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Objective: Attract relevant Instagram visitors who are 

interested in small-business growth.

Platform: Instagram | www.digibuddy360.com



Introduction

This presentation highlights the Meta Ads campaign 
planned for DigiBuddy360.

The campaign builds on learnings from two earlier paid campaigns, which 

generated strong profile traffic but limited follower growth. The new approach 

focuses on a more structured campaign strategy, targeted audiences, relevant 

creatives, and measurable marketing outcomes.

The campaign was designed to:

• Increase profile views among potential customers

• Build brand awareness for DigiBuddy360

• Drive traffic and engagement on Instagram



Campaign Objective

1. Primary Goal:

• Increase Instagram profile views

2. Secondary Goals:

• Increase audience engagement

• Improve brand visibility

• Attract potential customers



Campaign Overview

Campaign Type: Traffic Generation

Conversion Goal: Profile Visits

Platform: Instagram

Ad Format: Carousel + Image Ads

Campaign Approach: Drive targeted users to the 
DigiBuddy360 Instagram profile through engaging 
creatives and relevant audience targeting.



Budget and Bid Strategy

Budget Strategy: Ad Set Budget

Bid Strategy: Highest Volume

Performance goal: Maximise number of Instagram 
profile visits

Why We Used Ad Set Budget

• Better budget control across different audience 
segments 

• Set individual budgets based on audience 
performance 

• Useful for a small test campaign with a limited 
budget



Target Locations

As this was a test campaign, the targeting was 
intentionally kept broad to evaluate audience 
response across key markets.

Target Locations: Kerala and Chennai (+40 km) 

Audience Type: General audience 

Targeting Approach: Broad audience targeting 
without detailed interest restrictions 

Objective: Evaluate profile-visit potential across 
different audience segments



Audience Targeting

Age Group: 25 - 45 years

Gender: All genders

Detailed Targeting: No specific interests 
or behaviours were added.

Custom Audience: No custom audience 
was used.

Targeting Approach: A broad audience 
was selected to test overall response and 
identify potential customers organically 
through Meta’s optimisation.



Creative Strategy

Multiple carousel ads were used to 
promote the DigiBuddy360 Instagram 
profile through timely and relevant 
digital marketing updates. The creatives 
focused on topics such as YouTube 
monetisation rule changes and Google’s 
August Spam Update, using bold 
headlines, strong brand colours, and 
simple visual messaging to capture 
attention. Both ads used Visit Instagram 
Profile as the call-to-action, encouraging 
users to explore the profile and discover 
more practical digital marketing content.



Campaign Performance

The campaign generated 269 Instagram profile visits at a cost of ₹0.89 per profile 
visit. With a lifetime budget of ₹300, the campaign spent ₹239.58 over the 3-day 
period from 21 August to 24 August 2026.

Profile Visits: 269

Cost per Profile Visit: ₹0.89

Amount Spent: ₹239.58

Lifetime Budget: ₹300

Impressions: 31,940

Reach: 31,940

Campaign Duration: 3 days

Target Location: Kerala & Chennai (+40 km)



Performance Analysis

The campaign delivered 269 Instagram profile visits from 31,940 impressions, with 
₹239.58 spent from the ₹300 lifetime budget. The campaign achieved a ₹0.89 cost 
per profile visit, indicating that the ads were able to generate profile traffic at a 
relatively low cost.

Strong Profile Traffic: 269 profile visits were generated during the 3-day campaign. 

Efficient Cost: The average cost was ₹0.89 per profile visit. 

Good Reach: The campaign reached 31,940 people, providing broad exposure across the 
selected locations. 

High Content Exposure: The ads generated 31,940 impressions, giving the creatives 
significant visibility. 

Budget Utilisation: 79.9% of the ₹300 budget was spent during the campaign period. 

Key Learning: The campaign successfully generated profile traffic, while 
the next campaign can focus on converting more of these visitors into 
followers and potential customers.



Challenges Faced

Low Follower Conversion: The campaign generated 269 profile visits, but only a 
small number of users converted into followers.

High Traffic, Low Conversion: Strong profile traffic did not translate proportionately 
into follower growth.

Limited Campaign Duration: The 3-day campaign period provided limited time to 
optimise targeting and creatives.

Small Test Budget: The ₹300 budget restricted the ability to test multiple audience 
and creative combinations.

Need for Stronger Conversion Elements: The profile and ad creatives could be 
further optimised with stronger reasons for users to follow the page.



Conclusion

The campaign successfully generated 269 Instagram profile visits at a cost of ₹0.89 
per visit, demonstrating that the creatives were effective in attracting users to the 
DigiBuddy360 profile. However, follower growth remained limited, showing that 
profile traffic did not convert strongly into followers.

The campaign provided useful insights for future campaigns. A stronger follow-
focused CTA, improved profile optimisation, engaging content, and longer 
testing period can help improve follower conversion and overall campaign 
performance.



Thank You!


