
Shoe Mistri, a leading sneaker care brand, witnessed a dramatic revenue increase by adopting a multi-
phased Facebook and Instagram campaign strategy focused on both awareness and conversions.

CASE STUDY
How Shoe Mistri 200K to 2.4 Million
Quaterly revenue Revenue



THE STORY
 ShoeMistri, specializing in sneaker care

products, sought to scale its digital marketing
campaigns to new heights in Q3 2024. With
revenue skyrocketing from ₹200,000 in Q2 to
₹2.4 million in Q3, the brand achieved
remarkable growth.



This case study explores how Shoe Mistri achieved:
A 12x revenue increase. 5x ROAS on a
new advertising account. 3 new winning
product categories 2x jump in AOV from
750 to 1500

Using a combination of creative strategy, festival campaigns,
and aggressive scaling techniques, Shoe Mistri reached its
revenue goals.



The Goal

Primary Aim: To increase sales across India, especially in urban Tier 1 and Tier 2 cities.

Campaign Details:- Target Audience Segments: 
- Past purchasers.

 - Lookalike Audiences (LLA) of purchasers.
- Social media engagers. - Video viewers
(25%). - Website visitors. - Intentful interest
groups. - Ad Formats: - Catalog ads. - UGC
(User-Generated Content). - Offer-centric
carousel ads.

Strategy: Leveraging Meta’s dynamic audience optimization to maximize reach and
conversions.



Optimization Limits
 

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

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

Ad Fatigue
 

 

No winning produt
 

Ad Platform Changes
 
platform required staying ahead to adapt
strategies promptly

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

Doing a inventory analysistobring the A
game of the products is important.
categorising itno ABC invetory to scale
budget. 

Frequent updates onMeta'sadvertising

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



Campaign Diversification: SM diversified its Q2 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 5 lakhs in Q3 advertising initiatives.
Exceptional Returns: The calculated approach yielded a
notable return of 32 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.

Solutions Implemented:

August - September 



UNCERTAIN CHALLENGE
 Inthe2ndquarter of 2024(Januaryto April),the advertising

campaignfor Shope Mistri 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



The transition to a new ad account initially presented
challenges for Shoe Mistri, 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 SM's resilience in the
dynamic landscape of digital advertising.

*May-December

STRATEGIC TRIUMPH



SOLUTION

AUDIENCE DIVERSIFICATION:
 Identified andtargetednewaudience segments.

Expanded targeting parameters for a wider reach.

Customized ad messaging to resonate with specific

demographics.

COMPETITOR ANALYSIS &
USP EMPHASIS:

 Monitored competitor activities for strategic insights.

Adjusted bidding strategies dynamically based on

competitor ad activity.

Emphasized unique selling propositions to differentiate.



SOLUTION

CONTINUOUS OPTIMIZATION:
 

SEASONAL CAMPAIGNS:
 

ImplementedA/B testingfor various adelements.

Adjusted bidding strategies based on real-time

performance.

Experimented with different ad placements for

optimization.

Leveragedpredictiveanalyticsforanticipating seasonal
trends.
Launched targeted campaigns well in advance of peak
seasons.
Introduced limited-time offers during peak periods.



SOLUTION

ADAPTATION TO
PLATFORM CHANGES:

 Proactivelymonitored Meta'splatformupdates.

Actively participated in beta programs.

Ensured compliance with platform policies.

CREATIVE REFRESH &
DYNAMIC ADS:
 Regularlyauditedad creatives' performance metrics.

Introduced a variety of visuals, ad copies, and formats.

Utilized dynamic ad formats for automatic customization.



₹

₹
RESULTS:

24,00,000
Revenue

5,31,000
Adsepnd

1588+
Orders

₹1,560
AOV

The revenue continued to grow, solidifying SM's
position as a successful player in the online
spiritual and religious products market.

Despite challenges, SM successfully scaled its
Facebook Ads campaign, maintaining a positive
return on ad spend and sustaining profitability. 


