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HOW TO USE THIS BOOK

Read It Once. Use It Every Week.

Most books about ads try to sound smart.

This book is not that.

It is built to be used, not admired.

Every page here is short and plain.

No big words. No fluff.

Just the real choices you make once an ad goes live.

When to wait. When to cut it. When to spend more. When to leave it alone.
This book covers the part of ads that most people never learn properly.
Not how to write the ad. Not how to shoot the video.

What to do once real money is on the line.

You already know this feeling from skincare.

A new product needs time before you judge it.

You test it on a small patch first.

You watch for a few days, not a few hours.

You never add five new products at once and hope for the best.

Meta ads work the same way.

This book shows you why, and exactly what to do about it.

A LITTLE ABOUT ME
I work with skincare and beauty brands that spend $30,000 or more a month
on Meta ads. My job is to turn that spend into real profit. One client campaign |
built and managed hit a 42.45x return on ad spend. Every $1 spent brought
back more than $42. I'm not telling you this to show off. I'm telling you because
this whole book is built from the same thinking behind that result.
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CHAPTER 01

How Meta's Ad Algorithm Actually
Thinks

Think about your very first customer.

Maybe it was a friend.

Maybe it was someone who already followed you online.

They trusted you a little already.

It did not take much to convince them.

Now think about customer number ten thousand.

That person has never heard of you.

They do not trust you yet.

They need more proof. They need more time.

Same product. Same price.

A very different level of difficulty.

This is exactly how Meta's ad system works.

Once you understand it, the rest of this book will make sense.

THE CONTEST BEHIND EVERY AD

Every time someone opens Instagram or Facebook, a tiny contest happens.
Many brands are competing for that one person's attention, at that one moment.
Meta picks the ad it thinks that person is most likely to act on.

Your ad is not just competing with other skincare brands.

It is competing with every other ad trying to reach that same person, at that same
second.

WHY EASY COMES FIRST
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When you launch a new ad with a small budget, Meta does not try to reach
everyone at once.

It starts small.

It finds the easiest people first. People who look a lot like your past buyers.
People who are already halfway convinced.

This is why a brand new ad often looks great in the first day or two.
You are only being shown to the easiest people.

As you spend more money, Meta runs out of easy people.

It has to go find harder people. People who need more convincing.
Your cost per result goes up.

Not because your ad got worse.

Because the people got harder to convince.

Picture an onion.

The center is your easiest buyers.

Each layer out is a little harder to convince.

Small budgets only reach the center.

Bigger budgets have to reach further out.

THE LEARNING PHASE

When you launch a new ad, or make a big change to one, Meta needs time and data
to learn who to show it to.

This is called the learning phase.

During this time, Meta is testing, guessing, and adjusting.
Costs can be unstable.

Results can look worse than they really are.

This does not mean your ad is bad.

It means Meta has not finished learning yet.
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Meta likes to see around 50 results in one ad set within a week.
That is enough data to learn well.
Fewer than that, and Meta is guessing in the dark.

Like trying to learn someone's taste in food after watching them eat one single
meal.

KEY TAKEAWAY

Keep this picture in your head. Small, patient steps keep Meta in the easy
center of the onion longer. Big, sudden jumps force it outward too fast.
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CHAPTER 02

Setting Up a Fair Test

You cannot judge a test you never gave a fair chance.

Before we talk about scaling or cutting ads, let's talk about setting them up the right
way.

THE THREE LEVELS

Every Meta ad lives inside three levels, like boxes inside boxes.
The campaign is the outer box.

It holds your main goal. Sales, leads, or traffic.

Inside the campaign sits the ad set.

This is where you choose who sees your ad, and how much money you are willing to
spend.

Inside the ad set sits the ad itself.

The image or video. The words. The actual thing your customer sees.
WHO CONTROLS THE BUDGET

There are two ways to hand out your budget.

The first is called ABO. Short for Ad Set Budget Optimization.

You decide exactly how much money each ad set gets.

You are in the driver's seat.

The second is called CBO. Short for Campaign Budget Optimization.
You give the whole campaign one pot of money.

Meta decides how to split it between your ad sets.

CBO is simpler.

It works fine once an account has a long, stable history and you trust the
algorithm's calls.
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But CBO tends to pour most of the budget into your warmest, easiest audience. The
people who already know you.

It can starve the newer, colder audiences that would actually grow your business.
If you want a new audience to get a fair shot, ABO gives you that control.

This is why many media buyers use ABO by default, especially while testing.
HOW MANY ADS MAKE A FAIR TEST

This is where people get it wrong in both directions.

Test with only one or two ads, and you are not really testing.

You are guessing.

You need enough different ideas for Meta to find what works.

Test with fifty ads on a ten dollar a day budget, and none of them get a fair shot
either.

Ten dollars split between fifty ads is almost nothing per ad.
Meta cannot learn much with that little money behind each one.
A simple rule. Match your number of ads to your budget.

With a smaller daily budget, keep it to a handful of strong ads.
Enough for real variety, not so many that each one starves.

As your budget grows, you can test more ideas at once, because each one still gets
a real chance.

KEY TAKEAWAY
A fair test needs three things. The right structure. The right hands on the
budget. And the right number of ads for the money you are spending. Get
these right, and what you learn is worth trusting.
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CHAPTER 03

Reading the Numbers That Matter

Open any ad account and you will see dozens of numbers.
Clicks. Reach. Frequency. Cost per click. Click-through rate.

It is a lot.

And most of it does not matter.

Here is the truth. Most numbers can lie to you.

Only a few tell you the real story.

ATTENTION NUMBERS VS. MONEY NUMBERS

Split every number into two buckets.

Attention numbers show whether people noticed your ad.
Clicks. Cost per click. How many people watched a video.
These numbers feel good to look at.

But they do not tell you if you are making money.

Money numbers show what actually matters to your business.
Cost per result. Return on ad spend. Real profit.

You can get a cheap, exciting click that never turns into a sale.
A low cost per click with zero profit is not a win.

It is a distraction.

THE THREE NUMBERS TO CHECK FIRST

One. Cost per result. What you paid for the thing you actually wanted. A sale. A
lead. Whatever your goal is.

Two. Return on ad spend, or ROAS. For every dollar you spent, how many dollars
came back.

Three. Profit. What is actually left in your pocket, after ad spend and product cost.
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If these three numbers are healthy, you are in good shape.

Even if every other number looks messy.

If these three numbers are not healthy, nothing else can save the ad.

It needs to be fixed, or cut.

SIGNAL VS. NOISE

One bad day means nothing.

Ad performance naturally bounces around. A slow Tuesday. A strong Thursday.
That is normal noise.

What matters is the pattern over several days.

Look at a rolling seven day window.

Compare it to the last thirty days.

Is the trend holding steady? Climbing? Falling?

That trend is your real signal.

One bad day is just noise. Ignore it.

WATCH FOR TIRED AUDIENCES

One more number worth knowing. Frequency.

This is how many times, on average, the same person has seen your ad.

When frequency climbs too high, people get tired of your ad.

Performance quietly drops, even though nothing else changed.

If your numbers are sliding and frequency is climbing, that is often your answer.

It is time for fresh ads, not a fresh budget.

KEY TAKEAWAY

Ignore the noise. Check cost per result, ROAS, and profit first, every single
time. Everything else is a supporting detail, not the main story.
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CHAPTER 04

The Waiting Game: When to Judge an
Ad

You would never judge a new moisturizer after using it once.
You give it a few days.

You watch how your skin responds before deciding if it works.
A new ad deserves the same patience.

Most advertisers get this wrong in both directions.

They judge too early.

Or they wait so long, they waste the whole budget on something that was already
dead.

THREE STAGES EVERY NEW AD GOES THROUGH

Stage one. Getting started.

The ad is brand new.

Meta knows almost nothing about who will respond to it.
Costs are unpredictable here. Sometimes high, sometimes surprisingly good.
Too early to tell which is real.

Stage two. Figuring you out.

Meta is actively testing and adjusting who it shows the ad to.
This is the bumpiest stage.

Do not make big decisions here.

Stage three. Doing its job.

Meta has learned enough.

Performance settles into something you can actually trust.

Give a new ad at least four to seven days before drawing any real conclusion.
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Judging it on day one is like throwing out a good serum because it did not clear your
skin overnight.

THE 2-TO-3X RULE

Here is a clear rule for when an ad has truly failed.

Let it spend two to three times your target cost per result before you call it dead.
Say you are comfortable paying $10 for a lead.

Let the ad spend $20 to $30.

If it still has zero leads by then, it is safe to turn off.

Another example. Say your target cost per sale is $80.

Let that ad spend up to $200 to $240 with zero sales before you cut it.
Any less, and you have not really given it a fair test.

You have just given up early.

THE EXCEPTION: SIGNS OF LIFE

There is one time to wait even longer than the 2-to-3x rule.

When the ad is clearly showing signs of life, even without a full result yet.
Maybe people are adding your product to their cart, but not checking out.
Maybe they are clicking through and spending real time on your page.
That is a sign the ad has potential.

It is just not fully there yet.

Give it a bit more room before cutting it.

On the flip side, sometimes there are zero signs of life at all.

Barely any clicks. Nobody engaging. Nothing happening.

You do not need to wait for the full spend then.

You can cut it sooner.

There is a real difference between an ad that is slow to warm up, and one that was
never going to work.
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READ THE WINDOW, NOT THE DAY

When you check performance, compare a seven day window against a thirty day
average.

This shows the real trend.
Never make a kill or scale decision off one single day.

That is like deciding a moisturizer failed because your skin looked a little dry one
random morning.

KEY TAKEAWAY
Wait 4 to 7 days at minimum. Use the 2-to-3x spend rule as your line in the

sand. Give extra room to ads showing real signs of life. Always judge the trend,
never the day.
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CHAPTER 05

Cutting Losers the Right Way

Cutting a losing ad sounds simple.

If it is not working, turn it off.

But most advertisers get this wrong.

They cut winners too early.

Or they let true losers bleed the budget for weeks.

THE CHECKLIST BEFORE YOU CUT ANYTHING

Before you turn off any ad, ask three questions.

Has it spent enough? Use the 2-to-3x rule from the last chapter.
If it has not reached that spend yet, it is too early to judge.

Has it had enough time? Four to seven days at minimum.
Unless there are truly zero signs of life.

Is there truly nothing happening?

Zero clicks. Zero engagement. Zero movement toward a result.
Not just an expensive result. No real activity at all.

If the answer is yes to all three, it is safe to cut.

If any answer is no, give it more time.

MISTAKE ONE: CUTTING TOO EARLY

The single biggest reason ads underperform is not bad creative.
It is advertisers panicking and turning ads off before Meta finishes learning.

You see a scary number on day one, and your instinct is to stop the bleeding right
away.

But remember. A new ad naturally has unstable numbers in its first few days.
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Cutting on day one is like tossing out a good serum because your skin looked a bit
red after the first use.

Sometimes that is just the adjustment period, not a real reaction.

MISTAKE TWO: NOT CUTTING SOON ENOUGH

The opposite mistake costs just as much.

Some advertisers get attached to an ad.

Maybe it is their favorite idea. Maybe a client loves how it looks.

They keep it running long after the numbers made it clear it is not working.

A losing ad with real, confirmed signs of failure does not get better with more time.
It only gets more expensive.

IGNORE THE NOISE FROM COMMENTS

One more trap. A single angry comment on your ad does not mean the ad is failing.
Someone leaving a nasty comment on a Facebook ad is not your paying customer.

They cost you nothing.

They speak for nobody but themselves.

If it is one voice, ignore it completely.

The only time public comments are worth acting on is when you see a real pattern.
Many different people raising the exact same concern.

One person's opinion is noise.

Ten people saying the same thing might be a signal worth looking into.

KEY TAKEAWAY
Cutting a loser is not about reacting fast. It is about following the same three
questions every time. Enough spend, enough time, truly zero movement. Do
that every time, and you stop guessing.
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Scaling Winners Without Breaking
Them

You found a winner.

Your instinct is to throw more money at it right away.

Maybe even double the budget overnight.

This is the single most expensive mistake in media buying.

This chapter exists to stop you from making it.

WHY BIG JUMPS BACKFIRE

Remember the onion from chapter one.

At a small budget, Meta only needs to find a small group of easy buyers.

The moment you raise the budget a lot, Meta suddenly has to find far more people,
fast.

There are not enough easy, sure thing people left in that small original group.
So Meta is forced outward, into harder, less convinced people, all at once.

Your costs spike. Your results wobble.

It feels like the ad broke.

But nothing about the ad changed.

What changed is how many new, harder people Meta had to find in a hurry.
Worse, a big budget jump often knocks the ad set back into the learning phase.
The same unstable stage a brand new ad goes through.

Except now you are paying much more per day while it re-learns.

THE SAFE WAY: RAISE IT SLOWLY

The simplest, most reliable way to scale a winner is to raise the budget in small
steps.
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Somewhere between 20% and 50%, every three to four days.
Then watch.

If the ad set is spending $500 a day and holding steady, raise it to around $600 to
$650.

Wait three or four days.
If it is still healthy, raise it again.
Small, steady increases keep Meta calm.

They give it time to find slightly wider, but still good, buyers, without shocking the
system.

Think of this like adding a new active ingredient to a skincare routine.
You do not go from using it once a week straight to twice a day.

You step up slowly and watch how things respond at each step.

THE FASTER WAY: DUPLICATE IT

There is a second way to scale, and it works differently.

Instead of raising the budget on the same ad set, you copy the entire ad set or
campaign.

You run a second, identical version alongside the original.

Each copy keeps its own budget.

So two copies running side by side doubles your spend right away, with no waiting.
This is faster.

But it has one small tradeoff.

Your two identical ad sets are now competing against each other for the exact same
people, in the same contest.

This creates a little inefficiency.

It is @ minor downside, not a dealbreaker.

WHICH ONE SHOULD YOU USE?
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Use the slow, steady raise when you want to protect a stable winner and grow it
carefully over time.

Use the duplicate method when you need to scale fast. Say, a time sensitive launch.

And you are willing to accept a little self-competition in exchange for speed.

KEY TAKEAWAY

Scaling is not about how fast you can spend more money. It is about how much
more you can spend without breaking what already works. Slow and steady
wins by default. Duplicate only when speed truly matters more than perfect
efficiency.
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CHAPTER 07

Fixing a Tired Ad Set

Here is a strange, frustrating pattern almost every media buyer runs into.
You have an ad set that has been running a while.

It found a favorite ad or two early on.

Now Meta pours almost the whole budget into those same one or two ads.
No matter how many new ideas you add alongside them.

You launch five fresh new ads, excited to test new angles.

A week later, you check back.

They have barely spent a dollar between them.

Meanwhile, the old favorite is still eating the whole budget.

WHY THIS HAPPENS

Meta's system is built to spend your money as well as it can, right now, today.

Once it is confident in a favorite, it keeps feeding that favorite instead of gambling
on unproven newcomers.

This makes sense from Meta's point of view.

But it means new ideas rarely get a real, fair test inside an old, settled ad set.
The proven favorite always wins, before the new ad even gets a chance.

THE FIX: GIVE NEW ADS A FRESH SPACE

The fix is simple once you know it.

Duplicate the ad set.

Keep the exact same audience, budget, and settings.

But leave out the old favorites this time.

Only include your brand new ads.

Now, in this fresh copy, there is no old favorite hogging the spotlight.
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Every new ad gets a genuinely fair shot at the same audience and budget, without
fighting an already proven winner.

Think of it like testing a new product on a fresh patch of skin.

Instead of layering it on top of your existing routine, where you can never be sure
which product caused the reaction.

A clean test needs a clean space.

WHEN TO USE THIS

Reach for this fix whenever new ads sit in an old ad set with almost no spend, week
after week.

While the same one or two ads keep absorbing the budget.
Do not just wait and hope.

Duplicate the ad set, and give the new ideas a clean, fair place to prove
themselves.

KEY TAKEAWAY
An old, settled ad set is a hard place for new ideas to get a fair hearing. When
you want honest answers, give a new idea a fresh space to be tested in. Not a
crowded room where the old favorite always wins.
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CHAPTER 08

Your Weekly Account Checklist

Managing ads well is not about staring at the dashboard all day.

It is about checking the right things, on the right schedule, and otherwise leaving it
alone.

Too little attention, and problems go unnoticed for weeks.

Too much attention, and you will panic over normal daily noise.

Here is a simple rhythm that avoids both traps.

DAILY: A QUICK PULSE CHECK (5 MINUTES)

Just glance for real red flags.

An ad that stopped spending completely.

A campaign that got paused by accident.

Costs that have gone wildly off the rails, not just a slightly worse day.
You are not making decisions here.

You are just making sure nothing is quietly broken.

EVERY 3 TO 4 DAYS: SCALING DECISIONS

Check whether your winners are ready for their next budget increase. The 20% to
50% raise from chapter six.

Check whether anything near your kill line has crossed the 2-to-3x line from chapter
four.

This is your main decision-making checkpoint.
WEEKLY: THE FULL REVIEW
Once a week, sit down and go through the account properly.

« Which ads are clear winners? Keep feeding them.
* Which ads crossed the kill line with no signs of life? Cut them.

« Which ads are still in the testing zone? Leave them running a little longer.
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* Is any ad set showing the tired ad set pattern from chapter seven? Duplicate it if
so.

« What new ad ideas do you want to test next week? Plan them now, so you are
never scrambling.

MONTHLY: ZOOM OUT
Once a month, step back from individual ads.

Look at the bigger trend.

Is overall account profit going up, flat, or down over the last 30 days, compared to
the 30 days before?

Are you running out of fresh ideas faster than you can make them?

This is the moment to catch a slow, account-wide drift that is invisible day to day.

KEY TAKEAWAY
A healthy ad account runs on rhythm, not reaction. A quick daily glance. Real
decisions every few days. A proper weekly review. A monthly zoom-out. Stick to
that rhythm, and you will rarely be caught off guard.
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CHAPTER 09

Mistakes That Quietly Kill
Performance

Most bad ad performance does not come from a weak photo or a boring headline.

It comes from a handful of small, repeated mistakes in how the account is
managed.

Here are the ones worth watching for.

1. Killing too early

Cutting an ad on day one or two, before it had a fair chance to spend through the
learning phase.

Fix: give every new ad at least 4 to 7 days, and the full 2-to-3x spend, before
judging it.
2. Scaling too fast

Doubling or tripling a winning ad's budget overnight, just because it is doing well
right now.

Fix: raise budgets 20% to 50% every 3 to 4 days. Not all at once.

3. Chasing the wrong number

Getting excited about a cheap click or a high click-through rate, while ignoring
whether any of that traffic actually turns into profit.

Fix: always check cost per result, ROAS, and profit first. The rest is secondary.

4. Ignoring frequency until it's too late

Letting the same people see the same ad over and over, until performance quietly
collapses, without realizing fatigue is the cause.

Fix: watch frequency. Rising frequency plus falling performance means it is time to
refresh the ad.

5. Reacting to one loud comment

Changing your whole strategy because of one negative comment, instead of looking
at what the real numbers say.

Fix: one voice is noise. A real pattern across many people is a signal. Know the
difference.

6. Not giving a test enough budget per ad
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Loading an ad set with far more ads than the daily budget can properly test, so
nothing gets a fair shot.

Fix: match the number of ads to how much daily budget you actually have to
spread across them.

7. Letting a tired ad set starve new ideas

Adding fresh ads into an old, settled ad set, then being confused when they get
almost no spend.

Fix: duplicate the ad set without the old favorites, so new ideas get a real, fair test.

8. Judging off a single day

Making a kill or scale decision based on one unusually good or bad day, instead of
the real trend.

Fix: always compare a 7-day window against the 30-day average before deciding
anything.

KEY TAKEAWAY
Almost every account problem traces back to one of these eight mistakes.
Before you touch a budget or hit pause on an ad, run through this list. More
often than not, the fix is not a new ad. It is patience, restraint, or a cleaner test.
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CHAPTER 10

A Sample Week, Start to Finish

Reading rules on their own is one thing.
Seeing how they fit together across a real week is another.

Here is what a realistic week of account management looks like, using everything
from this book.

MONDAY: QUICK PULSE CHECK

You open the account for five minutes.

Nothing looks broken.

Everything is spending as expected.

You move on with your day.

TUESDAY: A SCALING DECISION

One ad set has held a strong, steady cost per result for four days straight.

It is time for its next step.

You raise the daily budget by about 30%, comfortably inside the 20% to 50% range.
You note the date, so you know when it is fair to check again.

WEDNESDAY: A KILL DECISION

An ad launched five days ago has now spent close to three times your target cost
per result.

Zero results. No real signs of life.

No meaningful clicks. No engagement. Nothing.
It has crossed the line.

You turn it off.

Meanwhile, a different ad launched the same day has spent about the same
amount.

Also with no confirmed result yet.
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But it has a healthy click rate, and people are spending real time on your landing
page.

Signs of life.
You leave this one running a little longer.

THURSDAY: SPOTTING A TIRED AD SET

You notice three new ads you launched a week ago, sitting in an older ad set, have
barely spent anything.

The same old favorite keeps absorbing the whole budget.
You duplicate the ad set, this time without the old favorite.
So the new ideas finally get a clean, fair test.

FRIDAY: THE WEEKLY REVIEW

You sit down for the full weekly pass.

You review which ads are clear winners, which were cut this week, and which are
still in the testing zone.

You check overall account profit against last week.
Steady, slightly up.

You jot down three or four new ad ideas for next week, so Monday does not start
from a blank page.

THE FOLLOWING MONDAY: THE RAISE HOLDS

The ad set you scaled on Tuesday is still healthy four days later.
You raise it another 30%.

The pattern repeats, one careful step at a time.

WHAT THIS WEEK ACTUALLY SHOWS

Nothing dramatic happened this week.

No panicked decisions. No overnight budget jumps.

No ad killed on day one out of impatience.

Just a steady rhythm.
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A quick daily glance, real decisions made every few days, a proper weekly review.
This is what good media buying actually looks like in real life.

Less like gambling.

More like tending something carefully, one small step at a time.

Test it small. Then scale it slow. Don't break the winner.

STOP BREAKING YOUR WINNERS - 28



You Have the Playbook

You now have the same thinking behind real, profitable ad accounts.
Not theory. The actual day-to-day choices.

When to wait. When to cut. When to scale. When to leave things alone.
Reading this is the first step.

Running your account with this discipline, day after day, is what actually moves the
needle.

If you would rather have someone apply all of this directly inside your account,
testing, cutting, scaling, and managing it hands-on, that is exactly the work | do for
skincare and beauty brands spending $30,000 or more a month on Meta ads.

NEXT STEP
Book a Creative Audit Call. aryanzinta.com
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