
The Modern Approach to Meta Ads 

My Operating System for the Andromeda Era 

 

My Core Philosophy 

Meta Ads today operate nothing like they did a few years ago. The era of micro-targeting, 

over-segmentation and 15 different ad sets is gone. With the Andromeda update, Meta’s 

machine learning takes over most of the delivery and targeting decisions, meaning 

performance is no longer about “hacks” or audience tricks.  

Modern performance revolves around three fundamentals: 

 1. Structural simplicity → fewer campaigns, fewer ad sets, clearer signals. 

 2. Creative diversification → multiple angles that resonate with different buyer 

motivations. 

 3. Clean attribution & signal quality → the system learns based on the data you feed it. My 

Operating System is built on these principles. This is the mindset that guides every campaign 

I launch, analyze, and optimize. 

1.1 Simple Structure Over Complexity 

Modern Meta Ads perform best when the account structure is minimal, clean, and stable. 

Complex, fragmented setups slow down learning and confuse the algorithm. 

My structure philosophy: 

– keep the number of campaigns low  

– keep ad set count minimal  

– avoid audience fragmentation  

– let the algorithm learn from larger datasets 

A simple structure produces: 

– faster learning  

– more stable delivery 

– stronger, clearer data to optimize from 

 



1.2 Creative > Targeting 

The modern approach is creative-first: 

– different angles  

– different hooks 

– different messages  

– multiple formats (UGC, demo, testimonial) 

Each creative angle effectively becomes its own “implicit audience segment.”  

Instead of manually testing audiences, I test:  

– ideas 

– messaging  

– emotional drivers 

– objections 

– value propositions 

The question is no longer “Who should I target?”  

The correct question now is: “Which angles will resonate with the different types of buyers 

inside my broad audience?” 

1.3 Optimization Starts With Accurate Attribution 

Machine learning can optimize only if the data it receives is correct. That makes attribution 

one of the most important responsibilities of a modern performance marketer. 

Before I optimize anything, I ensure that: 

– pixel events fire correctly  

– CAPI is properly integrated  

– events aren’t duplicated  

– key funnel signals (LPV, ATC, IC, Purchase) are clean  

– GA4 aligns with ads data  

– attribution windows are understood  

– conversions are mapped correctly 



If attribution is broken, every optimization decision becomes guesswork. 

 

Pre-launch Setup 

Before spending any budget, I build a clean foundation. 

Clear goals, clear signals, and a consistent message from creative → offer → landing page → 

tracking. 

My pre-launch process focuses on three areas: campaign structure, landing page quality, and 

tracking reliability. 

2.1 Campaign Structure 

1. Define the Primary Campaign Goal 

Every campaign must have one clear objective: 

 

– sales 

– leads 

– bookings 

– app installs 

2. Identify Distinct Buyer Personas 

– Core problem they want solved (what pain or frustration drives them) 

– Objections they might have (what could stop them from buying) 

– Goal they want to achieve (the positive outcome they’re moving toward) 

– Fear they want to avoid (a negative outcome they want to protect themselves from) 

These personas guide my creative angles, not my targeting. 

3. Creative Variations for Each Persona 

Each persona requires its own message. 

So before launching, I map specific creative angles to each one: 

– Persona A → Problem/Solution angle 

– Persona B → Demonstration angle 

– Persona C → Testimonial/Social Proof 

– Persona D → Lifestyle/Emotional appeal 

 

 

 



4. Broad Targeting 

Once the creative logic is ready, I use broad targeting to allow machine learning to match the 

right persona with the right angle. 

This means: 

 

– no micro-segmentation 

– no unnecessary interest stacks 

– no splitting budgets across multiple ad sets 

Broad targeting + strong creative variety 

5. Aligning the Offer 

The offer determines whether clicks turn into conversions. 

Before launching the campaign, I make sure the offer is: 

– clear 

– compelling 

– relevant to each persona’s motivation 

– consistent across creative → landing page → follow-up 

If the offer doesn’t match the angle and persona, the entire funnel weakens 

2.2 Landing Page Check 

I verify that: 

– the landing page matches the promise made in the creative 

– the value proposition is immediately visible 

– mobile performance is strong (speed + layout) 

– the page answers key objections 

– the page guides users toward one action 

– LPVR is expected to be above 40% as a baseline 

2.3 Tracking Setup (Clean Signals = Better Optimization) 

Accurate tracking ensures Meta receives clean, usable signals to optimize delivery. 

My tracking preparation includes: 

– Pixel installation validation 

– Correct event configuration (ViewContent, ATC, IC, Purchase) 

– CAPI integration (basic or partner setup) 

– No event duplication 

– UTM structure for GA4 

– LPV and engagement tracking alignment 

– Basic QA with Test Events & GA4 DebugView 



How I launch and Run Campaigns 

Before optimizing anything, I focus on launching campaigns in a controlled and structured 

way. 

Modern Meta performance comes from simplicity, message clarity, and letting the algorithm 

learn from strong creative variation. 

The goal at launch is not to scale, it is to generate clean, reliable data that will guide the next 

steps. 

3.1 Campaign Setup 

My campaigns start with a simple minimal structure that helps the system learn quickly and 

consistently 

Campaign Objective: Sales or Leads 

 

Structure: 

 

– 1 campaign 

– 1 ad set 

– Broad targeting (Advantage+) 

– Advantage+ placements 

– No segmentation 

– No unnecessary breakdowns 

 

A minimal setup keeps the system stable, avoids fragmentation, and gives Meta enough 

freedom to identify which creative/message resonates with different types of buyers. 

This approach aligns fully with the Andromeda philosophy…fewer decisions from me, more 

room for machine learning to optimize. 

3.2 Creative Deployment 

Instead of splitting audiences, I diversify messaging through multiple creative angles. 

For each buyer persona defined earlier, I deploy a mix of creative variations such as: 

– Problem/Solution angle 

– Demonstration angle 

– Testimonial/Social Proof 

– Lifestyle/Emotional clarity 

– Objection-handling variations 

– Urgency or Why-Now messaging 

 



 

Within these angles, I use different: 

– hooks 

– formats (UGC, demo, testimonial clips, etc.) 

– pacing styles 

– value propositions 

A typical launch includes 6–12 creatives, each designed to trigger a different motivation. 
This allows the algorithm to automatically match the right message to the right buyer  
without manual audience testing. 

3.3 Testing Waves 

A testing wave is a structured 7-day period during which I let the campaign generate 

performance signals without major interference. 

The purpose of the testing wave: 

– gather enough data on each creative angle 

– understand which messages resonate 

– see first patterns in CTR, LPV, ATC, and cost per signal 

– avoid premature decisions 

– ensure stable delivery 

During a wave, I do not try to scale or optimize aggressively. 

I simply let the system learn. 

To protect learning and avoid resets, here is what I never modify inside the 7-day cycle: 

– no budget changes 

– no new ad sets 

– no audience changes 

– no placement edits 

– no turning ads on/off repeatedly 

– no scaling mid-wave 

The only exception: 

pausing obvious creative losers once I see strong indicators (e.g., extremely low CTR, non-

existent signals) after the first evaluation window. 

Everything else stays stable. 

3.4 Budget Strategy 

Budgets in the launch phase are not used for scaling, they are used for generating accurate 

signal data. 

 



My budget rules: 

– keep the daily budget stable for the entire wave 

– avoid reacting too early to temporary fluctuations 

– prioritize cost per signal and creative performance over ROAS at this stage 

– focus on learning before scaling 

Optimization - How I Make Data-Driven Decisions 

Optimization is not about changing campaigns every day. 

It’s about understanding what the data is telling you, respecting the system’s learning 

process, and improving performance without creating instability. 

My approach follows three simple evaluation stages: an early check, a creative evaluation 

check, and a full review. 

4.1 Early Check 

At this stage, I look only for clear creative underperformers, meaning ads that are obviously 

not resonating compared to the rest. 

If an ad is significantly behind, I pause it. 

Everything else stays untouched. 

The goal here is simply to remove the things that clearly don’t work, without interfering 
with the learning process. 

4.2 Creative Evaluation (Understanding What Resonates) 

Once the campaign has had time to stabilize, I evaluate the quality of the messaging. 

Here I’m not looking at “perfect numbers” or strict thresholds. 

Instead, I’m asking simple questions: 

– Which creative angles drive more engagement? 

– Which messages feel more aligned with the audience? 

– Which hooks grab attention? 

– Are people moving smoothly from the ad to the landing page? 

This stage helps me identify which ideas are working and which ones aren’t. 

Still, I avoid structural changes and focus only on understanding the creative performance. 

4.3 Full Review (Where Real Optimization Happens) 

After enough data has accumulated, I make the important decisions. 

 



 

This review answers: 

– Which angles should I keep? 

– Which messaging directions underperformed? 

– What creative patterns are emerging? 

– Do I need new variations for the next round? 

– Is anything on the landing page holding people back? 

Based on this, I: 

– keep the strongest creative themes 

– retire weak messaging directions 

– plan new creative variations 

– adjust the funnel if needed 

– prepare for potential scaling 

This is the only moment where optimization truly makes sense, because now the data is 

reliable. 

4.4 Scaling 

My scaling philosophy is simple: 

– scale gradually, not aggressively 

– protect the creative angles that work 

– avoid sudden changes that disrupt learning 

– prioritize consistency over speed 

4.5 Creative Iteration 

After each review, I use the insights to refresh the creative direction. 

I create: 

– new hook variations 

– new versions of winning angles 

– different formats of strong messages 

– creatives based on objections or comments from users 

This constant evolution keeps the campaign fresh and aligned with real audience behavior. 

Reporting & Insights 

My goal is always to identify what worked, what didn’t and why. 

5.1 What I Review 



When evaluating performance at the end of a cycle, I focus on the elements that explain user 

behavior: 

– how people interacted with each creative angle 

– which messages captured initial interest 

– where attention dropped off in the ad or the funnel 

– how well the landing page supported the ad message 

 

 

5.2 How I Convert Data Into Insights 

After identifying behavior patterns, I convert them into clear takeaways: 

– which creative ideas proved strong and should continue 

– which angles consistently underperformed and should be retired 

– what message variations deserve new versions 

– whether the landing page or offer created friction 

– what direction the next creative round should take 

5.3 Applying the Insights 

Every insight informs a concrete next step: 

– continue the strongest angles 

– remove weak or irrelevant messaging directions 

– plan new creative variations based on audience response 

– refine the landing page only if needed 

– prepare new ideas for the next testing cycle 

– scale only when the campaign shows stable, repeatable behavior 

Goal is to make each round more focused and more efficient 

This Operating System reflects how I approach Meta Ads in the Andromeda era: 

focus on simplicity, strong creative strategy, clean signals, and iterative improvement. 

The landscape will continue to evolve, and so will this framework but the core principles 

remain the same: 

clear structure, creative diversity, accurate attribution, and data-driven decisions. 

This is the methodology I bring into every account I manage. 

 

 

 


