
CASE STUDY BY 
SPYREV



Case Study by Spyrev Media 1

Case Study by Spyrev Media
we started working with a accessories brand. They had an excellent product,
decent content and a sizeable, engaged following. 

We took over the management of their FB and Google Ads and tasked with helping
them scale their overall brand revenue whilst hitting pre-determined KPI’s, which they
previously struggled to achieve. 

We then ensured that some tweaks were made to their site to reduce friction, and that
we tested landing pages for a couple of our top sellers.

After auditing their account, we noticed immediately, that both of their ad accounts
needed to be completely revamped and they needed to rethink how they were testing.
Their website wasn't optimised and they hadn't previously tested landing pages (even
though they had 1-2 hero products). 

So initially, we implemented a consolidated structure that allowed us to test creative 
efficiently whilst working on their foundations that were preventing them from scaling. 

When they approached us, they were working with an agency & generating roughly 50k-
90k per month but they were struggling to scale beyond this whilst maintaining
profitability.

THE RESULTS

Timeframe: 4 months

Rs.44k to Rs. 60 Lacks in Just 4 Months whilst exceeding KPI’s (on track for the 

Here’s a break of how we did it 
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Results: 

19% increase in conversion rate

26% increase in AOV 

Audit First, we conducted an audit of their site. We spend hours diving into every nook

and 
cranny of their site and presented a comprehensive report containing suggestions on 
how they could increase their website: 

Increase CR%, AOV, Speed

Reduce abandon cart rate 

Improve mobile optimisation 

Some of these recommendations included: 

Cleaned up main site navigation to make it easier for new customers 

Included more trust elements and social proof throughout

Introducing more product images on product pages

Streamlined checkout to reduce drop off

Introduce a sticky ATC on product pages

Introduced bundling options

Raising Free Shipping Threshold

Increasing site speed

Refined site footer
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The results:

Before: 
Desktop: 58 
Mobile: 20

Mobile: 
Desktop: 97 
Mobile: 86 

Site speed optimisation:

Within a couple of days of working with this brand, we optimised their site speed. 
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What did we do?

 Defer off screen images

 Reduced unused JavaScript

 Avoided an excessive DOM size

 Minimised main-thread work

We used this opportunity to educate our cold audience on our products, with no
distractions and a single objective. 

This was hugely successful, and allowed us to test a number of offers and bundling
options whilst driving up our conversion rate. 

 Properly size images

 Reduced the impact of third-party code 

 Serve images in nextgen formats

Landing Pages

No landing pages had been tested previously. Which was an exciting opportunity.

This isn't appropriate for every brand, however, as their main site wasn't converting well 
initially, and they had a few items that were stand out best sellers, we felt that this was a 
great area to test.

In addition to this, their products are on their higher side (beyond impulse purchase), 
and our cold audiences needed educating as to why OUR products where the solution 
to their problem.

Therefore, directing our TOF to a collection or PP and expecting them to buy, wasn't 
hugely fruitful. 
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Some of these research areas include:

Consumer behaviour research -
product / competitor review
research

Avatars & who to target

Creative / copy angles

Pain Points / benefits

Use cases

Initial research

Before we start launching any ads, we spend countless hours upfront diving into 
researching. This informs our strategy and initial plan of attack. 

Competitors & Industry

Offers

Ad concepts

Advertising setup

Top-selling products

Social media engagement

Competitors reviews & pain 
points

WEBSITE
website
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Website data

AOV

Conversion rates

Top-selling products

Returning customer rate

Ad planning

Ensuring proper conversion 
tracking is in place
Building out audiences to target

Setting up our initial account 
structures

Setting up 3rd party software for 
attribution

First off, we want to learn more about our customers & avatars.

Research continued

I wont go into depth on each of these area of research… that’ll be too much for one 
case study. 

However, let’s dig into review research as this is a GOLDMINE of information on your
customers that you can leverage. 

Ads & analytics

Avatars & whom to target

Desktop vs mobile use

Keyword data

Demographics

Best-performing creative

Best-performing hooks

Campaigns & ad sets that work

Creative audit & creative editing

Audited the entire asset folder to 
find holes in what was missing 
and what we needed more of

Our designers took their previous 
best performing assets, and 
repurposed them
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This exercises allows is to dissect how our customers describe our products, what their
pain points are, what they loved and what they hated so that we can address these in
our creative/copy angles. 

We start by reading through every single customer review, support ticket & a lot of social
media comments. 

We then document the commonly used words & phrases into a Google Sheet & 
categorise them into Pain Point/Benefit and weigh them based on how frequently they 
were mentioned. 

We did this same exercise for our competitors reviews and learnt what their customers
pain points were so that we could address these too. (Be careful here - as not all brands 
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Last 90 days Spends > Rs. 1.2 lacks But
No re-marketing 

reviews are genuine, verified purchasers). 

To see what had performed in the past, our creative strategist: 

1. Took screenshots of past top-performing ads

2. Pasted these next to each other in Google Slides

3. Looked for similarities in creative, offers, headlines, copy, etc… 

For this exercise. He filter by:

This allowed us to address these accordingly in our angles and messaging. 

In addition to this, we tracked competitors ads, learnt what they were running noted
down trends & themes over time in their copy/creative/offers/landing pages. 

We went into this level of detail for each of the other above research areas.
Consolidated all the data points, and used this as guidelines for our strategy. 

Past ad data 
We audited their past ad data to see what had previously been tested, what worked and 
what hadn't. 

In addition to this, our creative strategist audited past ads to find themes in what
had/hadn’t with their performance creative. 

We pasted these ads into a document and over time picked up on what offers they were
running & what angles they lent into. Although we wouldn't copy what they were doing,
competitor intelligence is important and gave us some direction when we needed it. 

This gave us a very good initial understanding of who our avatars where, what language
they used to describe our products, what their initial hesitations were and what they
thought about our product after buying. 
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We then pull:
Top Ads-Purchases (Images)
Top Ads-Unique CTR (Images)
Takeaways + Actions 

Top Ads-Purchases (Videos) 
Top Ads-Unique CTR (Videos) 
Takeaways + Actions

We break our approach for Facebook into 3 phases. 

(This is an on-going exercise that we do with all of our clients on a regular basis). 

This enables us to lay solid foundations, run tests efficiently so that we can find more
winners and scale! 

Before this, there was significant audience overlap, no exclusions, no cost caps, very
narrow targeting, too much money was being spend on branded campaigns, and very
little testing happening.

We completely revamped Facebook ad accounts. Ensuring we had a proper account
structure + setup and everything was optimised based on current best practices. 

We then consolidated themes and pattens in these ads to come up with ideas for future
content based on historical performance.

First, we Immediately killed everything that was underperforming and set up the optimal
account structure.

Account structure
Although the brand was working with an agency before we took over, the account wasn't
optimised, and had a lot of areas of opportunity.
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Here's a diagram of how we typically structure our prospecting campaigns and how we
move winners around to help scale: 

Facebook:
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Creative Strategy & Feedback

Here is the naming convention that we implemented:

Additionally, we implemented a new ad naming convention which enabled us and the
client to easily navigate around the account, and to know what was going on at a
glance. 

This consolidation & optimisation of the accounts allowed us to efficiently run test, scale
up winners, reduce CPA and improve overall performance right away. 
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This allowed us to test different variations of content quickly and find more winners so
that we could scale and ultimately created briefs/shot lists from our research data. 

At this point, we knew what our customers pain points where, so it made it easy coming
up with hooks, pain points, agitations etc… We just needed to present this in a way that
was actionable and we could turn the data into actual assets. 

So we leveraged a modular content method that enabled us to chop and change hooks 
with pain points, USP’s, etc… 

Our creative strategist working on this account analysed all of the data that we collected
during our research phase and developed a creative strategy / shot list based on this
info. 
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Additional:
We pride ourselves on having a network of the worlds best agencies that offer the
services that we don’t. 

Constantly coming up with new creative angles is often a bottleneck for ecom brands,
so we ensured that this was seamless and we were never stuck for creative ideas. 

Our team of editors were also working on edits and optimising their existing and past 
content so that we could constantly test new asset variations. 

Within our weekly write-ups and during our bi-weekly catch up, we would walk through
creative performance and present top performing ads so that we could go away and
produce more of what was working/optimise what we had.

We implemented a creative feedback loop that provided us & the brand with regular
creative insights, shot lists and suggestions on exactly what we needed to test based on
what was working and what wasn't within our ad accounts. 
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Where/when did you first hear about us?

How long did you know about us before placing your first order?

What would you like to see more of from us?

We introduce TripleWhale from day one. This was hugely helpful in getting more
accurate data, quicker which ultimately helped us scale.

Therefore, when we noticed areas of opportunity, we connected this client with agencies
in the following areas: 

Email / SMS Marketing

Creative production

SEO
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Who are you purchasing for today? 

Did anything almost stop you from purchasing?

Daily account management
Our team were constantly in the accounts being relentlessly proactive, making
optimisations, killing under performers and scaling winners to ensure our spend was
being deployed efficiently.

Creative feedback A large part of what we do is creative testing/feedback. So we
regularly pull our best performing ads and learn from these, themes/trends and ensure
we implement these leanings. 

Results: 
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Total Spend: ₹1,481966

Revenue: ₹6,054,538

ROAS: 4.09

All Prepaid Orders

Ad Platforms: Facebook & Instagram

Campaign Objective: Boost product sales through targeted ads.
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Start your journey to success now! Let us help you achieve extraordinary results just like this.

Spyrev MediaCompany: 

contact@spyrev.com

8269068375

Contact: 

Phone: 

Website: www.spyrev.com
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