A FOUNDER'S WORKING DOCUMENT

THE FILTER EFFECT

Cheap clicks are the most
expensive thing you can buy.

They're the sound of your ad reaching

people who were never going to buy.
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01 - THE FILTER EFFECT

Your cheapest clicks
are lying to you.

Cost per click drops, and everyone throws a small
celebration. Cheaper attention, smarter algorithm,

obviously winning.

Usually it's the opposite.

An ad gets cheap the same way a joke gets safe: by filing off anything that might make someone
actually react. Sand down the specificity and the algorithm rewards you with pennies, because a vaguer
ad offends fewer people, reaches more of them, and convinces almost none. The buyer who was
already halfway sold doesn't need convincing. They need permission, and a sharp, specific ad gives
them exactly that, on purpose repelling everyone else in the room. Blur that edge even slightly and the

crowd grows, the price falls, and the actual buyer quietly disappears into it.

So the number worth watching was never the price of attention. It's what that attention turns into once

it lands.

A campaign getting more expensive while converting better is usually doing something right. One getting
cheaper while converting worse is usually confessing that the creative stopped filtering for a customer

and started filtering for a crowd.

Most dashboards can't tell the difference between an ad that's working

and one that's merely popular.
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02 - SAME MISTAKE, NEW DISGUISE

The same mistake,
wearing a different outfit.

Spot it once in an ad account and it becomes strangely hard not to see it everywhere else in a business too. None of

what follows actually lives inside a single channel, which is rather the point.

01 Strong clicks, weak purchases

This is almost never an advertising problem, whatever the ad account insists. It usually means the offer wrote a check
the landing page, or the product, can't quite cash. Rewrite the ad again and you'll simply get a more persuasive way of

breaking the same promise.

02 Creative that behaves differently depending on who's paying for it

Creative built purely to survive a paid feed tends to look like an ad, and people have become remarkably efficient at not
looking at ads. Creative built to actually hold someone's attention works whether or not money is behind it, because it

was never leaning on the spend to be interesting.

03 Automation that speeds up a problem nobody had

Making a slow process fast doesn't create value if slowness was never the actual constraint. Automation only earns its

keep when it removes something genuinely holding growth back, not when it simply makes the busywork quieter.

SIDDHARTH UMATHE / AIVARA 04



03 - THE FIRST QUESTION

I never start by asking
which channel to run.

I start by asking where the business is actually losing people, which is a different

question and a far more useful one. Channel is almost always the wrong place to

begin, and it tends to point toward one of three culprits.

PILLAR ONE
Creative & Brand

What a business says, how it looks,
and whether the story is sharp
enough to be remembered instead of
scrolled straight past.

PILLAR TWO
Paid Acquisition

Putting the right attention in front of
the right person, then reading the
resulting numbers accurately enough
to know what they're actually

confessing.

PILLAR THREE
Al & Automation

Quietly removing the specific
bottlenecks capping how much of the
above a business can actually pull off

at once.

These were never three services. They're three places a constraint likes to hide, and fixing one

properly tends to drag the other two along with it.
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04 - THE REAL EDUCATION

I studied this seriously, 1% — 3.5%
long before I sold aword ofit.

Structured coursework first, followed by a genuinely unreasonable amount of independent reading into how persuasion

and conversion actually behave. That covered the theory well enough.

The real education started once | built AIVARA, my own line of digital products, and discovered that theory has plenty
of opinions and absolutely no stakes. | had to do all of it myself. Research the market. Build the offer. Design the
product. Build the landing page. Write and produce the advertising, including Al generated video. Pay for the traffic out
of my own pocket, then watch real strangers respond, or, more often early on, scroll straight past. Work out why.

Change something. Test again.

There was no client to hand the hard parts to, and no one else's budget to soften a bad call. Every mistake was mine to
spot and mine to fix, which turns out to be a very different kind of pressure than getting notes on someone else's ad

account.

The number was never really the point. What it took to move

it, that's the part worth paying attention to.
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05 - IN PRACTICE

What working together
tends to look like.

ATTENTION & STORY

ACQUISITION &

CONVERSION

CAPACITY

UNDERNEATH ALL THREE

Positioning sharp enough to survive contact with a scroll. Static and Al generated

creative. A brand voice that holds its shape no matter where it shows up.

Meta and Google strategy, and media buying. Landing pages built to finish what the ad

started. Reading account data for what it's really saying, not what it looks like it's saying.

Custom Al systems and agents built around one specific bottleneck at a time. Automation

that removes real friction, rather than just relocating it.

Content and social systems built to compound instead of resetting every Monday, and a
habit of noticing which of these is the real issue before any money gets spent finding out the

hard way.

None of this is a menu. It's simply what tends to follow once you start with the right

question.
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06 -+ RECEIPTS, NOT REFERENCES

Not a portfolio.
A paper trail of ownership.

1% — 3.5% End to End

Meta ad click rate, moved by Every stage of a live commmercial
rethinking the offer, not by polishing product, run personally, with no
the creative team and no budget to fall back on

Solo Built

AIVARA, taken from a blank page to
a paying customer without a single
handoff

. Personally built and operated every stage of a commercial product: research, offer, product, landing page, checkout, creative,

paid traffic, measurement, and iteration.

o Recognized with a Best Software Engineering Project Award for a multi module generative Al platform, the same technical

backbone behind the Al systems and automation work here.

© Comfortable across the full stack a founder actually needs: strategy, creative, paid media, conversion, and applied Al, rather than

one specialty passed between four different freelancers.
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CLOSING NOTE

Most of what's on the pages before this came down to
one small, slightly inconvenient fact.

Nobody else was ever going to fix my mistakes for me, so
I had to actually go find them.

That's the standard I'd bring to your business.
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