How Ani Clothing Scaled Revenue to 2.2 Cr in 12 Months

Ani Clothing achieved massive growth through a dato-driven and automated Facebook and Instagram ad

campaign that focused on audience refinement, creative optimization, and strategic scaling.
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When they partnered with Dexo Media, everything

changed. With a streamlined ad approach and smart
targeting, Ani Clothing hit a remarkable 2.2 Cr in
revenue with just ¥26 lakhs in ad spend. A true
transformation powered by strategy and precision.
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In this case study, we're going to present how the brand got closer
to its revenue goal.

You'll learn how they:

- achieved a 6x ROAS

- revenue jump from 2021 to 2022 by 5.5x
« revenue jump from 2022 to 2023 by 3.2x
e AOV jump from 4.4K to 6.9K retention
. rate of 25%

Using Creative strategy, festival campaign Aggressive scaling
strategy, and Automate campaigns.
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GOALS

The objectives included:
- Scaling Revenue: Increase monthly revenue sustainably.
- Enhancing Metrics: Improve ROAS, conversion rates, and average
order value (AOV).
. Audience Expansion: Identify and target new audience groups in
India 1 audience (beyond the approach of Tiers)

. Sustainable Growth: Establish a scalable ad structure for long-term
SUCCESS.
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CHALLENGES

No Campaign Structure:

Ads lacked strategic planning and relied
on generic methods, limiting their reach
and efficiency.

HNI creative Approach

Wasted ad spend on low-performing
segments.
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Creative Fatigue:

Repeateduseofsimilarad creatives
reduced engagement.

Limited audience

The initialtarget audience had reached its
limit, leading to diminishing returns.

Scaling Constraints

Lack of advanced strategies hindered
sustainable growth.

Ad Platform Changes

Frequent updates onMeta'sadvertising
platform required staying ahead to adapt
strategies promptly




SOLUTIONS IMPLEMENTED

« Custom Strategy: Designed a scalable campaign
structure to boost awareness and conversions,
supported by automation funnels for seamless customer
journeys.

. Audience Optimization: Cleaned up low-performing

segments, expanded targeting to lookalike audiences
and website visitors, and used intent-based targeting to
engage high-value users.

. Creative Refresh: Regularly refreshed visuals and
messaging to keep content engaging, using dynamic ad
formats for personalized experiences.

Smart Scaling: Used A/B testing to optimize ads and

dynamically adjusted bidding strategies to maximize
real-time performance.ging to keep content engaging,
using dynamic ad formats for personalized experiences.

* Seasonal Campaigns: Tapped into cultural and festive

moments with targeted campaigns and time-sensitive
offers to drive urgency.
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UNCERTAIN CHALLENGE

During the scaling phase, maintaining high ROAS and efficient
performance became a key challenge. With increased competition
and rising advertising costs, the brand faced pressure to sustain
profitability.

To address this, Dexo Media adopted a proactive approach:
Continuously monitored campaign performance metrics.
Refined targeting to avoid audience overlap and fatigue.
Experimented with new ad placements and messaging.

This resilience and adaptability were pivotal In overcoming the
nges and sustaining growth.
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STRATEGIC TRIUMPH

Despite operational challenges, the strategic decisions led
to remarkable outcomes:

« Revenue scaled by 273% in 12 months.

- Conversion rates improved by 21%.

. AQOV increased by 16%.

. ROAS reached a record 6+, setting a new benchmark
for the brand.

These results cemented Ani clothing as a leader in its
segment and showcased the power of data-driven
performance marketing.
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- Tracked competitors’strategiesfor actionableinsights.
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brand USPs.
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SEASONAL CAMPAIGNS:

- Used predictive analytics to forecast and capitalize on Conversion rate

demand patterns. 1 07%

- Deployed targeted campaigns well in advance of

seasonal peaks.



SOLUTION
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- Adjusted strategies promptly to remain compliant

and efficient.



RESULTS

This case study highlights the power of
a clear strategy, creative optimization,
and meticulous audience targeting. With
Dexo Media’s expertise, Ani clothing is
now set for sustained growth and
market leadership.
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