
THE 9 STEP PROCESS 
TO SCALING YOUR 
ECOMMERCE BRAND 

USING FACEBOOK & 
INSTAGRAM 
ADVERTISING



1. Excitement.
2. Even more excitement.
3. Boosting a post/running an ad.
4. And then…….. dismay/despair/

frustration/confusion?

Have you ever had this experience 
with Facebook ads?



1. Understanding the mass consumer and the 
social landscape.

2. The 9 step process to scaling an ecommerce 
brand.

3. How we scaled a start up beauty brand from 
launch to £100k per month in 10 months. 

4. How to achieve ROAS of 10
5. Core, Custom & lookalike audiences and why 

these matter SO much
6. The things you need to do before you even 

THINK about advertising.
7. The ecommerce advertising funnel - deep 

dive into real advertising campaigns.
8. Ad creatives & inspiration from competitor 

brands
9. Ad split testing

We’re going to be talking about….



• Ex journalist at mainstream 
magazines and newspapers 
targeted at mass ABC1 female 
audiences including the Daily Mail.

HELLO, I’M TASH



• Expert digital marketer working with 
brands, celebrities & advising 
government. 

HELLO, I’M TASH



• Understanding, mastering and 
implementing the latest integrated 
online marketing strategies since 
2008. 

• Sold my first digital business in 
2014.



MY BOOKS







THE SOCIAL 
CONSUMER



THE 
ECOMMERCE  
CONSUMER

• Have you made a purchase 
online in last 30 days?

• A complicated consumer.
• Relies heavily on subjective 

views (“human” information), 
communicated through social 
media and especially video.



HAVE YOU EVER BOUGHT 
ANYTHING ONLINE AS A RESULT OF 
SOMETHING YOU’VE SEEN ON THE 
FOLLOWING SOCIAL MEDIA?

• The influence of Facebook is dominant here – and 
unsurprisingly so, given that, when it comes to buying 
anything, we value the opinions and experiences of our 
friends, families and others similar to us the most.

• Facebook offers exceptional opportunities to gain visibility 
and build your brand – particularly if you can encourage 
natural, organic sharing, liking and commenting on your 
products.

• The highly visual nature of Instagram also makes it an 
influential channel on ecommerce.

• An important factor to consider is the number of people 
who may have made online purchases without realising or 
remembering the influence of something they’ve seen on 
social media dark traffic)



• Online disproportionately about 
research, advice and browsing
—with an average of only three 
in every 100 site visits 
converting to a purchase. 

• This principally to “downtime 
browsing” on smartphones: 
consumers often turn to their 
phones just to fill the time, with 
little or no intention of 
purchasing.



GOOD NEWS FOR THOSE IN BEAUTY

• ‘Luxury’ beauty ecommerce outperforms other 
luxury sectors: 

• Beauty tends to be a repeat purchase, and 
there is little need for the consumer to see 
or try the product once she or he has 
already bought it once.

• Beauty is at the lower end of the luxury 
price spectrum, which means that 
consumers are likely more willing to buy it 
online and that it will draw in more mass-
market shoppers who will purchase online.

• No need for adjustments there may be for 
categories such as apparel and jewelry.



THE 9 STEP PROCESS TO SCALING AN ECOMMERCE 
BRAND





THE BOLT COMMENCE SCALE AND SUCCESS SYSTEM
 



THE BOLT COMMENCE SCALE AND SUCCESS SYSTEM

• Strategy: How to build better full funnel and customer acquisition 
executions for your product within the new attention spectrum of 
online media. 

• Product & presentation: Is this product viable for social and digital 
advertising? Does it appeal to mass mainstream ABC1 audiences? Is 
it being presented in the correct manner with appropriate stories that 
will resonate with purchasers? Does the presentation have the 
optimum blend of creativity and commerciality. 

• Funnels: How to deploy adspend across a multi channel digital 
marketing world and sending traffic through a variety of high 
converting funnels on Facebook, Instagram and Google. 

• Creative production & split testing: What ad creatives will work 
best in the today’s ‘fast frequent environment’ for your brand? Our 
approach is to never stop launching and testing new creatives, even 
when one seems to be a ‘winner’. There is always the potential for 
both a new creative to perform better, and for winning creatives to run 
out of steam. Just ask us about the time we increased Return On 
Adspend (ROAS) at top of funnel to cold audiences 4 times by 
relentlessly testing creatives.



THE BOLT COMMENCE SCALE AND SUCCESS SYSTEM

• Algorithm training: Facebook is like a puppy. It needs training. We 
use a methodical process of conversion training, tiered funnels, 
audience & creative elimination, controlled bids & campaign 
optimizations to train Facebook steadily on who your ideal ‘ready to 
buy’ purchaser is. 

• Conversion rate optimisation: Our website optimisation processes 
have seen conversions on ecommerce sites shift from 1.5% to up to 
6%. For one brand this conversion shift added over £80,000 in 
additional revenue in 3 months. 

• Loyalty: Our email and Messenger sequences drive conversions at 
10%, increase LTV and drive revenue growth. 

• Analyse, measure and refine: We make decisions on what is 
working and what isn’t based on data, not emotion. 

• Intelligent scaling: When we’re satisfied stages 1 – 8 are complete, 
we use intricate rules to scale adspend according the exact adsets 
where profit is being delivered.



THE BOLT COMMENCE SCALE AND SUCCESS SYSTEM

• An integrated approach 
• Other factors: PR & 
Influencers, great customers 
service AND a GOOD 
PRODUCT



eMarketer_Average_Time_Spent_per_Day_with_Major_Media_by_US_Adults_20
14-2019_230588.pdf, April 2017
 

2.07B
People access 

Facebook 
monthly  

on mobile 40min
Time people spend  

on Facebook 
a day





BUT STOP 
RIGHT HERE!







Who do you  
want to reach?



Core Audiences Custom Audiences Lookalike Audiences



Core Audiences



Core Audiences



AUDIENCE 
METER



Custom Audiences

Reach people 
you already 
know

Loyal customers

Site visitors

Mobile users



• Your actual customers
• Your email list
• Those who have engaged with your content 

on Facebook
• Your website visitors
• People who have bought specific items/

visited specific pages on your website.

CUSTOM AUDIENCES 
INCLUDE









Lookalike audiences







• 100% lift in sales year 
over year

LOOKALIKE  
AUDIENCES











I want to drive…

Translate your business goal into your ad objective
Ad Objectives

Ad objective 
categories

Ad objectives

Awareness Consideration Conversion
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I want to drive…

Translate your business goal into your ad objective
Ad Objectives

Ad objective 
categories

Ad objectives

Awareness Consideration Conversion



Shop Now

Objective:

Conversion



Where will people  
see your ad? 



Reaching people across 
the Facebook family of 

apps and services



�50

Family of apps and services

Facebook Instagram MessengerAudience 
Network

Workplace



STOP AGAIN!



THE 
ECOMMERCE 
FUNNEL FOR 
CUSTOMER 
ACQUISITION



• You will get better results if you focus 
first on building custom audiences: 
increasing website traffic, building up 
email lists, increasing social followers, 
increasing video engagement.  

• Unless you have large pockets, get 
your ducks in a row for more efficient 
advertising. 

• Build your own world/custom 
audiences.  

• KEEP DOING THIS EVEN WHEN YOU 
START ADVERTISING

Get your ducks in a row













Funnel optimisation...  

Once the funnel is in place, ongoing campaign management involves:    

• Continuing building upon Campaign, Audience, Targeting, and conversion lessons learned. 
• On-going Campaign Management, including: Strategy, Copy, Creatives, Split-Testing. 
• Optimisation and Scaling of Successful Ad campaigns and Retargeting campaigns. 
• Continued creation & improvement of Facebook Ads campaigns based on strategies that work.  
• Continued creation & improvement of Facebook retargeting campaigns based on strategies that 

work 
• Audience and conversion data collection and analysis. 
• Advising on Recommend Ad Spend to enable scaling. 
• Monthly reporting of ad results. 
• Management of bot and continued improvement of bot campaign. 

We call it babysitting - and every account we work on needs babysitting for at least 27 hours per 
month



SPLIT 
TESTING







Custom audience Lookalike 





• DIY Manage the deep complexity of the campaigns and ad spend and try 
to figure out how to acquire the level of experience and expertise that you 
need to not waste money and optimise every pound that you spend.  

• DWY Recruit a part time or full time employee or employees with all of the 
associated costs and commitment necessary to recruit, train and manage 
more employees.  

• DFY Work with an agency and people you like and trust that can minimise 
your time and ad spend and maximise your revenue and profits. 

Your choices





Let’s talk.

Got a question?

tash@boltdigital.media

mailto:tash@boltdigital.media


Thank you!


