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Result In Europe Market ( Germany)

Google Ads Dashboard - Stable scaling from €300 >
€550/day

Sales Dashboard - €964,470 revenue generated

ain Five | o




Case Study: Electronic Market — Germany

Challenge:

e Client started in 2023, spending €300/day on Google Ads with unstable
results (ROAS around 2-2.4).

e Performance was fluctuating heavily and client couldn’t scale.

e Tracking setup was incomplete, leading to poor optimization.

e Product management issues — 15 top-performing products went out of
stock.

Strategy:

Conducted a full audit of tracking and Google Ads setup, restructured all
tags.

Analyzed 1000 SKUs, identified 50 consistently performing products, and
highlighted 15 high-demand winners.

Ensured client never runs out of stock for winning products.

Restructured Google Ads campaigns for better scaling and stability.
Applied market research + competitor analysis to refine product focus.

Result:

e Scaled spend from €300/day » €550/day.

e Daily revenue increased to ~€3000/day.

e ROAS stabilized above 3.0+ with consistent profitability.

e Client now aligned on ads + product management, leading to long-
term growth.

Key Takeaway:
Performance marketing alone is not enough. Success comes
when ads, tracking, and product management are fully aligned.



Dropshipping Result
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Case Study: Dropshipping In India

Challenge:

o Faced multiple product failures during testing.

e Tested 20-30 products before finding 2 winners.

» Dozens of creatives tested — image ads didn’t work, videos performed
better.

e High RTO (Return to Origin) rate, a common dropshipping challenge.

Strategy:

e Focused on video creatives for better engagement and
conversions.

e Scaled gradually instead of aggressively, ensuring
profitability.

o Improved delivery process and customer experience to
reduce RTO.

Result:

e Generated ¥26,07,739 revenue with ¥5,50,891 ad spend.
e Maintained an average ROAS of 6.54.
e Client stayed profitable with controlled RTO.



ipping Result

i Total sales over time » it Total sales by sales channel x

¥1,098,348 ~
HIS0K
B Releasit COD Form LM —
200K
P50k
L] i Orders *
Fob 15 Fob 18 Fob 21 Fob 24 Fob 27 Mar 2 Mar 5 Mar 8 Mhas 11 Mar 14 2,144 = 214.3K% V.SV AN
— Feb 15-Mar 15, 2025 -~ Jan 17-Feb 14, 2025
i Gross sales *
1,008,947 »183.4K% Ay
i Sessions by device type * i Sessions over time -4
»LAK%
' 21'4?8 i Average order value over time 4
3K
¥512.57 »mn
7K
WMobiie 21K »asKs 7K
21 SK BDeskt.. 4290 W47% .
. f— P — '\
» 3.4K% W Other 2 2 2K% *®
LY

B Tabiet Ao Feb15 Feb20 Feb25  Mar2  Mar7  Mari2

= Feb 15-Mar 15, 2025 Jan 17-Feb 14, 2025

Mar 12

Feb 25

BB 15 Feb 2025-15 Mar 2025 +

Il Columns: NP Metrix » "2 Breakdown - I8} Reports [5 Export = ] Charts

Amount Purcl Website ‘Websit CTR (link click-
Amount spent Purchas: = Cost per result - CTR
M spent... R purcha... - & M purcha per v through rate) oy 1
#1,775.60 — nhx. a2\ 414 41 LRy 1.05% 1.35
Per purchase
1818293 — | AhBR a58m 3494 3491 Fr20@ 1.42% 18
Per purchase
#19,796.46 = 2.9 216 Je0™ 60 = 254999 1.39% 1.
Per purchase
¥6,498.95 —| ARl g g = Jng@ FoR03H 1.69% 215
Per purchase
29,9932 -  &uH 814l 63 ™ _B3E e = 161% 21
Per purchase
26,440.49 —  gma B0z 104 ngm PeLe3E 1.32% 1.6
Per purchase
FT AND TO — TAAR TAAlA And 12 an i3 FTT TR a5 174 (al
2130,297.11 L9 u 1290 ;v LU, B 21056 197% 1.65

Tatal Spent Average Total Total Per purchase Per Impressions Per Impression)




Brand Result
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