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The Zero-Waste Budget 
Framework

Stop the Bleed

Eliminate spend on low-intent audiences that drain budget 
without converting.

Funnel-Stage Allocation

Assign budget by where buyers are in the journey — not by 
platform preference.

Segment-Level ROAS

Track return by audience segment, not just aggregate clicks or 
impressions.
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GOOGLE ADS

Capture High-Intent Buyers
Best for: Bottom-of-funnel conversions — Google Ads consistently achieves 
4.0–6.0x ROAS on high-intent search queries in SERP results.

Strategy: Shopping Ads + responsive search ads for product-specific 
queries

Budget allocation: Reserve 40–50% for proven high-intent keywords
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FACEBOOK ADS

Build Awareness & 
Retargeting
Best for: Top & mid-funnel engagement — Facebook Ads deliver an 
estimated 3.0–3.5x ROAS for mid-funnel audience warming.

Strategy: Video + carousel ads for discovery; retargeting for warm 
audiences

Budget split: 50–60% to awareness, 40% to retargeting
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The Blended Approach: Full-Funnel ROI
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Combine Facebook for awareness & retargeting with Google to capture SERP intent. Test 3 formats per platform — 
Facebook (News Feed, Instant Experience, video); Google (responsive search, standard search, shopping). Adjust weekly 
budgets based on cost-per-acquisition performance.
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Creative Testing: Parallel Format Validation

1

Run 3 Formats Simultaneously

Test multiple ad formats on each platform at the 
same time — never guess which one works.

2

Segment-Level Efficiency

Measure performance by audience segment, not 
blended aggregate metrics that hide the truth.

3

Refresh Every 2–3 Weeks

Combat ad fatigue by rotating creative regularly — 
stale ads tank engagement fast.

4

Shift Budget in 7–10 Days

Move spend toward winning formats quickly. Speed of 
iteration is your competitive advantage.
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Payment Gateway: The Final 
Conversion Barrier
🚨 The Problem

74% of shoppers 
abandon their carts 
before completing 
checkout — costing 
businesses billions 
in lost revenue 
annually.

💡 The 
Opportunity

Optimized 
checkout can 
recover up to 35% 
of abandoned carts 
with the right 
friction-reducing 
tactics.

⚡ Your Edge

Every second of 
checkout delay 
costs you real 
conversions. Speed 
is a revenue 
strategy.
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Payment Optimization: 5 Friction-Killing Tactics

1 Multiple Payment Methods

Offer cards, digital wallets, and Buy Now Pay Later (BNPL) to remove any excuse not to buy.

2 Express Checkout

Enable Apple Pay and Google Pay — one tap beats six form fields every time.

3 Minimal Form Fields

Collect only what's essential. Every extra field is a reason to quit.

4 Guest Checkout as Default

Don't force account creation. Make purchasing frictionless from the first click.

5 Trust Signals Above the Fold

SSL badge and money-back guarantee visible before the buyer even scrolls.
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Mobile-First Checkout: Non-
Negotiable
Reality: 60%+ of e-commerce traffic is mobile — your checkout must be 
built for a thumb, not a mouse.

Optimize for one-hand checkout on small screens

Test page load speed — every 100ms delay = 1% conversion loss

Use dynamic payment method selection to show the most relevant 
options first

A checkout that isn't mobile-optimized is actively destroying your 
ad ROI.
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Measure What Matters: ROI Metrics

4–6x
Google ROAS

Target range for high-intent search 
campaigns

3–3.5x
Facebook ROAS

Expected return for awareness & 
retargeting

70%+
Checkout Rate

Industry median sits at 69.82% — aim 
above it

Cost-Per-Acquisition

Compare CPA weekly across channels. Shift budget 
toward the lower-CPA platform without hesitation.

Revenue Per Visitor

Track end-to-end from ad impression to purchase — 
not just clicks. This is your true north metric.
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