PERFORMANCE MARKETING - E-COMMERCE - GCC

How Top E-Commerce Brands Scale
Meta Adsinthe GCC

The operational playbook for brands spending $20k-$200k/month, built from $250M+in
advertising investment managed across the GCC.

= W,

Inside this playbook:

O1The tracking audit checklist every account needs on day one

02 Acquisit's 3-step campaign structure, with customisation logic

03 The "graveyard campaign"” method for data-driven creative testing

04 GCC market nuances: a country-by-country creative & targeting guide
05 A decision framework for budget allocation across the funnel

06 How Acquisit diagnoses and manages performance drops

A isit
cqu ISI Confidential - For Qualified Recipients Only




INTRODUCTION

Why most GCC Meta Ads accounts underperform.

Most e-commerce brands running paid media in the GCC are leaving significant revenue on the table. This is
not because of the product or the budget, but because theiraccount structure, tracking, and creative
approach haven't kept pace with how Meta's algorithm works today.

This playbook distils Acquisit's standardised methodology across 50+ accounts in UAE, KSA, Kuwait, and

Qatar.

= COMMON MISCONCEPTION

European and US brands entering the GCC assume Google Ads drives revenue, just like at home. Inthe GCC, Metaiis
significantly more impactful fore-commerce. Misallocating from day one costs months of learning.

WHO THIS IS FOR

CMO / Head of Marketing

THE SITUATION
Overseeing paid media, want to
challenge your team
WHAT YOU GET

Aframework to evaluate your
setup and spot quick wins

Acquisit - Meta Ads GCC Playbook - Confidential

Performance Manager

THE SITUATION
Running GCC campaigns, unsure if
structure is optimal
WHATYOU GET

Abenchmark against
top-performing GCC accounts

©,

International Brand Entering
the GCC

THE SITUATION
Launchingin UAE or KSA from
Europe or APAC

WHAT YOU GET
A market-specific guide to avoid
the most expensive mistakes



STEP 01

Start with tracking, always.

Before looking at a single campaignresult, validate your tracking. Wrong tracking means every decision
downstreamis built on sand.

THE TRACKING CHECKLIST

0 Meta Pixel implemented
Verify the pixel fires on all key pages: product pages, cart, checkout, and purchase confirmation.

0 Server-Side Tracking (Conversions API)
Table stakes in 2025. Without it, you're missing conversion signals post-iOS 14 and your reported ROAS is likely

inflated.

= NOPIXEL EVENT DUPLICATION: THE #1ISSUE WE FIND

Every transaction counted twice inflates ROAS and corrupts campaign learning. To check: Meta Events Manager > Test
Events > place areal order. Two Purchase events firing = duplication. The most common cause is having the pixel
installed in two places at once. Check with your developer to ensure it is only implemented once.

Q Correct events ontheright pages
ViewContent on product pages, AddToCart on cart, Purchase on confirmation, each passing the correct

currency value. Wrong events mean the algorithm optimises for the wrong actions.

@ UTMparametersonall ads
Without UTMs, your analytics and CRM can't attribute traffic correctly across channels.

Q All destination URLs live, and in stock
Paid traffic sentto a 404 or an out-of-stock product page is wasted budget. Audit URLs before every launch.
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STEP 02

Acquisit's 3-step campaign structure.

Afull-funnel approachis nothing new. What makes the difference is how you position creatives at each
stage and how you split budget across the funnel.

Rule: 1campaign per funnel stage, per country.

CREATIVE BEST PRACTICES BY FUNNEL STAGE

Awareness Consideration

Creative Video content «  Highlighting USPs . Commergial a|_1d action-driven
Brand focus *  User-generated content »  User testimonials
focus +  Generic messaging - Educational content +  Offers and discounts
KPIs to « Impressions, reach and frequency *  Qualified traffic «  Purchases
. Audience addressable vs. reached « Engagement, video views +  Conversion rate
monitor »  Cost perreach « CTR VIR +  CPA/ROAS

= ON CONSIDERATION CAMPAIGNS: OPTIMISE FOR PRODUCT VIEWS, NOT CLICKS

Theinstinctis to optimise for clicks at the consideration stage. This is wrong. Click optimisation attracts low-intent
traffic. The algorithm finds people who click on anything. Optimising for product views on site finds people who are
genuinely interested enough to browse. The difference in downstream conversion rate is significant.

MOST COMMON MISTAKE
5+ conversion campaigns each with one ad and a fragmented budget. The algorithm can't learn. Consolidate, then add
complexity only where it earnsits place.

KEY ADAPTATIONS BY CONTEXT

One structure doesn't fit every brand. Here's how to adapt.

SITUATION HOW TO ADAPT

Multi-country (UAE + KSA + Duplicate the full campaign set per country. Never group countries in one campaign.

Kuwait...) You need separate budget control, creative localisation, and performance visibility
permarket. 3 countries = 3 sets of campaigns (awareness, consideration, conversion
per country).

Frequent product releases or Runtwo structuresin parallel: (1) Always-on for evergreen products with the standard

seasonal collections awareness, consideration, conversion setup. (2) Arelease structure fornew launches,
phased as awareness teaser first, then consideration, then conversion. For 3 countries
with both structures running, thatis 6 campaign setsin parallel.

Low-purchase-volume If you are not hitting ~50 weekly purchases, your conversion campaigns stay in

brands (luxury, designer) learning phase indefinitely. Step back and optimise for Add to Cart or Checkout
instead of Purchase. This this gives the algorithm enough signal to learn and exit the
learning phase.
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STEP 03

Let your creative do the targeting, at the conversion stage.

This step focuses onyour conversion campaigns, where Meta's Advantage+ does the heavy lifting.
Advantage+ uses your ad creative to build audience personas and target accordingly. This means that so at
the conversion stage, your creative is now your primary targeting tool. (For awareness and consideration, the
personalogic still helps, but the Advantage+ specifics below apply to conversion.)

THE ADVANTAGE+ PERSONA APPROACH (CONVERSION STAGE)

Build around personas, not audiences:

Define 3-4 customer personas
The gifter, the loyalist, the deal-seeker, the new-to-brand. Each has a different motivation and responds to a
different message.

Build ads per persona, scaled to your budget
With alimited budget, cap at 3-5 creatives per campaign to avoid diluting spend. With a significant budget,
aim for10-15 creatives per campaign. When building by persona, use 3-4 creatives per persona.

Feed all creative into Advantage+

The algorithm matches theright creative to the right user better than manual audience targeting at scale.
Your creative variety is what enables precision.

Watch for creative fatigue: frequency, CTR, and CPM
Awareness: refresh at 3impressions per7 days. Conversion: no fixed threshold — monitor CTR, frequency,
and CPM weekly and refresh when they deteriorate together.

THE GRAVEYARD CAMPAIGN: CREATIVE TESTING WITHIN CONVERSION

The graveyard campaign lives inside your conversion stage. Itis not a fourth campaign type, but a
low-budget testing layer that feeds proven winners into your main conversion campaign. The 3-stage
structure staysintact; thisis simply how you manage creative rotation within stage 3.

of budget goestojust 2-3 ads when all creatives share one campaign.

The rest never get a fair chance to prove themselves.

How it works:

New Graveyard Top 3 ET] Repeat
creatives campaign performers campaign every 2wks

Launch Low budget 1-2 weeks Refresh

After1-2 weeks, identify the top 3 performersjudged on CTR, conversionrate, and CPA together.
Conversionrate alone with low volume is unreliable. Move them to your main campaign. Remaining creatives
now have budget to prove themselves. Creative productionis expensive. This method turns your creative
spendinto structured R&D.; You learn what works, with data, before scalingit.
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STEP 04

UAE and KSA: two markets that could not be more different.

The biggest mistake international brands make is treating the GCC as one homogeneous market. UAE and
KSA have fundamentally different audiences, media mixes, languages, and commercial calendars, and the
smaller GCC markets each lean toward one or the other. Running the same campaign across all of them s
one of the most expensive errors we see.

UAE vs. KSA: KEY DIFFERENCES

Language English-first. Arabic secondary. Always run English AND Arabic. Omitting either
limits reach.
Audience Diverse, expat-heavy. Broad targeting works. More homogeneous. Local cultural context

matters more.

Metavs. Google Metais the primary revenue driver. Don't Same. European brands consistently
over-investin Google. over-allocate to Google.

Seasonality Dubai Shopping Festival, Ramadan, White Ramadan and SaudiNational Day are the
Friday. dominant peaks. Plan 4-6 weeks ahead.

= KUWAIT, QATAR, BAHRAIN AND OMAN
Kuwait behaves similarly to UAE. Qatar, Bahrain, and Oman tend to behave more like KSA. These markets are smaller
and do notrequire heavy localisation. Instead, a mix of UAE and KSA approaches tends to perform well.

SUCCEEDING IN KSA: WHAT INTERNATIONAL D2C BRANDS GET WRONG

WHAT TO GET RIGHT INPRACTICE

Localise content, not just Saudiaudiencesrespond to UGC-style, native content. Work with local creators.
language Authenticity beats production value.
Build around Saudi seasonality Ramadan and Saudi National Day rival Black Friday inimpact. Adapt campaigns,

packaging, and activations. Small gestures, like national-colour gift bags or limited
editions, make abrand feellocal.

Rethink the media mix Snapchat and TikTok drive discovery in KSA more than elsewhere in the GCC. Build
platform-native creatives. Do not repurpose Meta assets.

Separate KSA from UAE Different budgets, creative sets, and campaign structures. KSAis not a second UAE.
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STEP 05

Budget allocation across the funnel.

No universal budget split exists. What works depends on your brand maturity, audience saturation, and the
GCC-specific timing patterns most agencies miss. Here is the decision framework we apply.

BUDGET ALLOCATION: DECISION FRAMEWORK

Is your monthly budget under $20k? Run conversion only with Continue to next question.
Advantage+ and the Purchase
objective. Do not activate upper
funnel. You will dilute budget
across stages without generating
enough data at any of them.

Is your brand well-known in this market? Prioritise conversion and Investin awareness first. Without

(Check brand search volume vs. consideration. Awareness is sufficient brand demand,

competitorsin Google Search Console) optional, since demand already conversion campaigns hit a ceiling
exists. quickly regardless of budget.

Is frequency rising while reach stays flat? Yourknown audienceis saturating.  Hold your current structure and
Activate awareness campaigns to monitor monthly.
expandreach before pushing more
conversion spend.

= ACQUISIT PROPRIETARY HACK

Before committing awareness budget on Meta, check Google Search Console for brand search volume trends vs.
competitors. Declining orlagging search volume = weakening brand demand = awareness spend justified. Most
agencies never connect these two platforms.

= GCC-SPECIFIC: BUDGET PHASING AROUND PAYDAYS

Inthe GCC, particularly KSA, consumer purchasing power spikes at the end and start of each month, when salaries are
paid. Increasing conversion budgets during these windows and pulling back mid-month significantly improves
efficiency. Most brands run flat budgets month-round and leave this uplift on the table.
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STEP 06 - HOW ACQUISIT MANAGES PERFORMANCE

When performance changes, here is exactly what we do.

The key to managing performance wellis identifying where any change inrevenue, positive or negative,
actually comes from. At Acquisit, we always start by looking at three core metrics: traffic, conversionrate,
and AOV. Each one points to acompletely different fix, and confusing them leads to wasted optimisation
effort.

To answer this quickly, we built a proprietary Al-powered analysis tool that breaks down any revenue delta
into these three drivers within minutes, so we spend our time fixing the problem, not findingit.

WHAT CHANGED WHAT IT MEANS WHERE WE LOOK FIRST

Traffic dropped Fewer usersreaching the site CPMand CTRon ads. Check for creative
fatigue and audience saturation

Conversionrate Traffic arriving but not buying at the same rate Landing page, checkout flow, payment

dropped options, offerrelevance

AOV dropped Lower average purchase amounts Product mixin ads, bundle mechanics, upsell
offers

L1 Revenue Contribution Waterfall £ ShowCPME&CTR @ Revenue @ Positive @ Negative Allnsights 92% cenfidence

Previous Revenue  Current Revenue  Change ~7 Revenue increased by $25,048.31(27.2%)

$91.9K $117.0K +$25.0K (27.2%)

Revenue grew by 2

% ($25K), primarily driven by a significant increase in ad
spend and CPM-rel

d volume. However, this growth w:

avily offset by a

S0 sharp decline in Conversion Rate (CR) from 1.20% ich acted as &
+821.3K
L2 $14.4k headwind
$144K 1K
T— ~» Driver high
$90.0K - Increased investment (Cost) was the primary engine of growth, contributing over
$19k to the revenue lift as the account scaled from $21.5k to $25.8k in spend.
JennK © Concern hign
The Conversion Rate decline is the most eritical coneern, creating a -$14.4k drag
- on revenue; this suggests that the additional traffic volume may be lower intent or
” failing to convert at the previous baseline.
$o = = q = @ Opportunity medium
e Bext RO kN ¥ Citmenk Feyerae CTRimproved significantly from 1.47% 1o 1.99%, indicating that the ads are highly
engaging and relevant to the audience, even if the post-click experience is
lagging
% Recommendation high
p— SPG - S0 Achannel-level analysis of CR is necessary to identify if the efficiency drop is
2 L 3 = isolated to the new spend or a broader site-wide issue.
+$19.2K +$21.3K $-14.4K $-17K
$21.5K $25.8K $0.40 $0.33 120% 1.05% $142.86 $141.39 Next Steps
Audit landing page performance for the campaigns receiving the highest spend
increase.

Segment conversion rate by traffic scurce to identify which specific channel is
driving the $14.4k effi loss.

Evaluate the alignme;
landing pages 1o redu

en high-CTR ad creatives and their respective
Ince rates.

Aview of the Acquisit Al copilot, used to diagnose performance and adjust media spend.
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WHAT TO DO NEXT

Three questions to ask your team this week.

1. Is pixel event duplication happening on our account?

Goto Meta Events Manager, open Test Events, and place areal order. If two Purchase events fire, you have
duplication, and every ROAS figure you have beenlooking atis wrong. Fix this before touching anything else.

2. Are we feeding Advantage+ the right creative signals, or just letting the algorithm guess?
Advantage+is only as good as the creative inputs you give it. If you are not building ads around distinct
customer personas, the algorithm is working with generic signals. Acquisit's approach: define 3-4 personas,
build creative volume scaled to budget (3-5 per campaign onlimited budgets, 10-15 on significant ones),
use the graveyard campaign to identify winners, then feed only proven performers into your main
Advantage+ campaign.

3. Whenrevenue drops, can we pinpoint the root cause in under 10 minutes?

Traffic, conversionrate, and AOV each have completely different fixes. Most teams spend hours digging
across platforms to find the answer. Acquisit's Al copilot breaks any revenue deltaintoits three core drivers
instantly. If your team cannot pinpoint the root cause quickly, you are optimising in the dark.

Want a free audit of your Meta Ads account?

We'llreview your tracking, campaign structure, and creative approach, and return a prioritised list
of what to fix first.

Reserve your free audit =

acquisit.io - hello@acquisit.io - Dubai, UAE
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https://acquisit.io/

