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Campaign

Our Goals:
Q Increasing brand awareness. Q Drive Sales and Revenue

I O ol ) i
Q Expand Customer Base Q Improve Customer Engagement and Loyalty ) : tg;



October : Structuring and Optimization

Identified Problems:

* Broad Targeting: Previous campaigns lacked
specificity, resulting in inefficient ad spend.

* Lack of Audience Understanding: Insufficient
insights into user behavior and buyer journey
hindered targeting effectiveness.

* Complex Campaign Structure: A cluttered
campaign setup led to optimization challenges and
ad fatigue.

Key Metrics:

* Total Ad Spend: X2,93,770
* Revenue Generated: 1194 630
* ROAS:4.07x
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October : Structuring and Optimization

Strategic Approach:

e Campaign Restructuring: We revamped the brand's campaigh structure, creating separate campaigns

for each jewelry category and subcategory. This allowed for tailored messaging and precise targeting.

Audience Testing: Utilizing Facebook's audience insights and testing capabilities, we identified high-

converting audience segments and refined targeting parameters accordingly.

« Ad Creative Optimization: We developed compelling ad creatives highlighting the unique selling points
of products to capture audience attention and drive engagement.

. Budget Allocation: We allocated budgets strategically, focusing resources on campaigns with the

highest potential for return on ad spend (ROAS).
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November - Scaling and Remarketing Integration

Identified Problems:

 Missed Remarketing Opportunities: Previous
campaigns lacked a comprehensive remarketing
strategy, leading to lost conversions.

 Budget Optimization: While initial campaigns showed
promising results, there was room tor scaling and turther
optimization to maximize returns.

 Ad Fatigue Mitigation: To prevent audience exhaustion
and maintain engagement, it was crucial to refresh ad
creatives and optimize campaignh performance.

Key Metrics:

* Total Ad Spend: X3,53,773
* Revenue Generated: X14,26,862
* ROAS: 4.03x
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November - Scaling and Remarketing Integration

Strategic Approach

e Remarketing Implementation: We introduced dynamic retargeting campaigns targeting users who visited
the website but did not complete a purchase. By serving personalized ads based on user behavior, we aimed
to re- engage and drive conversions.

e Budget Scaling: Building on successful campaigns from the previous month, we scaled budgets judiciously
to capitalize on high-performing ad sets while maintaining profitability.

e Creative Refresh: To combat ad fatigue, we refreshed ad creatives and messaging, testing variations to
identify the most effective combinations that resonated with the target audience.

e Performance Monitoring: We closely monitored campaign performance, adjusting bids, targeting, and

creative elements to optimize for maximum ROI.
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Dec - Jan : Reaching New Heights
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e Total Ad Spend: X8,38,432
e Revenue Generated: 328.5 lakhs

» Challenges Overcome: Despiteencountering technical and operational challenges, our proactive approach and relentless efforts
enabled us to achieve exceptional results, surpassing revenue targets and delivering tangible business outcomes.
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December-Januarys Green
Success

Strategic Approach:

 Technical Troubleshooting: Our team swiftly addressed account errors and payment failures, ensuring
seamless campaigh execution and uninterrupted revenue generation.

e RTO Reduction Measures: To mitigate high RTOs, we implemented a double verification system, enhancing the
screening process for potential fraudulent orders and improving overall order quality.

e Offer Promotion: Leveraging Facebook's ad formats and targeting capabilities, we promoted ' New Year offer
with up to 25% off, capturing audience attention and driving urgency to purchase.

e Performance Optimization: Despite challenges, we maintained a rigorous optimization process, continuously

refining targeting, creative, and bidding strategies to maximize ROl and mitigate risk
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Sales Journey: Before/After

SITUATION

The brand faced declining sales and waning customer engagement due to
ineffective Facebook advertising efforts, posing a threat to its market
relevance. Without a cohesive strategy, the brand risked falling behind
competitors and losing visibility in the industry. Urgent intervention was

PROBLEM

The brand faced significant challenges in their Facebook advertising
campaigns. Their previous agency's approach led to inefficient ad spend,
and a lack of remarketing efforts. Additionally, complex campaign

structures and insufficient insights into audience behavior hindered o . _ _ .
campaign performance. needed to revitalize brand's online presence and drive meaningful results

on the platform.

SOLUTION

We revamped campaigns for precise targeting, optimized audience parameters, and implemented dynamic remarketing. Strategic budget

scaling and prompt technical troubleshooting ensured campaignh continuity and improved efficiency. Leveraging Facebook's tools, we
promoted offers effectively, driving conversions and maximizing ROI.

o
%thl **Time duration: October- December, January
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Key Perrormance
Indicators

* N\

KPI #1 KPI #2
Monitoring Customer acquisition cost Running conversion to get orders and
whether CPA is under the market benchmark iIncrease revenue profitably

in jewelry niche



Ramp up our customer
expansion program
Capitalizing on opportunities with
existing business relationships

Roadmap

We targeted to achieve 2.3x ROAS spending the
allocated budget monthly to get purchases on the
website to beat Breakeven ROAS in the first month.

O1

Audited organic
presence, website as
well as ads account
and pixel setup

02

Conducted competitor
research & creative
anhalysis. Compile current
stats of customers

03

Applied first strategy
on customer
expansion.

o4

Analyzed and tracked
results. Making
changes in the
website to increase
conversion.

05

Assales and other
events increased. Tried
Open targeting.
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2T o NNEL STRUCTURE

1 e Utilized engaging ad creatives showcasing Silverings' diverse range of silver jewelry products.
e Targeted broader audience segments to maximize reach and brand visibility.

e Implemented targeted campaigns focusing on specific jewelry categories and

subcategories.
* Highlighted unique features and benefits to resonate with audience interests.

2

3 e Deployed dynamic retargeting campaigns to re-engage with website visitors.
e Otffered personalized incentives and reminders to encourage conversions.
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Evaluation

Achieving significant growth in sales and revenue for

your jewelry brand is within reach when you invest in the

right person and implement successful strategies to
drive business growth.




