THE REAL ESTATE META PLAYBOOK

CAMPAIGN TEARDOWN

How ableeding
Marbella ad account
became a qualified-
buyer machine—on the
same budget.



L THE RESULT, UP FRONT

A real Meta campaign on the Costa del Sol —
€400,000-700,000 homes, sold to buyers across
Europe. Same ad budget, start to finish. Here's
what changed.

$169 > $31
50% - 73%

35 > 138



01 THE OPERATOR

Daniel had already decided
Meta didn't work.

Daniel sells property on the Costa del Sol — villas
and apartments in the €400,000 to €700,000
range, mostly to buyers coming in from across
Europe.

Good inventory. A market people genuinely want
to buy into. On paper, the easiest thing in the
world to advertise.

His ad account told a different story.
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01 THE OPERATOR

It kept getting shut off. He'd log in to find ads
rejected, or the whole account flagged and
throttled.

He'd appeal, wait it out, relaunch — and get hit
again a week later. Every restriction cost him
days of delivery and a fresh wave of frustration.
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01 THE OPERATOR

When the ads did run, they ran expensive. Eighty-
four dollars a lead. And maybe half of those were
worth calling. The rest were tire-kickers — wrong
budget, wrong country, people who filled in a
form on a whim and never picked up the phone.

He was doing the obvious thing: one campaign, all
the properties, shown to more or less everyone,
let the platform sort it out. So it did — and handed
him the cheapest, least serious clicks it could find.
The account was losing money every month it
ran.
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01 THE OPERATOR

By the time he reached out, he'd more or less
written the channel off. Meta doesn't work for real
estate, he figured. Time to go back to portals and
referrals.

He was wrong about that. The channel was never
the problem. He was fighting the algorithm
instead of feeding it, and fighting Meta's housing
rules instead of working around them.
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"He wasn't losing to
Facebook.

He was losing to the way he
was using it."

MARBELLA TEARDOWN
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02 THE HANDICAP

Real estate ads start with a
handicap most people never
diagnose.

Property ads on Meta fall under a Special Ad
Category — Housing — and that category strips
out most of the tools you'd normally reach for.

No ZIP-code targeting. No narrowing by interests.
No audience exclusions. Your audience is forced
wide — and housing ads get reviewed harder, so
even clean, compliant ads get rejected on the first
pass and need an appeal just to go live.
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02 THE HANDICAP

This is why so many agents try Meta once, watch
their account get flagged and their leads come
back junk, and quit — convinced the channel is
broken.

Itisn't broken. It's built to fight you
until you understand how to work
withiit.
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03 WHAT CHANGED EVERYTHING

If you can't target your way to
quality, you have to earnit
somewhere else.

Once Housing won't let you aim, one question
decides everything: how does Meta choose who
actually sees the ad? It optimises toward
whoever responds.

Speak to everybody, and the algorithm does
exactly what you asked — it floods you with
cheap, low-intent everybody. Speak precisely to
one kind of buyer, and it goes and finds you more
of that buyer.
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03 WHAT CHANGED EVERYTHING

So your targeting can't live in the audience
settings anymore. It has to live in two places the
algorithm actually rewards:

01 — THE CREATIVE

It self-selects the right person before they ever click.

02 — THE LEAD FORM

It filters for real intent after.

Get those two right and the broad audience stops
being a problem and starts being an advantage.
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One campaign, one buyer, never
mixed.

Not a style choice —it's how you steer an
algorithm you're no longer allowed to steer by
hand.



04 THE STRATEGY

Before we spent another
dollar, we split the accountin
two.

A €500,000 home isn't one product. Depending
on who's buying, it's two completely different
ones — and Daniel had been selling both with the
same ad.

We took the inventory apart by buyer intent and
rebuilt from there.
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BUYER 01 — THE INVESTOR

Buying an asset.

WHAT THEY CARE ABOUT

Rental yield, capital growth, a stable EU market, a
property that more or less pays for itself, spreading risk
across borders.

THE CREATIVE

Rational and number-led. The property as a financial
instrument — clean figures, yield, the fundamentals of
the location. No sunsets.

THE FORM
Budget, cash or financing, purpose, timeline. Anyone
just daydreaming dropped out right here.
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(] (]
Buying a life.
WHAT THEY CARE ABOUT
Climate, space, schools, community — the actual
texture of living there. Relocation, retirement, a second
home by the sea.

THE CREATIVE

Emotional and sensory. Mornings on the terrace, the
light, the life that comes with the address. The dream
made specific.

THE FORM
Separated people genuinely planning a move from
holiday browsers daydreaming over a listing.
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04 THE STRATEGY

Each buyer got its own campaign, its own
creative, its own form.

Four focused campaigns where there had been
seven scattered ones. And the €400-700K band
was stated right in the form — so anyone not
comfortable at that level quietly removed
themselves before they ever became a "lead."
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05 THE FILTER

The single step that did most of
the filtering.

The qualifying questions helped. But the piece
that quietly killed the junk was simpler: the phone
field required SMS confirmation. To finish the
form, a lead had to enter a real number and verify
it with a code.

It throws out every fake number, and it filters by
commitment — someone who won't confirm a text
was never going to take your call. That's how
50% qualified became 73%.
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BEFORE — 7 CAMPAIGNS, "EVERYONE"
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Actual Ads Manager export. $2,964.90 spent, rows running for days
with nothing to show. Creative withheld at the client's request.



AFTER — 4 SEGMENTED CAMPAIGNS
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Same export, after the rebuild. $3,097.02 spent — almost the same
budget — at more than double the click-through rate.



06 SAME BUDGET — THE RESULT

SPEND $3,097
IMPRESSIONS 239,007
LINK CLICKS 1,482
CTR 0.62%
LEADS 138
COST / LEAD $22.44
QUALIFIED ~50% ~73%

$169 - $31

~18 qualified leads became ~101 — same spend.
Nearly 6x the real buyers, 82% cheaper each.



L THE TELL

Impressions dropped almost in half
— yetleads nearly quadrupled.

We stopped paying to show the ad to the wrong
people. That gap — fewer impressions, far more
leads — is the whole point: the difference
between buying attention and buying the right
attention.

21 - 28



07 WHAT THIS MEANS

This was one campaign, in one
market, at one price point.

The numbers are specific to one account on the
Costa del Sol. The system that produced them is
not.

Read which buyer you're talking to. Build creative
that qualifies the right person. Structure a form
that filters intent. Work with the Housing rules.
Know what to scale and what to kill. Change the
city and the price band — the logic doesn't
move.

22 - 28



08 PROOF OF RANGE

Marbella was one city. The
systemisn't.

A method is only worth anything if it survives a
different market. So here's the same approach —
segment by buyer, let the creative and the form
carry the targeting — running in three more
places, at three completely different price points.
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MARKET 02 — DUBAI - $500K-1M

$51.70...
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163 buyer leads across $8,428 in spend. Off-plan and ready units to
an international investor pool. Creative withheld.



$17.24,..
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188 leads on $3,241. A local end-user market — lower price band,
lower cost per lead, the same structure underneath.



MARKET 04 — UNITED STATES - $800K-3M
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88 leads on $6,029, at the very top of the market. A $69 lead against
an $800K-3M sale is the kind of math that closes.



08 SAME SYSTEM - FOUR MARKETS

Marbella

€400-700K - the teardown

Dubai

$500K-1M

Warsaw
$150-300K

United States
$800K-3M

$22 [/lead

$52 /lead

$17 /lead

$69 /lead

Cost per lead tracks the price band — and in every

market the system produces buyers at a cost that

makes sense for the deal. Change the city. Change

the segment. The logic holds.
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THE FULL SYSTEM

The Real Estate Meta
Playbook

The complete operating system behind this
teardown — buyer segmentation, creative that
self-qualifies, first-message and form protocols,
the analytics that tell you what to scale or kill. Built
from $500K+ in real estate Meta spend across
seven markets.

Get the playbook >
therealestatemetaplaybook.com

© 2026 — BUILT BY AN OPERATOR, FOR OPERATORS



