
ALINEA BUSINESS
B U S I N E S S  G R OW T H

C L I E N T  C A S E  S T U DY

THE BUDGET WENT DOWN.

ATTRIBUTED PURCHASE

VALUE DOUBLED.

National motocross race campaign performance, 2025 versus 2026.

$209,981.42
Meta-reported purchase conversion value from $5,844.24 in ad spend.
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

T H E  R E S U LT

$106,753.04 MORE ATTRIBUTED VALUE.

$155.76 LESS SPEND.

The budget did not create the improvement. The campaign had to do more with slightly less.

2 0 2 5  A D  S P E N D

$6,000.00
Baseline

2 0 2 6  A D  S P E N D

$5,844.24
2.6% lower

2 0 2 5  AT T R I B U T E D  VA L U E

$103,228.38
17.2x calculated ROAS

2 0 2 6  AT T R I B U T E D  VA L U E

$209,981.42
35.9x calculated ROAS

2.6%
LOWER SPEND

103.4%
MORE ATTRIBUTED VALUE

108.8%
HIGHER CALCULATED ROAS
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

B U S I N E S S  C O N T E X T

A TIME-BOUND EVENT. A REAL PRIOR-

YEAR BENCHMARK.

This campaign supported a national motocross race with a time-bound event sales window. The 2025 
result created a direct annual benchmark, allowing the team to compare the next campaign against a 
real prior-year result instead of a generic industry average.

E V E N T  T Y P E

NATIONAL
motocross race

CA M PA I G N  W I N D OW

ANNUAL
2025 vs. 2026

SA L E S  M O D E L

TIME-BOUND
event campaign

C L I E N T  I D E N T I T Y

ANONYMIZED
proof preserved

Client and campaign identity have been intentionally anonymized. Results are supported by the supplied Meta Ads Manager screenshots.
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

T H E  B E N C H M A R K

A STRONG RESULT WAS NOT THE FINISH 

LINE.

The 2025 national motocross race campaign had 
already produced a result worth respecting. Meta 
reported $103,228.38 in purchase conversion value 
from $6,000.00 in ad spend, which equals a 
calculated 17.2x return on ad spend.
That created a more useful question for 2026. Could 
the team improve performance without using a larger 
budget to manufacture the increase?
The assignment was not to rescue a failed campaign. 
It was to find the next constraint inside a campaign 
that had already worked.

2025 BASELINE

$103,228.38
META-REPORTED PURCHASE 

CONVERSION VALUE

17.2x
CALCULATED ROAS

A PRIOR WIN SHOULD BE TREATED AS A 

BENCHMARK, NOT A FINISHED SYSTEM.
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

W H AT  C H A N G E D

THE CONSTRAINT WAS NOT THE 

BUDGET.

The 2026 campaign spent $155.76 less than the 2025 campaign. With the media budget held 
effectively flat, better performance had to come from execution.

01 REFINED TARGETING

Parts of the detailed targeting were adjusted so the campaign had a stronger opportunity to reach the 
right audience.

02 ENGAGING CREATIVE

Campaign posts earned strong engagement, giving the content a better opportunity to hold attention 
during the sales window.

03 A REAL BENCHMARK

The team evaluated the campaign against the prior-year result instead of relying on a generic 
industry average.

A FLAT BUDGET MAKES THE PERFORMANCE CHANGE VISIBLE.

A larger budget can improve the top-line number without proving that the campaign became more efficient.
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

DA S H B OA R D  P R O O F

SAME ANNUAL EVENT CAMPAIGN.

CLEAR YEAR-OVER-YEAR EVIDENCE.

2025 BENCHMARK

$6,000.00 spent | $103,228.38 displayed purchase conversion 
value

2026 RESULT

$5,844.24 spent | $209,981.42 displayed purchase conversion 
value

S P E N D

2.6%
lower

AT T R I B U T E D  VA L U E

103.4%
higher

CA LC U L AT E D  R OAS

17.2x → 

35.9x
108.8% higher

Methodology: Calculations use the amount spent and displayed purchase conversion values from the supplied Meta Ads Manager campaign rows.
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

T H I S  A P P L I E S  W H E N

THE BUSINESS IS WORKING. THE 

EXECUTION IS NOT CONSISTENT.

This is most relevant for established operators who already have demand, a credible result, and enough 
historical data to see that the next constraint is execution.

01 PROVEN OFFER

A prior campaign, event, or offer has 
already produced a measurable result.

02 PAID MEDIA RETURNS

The business is already spending and 
producing returns. The problem is not a 
complete lack of demand.

03 EFFICIENCY FIRST

The owner wants to improve the 
audience, creative, conversion path, 
and tracking before adding budget.

04 EXECUTION GAP

The team is experienced, but campaign 
execution still produces inconsistent 
results.

05 COMPARABLE DATA

Equivalent periods and a verifiable conversion path make the improvement auditable.

THE NEXT QUESTION IS NOT HOW MUCH MORE TO SPEND.

It is which part of the current system is limiting the return.
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

W H AT  I T  P R O V E S

THE SYSTEM IMPROVED.

THE BUDGET DID NOT GROW.

This result does not prove that every campaign can double. It proves that the 2026 national motocross 
race campaign produced more than twice the platform-attributed purchase value of the 2025 
campaign without an increase in ad spend.

A D D I T I O N A L  AT T R I B U T E D  VA L U E

$106,753.04
Meta-reported

S P E N D  R E D U C T I O N

$155.76
2.6% lower

AT T R I B U T E D  VA L U E  I N C R E AS E

103.4%
year over year

CA LC U L AT E D  R OAS  I N C R E AS E

108.8%
17.2x to 35.9x

BEFORE INCREASING THE BUDGET, FIND THE CONSTRAINT.

Compare the campaign with its last credible benchmark. Then examine the targeting, creative, conversion 
path, and tracking.
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ALINEA BUSINESS
B U S I N E S S  G R OW T H

T H E  N E X T  Q U E S T I O N

YOUR BUDGET MAY NOT

BE THE BOTTLENECK.

If your campaigns are spending but the return is difficult to explain, identify the constraint 
before adding more budget.

ALINEABUSINESS.COM

Results shown are an exceptional, non-typical outcome. Individual results vary and depend on the business, market, offer, tracking, and execution. 
Platform-attributed purchase value is not the same as audited cash revenue and can be affected by the advertising platform’s attribution settings.

Campaign figures are based on the two supplied Meta Ads Manager screenshots. Campaign names have been intentionally obscured while the spend and displayed 
purchase conversion values remain visible. The verified figures calculate to 35.93x ROAS because $209,981.42 divided by $5,844.24 equals 35.9296. This document 
uses 35.9x rather than the unverified internal note of 37.2x.
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