“POOJA BOX

THE ART of GIFTING

CASESTUDY

How My Pooja Box Increased Total Revenueto 3.6 cr in 2023

My Pooja Box brand increased its revenue after adopting a multi-phased Facebook and Instagram
campaign approach that focused on both awareness and sales



THE STORY

MyPooja Box, a prominent e-commerce brand
specializing in spiritual and religious products,
aimed to scale its Facebook Ads campaign
initiated in 2023. The Initial success, with
revenue reaching 3.6 crores against a spend of
1.34 crores, posed challenges for sustainable
growth.
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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 2.56x ROAS (new account)
e Increased their revenue to 3.4 cr.

Using Creative strategy, festival campaign Aggressive scaling
strategy, and Automate campaigns.
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g E GOAL
Increasingsalesin India

The brand wanted to see howadopting a multi-phase campaign structure for its
ads on Meta apps, setting up remarketing, and optimizing its ad creative to
follow best practices would affect sales in tier1, 2 cities.

In our festive campaigns, we targeted a varied

audience—past purchasers!
LLAof purchasers, socialmediaengagers, 25%video views, website

visitors, and intentful interest groups. Using catalog, UGC, and offer-centric

carousel ads, we let Meta dynamically determine the optimal audience for

each. This strategy led to a substantial increase in sales and new
customer acquisition.
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Challenges

Audience Saturation

dentifying new, untapped audience
segments became crucial as the initial
target audience saturated.

Optimization Limits
Scaling facedlimitationsinoptimization m

algorithms, requiring continuous fine-
tuning to maintain a positive ROAS

Increased success attracted competitors,
resulting in higher advertising costs and
challenging profitability

Competitive Landscape m

Ad Fatigue

Runningthesame ad creatives for an
extended period led to decreased interest
and interaction. Regular creative refreshes
were necessary.

Seasonal Variation

Adapting to seasonal variations in demand
was essential to adjust ad strategies
accordingly

Ad Platform Changes

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




Solutions Implemented:

. CamBaign Diversification: My Pooja Box diversified its
Q1 2023 advertising strategy beyond traditional product
promotions.

. Pincode-Based Targeting: Implemented targeted

campaigns using Pincode-based targeting to enhance
local relevance and engagement.

Event-Centric Approach: Tailored campaigns for

occasions such as Good Friday and Republic Day,
aligning promotions with cultural and national
significance.

Financial Allocation: Invested strategically, allocating
approximately 29 lakhs in Q1 advertising initiatives.

Exceptional Returns: The calculated approach yielded a

notable return of 73.8 lakhs, reflecting the effectiveness
of diversified and event-centric campaigns.

Comprehensive Impact: This comprehensive strategy

not only boosted financial returns but also elevated brand

exposure and engagement during the specified
timeframe.
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UNCERTAIN CHALLENGE

Inthefirst quarter of2023(January toApril),the advertising

campaign for My Pooja Box faced operational challenges stemming
from persistent payment failures. Despite exhaustive efforts to
resolve the payment issues, a resolution remained elusive. As a
result, a strategic decision was made to transition to a new
advertising account to ensure seamless continuity and uphold the
brand's online presence. This transition was undertaken with a
commitment to maintaining campaign effectiveness and mitigating
any potential disruptions caused by the payment challenges




STRATEGIC TRIUMPH

The transition to a new ad account initially presented
challenges for My Pooja Box, demanding meticulous
attention to restore optimal campaign performance.
Through rigorous monitoring and strategic optimization,
the brand overcame the initial hurdles and achieved
stable performance.

This commitment to refinement not only mitigated the

challenges associated with the account transition but
also played a pivotal role in successfully attaining the
brand's revenue goals.

The dedication to adaptability and performance

enhancement underscored My Pooja Box's resilience in
the dynamic landscape of digital advertising.
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SOLUTION

AUDIENCE DIVERSIFICATION:

e |dentified andtargetednewaudience segments.

e Expanded targeting parameters for a wider reach.

e Customized ad messaging to resonate with specific
demographics.

COMPETITOR ANALYSIS &
USP EMPHASIS:

o Monitored competitor activities for strategic insights.

e Adjusted bidding strategies dynamically based on

competitor ad activity.

o Emphasized unique selling propositions to differentiate.
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SOLUTION

CONTINUOUS OPTIMIZATION:

e ImplementedA/B testingfor various adelements.
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SOLUTION

CREATIVE REFRESH &
DYNAMIC ADS:

e Regularlyauditedad creatives' performance metrics.
e INtroduced a variety of visuals, ad copies, and formats.

e Utilized dynamic ad formats for automatic customization.

ADAPTATION TO
PLATFORM CHANGES:

e Proactivelymonitored Meta'splatformupdates.
o Actively participated in beta programs.

o Ensured compliance with platform policies.
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RESULTS:

Despite challenges, My Pooja Box successfully
scaled its Facebook Ads campaign, maintaining a
positive return on ad spend and sustaining

profitability.

The revenue continued to grow, solidifying My

Pooja Box's position as a successful player in the
online spiritual and religious products market.

34,742,271

Revenue

1.3 CR

Adsepnd

19,735+

1,760




