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C O N F I D E N T I A L I T Y  &  C O N T E X T

A note on confidentiality

This client remains an active account under a signed NDA. The company name, logos, and any identifying detail have been withheld or redacted from every 

screenshot in this deck — including the Google Ads and Meta Ads Manager exports. The performance numbers and screenshots themselves are entirely real 

and unaltered.

1

Industry

Higher education — MENA-to-Turkey study-

abroad placement. The client helps high-school 

graduates across the Middle East & North Africa 

choose a Turkish university, apply for admission, 

and arrange travel & accommodation.

2

Platforms

Google Ads (Search) and Meta Ads Manager as 

the two paid-acquisition channels, both feeding a 

CRM where every lead is tracked through to a 

closed “deal” — not just counted as a click or a 

form-fill.

3

My Role

Sole media buyer across both platforms: campaign 

structure, budget allocation between channels, 

geo/language segmentation across 15+ markets, 

and monthly reporting against a hard cost-per-

deal ceiling.
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T H E  C H A L L E N G E

A hard, single number to hit — every month

The client didn't ask for “more leads.” They gave media buying a specific commercial target and a hard cost ceiling, then asked me to hit it consistently 

across two paid channels and 15+ geographies.

T H E  G O A L

Generate high-quality leads that let the sales team close at least 350 deals per month, at a maximum cost 

of 3,000 Turkish lira per deal.

Why this was hard

Two channels, two languages (Arabic/English), and 15+ MENA countries each with 

different intent, cost levels, and competition — with the only real success metric 

sitting three steps downstream of the ad click, inside the CRM.

What “success” actually meant

Not impressions, not clicks, not even leads — a sales team member manually 

reviewing every lead and marking it a “deal.” Every campaign decision had to trace 

back to that number, not to platform-reported conversions.
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T H E  S T R A T E G Y

Four pillars, running in parallel

Two ad platforms, one shared discipline: every decision is judged by CRM deal outcomes, not by what the ad platform itself reports.

01
Deal-Level Tracking, Not Just Leads

Every lead from both platforms is pushed into a CRM and manually worked by sales 

— Lead → No Response → Contacted → Deal / Junk. Budget decisions are made on 

cost-per-deal, never on platform-reported conversions alone.

02
Bilingual, Geo-Segmented Campaigns

Dedicated Arabic and English ad sets across 15+ MENA markets — Saudi Arabia, 

Egypt, UAE, Gulf states, North Africa and more — each sized and bid independently 

based on its own lead quality.

03
Dual-Channel Diversification

Google Search and Meta run side-by-side as two independently benchmarked 

channels, so one platform's rising costs never become the account's single point of 

failure.

04
Continuous Monthly Reallocation

Every month's country- and channel-level deal data feeds directly into next month's 

budget split — shifting spend toward whichever combination is producing deals 

under the cost ceiling.
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J U N E  2 0 2 3  — O V E R V I E W

Month at a glance

Every figure below is pulled directly from the Google Ads, Meta Ads Manager, and CRM exports shown on the following slides — nothing summarized away.

Google Ads
498,229.33

Total spend (TL)

1,159

Platform conversions

429.88 TL

Cost / conversion

Google → CRM Deals
289

Deals closed

14%

Lead → deal rate

1,723 TL

Cost / deal

Facebook Ads
200,783.47

Total spend (TL)

2,638

Platform conversions

76.11 TL

Cost / conversion

Facebook → CRM Deals
109

Deals closed

4.1%

Lead → deal rate

1,842 TL

Cost / deal

J u n e  T O T A L
699,012.80 TL

Total spend (TL)

$30,391.80

Total spend (USD)

398

Total deals

1,756 TL

Blended cost / deal
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J U N E  2 0 2 3  — G O O G L E  A D S

Search campaigns across 15+ 
markets

Google Search campaigns segmented by country and language 

(AR/EN), each running as its own campaign so budget and bids 

can move independently per market.

498,229.33 TL
Total ad spend, June

1,159
Total conversions (platform-reported)

429.88 TL
Cost per conversion
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J U N E  2 0 2 3  — G O O G L E  →  C R M

From conversion to closed deal

Every Google lead is logged in the CRM by country and worked 

through Lead → No Response → Contacted → Deal / Junk. This is 

the number that actually mattered, not the platform's conversion 

count.

289 deals
Closed deals from Google leads

14%
Lead-to-deal conversion rate

1,723 TL
Cost per closed deal
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J U N E  2 0 2 3  — F A C E B O O K  A D S

Meta running in parallel, 
benchmarked independently

Meta campaigns mirror the same country/language segmentation 

as Google, letting cost-per-deal be compared apples-to-apples 

between the two channels every month.

200,783.47 TL
Total ad spend, June

2,638
Total conversions (platform-reported)

76.11 TL
Cost per conversion
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J U N E  2 0 2 3  — F A C E B O O K  →  C R M

Meta's leads, held to the same 
bar

Facebook produces far more raw conversions than Google at a 

much lower cost each — but a materially lower lead-to-deal rate, 

which is exactly why deal-level tracking (not platform 

conversions) drives every budget call.

109 deals
Closed deals from Facebook leads

4.1%
Lead-to-deal conversion rate

1,842 TL
Cost per closed deal
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J U N E  2 0 2 3  — T O T A L  L E A D S

Both channels, one CRM, one number
Google and Facebook leads are worked through the exact same CRM pipeline, country by country, so the two channels are always judged on the same terms.

Google — country breakdown Facebook — country breakdown

699,012.80 TL

Total spend

$30,391.80

In USD

398

Total deals

1,756 TL

Blended cost / deal
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J U L Y  2 0 2 3  — O V E R V I E W

Month at a glance

Every figure below is pulled directly from the Google Ads, Meta Ads Manager, and CRM exports shown on the following slides — nothing summarized away.

Google Ads
883,730.62

Total spend (TL)

2,325

Platform conversions

380.10 TL

Cost / conversion

Google → CRM Deals
632

Deals closed

16%

Lead → deal rate

1,398 TL

Cost / deal

Facebook Ads
416,330.18

Total spend (TL)

3,430

Platform conversions

121.38 TL

Cost / conversion

Facebook → CRM Deals
157

Deals closed

5.3%

Lead → deal rate

2,651.78 TL

Cost / deal

J u l y  T O T A L
1,300,060.80 TL

Total spend (TL)

$48,476.17

Total spend (USD)

789

Total deals

1,647 TL

Blended cost / deal
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J U L Y  2 0 2 3  — G O O G L E  A D S

Scaling Search spend on Google's 
efficiency

With June's cost-per-deal well under the ceiling, Google's budget 

was scaled up nearly 80% into July — the clearest sign the 

channel had room to grow.

883,730.62 TL
Total ad spend, July

2,325
Total conversions (platform-reported)

380.10 TL
Cost per conversion
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J U L Y  2 0 2 3  — G O O G L E  →  C R M

More spend, better deal rate

Scaling Google budget didn't dilute lead quality — the lead-to-

deal rate actually improved from June, while deal volume more 

than doubled.

632 deals
Closed deals from Google leads

16%
Lead-to-deal conversion rate

1,398 TL
Cost per closed deal
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J U L Y  2 0 2 3  — F A C E B O O K  A D S

Meta scaled alongside Google, 
not instead of it

Facebook spend more than doubled from June, keeping the two-

channel structure intact rather than concentrating all growth into 

a single platform.

416,330.18 TL
Total ad spend, July

3,430
Total conversions (platform-reported)

121.38 TL
Cost per conversion
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J U L Y  2 0 2 3  — F A C E B O O K  →  C R M

Facebook's deal rate held, cost 
per deal rose — and stayed on 
budget

Facebook's cost per deal climbed to 2,651.78 TL as spend scaled 

— still comfortably inside the 3,000 TL ceiling, and exactly the 

kind of signal that shapes next month's channel split.

157 deals
Closed deals from Facebook leads

5.3%
Lead-to-deal conversion rate

2,651.78 TL
Cost per closed deal
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J U L Y  2 0 2 3  — T O T A L  L E A D S

Both channels, one CRM, one number
Google and Facebook leads are worked through the exact same CRM pipeline, country by country, so the two channels are always judged on the same terms.

Google — country breakdown Facebook — country breakdown

1,300,060.80 TL

Total spend

$48,476.17

In USD

789

Total deals

1,647 TL

Blended cost / deal
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C O M B I N E D  I M P A C T  — J U N E  +  J U L Y  2 0 2 3

Two months, both channels, one CRM

1,999,074 TL

Combined ad spend (Google + Meta)

≈ $78,868

1,187

Total closed deals

across both months

1,684 TL

Blended cost per deal

vs. 3,000 TL ceiling

+98%

Deal-volume growth

June → July

Why this matters more than the topline number

Spend nearly doubled from June to July (+86%) and deal volume nearly doubled with it (+98%) — but the blended cost per deal didn't rise, it fell slightly, 

from 1,756 TL to 1,647 TL. Both months landed more than double the 350-deal monthly target, at roughly half the 3,000 TL cost ceiling. Scaling budget 

didn't dilute performance — it improved it.

350+ deals

Monthly deal target

398 deals (+14%)

June result

789 deals (+125%)

July result

≤ 3,000 TL / lead

Cost ceiling
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W H A T  T H I S  P R O V E D

Media buying accountable past the ad account

CRM-first accountability

Ran every channel decision off closed-deal data from the CRM, not 

platform-reported conversions — the only number the business actually 

cared about.

Two-channel, bilingual execution at scale

Managed Google Search and Meta in parallel across 15+ Arabic- and English-

speaking markets, each segmented and bid independently.

Scaling without breaking efficiency

Took spend from ~700K TL to ~1.3M TL month-over-month while cost per 

deal held — and improved — instead of decaying under scale.

Channel-level diagnostic discipline

Read the gap between Google's higher lead-to-deal rate and Facebook's 

higher raw volume, and used it to guide monthly budget splits.
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Omar Elattar

Turn your ad budget from a weak-return expense into a profit-driving investment.

W H A T S A P P
+20 155 091 2570

+20 155 091 2570
Click to connect ↗

Click to connect 

E M A I L
adattars@gmail.com

adattars@gmail.com
Click to connect ↗

Click to connect 

L I N K E D I N
/in/adattars

/in/adattars
Click to connect ↗

Click to connect 

F A C E B O O K
3omar.el3tar

3omar.el3tar
Click to connect ↗

Click to connect 

I N S T A G R A M
3omar.el3attar

3omar.el3attar
Click to connect ↗

Click to connect 

W E B S I T E
omarelattar.pages.dev

omarelattar.pages.dev
Click to connect ↗

Click to connect 
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