
CBO
$500

LAA

LAA

AS3: LAL1% 
Events > n

AS4: LAL4/Interest 1

AS5: LAL5/Interest 2

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

CA's / LAL IDEAS:
All Web Traffic
All View Content
All Add To Cart
All Initiate Checkout
All Purchase
View Content >= 2x
ATC >= 2x
IC >= 2x
Purchase >= 2x
Customer CSV - Purchasers
Customer CSV - Abandon Carts
$0-25 Order Purchasers
$25-50 Order Purchasers
$50-75 Order Purchasers
$75-100 Order Purchasers
$100+ Order Purchasers
Lifetime Value
Product Specific (URL/Product ID) - VC
Product Specific (URL/Product ID) - ATC
Product Specific (URL/Product ID) - IC
Product Specific (URL/Product ID) - PUR
Top 5% Visitors On Site
Top 10% Visitors On Site
Top 25% Visitors On Site
3s Video Views
10s Video Views
25% Video Views
50% Video Views
75% Video Views
95% Video Views
Opened Instant Experience
Clicked Links in Instant Experience
Friends of Page Likers
FB - Everyone who engaged with your page
FB - Anyone who visited your page
FB - People who engaged with any post or ad
FB - People who sent message to your page
FB - People who saved your page or any post
IG - Everyone who engaged with your business
IG - Anyone who visited your business profile
IG - People who engaged with your post or ad
IG People who sent a message to your business profile
IG - People who saved any post or ad
Impulse Buyers - Purchase >= 1 + VC < 2
Non-Buyers/Bouncers - VC = 1
Brand Fans - FB Page Likers + IG Profile Likers
Brand Fans - FB Page Likers + IG Profile Likers + All VC
Brand Fans - FB Page Likers + IG Profile Likers + All ATC
Brand Fans - FB Page Likers + IG Profile Likers + All PUR
Top 20% of 20% Page Viewers
Top 20% of 20% Spenders
Top 20% of 20% Purchase Frequency
Top 20% of 20% ATC Frequency
Product Specific of Less Popular Variants - VC
Product Specific of Less Popular Variants - ATC
Product Specific of Less Popular Variants - IC
Product Specific of Less Popular Variants - PUR
Email Subscribers
Email Unsubscribers
Email Openers/Clickers
Email Non-Openers/Non-Clickers
Holiday Shoppers
Discount Code Users
Opters Out of Ads
Messenger Subscribers
VIP Members
Website Button Clickers
Website Scroll %
Pre-Purchase Upsell Buyers
Post-Purchase Upsell Buyers
Post-Purchase Downsell Buyers
Collection Viewers

STAGE 1: Initial Test Campaign
STAGE 2: LAL Narrowing (+ scale these)

IF STAGE 2 UNSUCCESSFUL

Dynamic Creative 
Assets:

2x video
1x photo
3x copy
2x headline

Target Splitting: (scaling)

1. M/F
2. Age
3. Device
4. Region

CBO
$500

Winning 1

Winning 2

Winning 3

Winning 4

Winning 5

Dynamic Creative 2
(Winning + New

combos)

Dynamic Creative 2

Dynamic Creative 2

Dynamic Creative 2

Dynamic Creative 2

CBO
$500

INT

INT

INT

AS4: LAL4/Interest 1

AS5: LAL5/Interest 2

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative
CBO
$500

Winning 1

Winning 2

Winning 3

New

New

Dynamic Creative 2
(Winning + New

combos)

Dynamic Creative 2

Dynamic Creative 2

Dynamic Creative 2

Dynamic Creative 2

Begin to scale existing campaigns, and create...

CBO
$2000

LAA

LAA

AS3: LAL1% 
Events > n

AS4: LAL4/Interest 1

AS5: LAL5/Interest 2

Post ID's
5-6 (image and vid)

Dynamic Creative

Dynamic Creative

Dynamic Creative

Stage 3: Mega campaign scaling

INT

INT

INT

AS4: LAL4/Interest 1

AS5: LAL5/Interest 2

Begin to scale existing campaigns, and create...

TOP OF FUNNEL / COLD TRAFFIC / ACQUISITION
(70% Spend)

MIDDLE OF FUNNEL / WARM TRAFFIC / RE-ENGAGEMENT
(12.5% spend)

BOTTOM OF FUNNEL / HOT TRAFFIC / RETARGETING 
(12.5% spend)

CBO

Video Viewers 50%

Video Viewers 75%

Facebook page engagers

IG engagers

FB page post engagers

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

1 Day
3 Day
7 Day
14 Day
30 Day
60 Day
90 Day
120 Day
170 Day
180 Day
365 Day (only available on some)

RULE GUIDE: 
OPTIMISATION + SCALING
Revealbot	Rules	July	2019			(CPA$50,	daily	budget	between	
$2000-$4000,	cbo,	adsets	10+)
40x	CPA	with	10+	adsets
5	adsets	=	20x	CPA

1,	Stop	loss	-	adset	level:	$200	spent	-	no	sales	->	turn	off	adset
2,	Turn	off	campaign:	more	steps	(needs	testing	how	to	set	it	up)

Turn	of	campaign	when	spend	is	over	$1000	and	CPA	is	over	
$65
Turn	of	campaign	when	spend	is	over	$1500	and	CPA	is	over	
$55
Turn	of	campaign	when	spend	is	over	$	2000	and	CPA	is	over	
$50
+1	condition	(optional)	Turn	off	campaign	when	spend	is	over	
$xy	(only	important	when	we	have	rules	to	scale	or	have	a	
limited	daily	spend	on	specific	days)

3,	Safety	campaign	-	turn	on	campaign	when:
Today	spent	is	>=	$1000	and
CPA	<	$49	and
CPA	>	$1and

4,	Campaign	restart	-	turn	on	campaign	at	midnight	when:	yesterday	
spend	>	$100

Or	just	have	us	manage	it	all	for	you	-	the	savings	we	make	you	just	by	
optimising	here	will	far	outweigh	our	fees	and	get	you	an	overnight	
ROI	with	us.

https://dimniko.com/scale

CREATIVE GUIDE
Top of funnel creatives should identify a problem, aggravate the problem, and then present your product as a solution to this problem.

"If you want aggressive scale, you must be able to illustrate the problem to an otherwise problem-unaware
prospect. Only then will you have a mass market to which you can scale."
-Dim Niko, '19.
In other words, teach people how to fish so you can sell them fishing gear. Don't just sell to seasoned fisherman.
Craft creatives that, instead of just presenting the solution (and doing a damn good job of it at that), craft the
videos in such a way that they identify and aggravate the problem parents are facing, and then present the
solution.
1. Clearly identify and illustrate the problem
2. Agitate the problem. Draw it out and press on the pain points.
3. Present your product as a solution to this problem and pain points.
And the function of doing such is that you are able to appeal to those who our product would be perfect for, but
aren't necessarily actively searching for such a product, or are even that they're facing these challenges - opening
up your market, appealing to more people, both dropping your CPA and allowing you to scale far more
aggressively.
Here's an example of this crushing it for us: 

"We launched the the ads a couple of days ago - here are the results from just two of the test campaigns
(remember, $64.29 CPA before this) : (again, attached...)
As you can see, their CPA instantly dropped from $64 to $25.
This made them front end profitable, on a subscription product, with a returning customer rate of 71.64%, putting
them, by their metrics, in a position to "aggressively scale".
What an incredible result, just from a change in creative angle, plus a little bit of magic within ads manager.
Go and implement the changes we suggested and watch your CPA drop.
OR, if you want results like these guys, shoot me a FB message right now and let us do it for you...
Before you shrug off that call to action, because you "know what you're doing", remember how I mentioned these
guys really knew the ins an outs of Facebook ads?
Well...
$65 CPA --> $25 CPA"
Want ridiculously crazy results like this in your business? 
Go to https://dimniko.com/scale

CREATIVE GUIDE
AT MOF, TEST TOF + MOF STULE CREATIVES

I've got something huge that I want to share with
you all today...
But just remember, when everyone is talking
about this in 12 months time, that Dim Niko said
it first.
So for you guys to fully understand what's going
on, I want to take you back to March of 2018 -
The dropshipping blitz.
I'm sure you all remember, early last year, when
Facebook changed their algorithm, and screwed
over almost every dropshipper on the planet.
In a bid to provide a better experience for user's
on their platform, they made some huge
changes with their algorithm, along with
introducing customer feedback and page scores.
Pages with scores under a certain benchmark
would be penalised, and a lot of dropshippers'
account performance got whacked hard.
Many went out of business overnight.   
From there, we saw a huge shift into branding
and customer experience. Advertisers and
business owners worked on this day and night.
Those with branded products, fast shipping
times, and excellent customer service, won; and
those without were crushed.
This shift saw a huge emphasis on the customer
"post purchase experience"                .
So what does this have to do with the
advertising philosophies I'm about to explain?
Well I believe we're seeing another huge shift,
but rather on the other side - before the
purchase.
Lately, Facebook has been making a huge
amount of changes to the platform (sound
familiar?)
These changes, once again, are in a bid to
provide an even better user experience to users.
Most recently, we've seen ad creatives become
limited to being no   larger than 4:5, taking up less
space in the feed.
We've also seen copy become limited to no
more than 3 lines of text.
Facebook is placing a huge emphasis on this
user experience, and no one seems to be talking
about it.
Now what does this mean for advertisers, on the
account level?
Well at our agency we've been spending well
over $1,000,000/month on advertising.        
We've tested literally everything.
And on the content side, something has really
stood out to me.
For our clients, we've run a bunch of creatives
consisting of user generated content.
But not in the conventional way that most people
create them - no more trashy phone camera
testimonials, just explaining the experience with
the product.
And certainly no more ad copy with five star
emojis, and a quote from satisfied customers.  
We've been running in depth unboxing videos,
videos where customer's try on entire wardrobes
of our brands' clothing, taste testing videos for
supplements and more.
These videos have performed extremely well - in
fact, our agency hasn't seen such a high client
success rate in quite some time (something i'm
very proud of, but that's a conversation for
another day.)
Essentially, what these videos are doing is this...
They're giving the prospect the complete
experience they can expect from buying, before
actually buying.
Right down to the feeling of the packaging, or
the taste of the product.
It's providing the customers with a complete,
"Pre Purchase Experience".
In doing so, the customers not only know exactly
what to expect when buying from the brand (a
great way to drive a conversion), but the content
is insanely engaging, and Facebook has been
rewarding us for it.
By running extremely engaging content like this,
we've seen campaign performances skyrocket,
and conversions go through the roof (due to the
pre purchase experience).
Double Trouble.
So how can you guys capitalise on this?
Rethink all of the content you run.
Ask yourself, what's the closest experience I can
give to my customers, short of them actually
buying our products.
Create content that provides them with the full
experience.
Give them the "Pre Purchase Experience".
You heard it here first.
You know your business needs us. Go to
https://dimniko.com/scale
Dim Niko

CREATIVE GUIDE
AT MOF, TEST TOF + MOF STULE CREATIVES

BOF creatives should be straight call to actions, with discount ladders if 
necessary - this is your conventional style retargeting ad

EXCLUSION 
CHECKLIST:

Site visitors
FB/IG Page Engagers

EXCLUSION 
CHECKLIST:

Site Visitors

(Target your warm 
audiences here)

POST PURCHASE / CUSTOMERS / RETENTION (5% spend)

CBO

Purchasers 1-7 days

Purchasers 30 days

Purchasers 180 days

Dynamic Creative

Dynamic Creative

Dynamic Creative

Retention campaign Retention Campaign (DPA)

DPA

Purchasers 1-7 days

Purchasers 30 days

Purchasers 180 days

DPA

DPA

DPA

$50,000/day Facebook Profitable Spend System

CBO

Website visitors 1-3 days

ATC 1-3 days

IC 1-7 days

Website visitors 3-7 days

Website visitors 3-7 days

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

BOF Creative Campaign

DPA

Website visitors 1-3 days

ATC 1-3 days

IC 1-7 days

Website visitors 3-7 days

Website visitors 3-7 days

DPA

DPA

DPA

DPA

DPA

BOF Creative Campaign

Post ID's
5-6 (image and vid)

Post ID's
5-6 (image and vid)

Post ID's
5-6 (image and vid)

Post ID's
5-6 (image and vid)

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

Dynamic Creative

Trying to scale past $500/day spend? Check this resource: https://dimniko.com/scale
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