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JOSIP BEGIC Lebesgue: Al CMO
CEO, Lebesgue

Published mathematician

Spent $50M on Facebook and
Google ads in the eComm space
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Motivation
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Success stories

Industry

Fashion

Jewelry

Drinks and beverages

Skincare

DENVER ECOMMERCE SUMMIT

02 MOTIVATION

Revenue Increadse

+$221,132

+$20,208

+$153,713 +38%

+$11,045

*Jan 1 - May 25, 2025 compared to
Jan 1 - May 25, 2024

MER Increase
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Average Lebesgue Customer

Industry.: eCommerce
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Shop Revenue

$261,917
$221,065

+18.48%

02 MOTIVATION

Blended CAC

*Jan 1 - May 25, 2025 compared to

MER

236.72%
211.29%

+12.00%

Jan 1 - May 25, 2024
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Framework to run profitable ads
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How Facebook algorithm

sees your audience?

CAC
$50

CAC

$45
CAC
$45
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How you should see your
audience?

Prospecting
audience
Existing
customers
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Similarly, how google Pmax sees
customers via keywords
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Similarly, how you should see
customers via keywords

. Non-branded,
! cold audience
keywords

Branded
keywords
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What happens in
practice?
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Existing All of the channels bid
customers for the same audience
— overspending and
overreporting

Email
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Success story

Shop Revenue ©

Nov 26, 2024-May 25, 2025

$322.207.46 oo

$268,686.30 May 29-Nov 25, 2024

Blended CAC @

Nov 26, 2024-May 25, 2025

$42-65 23.13%

$55.49 May 29-Nov 25, 2024

Shop First-time Revenue ©

Nov 26, 2024-May 25, 2025

$56,796.47

$37,497.02 May 29-Nov 25, 2024

Facebook Spend ©

Nov 26, 2024-May 25, 2025

$29,036.74 oo

$32,233.00 Moy 2 9-Nov 25 2024

03 FRAMEWORK TO RUN PROFITABLE ADS

Shop Orders ©

Nov 26, 2024-May 25, 2025

T

5,129 May 29-Nov 25, 2024

Facebook Purchases ©

Nov 26, 2024-May 25, 2025

443.00  -1s30x

523.00 Moy 29-Nov 25, 2024

Shop First-time Orders ©

Nov 26, 2024-May 25, 2025

942 +43.38%

657 May 29-Nov 25, 2024

Facebook Revenue (@

Bl e i T R i | f~ir JE AADE
Nov 26, 2024-May 25, 2025

$30,473.92 -2

$33,945.90 May 29-Nov 25, 202

4
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Which technology can
you use to detect this

properly?
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D Device: Desktop

Device: Tablet

L
Boo

. .

Device: Mobile

=

Device: Desktop

FIRST PARTY
{ ADD TO CART J PIXEL
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Order information

< New Session - Device: Mobile @

May 15
Page View

May 30, 23:20:05 Date

. May 30, 2025
Initiate Checkout

Customer Email

VS S O aat Res

www.parisawang.com/collections/shop-all

utm_source: facebook
utm_lebesgue_adid: 6725354140447
utm_campaign: Lbsg+-+Standard+Campaign+-+Feb+2023

May 30, 23:20:18
Contact Submitted

Customer Name
rorw

May 18
UTM Campaign = Welcome Email #3

Number of Sessions
4

May 30, 23:21:40

Purchase Conversion Value
$360.00

May 21
UTM Campaign = Facebook Retargeting DPA

\
@ Carrie Shoulder Bag (100% off) Cream Customer Type

Quantity: 1 First-Time
Price: $0.00

New Session ; | *4 Al Device switch

Device: Desktop Grace TDp Handle Eﬂg = Epsom Tuupe OrderID

QUGhtity:] 6501120580571
Price: $409.08

;‘_/
a
a

i
a

/

&7
=

- Discounts: $49.09 Discounts
Timelessib

May 27
UTM Campaign = Google Branded Search

Total price: $360.00
-




Tracked Conversions
Meta-driven conversions
, (First Touch)

Orderid T Customer Email LT Customer Name [T b e o Conversion Value [T Conversion Details

Customer Type [T

Sessions

5430075555992

5430069166232

May 24, 2025

May 24, 2025

$110.29

$191.90

Repeat

Repeat

Details ¢

Details

5430011822232

May 24, 2025

$241.63

Repeat

Details @

5429983084696

5429872033944

5429724971160

May 24, 2025

May 24, 2025

May 24, 2025

$60.03

$9.95

$42.79

Repeat

Repeat

Repeat

Details

Details

Details

5429572960408

5429524070552

5429424717976

May 24, 2025

May 24, 2025

May 24, 2025

$32.07

$115.27

$154.78

First-Time

First-Time

Repeat

Details

Details ¢

Details

5429413085336

May 24, 2025

e —
. ——
— —
- ——
. —
R
———
— -
e v
- ——————

$22.50

Repeat

Details

1-10/393 = >
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Practical implementation
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Google Ads Structure

DENVER ECOMMERCE SUMMIT

PMAX/
Shopping

- High Margin Products
« Medium Margin Products

« Low Maring Products

04 PRACTICAL IMPLEMENTATION

Search
campaigns

« Non-branded Keywords
« Competitors

- Branded Keywords
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Google CPC Benchmarks for campaign types

Target market. US, ecomm industry

Search - Non-brand (Very

Search - Brand

Search - Competitors

specific product keywords)
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PMAX - High [ low [
medium margin

04 PRACTICAL IMPLEMENTATION

under

$0.4

under

$2.4

under

$6

under

$1.2
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Facebook Ads Structure m

O] 02 03

Define audience Set 5% cap to New customers -
. target existin upper funnel content
« EXisting customers J J PP
customers . UGC
- Engaged customers
« Videos

« New customers
 Scroll-stopping

headline
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Facebook Ads Structure

oQ B 35 Prospecting + Retargeting - Rainfor... 0
J :
p 2 Edit @ Review
E LY
=22 750 Budget 68 Purchases v ,
- 3 8 4 + Performance may be impacted
200
@ Evolving changes within the ads ecosystem may
000 O affect your performance or reporting.
e ) w 150 __—
[+}] R
(7] —
CE‘,lzk _g fﬂ_‘/ﬁf"’ Ad sets that include the European Region v
'g_ 100 —e =
= > e
.a /? - - - -
o%)o 8 s pa Audience definition @
/
(/"/ Your audience is broad.
— g 3

Broad audiences can improve performance and reach more

v Existing customer budget cap @

Set a maximum budget percentage to spend on your existing customers. We'll likely spend less
than the percentage you've set, but will aim to spend no more.

10 %

We'll aim to spend no more than $75.00 on your existing customers

End date S=TIS

v/ Set an end date

The accuracy of estimates is based on factors like past
@ Jun 18, 2025 @ 09:24 AM IST campaign data, the budget you entered, market data,

targeting criteria and ad placements. Numbers are

provided to give you an idea of performance for your

hiidAant kit ara anhie actimatae and Aan't Avarantan

@D%@Q‘O

By clicking "Publish," you agree to Facebook's Terms and Advertising Guidelines. v/ All edits saved Discard draft <@ Publish
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Facebook Ads Structure

AdvertiSing AUdit [> watch tutorial

Last account scan: 2025-06-02
Timeframe analyzed: Last 7 days

o Facebook A\
Analytics 78[]00 Account quality score GOOD 4 Mistakes found 10 Tests passed +2 NEW (0] Unable to test m
- Creative Strategy
Benchmarks
Forecast
Ad Creator o
Advertising Audit MISTAKE FOUND:
Advantage+ campaigns not properly configured ‘ _ . o
A Google A * Ensure your Advantage+ shopping campaigns have a dedicated existing
customer list.
4 by
Analytics During the last 7 days you had the following issues with » To prevent overspending on retargeting, your Existing customer budget cap should
Benchmarks Advantage+ campaigns: be 20% or less.

Advertising AUdie * Incorrect existing customer budget cap

percentage for adset. 120213688506790025

o TikTok A

TikTok Ad Account Access
A Llost
Resolve Now >

\ J Contact Us For Help

Analytics Tost Score Average fail rate: 74%

MISTAKE FOUND:
Not excluding existing customers

Advertising Audit

e Update list of users who already purchased your product to get more new
customers - otherwise, Facebook could be overspending ad budget on your

existing customer base.
Customer list uploaded, but existing customers are not .
properly excluded. * Businesses who exclude their existing customers from ad sets have -18% lower =
Blended CAC.
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Practical hacks
Audiences
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Historical usage of lookalike audience

/0% drop in Lookalike

audience usage over
|“ the last 4 years
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Why?
Statistically significant difference in ROAS (+40%)

Audience CPM CR ROAS

Interest

Lookalike 1%
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Practical hacks
Budget split between
marketing channels
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Marketing channels focus — general
rule of thumb

FOCUS On FOCUS On

Meta & Social Google & SEO
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Practical hacks
Creative
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Five star emoji in the ad description

e, P@risa Wang New York
Sponsored

Shop our Best Sellers crafted in the same ateliers as The Row, Chloé
and more for 50-60% less, every day.

Add five star emoji
(%*k*¥) in the ad

description to boost
CR by 20%

PARISAWANG.COM
60% Off Traditional Retail. Shop now
Do . S & o o o o — — m m m e e e e e e e e e e e e e e e mmmm
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Practical hacks
Social proof
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https://lebesgue.io/

Which Ad would you rather engage with?

PARISA WANG ses X PN PARISA WANG ses X
eSSy Sponsored - = Sponsored
Shop our Best Sellers crafted in the same Shop our Best Sellers crafted in the same
ateliers as The Row, Chloé and more for 50-60% ateliers as The Row, Chloé and more for 50-60%
less, every day. less, every day.

Social engagement

www.parisawang.com

“Ja “Ja
| w 60% Off Traditional Shop now | w 60% Off Traditional Shop now H o
A o . Increases CTR by 15%
O 1 OO & 98K 187 comments 249 shares
Ub Like D Comment 7> Share Ub Like D Comment 7> Share

www.parisawang.com
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Practical hacks
Al Prompts
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https://lebesgue.io/

Prompt Kit for Creative Research

(D (@ ChatGPT v

What can | help with?

Prompt I: "Research 5 fresh ad angles for Prompt 2: "Here are top competitor ads: ...
[PRODUCT] targeting [PERSONA]. Give 1-line Rewrite 5 variants flipping emotion: (1)
hook + 20-word body each. Avoid clichés.” curiosity, (2) FOMO, (3) authority..."

Prompt 3: "Generate 10 UGC video scripts (<15 Prompt 4: "Write 3 scroll-stopping headlines
s) emphasising first-use reaction. Include shot that start with a number or emoji, <8 words,
list & on-screen text." for [PROBLEM] solution.’
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Our favourite Google ads prompt

(D (@ ChatGPT v

What can | help with?

Prompt 5: 'Rewrite my Google ads headlines and descriptions using
knowledge from Meclabs Conversion Heuristic formula for
[PRODUCT] and [HEADLINES BELOW]"
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Practical hacks
Lebesgue: Al CMO
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https://lebesgue.io/

Thank You

o LEBESGUE
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Your 6-Step
Profit Checklist

Audit first-party pixel install

Cap spend on existing customers < 5%

Split campaigns by margin tiers (Google)

Go broad—kill lookalikes (Meta)
Add % %k k *k & top reviews above the fold

Test 3 new Al-generated hooks this week

DENVER ECOMMERCE SUMMIT

SCAN NOW
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Q&A

INnfo@lebesgue.io
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