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F OREWORD

The advertising landscape of 2026 belongs to those who understand one truth: the algorithm
doesn't need more money — it needs better signals. This playbook is not a collection of tactics.
It is a complete operating system for running Al-native performance marketing in the
Andromeda era.

Inside, you will find the complete 2026 framework covering the awareness hierarchy, the cyborg
creative workflow, signal-based scaling, and how to integrate Meta's Al Andromeda into every
layer of your campaigns — without falling into the Al slop trap that has already killed thousands
of accounts.

Use this as your field guide. Return to it every quarter. The principles here will outlast the
platform updates.

— Abdul Latheef, Growth Advisor
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CHAPTER 0 1

The Awareness Hierarchy

In 2026, audience awareness is the lens through which every creative decision must be made.
Targeting has democratised. Everyone has access to the same audiences. Your creative is now
your targeting. Build for every stage of awareness — never just the bottom of the funnel.

» Stage 1 — Unaware
* Target people who do not yet recognise they have a problem.
* Lead with hidden daily habits, overlooked routines, or normalised inconveniences.

» Surface unnoticed signs — things people accept as 'just part of life' but which your product
solves.

* Never mention your product in the opening frame. Hook on the pattern interrupt first.
* Ask yourself: what pain are they living with that they've stopped noticing?

» Stage 2 — Problem Aware
* The audience knows they have a problem but is unsure how to solve it.
* The first 3—4 seconds must trigger a clear internal 'Yes' — an instant recognition moment.
* Lead with relatability: mirror their daily experience before pitching anything.
* Amplify the fear or consequence of continuing to ignore the problem.
* Create urgency through emotional resonance, not false scarcity.

» Stage 3 — Solution Aware
* The audience knows solutions exist but has not yet committed to one.

* Position your product against a common enemy: a category flaw, an outdated method, or a
false solution.

* Use personal stories and founder narratives — real journeys convert better than polished
pitches.

* Deploy 'How-to' educational content that delivers genuine value before the ask.
* Do not oversell the product. Let the education do the persuasion.

» Stage 4 — Product Aware
* The audience knows your product but has not yet purchased — this is the 'low-hanging fruit.'

* Lead with direct, benefit-driven messaging. They do not need education; they need
reassurance.

* Address objections head-on: pull from real customer comments and FAQs.
* Deploy high-credibility testimonials — video testimonials outperform static at this stage.
* Make the conversion action as frictionless as possible.
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CORE PRINCIPLE: You must create content for every stage. Running only 'buy now' ads means
you are only fishing where the water is shallowest. The biggest growth comes from converting the
unaware.
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The Core, Casual, New Strategy

Every outlier creative — the one that delivers 3x the results of everything else — succeeds
because it speaks to three different audience archetypes simultaneously. This is not an
accident. It is a structure.

>

The Core Audience

Your most educated, highest-intent prospects.

Engage them with deep education: data-backed research, clinical findings, or expert-level
breakdowns.

They want proof, depth, and specificity. Give them the 'why' behind your solution.
Long-form content performs here — do not be afraid of depth.

The Casual Audience

Broad, scroll-first consumers who are open to discovery but not actively seeking.
Win them with lighthearted, entertaining, or trend-native formats.

Funny hooks, trending audio, meme formats, and low-fi authenticity all work here.
The message must feel native to the platform — not like an ad.

The New Audience

First-time exposure to your brand, category, or problem space.
Simple, clear, jargon-free messaging. One idea, one promise, one action.
If they need to think to understand your ad, you have already lost them.

This is your unaware and early problem-aware creative — designed to pull cold audiences
into the funnel.

THE RULE: A creative that only serves one of these three audiences is a limited creative. An outlier
ad serves all three at once — complex enough to satisfy Core, entertaining enough to hold Casual,
and simple enough for New to grasp instantly.

© Abdul Latheef — Growth Advisor 5
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The North Star Metrics

ROAS and CAC are lagging indicators. They tell you what happened. In 2026, you need leading
indicators — metrics that tell you what is about to happen so you can act before the drop.

Primary Metrics

METRIC WHAT IT TELLS YOU
Cost per 1,000 Incremental Your north star. Measures whether your creative is genuinely
Reach reaching new quality audiences or recycling existing ones. A

decreasing trend signals healthy scale.

Account Overlap The percentage of audience duplication across your ad sets.
Exceeding 30% means you are competing against yourself.
Restructure immediately to stop budget waste.

CTR vs. CPM If CPM rises but CTR remains flat, your creative is fatiguing. Do
not scale a fatiguing asset — refresh the creative first.

Signal Velocity The speed at which high-intent signals accumulate in an ad set. A
rapid influx signals readiness to scale; a stall signals audience
exhaustion.

Scaling Rules Tied to Metrics
* Only scale when Cost per 1,000 Incremental Reach is on a decreasing trend AND CAC/ROAS
are aligned.

* Scale the ad set in place — do not move it to another campaign. Moving disrupts the learning
phase.

» If Account Overlap exceeds 30%, restructure your ad account before scaling anything.
* Use 48-hour increments when increasing budget — do not jump more than 20-30% at once.
* Never scale based on ROAS alone. ROAS is a result, not a signal.
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Andromeda Scaling & Signal Architecture

Meta's Andromeda Al model processes signals at a scale no human team can replicate. Your
job is not to fight the machine. Your job is to feed it the right inputs so it can act as a full-funnel
performance engine on your behalf.

» Creative as Targeting

In 2026, you must stop viewing creative as decoration layered on top of audience selection.

Your creative is the targeting mechanism. The message you put out selects the audience that
responds.

A problem-aware script will naturally attract a problem-aware audience profile, even in broad
targeting.

Build creatives with intentional messaging for each awareness stage and let Andromeda do
the distribution.

Stop over-engineering audience targeting. Start over-engineering your messaging.

» Signal-Based Scaling

Move away from manual budget adjustments driven by ROAS alone.
Monitor signal velocity — the rate at which high-intent interactions accumulate.

When Andromeda detects a rapid influx of strong signals, scale budget by 20-30% in 48-hour
windows.

This preserves algorithmic momentum without triggering learning phase instability.
Avoid sudden large budget jumps — they reset optimisation and force a new learning phase.

» The Feedback Loop — Cyborg Workflow

Establish a structured feedback loop between your team and your Al tools.

When a creative wins, document WHY it won: emotional resonance, specific pain point,
format, hook.

Feed that analysis back into your prompt engineering templates to generate the next iteration.

The cyborg workflow means humans set the strategy and identify the insight; Al executes the
volume.

Never let Al run unsupervised at scale. The machine optimises for what you measure — make
sure you are measuring the right thing.

» Smart Advantage+ Integration

Use Andromeda to curate the specific mix of Unaware, Problem Aware, and Solution Aware
creatives for Advantage+ campaigns.

Ensure the model has access to full-funnel creative — not just bottom-funnel conversion
assets.
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* A well-curated Advantage+ campaign becomes a self-optimising full-funnel machine when the
input creative mix is correct.
* Regularly audit the creative mix inside Advantage+ — do not set and forget.
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Creative at Scale — The Cyborg Workflow

Scale without quality is just expensive noise. The cyborg workflow exists to solve the
fundamental tension in performance creative: you need volume to test, but volume without
strategy creates slop. Here is how to produce both.

>

Structural Automation vs. Creative Nuance
* Use Al to handle the structural, repeatable elements of production.

* Generate 50+ variations of hooks, dynamic text overlays, and background music choices from

top-performing themes.

* Al handles variation at scale; humans handle nuance, brand authority, and emotional
intelligence.

* Never ask Al to replace the human insight layer — ask it to multiply the execution layer.

Human-Verified Authenticity

» Every high-scale campaign must include a human verification layer.

* This means: real voiceovers, specific non-generic anecdotes, and original B-roll footage.
* This layer is the only defence against the audience's increasingly accurate 'Al detector.'

* Authenticity is not about imperfection — it is about specificity. Generic Al output is obvious.
Specific, contextual content is not.

* Never ship raw Al output directly to campaign without a human pass.

The Modular Content Library

* Build a component library structured around the creative DNA of your brand.

* Modular components: Hook / Problem Definition / Solution / Social Proof / CTA.

* Each module is produced once, verified for quality, and then mixed algorithmically.

* This creates the volume required for testing at scale while maintaining brand consistency.

* Think of it as a LEGO system — the pieces are fixed in quality, but the combinations are
infinite.

THE CYBORG RULE: Structural automation creates the volume. Human intelligence creates the
differentiation. Neither alone is sufficient. Together, they produce output that is both scalable and
impossible to replicate with a generic prompt.

© Abdul Latheef — Growth Advisor 9
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Avoiding Al Slop

Al slop is the single biggest risk in 2026 performance marketing. Feeds are saturated with it.
Audiences have developed an immune response to it. One scroll is all it takes to lose them
permanently. Here is how to protect your brand and your campaigns.

» Recognising the Saturation Trap
* Al slop is generic-looking content produced with generic inputs.

* Common signs: stock footage with Al voiceover, templated captions, non-specific claims,
stock testimonial formats.

* Audiences are now conditioned to swipe past this content in under 0.3 seconds — before
conscious recognition.

» If your output could be produced by a competitor using the exact same prompt, it is slop.

» The High-Context Specificity Principle
* The best defence against slop is specificity that cannot be replicated without your unique
context.

* Instead of prompting Al with 'write a script about hair loss,' provide: actual customer feedback,
brand tone guide, specific industry data, real founder story, competitor differentiators.

* The more proprietary context you feed in, the more differentiated the output.
* Your brand authority, real customer language, and specific data are your moat.

» Embracing the Rough Edge
* Audiences in 2026 actively prefer content that feels real over content that feels perfect.

» Slight imperfections, unscripted moments, and low-fi influencer-style formats signal
authenticity.

* Mirror the native aesthetic of the platform. Content that looks like it belongs in the feed
outperforms content that looks like an ad.

* Do not over-produce. Strategic thinking in pre-production is worth more than hours of post-
production polish.

» The 'So What?' Test
» Before every creative launch, ask: does this provide genuine, novel value to the viewer?
* If the content only restates what every competitor already says, cut it.

» If the content cannot hold attention for the first 4 seconds without a logo or brand name,
rewrite the hook.

* |f a competitor could replicate it with the same prompt — rebuild it with your proprietary inputs.

* Inject brand authority: deep industry knowledge, real data, genuine expertise. This is what Al
alone cannot generate.

10
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Creative Production Playbook

Production is where strategy becomes reality. This chapter covers the end-to-end production
process: from awareness strategy to asset multiplicity, always prioritising pre-production
thinking over post-production execution.

» Pre-Production: Awareness Mapping

Before touching a camera or brief, map which awareness stage the creative targets.
Unaware: Identify the normalised inconvenience or hidden daily habit you will surface.

Problem Aware: Write the 'yes moment' — the single line the viewer will feel in the first 4
seconds.

Solution Aware: Draft the personal story or 'Product vs. Enemy' narrative arc.

Product Aware: List the top 3 objections from real customer comments and build your creative
around defeating them.

» Asset Multiplicity — One Message, Many Vessels

A single core message must never live in only one format.
Deploy the same core message through multiple vessels simultaneously:
o Influencer collaboration with original on-camera performance.
o Podcast-style educational segment with B-roll.
o Simple static image or carousel breaking down the core point.
o Founder-led story directly addressing the most common objection.
Test all formats in parallel. The platform will tell you which vessel the audience prefers.
Do not pre-decide the winning format — let the data decide.

» Strategy Over Edits

Allocate more time to pre-production planning than post-production editing.

A strategically sound, imperfectly executed creative will outperform a polished but strategically
empty one.

The hook, the awareness stage, and the specific pain point being addressed matter infinitely
more than colour grading.

Brief for strategy. Edit for clarity. Not the other way around.

12
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The Launch Protocol

How you launch is as important as what you launch. A brilliant creative destroyed by an
impatient launch decision is still a lost creative. Follow this protocol every time.

» Step-by-Step Launch Process

Step 1: Launch in a single Ad Set with a single Ad in ABO (Ad Set Budget Optimisation)
format.

Step 2: Do not touch it for a minimum of 3 days. The algorithm needs time to complete the
learning phase.

Step 3: On Day 3, review the north star metrics: Cost per 1,000 Incremental Reach, CTR, and
CPM.

Step 4: If metrics are directionally positive, move to CBO (Campaign Budget Optimisation)
and begin scaling.

Step 5: If metrics are negative, assess whether the issue is creative or audience before
making changes.

» Handling Account Errors

If an account enters 'Error' mode, do not panic-pause campaigns.

Allow the platform to resume naturally and give it 2—-3 days to stabilise.

Making new decisions during an error state compounds the instability.

Document the error trigger in your Change Log — patterns emerge over time.

Only escalate to platform support if the error persists beyond 72 hours with no recovery.

» The Change Log Discipline

Maintain a live Change Log for every account: date, change made, reason, and outcome.

Never make more than one structural change at a time — you cannot attribute results if
multiple variables shift.

The Change Log is your institutional memory. Without it, you are guessing.
Review the Change Log before every scaling decision — pattern recognition is your edge.

© Abdul Latheef — Growth Advisor 13
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Scaling & Retargeting Architecture

Scaling is not just budget increases. Scaling is a discipline of signal management, creative
freshness, and account architecture. Get this right and growth becomes compounding. Get it
wrong and you are burning budget against an exhausted audience.

>

Scaling Logic

The single qualifying condition to scale: Cost per 1,000 Incremental Reach is on a decreasing
trend AND CAC/ROAS are aligned.

Never move a performing ad set to a different campaign to scale it. Move the budget to the ad
set, not the ad set to a new campaign.

Scale in increments of 20-30% every 48 hours maximum. Larger jumps trigger a new learning
phase.

Monitor CPM closely during scaling — rising CPM without CTR improvement signals audience
saturation.

When an ad set's Incremental Reach trend reverses from decreasing to increasing, pause the
scale and refresh the creative.

The Retargeting Question

If your campaigns are structured correctly — with diverse creatives across all four awareness
stages — you may not need a separate retargeting campaign.

A well-built full-funnel campaign naturally handles nurturing through the creative mix.

The algorithm will allocate budget toward users at different stages of the funnel if the creative
exists to serve them.

Only build a separate retargeting campaign if your Product Aware and Solution Aware
creatives are underperforming in broad targeting.

Test the question before assuming the answer. Many brands waste budget on retargeting
campaigns that cannibalise their own prospecting.

Al-Driven Budget Throttling

Use Andromeda's signal data to automate budget allocation decisions.

Configure automatic throttling rules: reduce spend on creatives with increasing Incremental
Reach cost trends.

Shift that freed budget automatically to creatives on a decreasing trend — the algorithm
concentrates force where it is working.

This creates a self-optimising budget allocation loop that operates faster than any human
team.

14
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Strategic Prospecting & Conversion

Prospecting is the lifeblood of any scaling business. Conversion optimisation is how you make
that prospecting profitable. In 2026, both require a micro-signal mindset — not just macro-
conversion tracking.

» Frictionless Prospecting Flow
* Use Andromeda to identify the highest conversion signal clusters in your account.

* Design your top-of-funnel creative to address exclusively the most common obstacles
identified in those clusters.

* Reduce every unnecessary step between first impression and first conversion action.

* The prospecting creative and the landing experience must tell the same story — break in
continuity kills conversions.

* Test landing page specificity to match creative awareness stage: a 'problem aware' ad should
land on a page that starts with the problem, not the product.

» Micro-Signal Conversion Strategy

* In 2026, do not optimise only for final purchases. Feed micro-conversion data back into the
system.

* Track and report: time on site, specific section interactions, video completion rates, cart
abandonment triggers.

» Each of these signals tells Andromeda more about true customer intent than a single
purchase event.

* Richer signal data means better optimisation targets, lower CPAs, and higher customer quality
over time.

* The goal is to optimise for true customer lifetime value, not just low-cost first clicks.

» Predictive Audience Mapping
* Use Al to predict which awareness stage a specific creative will reach before deployment.
» Stop recycling the same Product Aware templates because they feel safe.

* Pre-test awareness alignment: does the opening of the creative match the expected audience
awareness profile?

* If the prediction shows misalignment, rewrite the hook before launch — not after.

15
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Al Andromeda — Advanced Integrations

Andromeda is not a tool you use once. It is an active layer of intelligence running across every
function of your media buying operation. This chapter covers the five highest-leverage
integration points.

» 1

. Predictive Audience Mapping

Deploy Al to predict audience awareness stage alignment for every creative before it goes
live.

This replaces weeks of A/B testing with pre-deployment intelligence.

Feed in creative scripts, hooks, and visuals — receive a predicted awareness match before a
single dollar is spent.

. Automated Trend Synthesis
Connect Al to your Change Log and Incremental Reach data for real-time monitoring.

Configure alerts for early instability signals: budget adjustments, platform errors, external
market shifts.

The Al flags the coming drop before it becomes a crisis — giving you a response window
instead of a damage control window.

. Dynamic Creative Personalisation
Use Al to automatically adapt the vessel when a core message underperforms in one format.

A Problem Aware script failing as a video can be instantly repurposed into an image carousel
or a podcast-style segment.

The core message remains constant. The vessel changes. The audience receives the same
insight through a different door.

This multiplies the life of every core message without requiring new research or briefs.

» 4. Al-Driven Scaling Logic

Configure Andromeda to monitor Incremental Reach trend data and act on it automatically.
Automatic throttle: reduce spend on ads with rising Incremental Reach cost.
Automatic acceleration: increase spend on ads with decreasing Incremental Reach cost.

The result: a self-managing budget allocation engine that optimises the funnel without manual
intervention.

. Smart Advantage+ Curation
Curate the exact creative mix fed into Advantage+ campaigns using Al analysis.
Ensure every awareness stage has representation in the mix before activating.

16
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* Monitor creative fatigue within Advantage+ and trigger automatic replacement when

performance drops.
* The Advantage+ campaign becomes a full-funnel solution — not just a broad prospecting tool.
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PRINCIPLES

These ten principles are the distillation of this entire playbook. Print them. Review them every
Monday morning. Measure every campaign decision against them.

01. Creative is targeting. Your message selects your audience. Build for the awareness stage
first.

02. Every outlier ad speaks to Core, Casual, and New audiences simultaneously.
03. Cost per 1,000 Incremental Reach is your north star. ROAS is a result, not a signal.

04. Account Overlap above 30% means you are bidding against yourself. Restructure before
scaling.

05. Scale in 20—-30% increments every 48 hours. Large jumps destroy learning phase
momentum.

06. Never move a performing ad set to scale it. Move the budget to the ad set.
07. A strategically sound ugly ad beats a polished empty ad every single time.
08. Al handles structure and volume. Humans handle insight, authority, and authenticity.

09. If a competitor can replicate your ad with the same prompt, it is slop. Rebuild it with
proprietary context.

10. Document everything. Change Log discipline is the difference between strategic iteration
and random experimentation.

Abdul Latheef
GROWTMH ADVISOR J 2026

© Abdul Latheef — Growth Advisor 18



