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01 Overview




02 What we found

Everything that sells is currently switched off

Of  campaigns, only one is running — and it is not a selling campaign.

The campaign that made the most money has been off since it stopped.

Where the money went

Cost per order (Rs)

About Rs went into boosted posts that were never set up to sell anything.

Every place the ads were shown, and what each one brought back



Revenue per Rs spent

Four placements carry the whole business.

Facebook Stories returned Rs for every rupee — three times better than anywhere else — and was
given under of the budget.

Three numbers to read carefully.



Phone or computer

Where the ad was seen Spent (Rs) Times shown Orders Revenue (Rs)

Almost the entire business is on a phone: of the money and of the orders.

Who the ads were shown to

Cost per order (Rs) Revenue per Rs spent
The ads are set to people aged to — but of the orders came from people older than that.
The group was shown the ads times and bought = times.
Cost per order (Rs) Revenue per Rs spent

The budget was split almost exactly in half between men and women, but men bought nearly twice as often
and spent more when they did.



Two of the three targeting settings in the live campaign are switched off entirely.

The two retargeting audiences that do exist are not being used.

There is no audience built from the people who actually bought.

The ads themselves

Cost per order (Rs) Revenue per Rs spent

The best ad in the account got of the budget.

ads are running different pieces of ad text between them, and some of that text is duplicated across
separate ads.

One live ad has spent Rs and produced nothing.

Nothing new has been put in front of a customer since May.




Tracking — what the shop can and cannot see

Not one advert link carries a tracking tag.

The website has no analytics of any kind beyond the Facebook tracking code.

Share of the who viewed a product

people started checkout in the last month and reached the payment step.

The information the shop sends back to Facebook about its visitors is incomplete.

The shop's web address has not been confirmed as the business's own inside Facebook.

Facebook is warning that advertiser verification may soon be required.




The website

Three different free-shipping figures are live on the same page at the same time.

The shipping page promises information it does not give.

A product is listed at Rs 10.

Four products are out of stock and still listed.

None of the = products is filed under a category.

Advertising money went to product pages that never produced an order.

The plain strawberry jam lists red chilli in its ingredients.

The homepage rating is a placeholder that was never filled in.

The homepage claims to be "Pakistan's first jam with ~  fruit pulp".




How fast the shop loads

Main content loads Page frozen for Layout jumping Looks ready at

On a phone the main image of the product takes = seconds to appear.

The page moves under the reader's finger while it loads.




03 How compares

The shops is competing with

F hippi Ad
What they sell et dn) : What they publish that doesn't

over running

"No additives" is not a point of difference in this market — seven of the eight shops say it.

s free-shipping threshold is the highest in the set, and it is the only one stated two different
ways.




04 What we would do about it

Build one new campaign, and let the account's own results decide how

« Only the places that have actually sold.

e The ages that buy, not the ages that were

« Men and women in separate ad

Put the audiences to work

Fix what the advertising cannot see

Fix what is losing the sale after the click
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