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Introduction

This guide is for small business owners, online store owners and beginners who want to
advertise on Facebook and Instagram but feel lost inside Ads Manager. Perhaps you have
boosted a few posts and seen likes but no sales. Perhaps you have heard that ads "don't
work" and want to understand why they work for some businesses and not others.

Meta ads are not magic, and they are not a gamble either. They are a system. When you set
up tracking properly, structure campaigns simply, know your numbers and test patiently, you
give yourself a fair chance of running profitable ads.

By the end of this guide you will be able to:

e Set up Business Manager (now often called Meta Business Suite or Business Portfolio),
an ad account and a Page correctly

¢ Install the Meta Pixel and understand the Conversions API

¢ Build a clean campaign structure and choose the right objective

¢ Define audiences and set sensible budgets

¢ Write creatives and hooks that stop the scroll

e Read CPM, CPC, CTR, CPA and ROAS, and calculate your break-even ROAS

e Test, scale and avoid the mistakes that drain beginner budgets

Meta changes its interface, names and features often. Where this guide describes menus or
options, check the platform's current settings, as the exact wording may differ when you
read it.
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Chapter 1: Setting Up Business Manager and
Ads Manager

A clean setup protects your business. Many problems beginners face, such as locked
accounts or lost access, start with a messy setup.

The pieces and how they fit

¢ Personal Facebook profile: you need one to log in. Use your real profile and secure it
with two-factor authentication.

o Business portfolio (Business Manager): the container that holds all your business
assets. It lets you own assets as a business instead of as an individual.

¢ Facebook Page: your business's public presence. Ads run from a Page.
¢ Instagram account: connect it so ads can appear under your Instagram name.
e Ad account: where campaigns live, where billing is set and where spend is recorded.

* Pixel or dataset: the tracking that tells Meta what happens on your website.

Step-by-step setup

1. Go to business.facebook.com and create a business portfolio using your business name
and business email.

2. In Business settings, add your Facebook Page. If you do not have one, create it first.

3. Connect your Instagram account under the accounts section.

4. Create an ad account inside the business portfolio. Choose your time zone and currency
carefully, since these often cannot be changed later. A Pakistan business might choose
PKR; a store selling to the US might choose USD.

5. Add a payment method. Check which cards and payment options Meta currently accepts
in your country.

6. Add team members as people in the business portfolio and assign only the access they
need.

7. Verify your domain under Brand safety or the equivalent section. This proves you own
your website and is needed for some tracking features.

8. Turn on two-factor authentication for everyone with access.

Tip: Always add at least one trusted backup admin to your business portfolio. If you lose
access to your profile, a backup admin can help you recover your assets.

Ads Manager versus boosting posts
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The "Boost" button on a post is quick, but it offers limited control over objectives, audiences,
placements and tracking. Ads Manager gives you the full set of tools. For anything aimed at
sales or leads, use Ads Manager.
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Chapter 2: The Meta Pixel and Conversions
API

Without tracking, Meta cannot tell which ads lead to sales, and you cannot tell either.
Tracking is the foundation of profitable advertising.

What the Pixel does

The Meta Pixel is a small piece of code on your website. When a visitor takes an action, the
Pixel sends an "event" to Meta. Common standard events for an online store are:

o PageView: someone viewed a page

¢ ViewContent: someone viewed a product

e AddToCart: someone added a product to the cart

« InitiateCheckout: someone started checkout

¢ AddPaymentinfo: someone entered payment details

¢ Purchase: someone completed an order, ideally with the order value

For lead-generation businesses, the key event is often Lead or CompleteRegistration.

What the Conversions APl adds

Browser-based tracking can miss events because of ad blockers, browser privacy settings
and connection issues. The Conversions API (often shortened to CAPI) sends events from
your server to Meta directly. Using both the Pixel and the Conversions API together gives
Meta a more complete picture. Meta uses an event ID to remove duplicates when the same
event arrives from both sources.

Installing on common platforms

¢ Shopify: install Meta's official sales channel app, connect your business portfolio, and
choose the data sharing level that includes server-side events. Check the app's current
settings for the exact option names.

¢ WooCommerce: use Meta's official plugin or a trusted tracking plugin that supports both
Pixel and Conversions API.

o Custom websites: add the Pixel base code to every page, fire events on the right actions,
and set up the Conversions API through your developer or a partner integration.

Testing your tracking
1. Open Events Manager and select your Pixel or dataset.

2. Use the Test events tool and enter your website address.
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3. Browse your site, view a product, add to cart and start checkout.
4. Confirm each event appears, and that Purchase includes the value and currency.
5. Check that events from browser and server are being deduplicated.

6. Install a browser helper extension, if you like, to see which events fire on each page.
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Chapter 3: Campaign Structure and
Objectives

Meta ads are organised in three levels. Understanding them stops you from making changes
in the wrong place.

The three levels

e Campaign: where you choose the objective, meaning what you want Meta to optimise
for. You can also set the budget here if you use campaign-level budgeting (often called
Advantage campaign budget).

¢ Ad set: where you choose the audience, placements, schedule, conversion event and, if
not set at campaign level, the budget.

e Ad: the creative people see: image or video, primary text, headline, call-to-action button
and destination link.

Choosing an objective

Meta currently groups objectives into a small number of options. The names may change,
but the main ones are:

Objective Use it when you want Typical beginner use
Awareness Many people to see your brand Rarely the first choice for small budgets
Traffic Clicks to your site or profile Testing landing pages, not sales
Likes, comments, messages, video  Building social proof, WhatsApp or
Engagement .
views Messenger chats
Leads Form fills or sign-ups Service businesses, consultations
App . Installs and in-app actions Mobile apps
promotion
Sales Purchases or other conversions Online stores

The most important rule: choose the objective that matches the result you actually want. If
you want sales, use the Sales objective with the Purchase event. If you choose Traffic, Meta
will find people who click, not necessarily people who buy.

For many Pakistani businesses that close sales over WhatsApp, an Engagement or Sales
campaign that sends people to a WhatsApp chat can be a practical option. Check which
conversation destinations are currently available for your account.

A simple starter structure
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For a first sales campaign, keep it simple:

1. One campaign with the Sales objective
2. One or two ad sets, each with a different broad audience idea

3. Three to five ads per ad set, each with a different creative or hook

Too many ad sets with tiny budgets split your data so thinly that Meta cannot learn what
works.
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Chapter 4: Audiences and Budgets

The three main audience types

e Core or saved audiences: built from location, age, gender, language and interests.
Example: women aged 22 to 45 in Lahore, Karachi and Islamabad interested in home
decor.

e Custom audiences: people who already know you, such as website visitors, people who
engaged with your Instagram, video viewers or your customer list.

¢ Lookalike audiences: new people Meta considers similar to a custom audience you
provide, such as past purchasers.

Meta also offers broader, automated audience options (often under Advantage+ audience),
where you give suggestions and Meta expands beyond them if it finds better results. As
Meta's systems rely more on automation, broad targeting with strong creative often
performs well, but test it against your own results rather than assuming.

Practical audience tips for beginners

e Start broad enough. An audience of only a few thousand people may be too small for
Meta to optimise.

¢ Exclude recent purchasers from prospecting campaigns so you do not pay to reach
people who already bought.

o Use location carefully. If you only deliver to certain cities, target only those cities. Check
whether the location option targets people living there or also people recently in or
travelling to the area.

¢ Retarget warm audiences such as people who viewed products or added to cart in the
last 30 days, with reminder ads.

Setting a sensible budget

Your budget must be large enough for Meta to gather data, but small enough that you can
afford to learn.

A useful way to think about a test budget is to tie it to your target cost per purchase. Imagine
your product sells for USD 40 and you can afford to pay up to USD 15 in ad spend per
purchase. If you want each ad set to have a reasonable chance of producing a few
purchases in a week, you might budget for roughly five to ten times your target cost per
purchase across the test. At USD 15, that is USD 75 to 150 for the week, or roughly USD 11to
21 per day.
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Meta's systems go through a learning phase after you launch or make significant edits.
Results can be unstable during this period. Avoid judging an ad set within the first day or two
unless it is clearly broken.

Daily versus lifetime budgets

¢ Daily budget: Meta aims to spend about this much per day on average. Some days may
be higher or lower.

o Lifetime budget: you set a total for the campaign's run, and Meta distributes it. Useful for
fixed-date promotions.

For ongoing campaigns, daily budgets are easier to manage and adjust.
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Chapter 5: Creatives and Hooks That Stop
the Scroll

Targeting has become more automated, so your creative now does much of the work of
finding the right people. A strong creative attracts the right buyer; a weak one wastes even a
perfect audience.

Formats to test

e Short vertical video (9:16 for Reels and Stories, 4:5 or 1:1 for feeds)
¢ Single image with a clear product and short headline

e Carousel showing several products or several benefits

o User-style video filmed on a phone, showing unboxing or real use

The hook: your first three seconds

People scroll quickly. The first line of text and the first seconds of video decide whether they
stop. Hook styles worth testing:

1. Problem hook: "Tired of your phone dying before lunch?"

2. Result hook: "This is how my kitchen looks after 10 minutes of cleaning."

3. Curiosity hook: "l didn't expect this wallet to fit 10 cards."

4. Direct offer hook: "Free delivery across Pakistan, this week only."

5. Audience call-out: "If you run a home bakery, watch this."

Only make claims you can back up. Avoid exaggerated promises, before-and-after claims in
sensitive categories, and anything that could break Meta's advertising standards. Read
Meta's current advertising policies before launching.

Writing primary text and headlines

¢ Primary text: lead with the hook, follow with one or two benefits, then a clear reason to
act now. Keep the first line strong, as longer text is often cut off.

¢ Headline: short and specific, such as "Slim Leather Wallet, Rs 2,499" or "Book Your Free
Consultation".

¢ Call to action button: match it to the goal: Shop Now, Learn More, Sign Up or Send
Message.

A creative test plan

Imagine you are testing a new product. Create five ads in one ad set:
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1. Video with a problem hook
2. Video with a result hook

3. Image with a direct offer

4. Carousel with three benefits

5. User-style unboxing video

Keep the same landing page and offer for all five so you can see which creative angle
performs best. Then make new variations of the winner.
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Chapter 6: Reading Your Numbers

Ads Manager shows many columns. Focus on a handful that tell you what is happening. You

can customise your columns to show these.

The core metrics

CPM (cost per 1,000 impressions): what you pay for 1,000 views of your ad. Formula:
spend = impressions x 1,000.

CPC (cost per click): what you pay per click. Formula: spend + clicks. Use "link clicks"
rather than all clicks where possible.

CTR (click-through rate): the share of impressions that become clicks. Formula: clicks +
impressions x 100.

CPA (cost per acquisition or cost per result): what you pay per purchase or lead.
Formula: spend + number of results.

ROAS (return on ad spend): revenue generated for each unit of ad spend. Formula:
revenue + spend.

A worked example

Imagine an ad set with these results over seven days:

Spend: Rs 21,000
Impressions: 60,000
Link clicks: 900
Purchases: 14

Purchase value: Rs 49,000

Now calculate:

CPM = 21,000 + 60,000 x 1,000 = Rs 350
CPC = 21,000 + 900 = Rs 23.33

CTR = 900 + 60,000 x 100 = 1.5%

CPA = 21,000 + 14 = Rs 1,500

ROAS = 49,000 + 21,000 = 2.33

How to diagnose problems

Use the metrics as a chain, from first impression to final sale:

High CPM: your audience may be very competitive or very small, or your ad may be
getting low quality feedback. Try broader audiences or fresher creative.
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¢ Low CTR: the creative or hook is not grabbing attention or not relevant. Test new hooks
and visuals.

e Good CTR but few purchases: the problem is often after the click: landing page, price,
trust, delivery charges or checkout. Fix the website before blaming the ad.

¢ High CPA despite good conversion rate: your CPM or CPC may be too high, or your
average order value too low. Consider bundles or upsells.

Remember that reported results depend on your attribution settings and tracking quality.
Compare Ads Manager figures with your actual store orders regularly.
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Chapter 7: Break-Even ROAS and
Profitability

A ROAS of 2.33 sounds good, but is it profitable? You can only answer that if you know your
break-even ROAS.

What break-even ROAS means

Break-even ROAS is the ROAS at which your ad spend exactly uses up your profit, leaving
you with zero. Below it you lose money; above it you make money.

The formula is:
Break-even ROAS = Selling price + Profit per sale before ad spend

Profit before ad spend is what is left after product cost, packaging, shipping, payment fees
and expected returns, but before advertising.

Worked example

Continue with the example from Chapter 6. Imagine the average order is Rs 3,500 and the
costs per order are:

Product cost: Rs 1,200
Packaging: Rs 100

Delivery: Rs 250

Payment or COD fees: Rs 50

Allowance for returns and refused orders: Rs 200

Total costs before ads = 1,200 + 100 + 250 + 50 + 200 = Rs 1,800. Profit before ads = 3,500
- 1,800 = Rs 1,700.

Break-even ROAS = 3,500 + 1,700 = about 2.06.

The ad set's ROAS of 2.33 is above 2.06, so it is profitable, though only slightly. Check it: 14
orders x Rs 1,700 = Rs 23,800 profit before ads. Subtract Rs 21,000 spend, and you are left
with Rs 2,800 profit.

You can also find your maximum CPA, which is simply your profit before ad spend: Rs 1,700.

Any CPA below that is profitable; above it is a loss.

Tip: Write your break-even ROAS and maximum CPA on a note next to your screen.
Every decision to pause, keep or scale an ad should be measured against these two
numbers.
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Improving the numbers

If your ROAS is below break-even, you have two levers: lower costs or raise revenue per
order. Options include bundles, free delivery above a threshold to raise average order value,
better supplier prices, reducing refused COD orders through confirmation calls, and
improving your product page so more visitors buy.
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Chapter 8: Testing, Scaling and Common
Mistakes

A simple testing routine
1. Launch one campaign with one or two ad sets and three to five ads each.

2. Let it run for at least three to five days without major edits, unless something is clearly
broken.

3. Pause ads that have spent around your maximum CPA two or more times with no results.
4. Keep ads with a CPA below your maximum and a ROAS above break-even.
5. Create new variations based on the winning hook or format.

6. Change one main variable at a time so you know what caused the difference.

Scaling what works

When an ad set is consistently profitable, you can scale in two ways:

¢ Vertical scaling: increase the budget gradually. Many advertisers raise budgets in
moderate steps, such as 20 percent every few days, to avoid resetting the learning
phase. Large jumps can make results unstable.

¢ Horizontal scaling: duplicate the winning ad into new ad sets with new audiences, or test
the winning creative in a new campaign.

Imagine a profitable ad set at Rs 3,000 per day. Raising it by 20 percent gives Rs 3,600.
Another 20 percent a few days later gives Rs 4,320. If profitability holds, continue; if CPA
rises above your maximum, step back to the last profitable level.

Common beginner mistakes

e Boosting posts instead of using Ads Manager for sales goals

¢ Choosing the wrong objective, such as Traffic when you want purchases

¢ Launching without tested tracking, so Meta optimises blindly

¢ Splitting a small budget across too many ad sets

¢ Editing ads every few hours, which keeps resetting learning

¢ Judging success by likes and comments instead of CPA and ROAS

¢ Ignoring the landing page, when slow or confusing pages kill sales

¢ Not knowing break-even ROAS, so profitable and unprofitable ads look the same

¢ Running the same creative for months until performance fades
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¢ Breaking ad policies with exaggerated claims, leading to rejected ads or restricted
accounts

Keep a simple log

Record every test in a spreadsheet: date, campaign, audience, creative, spend, purchases,
CPA, ROAS and what you learned. Over time, this log becomes your most valuable marketing
asset, because it shows what works for your business specifically.
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Quick-Start Checklist

(1 Create a business portfolio and connect your Page and Instagram account

[J Create an ad account with the correct time zone and currency
[0 Turn on two-factor authentication and add a backup admin

O Verify your website domain

[0 Install the Meta Pixel and set up the Conversions API

[ Test all key events in Events Manager, including Purchase value
[0 Calculate your profit per sale before ad spend

[0 Calculate your break-even ROAS and maximum CPA

[0 Choose the objective that matches your real goal

[ Build one campaign with one or two ad sets and three to five ads each
O Write at least three different hooks and test them

[ Set a test budget tied to your target cost per purchase

O Wait three to five days before making major decisions

[0 Pause losers, keep winners and scale budgets gradually

0 Log every test and compare Ads Manager results with real orders
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About DAD Technologies

DAD Technologies is a Pakistan-based digital agency helping businesses grow with
ecommerce, digital marketing, web development and Al automation. Explore our free tools
and guides at dadtechnologies.com, or contact us for a free consultation.
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