
M E T A  A D S

Solution: I created a two-campaign sequence. For the creatives, I used both photography and
AI-generated visuals.

Challenge: Previous Meta campaigns generated mostly cold leads. The channel needed to be
reworked to increase the number of qualified leads.

Interest-based targeting. Its objective was to drive
traffic to the website.

The concept showcased both the roaster and
roasted coffee — the final product — while
positioning Typhoon as the technology of the
future.

Campaign C (demand generation)

Amount spent: CZK 5,347.70

My role: Strategy and funnel, campaign structure, Meta Ads setup, audiences, copy and creative
design, analytics, and reporting.



Retargeting all users who had visited the website
within the previous 180 days.

Core concept: address the main objection — price
— identified using CRM data.

Instead of introducing the company again, the ads
invited prospects to resume the conversation.

Campaign A — Website Retargeting

Amount spent: CZK 21,194.86



A D D I T I O N A L  C A M P A I G N S

Objective: In addition to the main campaign sequence, I tested other lead generation approaches.

Collected contacts through Explee and coffee
roaster directories.

Exported all qualified leads and sales from the
CRM and used them to create a 1% Lookalike
audience.

Coffee Shop & Roaster Databases
+ 1% Lookalike

Amount spent: CZK 18,932.02



M O R E  C R E A T I V E S

CTR: 7.67% CTR: 5.44%

CTR: 3.84% CTR: 4.85%



R E S U L T S

Example of an interim report

2025 CRM Data (Before):

Leads

Qualified Leads

https://docs.typhoon.coffee/s/7b959c1b-fde4-4ba6-bf06-79b77a420db6


R E S U L T S

2026 CRM Data (After) — work began in June:

Leads

Qualified Leads

After work began in June 2026, we not only restored lead volume but also significantly improved
lead quality. From June to August, monthly results reached 55 → 102 → 92 leads, while qualified
leads reached 15 → 13 → 8.

Compared with June–August 2025:
average monthly leads increased from 52 to 83 (+60%);
average monthly qualified leads increased from 4.3 to 12 (2.8×).

Conclusion: after the new approach was launched, the system reached approximately 100 leads per
month, while the number of qualified leads increased severalfold.


