFarsd at sfafi-sieruatie <
oe?

o [ OIPISTHd fPodiid @ 6 I ¢itz?

Fix: Widen to Broad or Advantage+, refresh

hooks in native, engaging formats, and

remove borderline policy claims.

WG TG FPA, BTG B (QATH 2124 91 f[qofdo

X1 Ji% i 992 (9 2P (68 A

STEP 2 - ATTENTION

Low outbound CTR (under 1%)

TIIGBAIGT CTR YJ T (<6%)

Likely cause: A weak hook in the first 3

seconds, hard-to-read text, a dull opening, or

a message that does not speak to the

audience.

o [1fEfE37 4AT v CTHE fH AW METIT Fo!
o Tie?

o [0 YT (1T B @R SATTHId aSt
J?

o [0 DRI T TIII6T B S Iedt a>?

Fix: Test 5 new hooks (curiosity, bold
statement, direct pain call-out), use larger
high-contrast captions, and show the product
in use within 2 seconds.

YT 3 CTPTSR (ATTIF (GET T FeT ST (1A,
ST WIS ™8 FPA|



STEP 3 - TRAFFIC

Many clicks, few landing page views
(30%+ drop)

TP TP 67 IGL (161 oS B (90%+ §¥)

Likely cause: A slow mobile page (over 3
seconds), broken redirects, heavy images, or
a slow server.

o [ @I 8G-(© (IS Yoo B © CIHEGT @
GIRICE

o [0S o7 I SIE@IeAIg AS-A15 Pt @it f6?

o [ (I3 FICTNE B fAGIREE 994 =06%?

Fix: Compress images to WebP, turn on CDN
caching, remove heavy scripts, and get
mobile load under 2 seconds.

BfJ AAFBHIRS A, 2eTDI eIGL (157 T2 I
932 (I3 G $ CTHESA A S|

STEP 5 - CONVERSION

Many add-to-carts, few purchases
(under 30%)

TG § BIG OIHAD (G ATIES 2068 AT

Likely cause: A surprise delivery fee at
checkout, forced account sign-up, no cash
on delivery, or a payment option people do
not trust.

o [ GIUISH Ufelda (Gfetsifd fv iy < aed
DGRIICF

o [0 WG IO [ SITIBIGH (Tl JLTOITerTd?

o O F-OIA-(SfeTelld, RS I 16 IS S
PP DI BAR?

Fix: Offer free or flat, clearly shown delivery,
a one-step guest checkout (name, phone,
address), and a WhatsApp order option.
CPTGE TH 9P LIS OIIAA (B AT, FFBIAT, @A
A7A), Bifofds B B Al

STEP 4 - INTENT

Good traffic, almost no sales (under
1%)

BT a4 57 fIfe Ya 9 (<8 %)

Likely cause: The landing page does not
match the ad, pricing is confusing, there are
no reviews, or the value is not clear.

o [0 OIS T 4TS BT 2R, =I5 (IS
RGARH fF 56 G612 wiE?

o [ @S @Iiiel 27 8 BRI fIfes wite fF?

o OWY 8 (STeTsif 51 5 =18, A eiel
oR?

Fix: Put the winning ad headline at the top of

the landing page, add real photo reviews,

make delivery charges clear, and add a

guarantee.

TG @G T e7If5e (TS @oaieA fafer
A, &3~ IS 3 SIS @ist FFA|

STEP 6 - ECONOMICS
Cheap leads (»20-50) but no sales
fe1s 181 g fafe 22 At

Likely cause: No qualifying questions on the
form, a free offer that attracts freebie
seekers, or a slow sales follow-up.

o [T [F IISH Il TSH AT SIAT IHIRT
P TIMTR?

o [ G OIIT Fo fAAD 9 oTerT foa @rsiest
PAE?

o [ FIBYLF GIHG @ 9Bt 956 <13 JifeT?

Fix: Add 2 or 3 qualifying questions (need,
budget), send an automatic WhatsApp reply
within a minute, and call every lead within 10
minutes.

B ASH-ILPIT 4T Y 972 feTS BT ¢-80
ARG Jey St 71D (AP0 Sl



PHASE 19

The weekly operating system

A fixed weekly rhythm makes scaling predictable instead of emotional.

MONDAY - Om§dld TUESDAY - ¥HTdId

Data & funnel review Creative & hook analysis

e 51T SIRA spend, reach, CPM, frequency, link o @I fFRBE FACIH QAR FASHIA TS B
clicks, CPC 8 landing page views @IfGb fofee Bat

¢ Break-even CPA 341 Actual CPA Q&IAT o fEfGET V-CTPT TH (@D 3 5IG 3B BT A2

o (P SIIGEIG © WA 4 BIG CPA-99 1R, e Winning 8 losing angle o fafberg SogisA
CTSTET! SISt T A6 BT o A TS ferRfGrEa REIRIBHT TqmmA

o NBIRA I (BIBNT 8 MG AL AT

WEDNESDAY - J4did THURSDAY - QE‘WffGZTZ
Customer research & objections Creative production & iterations
o 6P B, OIS 8 ST dut o 532 WITIST ST ¢fS AgA 2@ 8 Oft AgA
o T 1 TICATS o Bie P g41F 0 feogiet gfae

TIIGDHIA 22 o 8-3f5 o AR @IS FACID
o AfoEMNME 7QA oG 8 WHIF f[AEFT e Reels 9:16 OTH- (ST 3 NABIRBH (6B
e Creative Signal Matrix BI9GH o TG B 8 CTA BI3ATe
FRIDAY - B®did WEEKEND - =fy 8 3afq
Controlled testing & launch Economics & next-week hypothesis
e Pre-Launch QA-a3 s &G Sg6 Ti513 o (I QFSAT, 8 FifeA, faIbiH @18 8 @6
o fAAfE0 IITSG 7@~ (GF SIS bid. BfBISHA f23i1q
o TSIt 35 8 UTM 13S (68 e AOV 8 (&G ROAS foTid
o T3fAR HITHA IS 8&-0% IGIAT o fIBIIGR 8 CRM fIeifa BTG

o ST VAR ARETALTT @1t



[ FREE J
Want this applied to your brand?

Book a free 30-minute consultation and your first business audit with
Abrar IT Care (AIC). We will look at your economics, tracking, creative and

funnel, and tell you what to fix first.

WhatsApp / call: 01321990066
Email: abraritcare@gmail.com
Web: https://abrar.academy/it-care-services/




