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What9s Inside This Playbook

Here9s what you9ll learn inside 4 everything you need to adapt to Meta9s new creative-first era and scale your design output without 
breaking your budget.

1 / The New Reality

Why ad platforms now need a much higher volume of ad creatives to perform 4 and what Meta9s Andromeda update changed.

2 / The Idea Engine

How to keep coming up with fresh, high-performing ad ideas week after week.

3 / The Diversity Engine

How to turn one idea into multiple ad variations  across personas, formats, and platforms.

4 / The Production Engine

 Adding a designer to keep up with creative volume at scale  without overloading your team or overspending on production.

© Delesign. This playbook is proprietary and may not be reproduced or distributed without permission.
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1/ The New Reality
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Why Your Ad Account Feels Broken (And Why 
It's Not Your Fault)
Let9s address the elephant in the room.

If your ad performance has tanked lately, you9re not alone.
Meta quietly pushed one of its biggest updates ever 4 Andromeda.

This isn9t an update. It9s a complete rebuild of their algorithm.
Meta changed the system that decides which ads get shown to which people.

What is the new Andromeda Update

Meta refers to Andromeda as a next-generation personalized ads retrieval engine 4 the system that sits upstream of all ad delivery, 
picking which ads are eligible to show to which user.

So what changed?

Andromeda can:

Handle far more ads at once

Use machine learning to match ads to people

Ditch manual targeting logic entirely

Reward creative variety

Translation: Meta now targets through your creatives, not your settings.

The more unique creatives you feed it, the more <signals= it gets to find the right buyers.

Simple math:
More creatives ³ More signals ³ More matches ³ Better performance.
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What Are Experts Saying?

Small Changes Are Considered the Same Ad

Meta no longer counts minor tweaks as new ads. If it looks the same, the system treats it as the same creative.

Don't Just Use One Format Of Ads

Within your audience, people respond to different styles: UGC, news-style, before/after, or long-form. Mixing these formats helps the 
algorithm find and convert more of your total market.

Diversity Needs To Go Beyond Just Formats

Diversity isn9t just about switching from UGC to product demos 4 it9s about exploring different ideas, motivations, and audiences.

Meta rewards variety in:

Concepts: The story or idea behind your ad

Angles: The problem or benefit you highlight

Personas: Who the message is meant for

Formats: How the message is delivered

Consolidate And Let Meta Do The Heavy Lifting

The general consensus across experts is:

Use one or two campaigns max (Only use more campaigns if objectives are different or locations are different)

Use CBO campaigns only

Use broad targeting
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What is Meta Saying?
To understand this in more detail, let's look at some slides from an internal presentation Meta created for their key partners 3 the 
brands spending millions who get early access to platform changes.

These slides reveal exactly what Meta wants from advertisers in the Andromeda era.

As you can see, Meta is no longer rewarding advertisers who rely on a handful of <winning ads.=

The new system thrives on diversity, volume, and frequency 4 it needs constant new creative inputs to learn and perform.

But here9s the caveat: you can9t achieve volume and frequency without diversity.

Meta9s algorithm now looks for distinct creative signals 4 different angles, formats, personas, and messages.
In other words, iterating on the same inputs will only take you so far.
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What Changes Vs The Old System
To understand why this matters, it helps to compare to <how things used to work=:

Before Andromeda After Andromeda

You could scale a few <winning= ads for months. You need a steady stream of fresh creatives 4 variety keeps 
performance alive.

Minor tweaks (new headline, color, or hook) kept ads 
profitable.

The system ignores small changes 4 it prefers distinct angles 
and different messages.

10315 <hero= ads a month could carry your account. You now need 10350 new ads every week to keep learning 
strong.

Targeting and lookalikes were your edge. Creative itself is the targeting 4 it tells Meta who the ad is for.

Success came from optimizing bids and budgets. Success comes from feeding the algorithm diverse, signal-rich 
creative.
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Andromeda Isn9t as Complicated as It Sounds
Jason from Meta Sums It Up Simply:

The old system needed you to tell it who to target.  Andromeda uses AI as a matchmaker, automatically pairing the right creative with 
the right audience.

So, what really matters now?
Just three things:

Diversified Creative 4 give the algorithm more variety to learn from.1.

High-Quality Signals 4 clear, relevant visuals and messaging that help Meta understand who the ad is for.2.

Automation & Simplification 4 focus on producing high quality creatives and let Meta9s system do the heavy lifting.3.

In theory, it9s straightforward. In execution, it9s anything but.
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Before We Move On

You can already see the value of creatives for Andromeda.

If you have a strong design team, then you have a head start to adapt to the changes.

However, if you don't, that's fine too. You can add a designer to your team without blowing your marketing budget.

Speed: 4-5 ad creatives everyday

Communication: Designer in your timezone, fluent in english, everyday updates

Quality: Trusted by 1400+ brands, 4.6 Rating on Trustpilot, Recommended by agency networks across the world

Price: $599/month

Learn more

https://www.delesign.com/book-a-call#schedule
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The Creative Bottleneck 
The idea behind Andromeda is simple 4 but executing it is where most brands fall short.

Meta now rewards brands that feed it more creative variety, and many experts report top performers launching 20350 new ads every 
week.

That9s where most teams hit a wall.

In the next part of this playbook, we9ll break them down one by one 4

how to keep coming up with fresh creative ideas,

how to diversify your ads across formats and personas, and

how to keep up with the production volume that Andromeda now demands.

Each section will show you what to do and how to do it 4 step by step.
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2/ The Idea Engine

https://gamma.app/?utm_source=made-with-gamma


Why Creative Is the New Targeting

Before we answer the question of how to keep coming up with ideas, you first need to understand what <creative is your targeting= 
really means.

Like we saw in the previous section, Meta9s AI now looks for signals inside your creative 4 not your targeting settings 4 to decide who 
should see your ad.

Every element in your creative sends a signal:

Visuals 3 Who9s in the frame tells Meta who might relate

Audio/Voice 3 Tone, accent, and language signal demographics

Primary Text 3 Keywords and phrasing indicate interests and intent

Think of your creative as having a conversation with Meta9s algorithm.
It9s constantly asking: <Who would this resonate with?=

Let me show you this in action with AG1's ads:

Persona 1: The Tennis Player

Visual: Athletic woman on tennis court in sporty outfit

Audio: "As someone who trains outdoors in the sun" + 
"As a former pro tennis player"

Signal to Meta: Find athletic women, outdoor fitness 
enthusiasts, performance-focused people.

Persona 2: The Gym Friend

Visual: Young woman on treadmill in modern gym

Audio: "You know that one friend who reads every label" 
+ "she's the healthy one in our group, super into gut 
health"

Signal to Meta: Find health-conscious young women, 
ingredient-focused consumers, gut health interested

Persona 3: The Frequent Traveler

Visual: Woman in bikini at beach/vacation setting

Audio: "We travel a lot" + talks about schedule changes 
and digestive issues

Signal to Meta: Find frequent travelers, people with 
inconsistent schedules, digestive health concerns

Persona 4: The Morning Routine Guy

Visual: Casual man in home kitchen setting

Audio: "My secret weapon is AG1" + focus on "my 
immune system and my skin"

Signal to Meta: Find health-conscious men, morning 
routine people, skin/immune health focused

Lets look at another example from True Classic

Each of the ads is selling the same pair of jeans, but targets completely different people.

See the pattern? 

Same product, same offer, but each creative is essentially saying "Hey Meta, find me people like THIS person who care about THESE 
specific benefits."

But here's the genius part - these ads serve two purposes:

Send targeting signals to Meta - The algorithm reads these creative elements to find similar audiences1.

Make the ad feel personal to each viewer - When a tennis player sees "As a former pro tennis player," they think "That's literally me!" 
and are way more likely to click

2.

Each ad directly calls out a specific type of person, making them feel seen and understood. It's not generic health messaging - it's "This 
is made for someone exactly like you."

Now that you understand how Meta reads your creatives 4 and why diversity matters more than ever 4 the next question becomes 
clear:

How do you consistently come up with fresh, high-quality ad ideas that give Meta strong, varied signals?
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The 4 Sources of Infinite Creative Ideas
 Most brands run out of creative steam after 233 concepts.

So they default to the usual formula: 
<  Product shot + a few benefits = <new ad=

If you want to scale with Meta, you need to think like a publisher 4 not just an advertiser.

That means you need a system for generating fresh, strategic creative ideas every single week.

Let me introduce you to the framework we use with every brand:

The 4-Source Idea Generation System 

This is how we keep ideas flowing on autopilot:

Customer Feedback Mining1.

Competitor Creative Analysis2.

Product Deep-Dives3.

Cultural Moments & Trends4.

Each of these gives you a goldmine of angles, hooks, and formats. 
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Source #1: Customer Feedback Mining

If you want to know how to sell your product& Listen to the people already buying it.

Your customers will hand you the exact language, motivations, and anxieties that led them to buy. You just have to mine it.

Where to dig:

Your own product reviews

Testimonials and post-purchase surveys

Amazon reviews (your products + competitors)

Reddit threads about your category

Customer support transcripts and live chat logs

What to look for:

Emotional words (<finally=, <obsessed=, <wish I9d found this sooner=)

Unexpected use cases or routines

Specific benefits that mattered to them

Clear before/after transformation statements

You can use this ready-made prompt to get the result as shown in the examples below.

Here are some quick examples:

Review on AG1: Benefit-First Hooks

<One year in 4 more energy, better gut health, real 
results.=

<Love the products for what they do 4 powerful daily 
support for energy & digestion.=

Reframe / Problem-Solution Angle (Pair with tip or new 
product variant)

<Not a fan of the new flavor? Mix it your way 4 benefits 
stay the same.=

<Love the benefits, customize the experience 4 your 
health, your routine.=

 Review on Amazon for a Luggage Brand

Flipped Angles

Reliability

Review pain: Handle9s extension feature broke on the second trip.

Flip: <Handles that work trip after trip 4 and if they don9t, we replace them fast.=

Easy Returns

Review pain: Return only allowed within 30 days 4 even if defect shows later.

Flip: <A warranty that works when you need it 4 not just in the first 30 days.=

Hassle-Free Repairs

Review pain: Required to ship at own expense or travel 700 miles to a repair center.

Flip: <If something breaks, we come to you 4 no 700-mile road trips for repairs.=

Reddit Thread around Haircare Category Problem ³ Relief Angle

"My scalp was itchy and sensitive for months. Everything 
made it worse 4 until I switched to [product]."

Emotional driver: desperation for relief.

Works for before/after storytelling ads.

Could be visualized as a <suffering ³ solution= split 
screen.

Sensitive Skin Safe Angle

"Most shampoos made my scalp burn. This one doesn9t."

Emotional driver: safety, trust, <finally found something 
that doesn9t hurt.=

Perfect for trust-building ads targeting people who9ve tried 
and failed with other products.

Minimalist Fix Angle

"I stopped using 5 different products and now only use this 
one 4 my scalp has never felt better."

Emotional driver: simplicity & less stress.

Great for <ditch the clutter= or <you don9t need a 
complicated routine= ads.
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Source #2: Competitor Creative Analysis 

Here's the insight: Your competitors are already spending money testing what works. Every ad they keep running is market research 
you can use.

Where to find competitor ads:

Meta Ad Library - https://www.facebook.com/ads/library

Pro tip: We use a platform like Atria for competitor research.

It keeps historical ads that disappear from Meta Ad Library, lets you organize ads into boards by angle/persona, and makes team 
collaboration easy. The transcript & analysis features save hours compared to manually writing everything down.

Who to analyze:

Direct competitors - Same product, same audience1.

Indirect competitors - Different product, same audience2.

Market leaders - The biggest players in your industry3.

Leading ecommerce brands - AG1, Poppi, Purple, Casper (they have the best creative teams)4.

What to look for in each ad:

Ad Angles: Problem/solution, before/after, social proof, founder story, comparison, etc.1.

Hooks: Opening lines, pain points mentioned, benefit claims, question formats2.

Creative Types: UGC testimonials, product demos, lifestyle shots, behind-the-scenes, talking heads3.

Personas Targeted: Who's featured? What setting? What language/tone is used?4.

Messaging Patterns: What benefits do they lead with? How do they handle objections? What's the CTA?5.

Important!

Focus on the longest running ads - Only if they're profitable will someone continue to spend on them1.

Dissect the ads completely - Break down the hook, persona, problem, solution, and CTA in each winning ad2.

Look for patterns across competitors - If 3+ brands use the same angle, it's probably workin3.

https://www.facebook.com/ads/library
https://affiliates.tryatria.com/0wh3wwjd70ye?utm_source=www.dtcdailynews.com&utm_medium=newsletter&utm_campaign=the-creative-testing-blueprint-how-to-scale-with-winning-ad-creatives&_bhlid=21421e6670168e04842624edb322c8c4c7f48f85
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 Source #3: Product Deep-Dives

Here's the problem: You think you know everything about your product. Your marketing team defaults to the same 2-3 benefits. 

But you're only scratching the surface.

The reality check: You might think you have this all in your head, but you need to pen it down.

What happens when you deep-dive your product:

Each section of your product becomes a different creative angle:

Primary Promise ³ Core value proposition hooks

USP ³ Differentiation and competitive angles

Unique Mechanism ³ Product demo and explanation content

Credibility ³ Authority and trust-building ads

Benefits ³ Multiple persona targeting angles

Proof ³ Social proof and testimonial concepts

Features ³ Educational and feature-focused content

Objections ³ Objection-based Ad Angles

Risk Reversal ³ Money-Back Guarantee additions

Example: AG1 discovers through their worksheet:

Primary Promise: "Complete daily nutrition" ³ Hook: "75 vitamins and minerals in one scoop"

Unique Mechanism: "Absorption technology" ³ Demo ad showing bioavailability science

Proof: "Backed by clinical studies" ³ Scientific credibility and research montage

Same product, three completely different ad concepts from different worksheet sections.

But here's the next level: Each benefit may map to different personas.

Take AG1's "daily nutrition support":

Tennis players: "Performance and energy for training"

Health-conscious consumers: "Immunity and skin support"

Busy professionals: "Convenient nutrition without meal planning"

Same benefit, same product, but three different creative angles speaking to different customer types.

Important: Some benefits appeal to everyone, others are persona-specific. Remember AG1 from Day 1? The tennis player cared about 
"performance and energy" while the health-conscious guy focused on "immunity and skin." Same product, different benefits 
highlighted.

When you list your benefits, add a second column noting who each benefit appeals to most:

"Increased energy" ³ All personas

"Better recovery" ³ Athletes

"Clearer skin" ³ Health-conscious consumers

"Immune support" ³ Health-conscious consumers
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 Source #4: Trending Moments

Here's why this matters: Trending moments give you instant relevance.

The 4 types of trending moments:

1. Holidays & Seasonal Christmas, Valentine's, back-to-school, summer prep, etc. Plan these months in advance.

1. Holidays & Seasonal Christmas, Valentine's, back-to-school, 
summer prep, etc. Plan these months in advance.

3. Memes & Pop Culture Viral formats, celebrity moments, 
internet culture. High risk, high reward when done right.

2. Trending Topics
 Viral conversations, news events, social movements. Monitor 
daily and move fast.

4. Announcements: New product launches, sales, company 
updates, partnerships. Your own newsworthy moments.

Why trending moments work:

Higher engagement when content feels "of the moment"

Breaks through ad fatigue with fresh angles

The key: Don't force it. The moment has to genuinely connect to your product or audience.

By combining these four sources 4 customer insights, competitor research, product deep dives, and trending moments 4 you9ll never 
run out of ideas again.
Now the real question is: how do you turn these ideas into ads that actually convert?
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3/ The Diversity Engine
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The Diversity Engine

If The Idea Engine helped you come up with great ad concepts,
The Diversity Engine helps you bring them to life 4 by showing how the same idea can speak to different people in different ways.

Turning ideas into ads involves two key steps:
�  Mapping Ideas to Personas
�  Choosing the Right Format

Let9s start with the first.
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Mapping Ideas to Personas

Creative ideas only work when matched to the right people. The same benefit can mean very different things depending on the 
audience.

Take AG1, for example:

Tennis players hear performance and recovery for training.

Health-conscious consumers hear immunity and skin support.

Busy professionals hear convenient daily nutrition without meal prep.

Some benefits are universal (<more energy=), while others are persona-specific (<better recovery= for athletes, <clearer skin= for 
wellness seekers).

 Mapping ensures each creative speaks directly to the audience it9s meant for 4 instead of hoping one-size-fits-all messaging will land.
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Choosing The Right Format

Once mapped, ideas must be executed. The rule: Show, don9t tell.

Eight proven formats:

UGC testimonials1.

Employee-generated content2.

Founder stories3.

Product demos4.

Comparisons5.

Social proof6.

Educational content7.

Statics/carousels8.

Choose formats that best demonstrate your benefit. And with AI tools (Arcads, MakeUGC, VEO3), production is faster and cheaper 
than ever.

Example: Take <more energy= ³

UGC: A parent saying, <I have energy to play with my kids again.=

Comparison: <Coffee gives jitters, this gives sustained energy.=

Founder: Story of solving an energy crash.

Same idea, multiple executions.

Here is a swipe file of ads that does a brilliant job at showing, not telling.

https://docs.google.com/spreadsheets/d/1GRFGUeezNw4r6UlerFYk0Ubc9V2Py4obPIiwd-QhMuk/edit?gid=430937829&utm_campaign=the-creative-testing-blueprint-how-to-scale-with-winning-ad-creatives&utm_medium=referral&utm_source=www.dtcdailynews.com#gid=430937829
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Pro Tip - What makes an Ad Good?
Before you hit publish, make sure every ad passes these five checks 0

Stop the Scroll 3 Does this ad grab attention in the first 3 seconds?

Connect Personally 3 Does it speak directly to one specific person or audience?

Communicate Clearly 3 Is the message simple, fast, and easy to understand?

Show Proof 3 Does it visually demonstrate why the product works or why it9s better?

Drive Action 3 Is there a clear reason and prompt to act right now?

Send this checklist to your designer before creating every new batch of ads.
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4/ The Production Engine
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Add a designer to your team
Create a process where you have a designer only focusing on generating ads.

It can add additional pressure to your creative team.

If you don't want to overwork them, you can add a pre-vetted delesign designer to your team to shoulder the workload.

Signing up with Delesign gives you access to a portal, where you can easily submit unlimited ad requests.

You'll have your own dedicated designer, giving you 5 ad creatives everyday, working in your timezone.

02:01

YouTube

<Because of how less I pay, will I get quality?= 3 Christian Maldonado

Prevetted designer, added to your team

Flexible - start and stop when you need to

Easy to manage your design process

Learn more

https://www.youtube.com/watch?v=aHjqxmnvFe4
https://www.delesign.com/book-a-call#schedule
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Conclusion
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The Bigger Shift

Andromeda didn9t just change how ads are delivered 4
it changed who wins.

The algorithm now finds people who resonate with your message.
But if you don9t understand who your audience is or what they care about,
your creative can9t send the right signals 4 and the system won9t know who to match you with.

You can9t talk to everyone anymore.
You need more creatives, each crafted to speak to a specific persona,
because Meta no longer targets people 4 your creative does.

If you need to add a designer to your team - click here

The black box works the same for every advertiser.
What separates winners from the rest isn9t budget, hacks, or bid strategies 4
it9s how deeply they understand their customer.

The Andromeda shift is simple:
the best marketers will win, not the best media buyers.

https://www.delesign.com/book-a-call#schedule
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