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CHALLENGES:

Expanding its customer base
and increasing the volume
of orders.

Creating a holistic marketing
strategy, including organic and
paid marketing

Increasing average order value
(AOV) and return on investment
(ROI)

Establishing trust and
credibility with the target
audience
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CRO EMAIL PAID UPSELL ORGANIC
MARKETING MEDIA MARKETING
Revamped the Set up essential email Created a solid paid Implemented various Drove organic traffic
entire website flows, including: marketing strategy, upselling and cross- through SEO and social
and implemented o Welcome Flow starting with Facebook selling techniques to media marketing.
CRO best practices to o Abandoned Checkout Ads, and later ventured increase average
make it more user- e Post-Purchase, into new channels such order value (AOV).
friendly and improve e Winback Flow as Google and
the conversion rate. TikTok Ads.



D RESULTS:

® AQV increased by 41% (from $78.44 to $188.75).

® Sales revenues increased overtime from under t‘bﬁ
$1000 to $10,000 within the first month and
eventually reached $150,000/month within 7 months.
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® Achieved an ROI of 5.5 in the same period.

® 20% of the total revenue was driven from -
email marketing (flows and campaigns). ﬁ



RESULTS:
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Average order value Wiew report

$188.66 141%

Total sales View report

$1,211,773.32 183%

Order Vabse Over Time

Online Store $11,95.356.48 T 81%
One Click Upsell - Zipify OCU £13.811.28 -
Shop §2.014.67 T 2211%
SELLY - Promotion & Pricing §458.09 T 235%
Draft Orders §132.50 + 25%

Sales over time
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CHALLENGES:

Structuring the ad account:

Before we took over, there was no structure and

things were all over the place.

Creating an effective ad strategy:
To identify winning products, audiences, and

creatives to maximize ROI.

Optimizing the email flows:

Email flows were live but not optimized for
conversions.

Consolidating the campaigns:

Multiple campaigns running simultaneously
with no consolidation.

Reducing the CPA:

It was at $52 when we started and had to be
reduced by at least 30%.




N SOLUTION:

01

Restructured
the ad account

02

Extensively tested the
following to figure out
the winning combination

03

Used winning
combinations to
scale the ad

consolidated « Audience
the ads into 3 * Creatives account and
* hooks decrease CPA.

campaigns only. * Copies

to increase customer

04

Optimized
the email flows
for high open rates
and click rates and

implemented email
and SMS campaigns

lifetime value (LTV)



. Revenue from ads increased by 3.5x and reached
$200,000/month.

® ROl increased by a whopping 300% (from 1.17 to 3.5).

® Decreased the CPA by 58.5%

® Percentage revenue from email marketing increased
from 5% to 15%
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Paid Media & CRO
Niche - Food & Beverages
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CHALLENGES:

Structuring the campaigns to
find the winning products
and creatives.

Improving ROI from ads
and reducing the CPA.

O

CHALLENGE

02

Creating a solid paid
marketing strategy to acquire
new customers.

Improving the quality of
copy and creatives used
in ads.
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Simplified the user
customer journey by
optimizing the landing
pages, product pages
and improving the
overall website

experience.

SOLUTION:

Improved the copy and
creatives used for ads
and aligned the copy on
landing page with the
ad copy to attract the
right audience and
avoid confusion,

which was impacting
the conversion rate.

Consolidated the ad
campaigns and tested
existing creatives and
hooks to find the winning
combination. We also
kept adding new
creatives every week

in order to keep finding
new creatives winners.

Changed the overall

budget allocation for

the campaigns to
maximize ROl and
made sure we focused
the demographics with
the lowest CPA based
on the previous data.
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D RESULTS:

® ROI almost doubled and reached 4x from 2.1x in the
first month

® CPA decreased by 48.9% in 3 months and AOV
increased by 5%

® Customer acquisition rate increased by 10%
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Paid Media, CRO, SMM
Niche - Feeding Supplies
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CHALLENGES:

Reducing the CPA: Creating an effective strategy:
The CPA varied between $26-$30, and Plan to scale the ad revenue
the client wanted to reduce it. and overall revenue.
01 AKUtz 03 AKL | 0h —
Improving the ROI: Increasing total revenue: Analyzing the right metrics:
It was stuck at 4 since a few months, The overall sales revenue was also stuck at Preparing reports and identifying

and there was opportunity to do better.  $9,000/month and the client wanted to scale it by 2x. opportunities for growth. 17



SOLUTION:

Tested multiple creatives, angles, Structured the ad account

Improved the overall

and hooks to find the winning and consolidated the ad

customer experience by

combinations and then used campaigns for better

optimizing the website.

them to scale campaigns. tracking and results.

Made sure to highlight USPs

and social proof on home

Used different tactics to bring in more
sales, such as influencer

page and product page to marketing, that were well-suited

establish trust. for the audience and type of product.
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N RESULTS:

e The ROAS improved significantly in 3 months, from
4 to 16 (on average)

® Total revenue increased by 105% in the 2nd month

® Order volume also increased by 5x with 60% of
orders coming in from new customers

® AQV increased by 15% and CPA reduced by 53%
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RESULTS:




f ' DEZLIN
apezLIN - REVEALS

Full Organic Marketing

Niche - Product Reveals
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Improving the website
user-experience:

The site was not
user-friendly or
optimized for conversions.

CHALLENGES:

Driving more traffic
to the website:

The store had a weak online
presence,low traffic and low
rate of new customers.

Increasing the customer
retention rate:

Building lasting relationships
with customers to increase
their lifetime value (LTV)

Maintaining lasting
customer relationships:

One of the most important
ways to do it through email
marketing, which was lacking.
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SOLUTION:

Revamped the entire website following the best
CRO practices to improve its outlook, ensure a
seamless browsing experience, and increase
conversion rates.

Did a technical SEO audit of the website and
implemented on-page and off-page SEO to
gain traction on search engines.
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SEO-optimized the product descriptions,
and added meta descriptions to increase
visibility on search engines.

Created and implemented a blog strategy
with relevant content and keywords to
improve the store’s search engine ranking.

Set up essential email flows while ensuring
that the email copy and design align
with the brand’s visual identity.

Worked on the strategy for social mediq,
incorporating new ideas to attract a larger

audience and redirect them to the website.
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D RESULTS:

® The overall website traffic increased by 30% in
the first month
® Increased website traffic by 40% using best

SEO practices
® Revenue and AQV increased by 18%

and 14% respectively in one month
® Conversion Rate increased by 51% in first month
® 10% of revenue was generated from Email marketing
® Collected 1,000+ emails from the website

pop-up in the first month



RESULTS:
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Average order value Wiew report Total salec A oG
. ! View repc

: T14%
il $48,184.90 18%

Order Value Over Time

Cnlime Store 520,910.76 T E%
Whalesale Pncing Discount %14,.158.74 ™ .55
Draft Creers 512,842.49 T B0%
Amazon by Codisto $180.91 T 21%
eBay §52.00

Sales over time

Conversion rate View report
7.6% T 51%

Conversion funne
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Get in touch

www.digitorm.com hello@digitorm.com



