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[. INTRODUCTION

Over the last few years e-commerce industry has
grown rapidly, no matter the kind, shape or size of
business, they are utilising digital channels to reach a
massive global audience in order to sell their product
or services. However, it is well known today that the
market has become immensely competitive, which
makes it hard for businesses to capture their
customers’ attention. With shorter attention spans and
an abundance of content available online, businesses
must reconsider how they market their products. This
is where Meta Ads, which include platforms like
Facebook, Instagram and WhatsApp, come to play.
So, what are meta ads? They offer enterprises the most
powerful capabilities in the modern age for reaching
the appropriate audience at the right time and with the
right message. However, advertising is no longer just
about creating visually appealing creatives and hoping
for the best. To stay one step ahead, a strategic
approach is required, which includes studying
consumer behaviour, utilizing data, and continuously
improving advertising.

The goal of this research paper is to explore and
explain how, with the effective use of Meta ads, e-
commerce businesses can sell their products, gain a
loyal consumer base and scale their business in an
ever-evolving digital world. This paper will focus on
strategies and tools that will be beneficial in an era
where the attention span of a consumer has shrunk
massively and demands an experience combining
engagement and relevancy.

I will break down key strategies, analyze campaign
data by picking a real-world example and provide a
playbook that e-commerce businesses can implement
to get the most out of their ad spend. This is a guide to
win with meta ads.

Objectives of the Research:

The aim of this paper is to.:

1) Understand how the reduced attention span of
consumers impacts e-commerce market.

2) Identify the most effective strategies to overcome
these challenges and scale e-commerce
businesses.

3) Provide useful, actionable insights and a well-
structured playbook for marketers and businesses.

4) Address the challenges a business faces and
concerns to pay attention to regarding data
privacy.

Significance of the Study

Understanding how to start selling and scaling an e-
commerce business with Meta Ads is very crucial in
today’s world full of digital capabilities, which has
made consumer acquisition costs rise, and competition
reach an all-time high. This study will not only help
businesses and marketers allocate their budgets wisely
to maximise their return on investment (ROI) but also
develop a deeper understanding of the target
audiences, which is the key to profitability with Meta
ads.

II. LITERATURE REVIEW

Digital advertising has seen its fair share of evolution,
starting from something as simple as the banner ads in
the early 2000s to transforming to a highly targeted,
personalised and convenient user experience. The idea
of advertising was that visibility attracts the dollar,
which has only revolutionised into a solution of a set
of detailed approaches to attract the consumer instead,
including targeting possibilities based on user
behaviour, interests and demographics. Studies have
shown that targeted advertising has significantly
improved engagement as well as sales performance,
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outperforming those of generic ads (Lambrecht &
Tucker, 2019).

The new Microsoft Corp study highlights the
drastically decreased attention span of digital
customers, 8 seconds is the new threshold, which has
introduced a new wave of challenges with a shift to
creating  short, compelling and  appealing
advertisements in order to successfully capture the
interest of the consumer (Schramm & Kohler, 2021)
Features like advanced targeting, optimization and
more have transformed meta into a need for every e-
commerce business. Using tools such as lookalike
audiences and dynamic product ads, many businesses
have reported higher conversions and lower
acquisition costs. (eMarketer, 2022)

1. METHODOLOGY

This research combines qualitative and quantitative
data analysis, incorporating a mixed-method approach
from several e-commerce businesses that are actively
engaged in advertising campaigns on Meta to provide
actionable recommendations as well as valuable
insights.

A. Research Design

An advertising performance data analysis has been
done of 50 e-commerce businesses in this study; these
businesses range from small startups to established
brands, with niches such as fashion, electronics, health
products, and more. The focus is on these key metrics:

Click-Through Rate (CTR) — Through encouraging
more clicks, ad effectiveness is measured.
Cost-Per-Click (CPC) — This measures the efficiency
of an ad campaign on the basis of the cost.
Conversion Rate (CR) — This measures the desired
action taken by the percentage of users after clicking
the ad.

Return on Ad Spend (ROAS) — This is the overall
profitability of an ad campaign.

Qualitative data insights were also gathered through
interviewing 15 e-commerce marketers, to understand
their experience, challenges and best practices in Meta
Ads.

B.Collecting data

The data in this research were collected from:

Meta Ads Manager Reports: The analysis of data was
done by considering the campaigns running currently

on Meta to identify trends in ad cost, engagement and
audience behaviour.

Surveys & Interviews: To gather insights into the
targeting methods, types of ad creatives and budgeting
strategies e-commerce businesses usually employ,
surveys were conducted.

Industry Reports and Benchmarks: To gain additional
context and industry-wide comparisons, HubSpot,
eMarketer, and Shopify were used.

C. Analysing data

To identify patterns and correlations between
campaign strategies and performance metrics, the data
collected was analyzed using statistical methods. The
key methods include evaluating ad formats like
carousel, video and static images and their impact on
click-through rate (CTR) and conversion rates.
(Comparative analysis), reviewing transcripts of
interviews in order to identify a recurring theme in
challenges faced by marketers and the strategies
implemented. (Thematic Analysis) and estimating the
potential return based on various different approaches
of scaling. (ROI Modeling).

D. Challenges

Despite an extensive data collection, certain
limitations may exist for example, the varied ad
performance across different industries and product
categories makes universal recommendations a
challenging task, due to data privacy regulations and
protection restrictions such as GDPR and Apple’s i0S
14 updates, access to detailed demographics data is
limited to a degree, some small-scaled businesses have
it harder to experiment with high-cost strategies due to
the limitation of budget

E. Case Study and Graphs

smol’s Success with Meta Advantage+ Shopping
Campaigns:

smol is an e-commerce brand that specialises in eco-
friendly household products, providing items such as
laundry capsules and dishwasher tables. The
company’s strong commitment to sustainability has
already established a roaring presence in the market,
but because of growing competition in e-commerce
space, smol needs to rethink its advertising approach.
The challenge was very clear:
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How to scale advertising efforts effectively while at the
same time capturing and retaining customer attentions
in an oversaturated market.

A. Objective

By leveraging Meta’s advanced advertising tools,
increasing the sales and customer acquisition as well
as retention while also maintaining the cost-efficiency.

B. Strategy

smol implemented a tool designed by Meta to use
machine learning for campaign optimization which is
called Advertising+ Shopping Campaigns. It included
strategies like Using Advantaget+ automatically
adjusted the targeting and placement of ads to
maximize the total results, smol was able to show
product recommendations tailored to potential
customers by using dynamic product catalogue ads
incorporated with customer data., In order to quickly
capture audience interest, aligning with attention-span
marketing principle, the campaigns utilized engaging
visuals and concise ad copy.

C. Results

The results were very impressive, there was a 24%
improvement in ROAS compared to previous smol’s
campaigns, CPA decreased by a total of 15%, making
customer acquisition more affordable and scalable,
their optimized catalog ads increased conversions by
30%, directly resulting into increased sales.

D. What are the Key Takeaways?

Using Meta’s machine learning capabilities, reduces
manual intervention, which allowed smol to focus on
other important areas of their business.The tailored
product recommendations used by smol, significantly
increased their engagement and conversion rates.
Attention-grabbing visuals and short, compelling
messages turned out to be an essential component in
capturing interest within seconds of their customers.

E. Performance Metrics of smol’s Meta Ads
Campaigns represented through graphs

A representation of smol’s performance metrics before
and after implementing Advantage+ Shopping
Campaigns is shown below

Ad Performance Comparison:

Metrics Before After Improvement
Advantaget+ | Advantaget+ %
Return on 3.20 4.00 +24%
Ad Spend
Cost per $18 $15.30 -15%
Acquisition
Conversion 4.60 6.00 +30%
Rate

Performance Metrics Before and After Meta Advantage+

18,00 Befare Advantage+
17.5 B After Advantage+

15.30

0.0

ROAS CPA Conversion Rate
Metric

F. Insights from the Graph:

The graph above illustrates a clear improvement in all
key performance indicators (KPIs) following the
implementation of Advantage+ Shopping Campaigns.
This further demonstrates the effectiveness of
automation and machine learning in enhancing ad
performance. The reduced CPA suggests improved
cost efficiency, making Meta Ads a feasible solution
even for Dbusinesses with limited budgets.

G. Discussion of Case Study in Context

Through the success of smol’s advertising efforts,

many e-commerce brands aiming to scale can learn a

practical lesson, which is:

1. To mobilize machine learning for scalability,
using tools like Advantage+ Shopping Campaigns
simplifies the complex process, employing more
manpower than is adequate, which further helps
businesses to save manual labour and achieve
results faster.

2. To tailor messaging to tackle short attention span
on consumer: smol was smart, they used the ad
creatives and copy that spoke to their audience.
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Short-form videos, dynamic product ads and user-
generated content can play a significant role in
capturing users attention.

3. To focus on continuous optimisations:
Continuous A/B testing and campaign refinement
are essential for achieving long-term success in
Meta Ads campaigns.

IV. KEY FINDINGS, FACTORS INFLUENCING
AND THE PROPOSED MARKETING
PLAYBOOK

A. Key Findings

After reviewing the campaign examples, performance
results, and expert feedback, some important key ideas
became absolutely clear. These findings suggest that if
we use Meta ads in a thoughtful way, it can help e-
commerce brands grow, even in a market where
people are flooded with content and their attention
doesn’t last very long.

Creative ads seem to do better at grabbing attention:
From what the data showed, ads that use strong visuals
and short, direct messages tend to perform better than
those that are full of text. The smol campaign is one
example. They used bright, clean images of their
products, and those images were shown to specific
types of users. It looks like that had a real impact on
conversions. This kind of visual focus works because
people respond quickly to things that look familiar or
interesting

Automation makes things faster and usually more
efficient:

Meta’s automated campaign tools, like the Advantage
Shopping Campaigns, helped advertisers focus more
on strategy and less on daily adjustments. In the smol
case, it allowed the team to manage their goals while
the system handled the placement and delivery. This
saved time and, based on what was seen, improved the
performance of the ads.

Personalised ads seem to get better responses:

When dynamic product ads were used, where the
message or product shown changes based on who sees
it, the results were usually stronger. Instead of
showing the same ad to everyone, the campaign
reached people who were already somewhat
interested. That made the message feel more relevant,
which helped keep attention longer and probably
increased clicks.

Data privacy increases trust:

Many users now care more about their data more than
ever before. When companies explained what kind of
data they collect, why it’s needed, and how it benefits
the user, people started responding better. In some
cases, this seemed to create longer-term user
engagement. Brands that were open and respectful in
their messaging had a better chance of building that
trust with their customers.

B. Factors Influencing the Effectiveness of Meta Ads
The results of a Meta Ads campaign depend on more
than just budget or visuals. Different variables come
together, for instance, the people you’re targeting,
when you show the ad, and how often. Also, how you
track results and manage the process matters more
than it might seem at first.

A. Targeting and Segmentation

e Knowing who you’re trying to reach makes a big
difference in today's digital world full of noise. If
a business uses Lookalike Audiences, it can find
people who behave like their best customers,
similarly with other targeting options, this starts
to get more behaviour-focused. This doesn’t
always mean perfect results, but it usually helps
reach more of the right users for your business

e Instead of guessing, using data like browsing
habits or past purchases can help shape better
segments. It makes sense, ads feel more relevant
when they’re based on what someone has already
shown interest in.

B. Ad Format

e [t’s been seen again and again that video content
works better in most situations. That’s probably
because people can understand it faster, and it
sticks more. Static images still work sometimes,
but video seems to hold attention longer.

e If there’s more than one product to feature,
carousel ads come in handy. They let the brand
tell more of a story or show different options in a
single frame, which is helpful for businesses that
sell many things at once.

C. Ad Frequency and Timing

e  Optimal Frequency: Reaching users 3—5 times per
week strikes a balance between maintaining
visibility and avoiding ad fatigue.
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e Seasons Can Change Results: Campaigns tend to
perform better when they line up with the times
people are already shopping. That could be the
holidays, a sales event, or some seasonal trend.
It’s not always about the ad—it’s also about
timing.

D. Budget Allocation and Scaling

Some advertisers want fast growth, but raising the
budget all at once often hurts more than it helps. A
slower increase lets the platform adjust, which usually
keeps the campaign from crashing in terms of
performance.

E. Measurement and Optimization

e A/B Testing: Testing different parts of a
campaign, like the copy or the image, can give
better insights than just guessing. A/B testing
might take time, but over time, it helps avoid
wasting budget

e Key Metrics: There’s a lot of data that you can
find in your ads manager, but not all of it matters
equally. Focusing on key metrics like ROAS,
CTR, or CPA helps figure out which ads are worth
keeping and which aren't.

C. Proposed Marketing Playbook

After working through the research and examples in
this paper, it became clear that structure and execution
play a huge role in how Meta Ads perform. Based on
this, the following playbook outlines what has worked
most effectively, especially when trying to scale e-
commerce campaigns. The approach breaks down into
multiple parts, each focusing on one critical step in the
process.

Every successful campaign begins with clear
direction. That’s where the SMART framework comes
in. Specific, Measurable, Achievable, Relevant, and
Time-bound goals aren’t just buzzwords; they offer a
grounded way to stay on track. To begin with, the
Specific part is about defining what exactly you want.
For example, a brand might decide to increase website
conversions by 20%, using dynamic product ads to
achieve it. Then comes Measurable, where you track
performance with clear data. A good example would
be aiming for a ROAS target of 3x, or monitoring CTR
to check engagement.

Achievable is about staying realistic. You can’t expect
miracles overnight, but keeping goals practical helps.

For example, aiming for a margin above 30% is
generally considered profitable in e-commerce
advertising. The Relevant part reminds you that ads
should support bigger goals, whether that’s brand
awareness, growing customer lists, or driving actual
revenue. Finally, Time-Bound gives the strategy a
deadline. A simple timeline might be setting a goal to
achieve 20% growth in conversions within Q2.

A. Ad Creative Strategies

Standing out is everything when people are scrolling
fast. That’s why creative formats matter a lot. Here are
the top tactics that tend to work well:

Engaging Visuals should always lead. Using lifestyle
images or videos that show the product in action helps
the audience imagine it in their own lives.
Highlighting real features or core benefits makes a
difference. For the hook, being generic doesn’t work
anymore. Instead, speak to a real problem or a specific
audience. Something like, “Be sharp in your life just
like our knives, it’s time to stop being dull with our
professional sharpening kit!” works better because it
speaks directly and offers value. Lastly, testing with
Dynamic Creative Testing (DCT) inside Meta’s
platform is key. It helps figure out what version of the
ad connects best with people.

A. Offer Optimization

An offer can change everything. That’s why it's
important to test what drives users to act.

Start with Free Shipping Thresholds. Offering free
shipping above, say, $100, can encourage larger
orders. Bundling and Discounts also work well.
Pairing products at a reduced price, for example, “Buy
1 Get 1 Free” or “Spend $50 and get a free gift”, can
boost average order value. For new customers, Trial
Offers are powerful. Letting people try something
risk-free gives them the confidence to place their first
order.

B. Funnel Optimization

Using the Facebook Funnel Framework helps split
your campaign into stages. Each one gets a different
budget and purpose. At the Top of Funnel
(Prospecting), it’s all about reaching new users. Use
interest-based or broad targeting. Around 60% of the
budget usually goes here. Then, in the Middle of
Funnel (Re-Engagement), target people who’ve
already shown some interest, maybe they visited your
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site but didn’t buy. This is where you highlight
benefits or share testimonials. Around 20% of the
budget should be used at this level. At the Bottom of
Funnel (Remarketing), you go for the conversion.
That’s where you use limited-time deals or dynamic
retargeting ads to remind people about items they left
in their cart.

C. Landing Page Optimization

After the ad, the landing page is where conversions
either happen or don’t. Fast Loading Speeds are non-
negotiable. The goal should be under 2 seconds—any
more, and users might bounce. Clear CTAs also
matter. The “Add to Cart” or checkout buttons should
be easy to find—ideally right at the top. Don’t forget
Social Proof. People trust people. Adding reviews,
ratings, or short testimonials makes the product feel
trustworthy.

D. Campaign Execution

Start small, always. Test and Learn is a proven
method.

With a limited budget, you can experiment with
different creatives or target groups. Using Campaign
Budget Optimization (CBO) also helps Meta’s system
figure out where to spend money more efficiently.
Track performance as you go. Focus on CPA (Cost Per
Acquisition) as your lead metric. Then, refine as
needed, pause what’s not working and improve your
creatives, hooks, or offer angles.

6.7 Measuring Success

Metrics are what tell you if the campaign is on track.
A healthy ROAS would be 3x or more. For CTR, a
good goal is at least 1.5%, which shows decent
engagement. As for CPA, it should stay under 20% of
your average order value (AOV) to remain profitable.
You should also watch qualitative feedback comments
on your ads, emojis, and reactions. These aren’t just
fluff; they give real insight into how people feel about
what they’re seeing.

V. SCALING STRATEGIES AND CHALLENGES

Scaling Meta Ads isn’t just about spending more. It’s
more like adjusting a system that depends on timing,
targeting, and how well your creatives connect. If done
right, scaling helps push your results further without
ruining what’s already working. The strategies shared

here aim to keep campaigns efficient while helping
return on investment stay strong.

A. Incremental Scaling

One common mistake is jumping the budget too fast.
That kind of sudden change can confuse Meta’s
algorithm and mess with performance. That’s where
incremental scaling works better. For budget scaling,
it’s safer to increase spending slowly, something like
15-20% each week, but only if the campaign is
delivering consistent results. It gives the algorithm
space to adjust without starting over. Next is
geographic scaling. Once a local campaign feels
steady, it might be time to branch out. Expanding into
new regions, especially where the audience shares
similar habits, can keep growth going. There’s also
audience expansion. This means taking your
Lookalike Audience from 1% to 5%, which widens the
reach while still staying close to what already works.
At the same time, testing interest-based targeting can
help uncover new segments that scale well.

B. Creative Diversification

Scaling doesn’t only mean changing the budget. After
a while, people start to see the same ads over and over,
and that’s when ad fatigue kicks in. So it helps to
refresh the look and message. Try different formats,
carousels, videos, or instant experiences to change
how the ad feels. Then switch up the hook. Use pain
points that are fresh or tied to the season. For example,
something like: “Tired of overpaying for skincare?
Here’s an eco-friendly solution for half the price.”
That kind of line speaks to a specific frustration and
offers a clear solution.

C. Automation with Campaign Budget Optimization
(CBO)

One of Meta’s more helpful tools for scaling is CBO,
or Campaign Budget Optimization. It automatically
shifts your ad spend across ad sets, depending on
which one is doing better at the moment. Instead of
guessing where to spend, you let Meta handle it. Start
by testing a campaign with CBO turned on and let the
system take over budget distribution. Say you’re
targeting 3 different Lookalike Audiences. Meta might
notice one of them is converting way more, and then
push 60% of the budget there. That’s the power of
letting automation handle the scaling.
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D. Focus on Lifetime Value (LTV)

Scaling becomes more sustainable when you focus on
the long game, especially by reaching users who are
more likely to buy again. That’s why LTV matters.
Use retargeting strategies to bring back people who’ve
already purchased something. Show them upgrades or
things they might also like. Dynamic ads can help
here. Based on what someone bought before, you can
show product recommendations that feel personal.
That kind of relevance builds trust and keeps the cycle

going.

E. Seasonal and Event-Based Scaling

There are certain times of year when scaling just
makes more sense. Periods like Black Friday or Cyber
Monday are built for volume, and users expect deals.
This is when urgency-based ads work best. Include
countdown timers or one-time discounts. Push a little
harder with lines like:

“Last 48 hours to save 30% on your favorite gadgets
During these events, people are ready to shop. All they
need is a nudge.

1%

F. Challenges and Proposed Solutions

Scaling Meta Ads definitely brings results, but it’s not
without its own problems. As campaigns grow and get
more complex, new challenges tend to show up. Some
are technical, while others are just a result of reaching
bigger and broader audiences. What follows is a
breakdown of the most common issues, along with
practical ways to work around them.

A. Ad Fatigue

One of the first things marketers notice when scaling
is ad fatigue. This happens when the same group of
users sees the same content too often. After a while,
they stop reacting to it, no matter how strong the
creative was in the beginning.

Solution: It helps to refresh your creatives every 2—4
weeks, even if performance hasn’t dropped yet. Think
of it as a preventive measure. Also, use Dynamic
Creative Testing (DCT) to compare different formats.
It’s a great way to figure out which variations actually
keep people interested.

B. Rising Costs of Advertising
Another issue is that ad costs go up as more brands
compete for space. You’ll often see higher CPMs

(Cost Per Thousand Impressions) even when your
campaign settings haven’t changed.

Solution: To handle this, switch to short-form video
and UGC (User-Generated Content) formats. These
usually cost less and perform better in terms of
engagement. Also, shift your focus from just getting
clicks to driving conversions. In the end, ROI matters
more than reach.

C. Data Privacy Regulations

Since updates like i0OS 14, it’s been harder to track
user behaviour across platforms. This change has
affected how well Meta Ads can optimize and measure
performance.

Solution: Start building up your first-party data
through methods like email campaigns or loyalty
programs. This gives you more control. Also, use
server-side tracking, like Meta’s Conversions API, to
gather important signals even when browser tracking
is limited.

D. Audience Saturation

If you’ve been running highly targeted ads for a while,
chances are you’ll hit audience saturation.
Engagement starts to drop, not because your product
is bad, but because your viewers are the same people
seeing your ads again and again.

Solution: This is the time to expand your reach. Use
Meta’s Lookalike Audience tool to reach users similar
to your existing buyers. It’s also smart to test interest-
based targeting, which can uncover groups you
haven’t reached before.

E. Poor Landing Page Performance

Sometimes everything on the ad side is working, but
the results still don’t show. That’s usually a landing
page issue. People click, but don’t convert.

Solution: Make sure your page loads in under 2
seconds, and place your CTA buttons where they’re
easy to see. Don’t overlook the power of testimonials
or simple, benefit-driven product descriptions. People
want speed and trust. If your landing page gives them
both, conversions go up.

G. Scaling with Advanced Ad Tools

When e-commerce brands want to scale beyond basic
ad campaigns, Meta offers a solid set of advanced
tools. These aren’t just optional; they can actually
make or break performance as ad spend increases.
Here’s a breakdown of how to use them effectively,
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based on what we’ve seen across real-world
campaigns.

A. Advantage+ Shopping
One of the more powerful tools in Meta’s ad
ecosystem is Advantaget+ Shopping Campaigns.
These use machine learning to do most of the heavy
lifting when it comes to targeting and placement.

Take the smol case study, for example. With
Advantage+, the campaign didn’t need constant
tweaking. The system is automatically optimized for
ROAS by adjusting how and where the ads were
shown. This kind of automation is perfect for brands

Campaigns

that want to scale fast without getting lost in manual
setup.

B. Dynamic Ads for Personalization

As brands grow, showing the same product to
everyone won’t work anymore. That’s where Dynamic
Ads become useful. They let you deliver different
product suggestions to different people, based on what
they looked at before or what they’ve already bought.
Picture this: an outdoor equipment store wants to reach
users who previously browsed tents. With dynamic
ads, that same user will now see a selection of hiking
gear instead. It feels personal, and that’s what makes
it effective.

C. Lookalike Audiences

When you're ready to reach more people who act like
your best customers, Lookalike Audiences are the go-
to. A good way to begin is by using 1% similarity for
more accurate targeting. Once those ads start
converting steadily, you can gradually expand to 5—
10% to scale up while still staying relevant.

This method helps grow your reach without losing the
quality of your traffic.

C. Lookalike Audiences

Since changes like i0OS 14, relying only on browser-
based tracking doesn’t give the full picture. That’s
where Meta’s Conversions API comes in. It connects
directly to your server, so you still get accurate
performance data even if pixel tracking is limited.
Plus, it helps with attribution, so you’re not guessing
where your results are coming from. Over time, this
improves ROI by making optimization more precise.

D. A/B Testing with Ad Variants

No campaign is truly complete without testing. That’s
why A/B Testing is key, especially at scale. You can
test everything, headlines, visuals, calls to action, and
figure out which version gets the best results. For
instance, try comparing:

“Save 30% on kitchen essentials”

vs. “Upgrade your kitchen with 30% off today!”
These may seem similar, but one might click more
than the other. You won’t know unless you test.

V. VISUAL REPRESENTATION

A. Visual Representation: Ad Spend vs. ROI

To give a clearer picture of how scaling Meta Ads
actually performs in real-world settings, the following
graph was developed using aggregated campaign data,
which includes the example from the smol case study
as well. Looking at the graph, a few patterns begin to
stand out.

Return on Investment (ROI) vs Ad Spend
200

180} = T —

ROI (%)

120

1000 5000 10000 20000
Ad Spend (5)

Ad Spend ($) | Static Ads Dynamic Advantage
ROI (%) Ads ROI (%) | +ROI (%)
$1,000 150% 180% 200%
$5,000 130% 165% 190%
$10,000 120% 150% 180%
$20,000 100% 140% 170%

When we zoom in on static ads, it becomes pretty
obvious that they hit a wall. As ad spend increases,
their ROI starts to flatten. This isn’t surprising, static
creatives often lack the kind of personal touch that
today’s users expect. It shows the limits of using non-
personalized content when trying to grow. In contrast,
dynamic ads continue to pull their weight. Even when
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the ad spend goes up, the ROI stays strong, which
shows how well personalization scales. These ads
respond to user behaviour, and that makes them much
more relevant, which is likely why their performance
holds up. Then there’s Advantage+. Out of everything
shown, these campaigns deliver the highest ROI
across all spending levels. That’s largely because they
run on automated optimization and Meta’s own
machine learning models, which can adapt in real
time. So even at higher spend, performance doesn’t
drop the way it does with traditional ad formats.
Altogether, what this graph really shows is that when
you’re scaling Meta Ads, not all formats give back
equally. If anything, the takeaway is simple: invest in
the right tools, especially personalized strategies and
automated systems, because that’s where the long-
term return truly comes from.

B. Discussion

This research pointed out a few clear things about how
Meta Ads help e-commerce brands grow. Even now,
when people scroll fast and skip most ads, the right
kind of campaign can still get results. What seems to
matter most is being smart about how these tools are
used.

1. Strategic Importance of Attention-Span Marketing:
People’s attention doesn’t last long anymore. That’s
not just a theory—it’s something brands are seeing
every day. Meta Ads help with this because they offer
tools that match short attention spans. Lookalike
audiences, Advantage+ setups, and dynamic creatives
let businesses build ads that reach the right people at
the right time. It doesn’t guarantee success, but it gives
a better chance to be meaningful before the user scrolls
past.

2. Challenges in Scaling: Scaling with Meta Ads isn’t
always easy. After a certain point, some problems
show up. Ads stop working as well, budgets need to
go up, and privacy rules keep changing. But some
workarounds exist. This paper looked at things like
changing ad creatives often, using first-party data, and
testing Meta tools like Conversions API. These steps
don’t fix everything, but they make it easier to manage
campaigns that are getting bigger.

3. Practical Implications: The things found in this
study don’t just apply to one type of company. Smaller
businesses can focus more on tools that save time, like
Advantage+ or dynamic ads. These help them stay
active even without big teams. Bigger companies, on

the other hand, have more data to work with. So, they
can use deeper personalization and build systems that
scale automatically. From what the examples showed,
both types of brands can benefit if they use the tools in
the right way.

C. Contribution to Literature

This study adds useful insights to ongoing discussions
around e-commerce marketing and digital advertising.
It takes ideas that are usually discussed in theory and
connects them to actual campaign data and results,
making it easier to understand how they work in
practice. A lot of research around Meta Ads looks at
technical details or focuses only on performance
numbers. While that kind of work is helpful, it often
misses the practical side. This paper brings together
campaign examples, data analysis, and strategic
planning methods that can be applied by real
businesses. By focusing on attention-span marketing,
which hasn’t been explored much in past studies, this
research shows how businesses can respond to
changing behavior patterns in a more hands-on way.
One of the newer ideas in digital marketing is how
short attention spans affect what people click on or
ignore. The research here adds to that topic by
focusing on tools and formats that match those habits.
The smol example helped explain this clearly—it
showed how automation, combined with short-form
content, gave better results in terms of getting and
keeping attention. This paper also looked at how
smaller campaigns can grow without losing their
performance. That part is important because many
brands struggle when trying to scale. By showing how
Meta tools like dynamic ads and Advantage+
Shopping Campaigns support that process, the
research gives a working path for moving from a small
test to a bigger, more long-term plan.

V. CONCLUSION AND BIBLIOGRAPHY

A. Future Research Directions

Even though this research dove deep into many areas
of Meta Ads and their role in e-commerce, some topics
still need more work. These directions could help
future studies cover what hasn’t been answered yet.
Tools like artificial intelligence and augmented reality
are starting to play a bigger role in digital advertising.
But how they fit into Meta Ads still isn’t fully
understood. Al might be useful for choosing better
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content or improving when and how ads are shown.
AR, on the other hand, could let people interact with a
product, maybe through features like trying clothes or
seeing how furniture fits in their room. These ideas
sound promising, though they haven’t been studied
much yet. Since this paper only focused on Meta Ads,
there’s space to compare other platforms too. Google,
TikTok, Snapchat, they all work a bit differently.
Future research could see how ads perform on each,
especially across industries or locations. That might
help brands figure out what platform fits their goals
best. Short ads can get quick results, but what about
the long run? If a brand uses this style too often, it’s
not clear how people feel after weeks or months. Do
they still trust the brand? Or does fast content become
forgettable? Research could take a deeper look into
how attention-span marketing affects brand loyalty or
customer retention over time.

As rules around data change, businesses need to decide
how much info they collect. Personalised ads usually
work better, but using less data makes it harder to
customise. Some companies try to use first-party data
instead of tracking everything. More research could
help figure out which balance works and how
customers respond. How people react to ads is still a
big question. Some may prefer videos, others might
find carousels more useful. Static ads are simpler, but
that doesn’t mean they’re always less effective. It
depends on several factors like, what people are doing,
what they’re thinking, and even what device they’re
using while surfing digitally. Studying this more
closely could improve how ads are built.

B. Conclusion

This study looked closely at how Meta Ads can
support growth for e-commerce brands, especially
now when people are more distracted online and the
space is getting more competitive. Ads today don’t just
need to be seen—they need to get noticed quickly, and
that’s where Meta’s tools seem to help. From the
examples and data, a few patterns became clear.
Personalised ads which are built around user behavior
or interest, usually work better than general ads.
Automated tools like Advantage+ made it easier to run
campaigns without needing to do everything
manually. And since attention spans are shorter, it
helped when the ads had clear visuals and got to the
point fast. The marketing playbook shared here was

meant to be practical. It included steps that marketers
can actually use, like setting clear goals, testing
creative content, building funnels, and growing slowly
with the help of platform features. The study also
talked about how to handle problems like rising costs,
ad fatigue, and tighter rules on privacy. In the bigger
picture, Meta Ads still seem like a strong option for
businesses trying to grow online. But success isn’t
only about having access to good tools. It also depends
on understanding how people behave, how the market
keeps shifting, and how to use the tools in a way that
fits your goals and serves consumer needs. If things
are done right, brands of any size can stand out, adapt,
and build something that lasts, even in a space that
keeps moving fast.
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