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Client Overview “ .

Our client, an online store selling women's accessories,
wanted to increase their sales and improve their marketing
efforts. They decided to use a strategy that targeted
different types of customers, tested various ads, and
optimized their advertising budget.

Campaign Objective

The main goals were to increase sales by getting more
purchases through the online store, target the right audience
by effectively reaching different types of customers, and
optimize the budget by using the advertising budget
efficiently to get the best results.
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» ¢ Core Audience: Target women aged 18-35 interested in
fashion, accessories, and trends.

» ¢ Custom Audiences: Retarget previous website visitors,
email subscribers, and past purchasers.

» Lookalike Audiences: Create lookalike audiences based on
the client’s existing customers to reach similar potential
buyers.
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» ¢ Catalog Ads: Utilize dynamic catalog ads to showcase
personalized product recommendations.
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» < Campaign Budget Optimization (CBO): We tested allowing
Facebook to automatically allocate the budget to the best-
performing ad sets within a campaign. This method helped
maximize the return on ad spend (ROAS) by dynamically
shifting funds to where they were most effective.

Budget Optimization:

» ¢ Ad Set Budget Optimization (ABO): We also tested
allocating specific budgets to individual ad sets. This
approach allowed us to have precise control over
spending, focusing on high-performing segments and
ensuring that underperforming ones did not drain
resources.
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» Result

Monthly spent:
$37K

Average CPA $75

2072

Average ROAS:
2.7

Optimized budget 20%
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Total sales

$114,906.30

1l Analytics Online Store
R Honeycomb Upsell Funnels

Draft Orders

Shop

SALES OVER TIME

Online store conversion rate
1.54%

CONVERSION EUNNEL
£ Settings

$24,989.52
$1,862.00

£76.00

Online store sessions
46,496
Visitors

SESSIONS OVER TIME

Average order value
$117.57

ORDER VALUE OVER TIME

Returning customer rate

39.63%

CUSTOMERS OVER TIME

Total orders
1,021

OQRDERS OVER TIME
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