Tanveer Hossain Rayvee
Digital Marketing Strategist

http:// % th rawee.COm



Personal Overview

A PMP-certified multi-channel digital marketing strategist with over six years
of experience specializing in Facebook and Google Ads, marketing
automation, e-commerce, and lead generation. | have worked with four
marketing agencies, managing 65+ global brands across diverse industries,
and have successfully handled over $8 million in Meta ads and $2 million in
Google ads.

With a background in Computer Science and an MBA in Marketing,
combined with professional certifications, | focus on building structured
marketing systems, optimizing workflows, and executing data-driven
strategies that Iimprove efficiency, scalability, and overall business

performance.

Working Experience Working Expertise Leadership Experience

Six years of marketing experience with a strong Expertise in multi-channel digital marketing Worked as Key Account Manager and

track record in managing campaigns, coordinating with strong proficiency in modern marketing Digital Strategy Lead, coordinating cross-

teams, and delivering consistent results across tools, automation systems, and data-driven functional teams of 20+ members and
multiple industries and global clients. execution strategies. ensuring smooth execution across
campaigns, operations, and client delivery.
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Average Growth Increase

6 Years+ o= 4 Agency

Industry Experience Working Experience

S Years+ «a=» 65 Brand
Remote Job Experience @ Management Globally

| 500+ 50+ Tools

— />
— : z / y  Hand-on Experience
Completed Campaigns

Dl':ll:l

Clients Managed Over A Year
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X

Digital Project
Management

| plan, structure, and lead digital
projects end-to-end—defining scope,
managing timelines, coordinating
teams, and ensuring delivery stays
aligned with business goalsand  x

budgets.
X

Web Development
Project Oversight

| coordinate designers, developers,
and stakeholders to deliver websites x

on schedule—handling requirements,
milestones, QA, and launch readiness.
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My Areas of Expertise

Diéital Marketing
Management

| manage marketing initiatives as
structured projects—aligning
strategy, execution, and reporting
across teams to ensure campaigns
move on time and perform as
expected.

Email Campaign
Execution

W

| manage email campgigns as

structured programs—from planning

and segmentation to-deployment
schedules and performance reviews.

-
-

Paid Ads
Management

| oversee paid advertising projects
across Google, Meta, and LinkedIn—
handling planning, execution
coordination, performance tracking,
and optimization workflows.

| X
Marketing Automation &
- Systems

w

| design and manage automation
projects that connect tools, reduce
manual work, and create repeatable
syster’ns for marketing and
operations teams.

Content & Social Media
“Operations

| manage content and sbtcial media
as execution systems—setting

workflows, calendars, approvals, and
accountability so teams publish

consistently without chaos. 4

Consultation & Execution
Advisory ,,

){_
| advise founders and agencies on
fixing execution gaps—<clarifying

priorities, improving workflows, and
setting up systems that scale without
adding headcount.

Certified Project Manager



Gold Lion
x ’ Technologies (USA)

As a Marketing Manager, | have

Career Roadma
. clients, from their strategic planning to
X

the execution.

: , Raicom Digital (USA) o i oper ) 2021
of Joining here as a Senior Media Buyer, |- -
® have managed a large scale of Facebook _
ads and multi-channel marketing i %
X approaches to ensure maximum > '
x | : Green Atmosphere profitability from ecommerce. ,
Pte. LTD (Singapore) January &) 2021
Care Nu"trition « Asa Iea.d Digital Marketing o '
> Strategist, | have managed all the e
X LimitEd (BangladeSh) marketing-related work for my clients v - X
Najm Consultant and the managing team. L , v
. As a Digital Marketing Strategist, | . -
(lntemShlp) started the whole digital marketing May () 2020 -~ o e
approach from scratch. Still, my . -

Started as an Intern but
worked with some of the
complex project consultation

setups are running in this
multinational FMCG company.

along with the CEO himself. January Q 2020

X

October @ 2019 , T
x - -
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Freelancing Experience Roadmap

Marketing and Project
Manager

Web Development & Project
Management

‘ West Digital (Canada) ‘ Prime Home (USA)

West Capital
Lending (USA)
Digital Project Management
Enveed (USA)

Web Development & Project ‘
Management
Design Musketeer
LLC (USA)
Acting Marketing Manager

Indo Amazon (Indo)

Web Development & Marketing

Management

Elegance Store

(Switzerland)

Media Buyer

Inflow Official (AUS)
Web Development & Project ‘

Management

Hey Visible (USA)
Digital Marketing & Web
Development

‘ La Mesa Creative

Zhu Projects (USA)
Web Development & Project
Management

RevExpress (USA)
(UAE) ‘

Lead Media Buyer

Media Buying & E-commerce
Management
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Professional Certifications Hands-On Experience
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p“ Project
Man, ent
I ingtitte

Inbound Certified

Tanveer Hossain Rayvee
Hog ; i Tarvveer Hossain Rayres

” Pmpmumm-mﬁmm - CERTIFIED
Digital Marketing
Associate

Project Management Meta Blueprint - Digital HubSpot Academy - Inbound
Professional (PMP) Marketing Associate Certified

Lihoeed B Lo

BZB Marketing on Linkadin

- Ut Wil

Tanweer Hossaln Rayves

WWTha: Cagirad Bigrajing gnad Eogageemaerd

Digital Branding and Engage LinkedIn Marketing Google Project Management
Certificate
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Execution Tools Used Across Client Projects

Project Management

(r)¢e
Nt

Trello ClickUp
Monday.com Asana
Jira Notion

=X % thrayvee.com

Analytics & SEO

Google Analytics

SEMrush

Ahrefs

Moz

Actively Used Across Teams

Automation & CRM

O ©

HubSpot Pabbly Connect

GoHighLevel Zapier

Zoho CRM Apollo 10

Certified Project Manager



Execution Tools Used Across Client Projects

Media Buying Supporting Tools & Systems

C

Meta Business Suite Google Ads Google Workspace Claude Canva
LinkedIn Ads TikTok Ads ChatGPT Figma WhatConverts Hootsuite
) ~
R ®,
Loom CapCut Adobe Illustrator Adobe Photoshop
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Channels & Platforms Managed

Social Media Platforms Email & Lifecycle Marketing Web Development
Facebook Instagram Klaviyo ActiveCampaign
LinkedIn TikTok HubSpot Email GoHighLevel Wix Squarespace
7/ c
&
X (Twitter) YouTube Mailchimp Zoho Campaigns
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Marketing Project
Execution

As a Certified Project Manager, | lead the execution of marketing projects

from planning to launch—ensuring strategy turns into measurable results.

| manage media buying operations alongside execution, coordinating Meta,
Google, and multi-channel ad campaigns with clear timelines, owners, and
performance checkpoints. Every task, from creative handoff to budget

pacing, is tracked, reviewed, and optimized.

My role isn't to “just run ads"—it's to orchestrate execution:

Align media buyers, creatives, analysts, and stakeholders; remove blockers;
control scope; and ensure campaigns launch on time, stay on budget, and
scale efficiently. | work closely with founders, agencies, and internal teams to
bring structure, accountability, and performance discipline into marketing

execution—especially where paid media and delivery timelines intersect.

= % thrayvee.com

65+ Brands

Executed Across

6+ Years

Execution Experience

Media Spend Managed

4 Agencies

Full-Scale Operations

Certified Project Manager



Associated Brands

€)oovn  EN®EED  ENVEED ENVEED

WHOLESALE SUPERFOOD

PREPER

REAL ESTATE

A WEST

CAPITAL LENDING

Home Collection Company

A &‘ NATIONWIDE
— INSURANCE AGENCY -
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Associated Brands

l : AFFORDABLE
lA , CARE ¢

edDirect
PLY

RIVERSTONE "
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’A AMERICAN

AR DIABETIC SUPPLIES

¢

Darls.

PAR RIVERSTONE

Y LILY VOGUE

lore

#) DashPilot

[=ROZ

JL HEALTH

e)fe COVERAGE |
m ‘ CONSULTING
SERVICES

Certified Project Manager



Associated Brands

E————
—

Kings) DIMDS TS
P
B HEAL THE FANSS MODELLS @3
Medical Supply SPORTING GOODS o

(R) RadioShack.  LINENSTHINGS ceNBUILD Rage&n!

CONSTRUCTION GROUP
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Email Campaign Results

& Marketing
Conversion metric
53 Year to date Mo comparison uli Last nen-direct click e | e o
: : . . L = .JU compared 10
4 Placed Order v ‘ ‘ () Time period 9.4 : ; 2
previous period
Online store sessions @ Online store conversion rate = Average order value @
751,400 1.49% $145.36

m > Nﬂf\/mr\u TN - Growth overview
M

Conversion summary  Message type breakdown Channel breakdown

Total sales = Sales attributed to marketing = Orders attributed to marketing @

$1,468,947.87 $1,549,707.14 10,552
CA$2 ’ 98 1 ’ 152 u 39 Attributed revenue Unattributed revenue
//\/“/\—/\ PR Kﬁw f,ﬂf“”‘/\f" _ = S f_fu—-_—ww _ e Total revenue " Total Recipients

A 26.5% vs. previous 12 months

CA$350K 554K
Fonmadiating chanosls View report Attributed revenue CA$2.28M 76.54% 7 44% =

CA$280K ‘ 443K
(@ Cost, click, and impression metrics are now available for supported marketing apps. Learn more b4 I '

CA$210K ' I I 332K
Channel Type Sessions Sales Orders Conversion rate ROAS CPA CTR l l r l
O Kiaviyo paid 230,335 $471,862.63 3,181 1.38% =2 == = CA$140K l 227K
£d Facebook unknown 186,584 £489,232.68 3,350 1.8% —_ —_— —_— CA$?DK 111K
7 Direct direct 145,406 $112,078.41 756 0.52% = - —
G Google Search organic 106,619  $448,099.23 3,112 2.92% — - — CAS) —Np- - 0
€3 Facebook paid 23,753 $2,893.34 22 0.09% - - et Aug1 Nov1 Feb1 May
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Email Campaign Results

Date range
| Q search campaigns | | © Last 30 days v ‘ﬂ‘“d'encav Eha””Ersv | v | > Metric Your value Performance Percentile Median
O Campaign ISR Open Rate 63.9% @ Excellent 95th 401%
0 LIQUIDATION DETE ET NOUVEAUTES (clone) CA$8,285.07 .
30 Days Engaged 34 recipients : Click Rate 6.01% @ Excellent 972nd 1.61%
0 LIQUIDATION DETE ET NOUVEAUTES CA$7,720.10 .
30 Days Engaged 39 recipients | [_* Boliatsion ata 0.268% & Excellent 88th 0.0609%
0 [FR] - Prospects - 15% OFF + Free Shipping - 15.08.25 CA$6,944.60 :
90 Days Engaged 48 recipients : BARGe Rk 0.212% & Excellent 92nd 0.718%
0 VENTE SOUS LA TENTE PLUS VIP PLUS (clone) (clone) (clone) CA%$6,178.08 .
60 Days Engaged 38 recipients i Spam Complaint Rate 0.009% & Good 53rd 0.00972%
VIP CODE VIP
DD Gaye), ViP- 12 onthe > $500, WIP (ZACTV| $(2-287] | $568), vin Custo | s reapents | L i g
mers
A Revenue Per Recipient CA%$0.466 & Excellent 86th CA$0.072

[FR] - Profile - VVIP 20% Discount - 04.08.2025 (Ready to Schedule)
[Fr] VVIP {4+ PurchasefLast 20 Days)

[FR] - Profile - Charlie B - 08-01-2025
90 Days Engaged

LIQUIDATION DETE ET NOUVEAUTES
90 Days Engaged

LIQUIDATION DETE ET NOUVEAUTES (clone) (clone)
30 Days Engaged

CYC (clone)
Repeat Buyers, Repeated Customer (Purchased at Least Twice)

[FR] - Profile - Frank Lyman - 11 Aug, 2025
90 Days Engaged

CA%$5,574.17
22 recipients

CA$5,294.45
33 recipients

CA%$5,286.67
41 recipients

CA%5,188.39
35 recipients

CA$4.943.60
29 recipients

CA%$4,386.63
23 recipients

T

LR

L L]

L

L

L]
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Email Marketing Flows

Flow Details

Top performing flows

> Club Lily - Points Earned on Order
Sep 6, 2025 - Mar 5, 2026

View all flows

Notifies customers of earned loyalty points after purchase
to encourage repeat buying.

Flow Status Type Deliveries Placed Order Percent change
() Club Lily - Poi E d on Ord FR&E CA$70,646.15 POSt PurChase FIOW
ub Lily - Points Earned on Order - N . h 3 3
Points Earned on Order Bins = 14822 . ch83/recipient 7 W70A29% Sends follow-up emails after purchase to build trust and
— T S kA ABHAD increase customer lifetime value.
= 0s urchase - rrenc = i . 0,
Placed Order GlLive & 15000 CA$3.43 [ recipient v 19.24%
Checkout Abandonment Flow
02 [2024 - WD] | Checkout Abandonment - French Ui A/B 6.853 CA%$48,690.47 26.19%
Checkout Started SRt 8@ : CA$7.10 / recipient oo Recovers potential lost sales by targeting users who
01 [08/2025 - WD] | Welcome Flow - French P— started checkout but didn't complete the purchase.
= = ' ] + o
Added to Newsletter list e 8a s CA$4.09 | recipient 7 16.95%
[2 1 | Birthd I h CA$26,636.24 welcome FIOW
09 [2024 - WD] | Birthday Flow - Frenc . d : A
Starts 1 week before Birthday. Repeats annually. O Live () 11,561 CA$2.30 | recipient 7 72.60% Introduces new subscribers to the brand and guides them
13 [2024 - WD] | Browse Abandonment - French O Live = 10171 CA$13,989.14 2 43.24% EVETRE AN L [PUE e
Viewed Product ! CA$1.38 / recipient S
: Birthday Flow
08 [2024 - WD] | Delayed Fulfillment - French O Live = 2706 CA$12,699.40 2 2313%
Placed Order ' CA$4.69 [ recipient Delivers personalized birthday offers to boost engagement
01 [08/2025 - WD] | Welcome Flow - English O 2@ s CA$6,249.21 T and conversions.
Added to Newsletter list CA$10.10 [ recipient = .
. Browse Abandonment Flow
[10/2025 - WD] - POS Review Request O Live 8 aAB 3193 CA$6,162.63 N
Placed Order ‘ CA$1.93 / recipient Re-engages users who viewed products but didn't take
further action.
11 [2024 - WD] | VIP Loyalty Flow - French Oliive = 48D CA$5,007.99 7 135.65%

Added to VIP - 12 Manths - > $600 list

CA$5.27 [ recipient

VIP Loyalty Flow

Targets high-value customers with exclusive offers to
increase retention and lifetime value.




Recent Web Development Projects | Managed Whole Development

! . o e - = Em owerin Your HIGHER LEVEL OF CARE
WhaggDesign Megts Exeoiliine He:lth i 98 - Reliable Diabetic Supplies
= i =2 - upply Delivered To Your Door
aTime s st g o o
it ot o o Jlsssiest]

o s L Callus & Email Us 8 :Eszlgzwmm / - _— - - \'\ 100% Authentic Products
F51-801-2502
Experience that delivers. AR ; 2
lo* d_ﬂzf-llf__' Execution you can rely en. : = 0= =3
e i s N THE PURPLE GOLD %
R —— LIVES HERE
153 12+ e We Empower You to Move Freely e e Wi i <
Pty i e and Live Well S
Popular Categories

Projects Built with Precision & Detail

Camtart-First. Precision-Engincerad Braces
Diesigred it ing

Mability Enhancement & Post-Operative Tools
Everything you need B recower, segain0reagin ang Ly oot

Custom-Fit Designs wi
Cuintuum i, bt ates i e bphbvveght, abdmy o

et Casit bt Mo T Mt LT ey DOy R M Ut F
age L T

M-'»‘ Barsmen Horit ey 1508 ) s Frabe € Puwes Suppben
Ongning Expert Suppart You Can Trust e i PP s i el e
' Frnm st e o R T e, ot s eyt foere b ke
@ i B e o 48 et s, ‘ ! ==
s, fa, oPardab.
Latest Products
Browse By Brace Type -
. - J-‘- : l L
@ 9 G e = lle=
e Btk Elbaw Shoulder v Vrist mew femwes " stiver et
Brace Brace Brace Brace Brace Braca waracen arr rt T e e cast
\
We Simplify Your Journey to Pain-Free Living Genuine Commitment
To Your Health '
O stren process o s you rerehve i
yout frvt cal fo doarstep delivery, Vi M . ot et B S et e,

| ke & Pursonalized Expert Consultation A\
ek ‘»% Lot withous (ot il senscialbons by ot o ber Ol Wit insiss your 3 7
- [ m—— e ondl ecsmenen the ot fdects far grur pond e I RIALTHY SMOGTHIES Mo CONES . \ )
e F==3% =3 B Hassle-Free insurancs Verification J ﬁ > m %
= o . weripig e ! = = e 57 o - . i Tk H Drreiguacs-
e st o oo i = S _...*‘-J 1'1//19( %L AR e k-“ v el i s - et o] AR

GenBuild Construction Group Viva Medical Supply The Acai Shop American Diabetic Supplies

Interior and Construction Business Direct Mecial Supply Business Food Chain Business Diabetic Supply Products

( genbuildcg.com B ( vivams.com B ( theacaishop.com B (americandiabeticsupplieS-shorz B
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https://genbuildcg.com/
https://vivams.com/
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FACEBOOK
ECOMMERCE
REPORT

OVERVIEW
e Facebook Certified Digital Marketing Associate

« Managed over $8 million in ad spends
 Expert in Sales Funnel Creation

e Average ROAS onh e-commerce 3.5X+

e Expert in both WordPress and Shopify




B3 campaigns

Off f On
T

B0 Ad sets

& Edit

Campaign T4

Creative Testing QC (12-4-2024)

Audience Testing Ontario (3-6-20...

Creative Testing - Ontario (6-5-20...

Catalog Campaign - Ontario (19-4...

Testing | ABO | Ontario

S5 1 Creative Testing | 03/04/24 - ..

S5 | Creative Testing | 02/28/24

Results from 7 campaigns @

Website

lilyvogue.ca

A A/Btest

Results Tl

Website purchases

83

\Website purchases

m

\Website purchases

=8

Website purchases

&

Website purchases

188

Website purchases

4

Welbsile purchases

Origin

Canada

Unigque CTR
(link click-...
26.93%
2.90%
4.55%
3.96%
4.60%

12.31%

12.56%

Amount spent
TS
$14,164.94
$2,142.49
$2,618.59
$2,251.38
$674.58

$2,413.74

$153.20

Cost per add
tocart T)

$0.18

$1.58

$1.95

Cost per result
" 1
$1.55
Per Purchase
$25.21

Per Purchase

$23.59

Per Purchase

Per Purchase

$12.84

Per Purchase

$2.07

Per Purchase

Total Spending

CAS24,418.92

Website
purchase...

Purchase
ROAS (retur...
111.47

.27

7.02

| 8 Maximum: Jul 30, 2022 - Aug 30,2025 = ‘

Il Columns: Ray101 = H "= Breakdown H 8 « H 4| = H = ‘

» Purchases Ti

111.47 N7
1.27 85

7.02

Final ROAS

31.47

Website
purchases Tl

9,117

85

Purchases
conversion...

-

$1,579,007.01

$15,569.50

$18,389.75

$8,988.30

Website
purchases...
$1,579,007.01
$15,569.50
$18,389.75
$8.,988.30
$4,637.26

$32,636.93

$10.747.07




B3 campaigns

# Edit

Campaign T1 hd

Camp 5 - CBO - KY/WV/O..

ideo Camp -

Camp 3-ABO-FL/NY/ .

Camp 2-ABO -CAfTX-..

Camp1-ABO-GA/JIN/ ..

Medallaince branding

Campdiscount

Camp Sept

Evergreen Ad (DTS)

Camp & - CBO - OK/MO/1..

Camp 4 - CBO - AL/MS/L..

Camp Dec

Campaign ig

High quality lead [Test]

Instagram ad

new ad copy 1

camp ap 2

Ad Camp Apl 2 Img

New Ads camp M1

medalliancesupply.com

23 Adsets

& A/Btest Mare =

Delivery T~ Budget T4 -

@ Active $50.00

Daily

@ Active Using ad set bu...

@ Active $80.00

Draily
$100.00
Daily
$57.22
Daily

$47.00
Daily

$65.00
Daily

@ Active

@ Active

® Active

@ Active

@ Active Using ad set bu...

$20.00

Dally
off $100.00
Daily

Oftf £50.00
Daily

Nat deliverin

Using ad set bu...

Using ad set bu...

Using ad set bu...

Using ad set bu...

Using ad set bu...

Using ad set bu...

Using ad set bu...

Using ad set bu...

The United States

Results T4

-

Messaging conversati

47

Messaging comversati
a5

Messaging conversati
114

Messaging comversatl

62

Muossaging conversatl

33

Messaging conversatl
v 3,941

Messaging conversatl

11,023

Mestaging conversatl
85
Mr';".nglng conmversatl

Muessaging Conversati

29

Messagqing conversatl

n

Messaging comversati

2

Messaging conversati

12

Messaging conversatl

58

Mezsaging comversati

1156

Messaging conversati
18
Meta leady
206
Metn leads

1,968

[ P

Total messaging
contacts

[ ads

Cost per messaging T

"o
contact Amount spent

$7.45 £134.16

$5.84 $309.41
$6.21 $565.46
$5.49 $670.34
76 $6.32 $411.06
45 $8.04 $345.81

5113 $6.46 $24,349.89

13,330 $5.38 $49,650.33

m $6.32 $531.02
$0.00
$274.94
$92.31
$126.74
§112.58
$368.10
£4,308.59
$112.04

$1,099.84

$7584.27

Total Spending

$105,000

Impressions T4 =

Il Columns: Message - Ray +

CTR (link
click-throug...

1.38%

New

CPC (cost per o
messaging...

h Tl -
o link click)

Frequency T4 b

4,218 2,740 $2.31

10,312 4,823 1.70% .77

152N 7212 1.62% $2.28

18,277 9,147 1.75% $210

1.38%

11,580 5323 $2.57

10,094 4,164 2.82% $1.21

539,946 217,549 1.49% $3.03

1,644,977 508,019 1.44% $2.10

14,163 5,393 2.32% $1.62
7,990
2,600
2,642
4,330
8,594
783,353
4,994

70,759

2,621

Converted Message Leads

22,877

"= Breakdown =

l -

n

32

68

97

52

27

B2 Maximum: May 1, 2023 - Jun1,2026

Messaqing

. -
conversatio...

16

47

85

e &

Cost per
messaging...
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Facebook Ad Manager

FACEBOOK

Home

S  Schweitzer Alexander LLC =

® Ads Manager

& Audiences

) Ads Reporting

@: Ad Account Settings

&% Events Manager

Ad Account Performance

E RadioShack EST
ID: 781414589077760

$17,262.21 1 15.00%
Spend

Modells EST
ID: 435741980787883

=

$32,229.39 & -14.11%
Spend

@ Franklin Mint EST
ID: 3799922113354183

$28,267.18 L -10.32%
Spend

= Linens N Things
ID: 270453350934965

$11,816.15 4 -21.07%
Spend

Recently Updated w

1,287,962 1 2.50%

Reach

_—

1,002,701 L -6.77%
Reach

__——ﬁ

784,987 1 14.62%

Reach

_—-’-\_—_—.—

363,980 | -3.16%
Reach

Last 7 days w

2,786,764 1 11.73%

Impressions

e,

2,056,595 4 -6.74%

Impressions

-—_——h\\

1,706,095 & -2.77%

Impressions

——

694,157 | -8.52%

Impressions

Your ad for The Franklin
Mint was rejected. View

your ad for more info.
19h

$* See All Alerts

N
i

New! Cross-Account Reporting in
Ads Reporting

Now you can create reports in Ads
Reporting that include multiple ad accounts
within your business. Create cross-account
reports to see new insights like unique
reach across all of your ad accounts.

See Report Not Now

Digital Marketing Strategist

Radio Shack

Radio Shack is a chain of wireless and electronics
stores founded in 1921. It operated stores in the
United States and Mexico.

Modell's Sporting Goods

Modell's Sporting Goods was an American
sporting goods retailer having more than 150 retail

locations in ten states.

Linens 'n Things

Linens 'n Things was a Clifton, New Jersey-based
big-box retailer specialising in home textiles,
housewares, and decorative home accessories.

The Franklin Mint

The Franklin Mint is a private mint which sells ells
coins, medals, jewelry, die-cast vehicles, dolls,
sculpture and other collectibles.


https://en.wikipedia.org/wiki/Mint_(coin)
https://en.wikipedia.org/wiki/Collectibles

G} Campaigns  RadioShack EST (781414589077760) Updated justnow O Discard Drafts Review and Publish

= Q, Search and filter Lifetime: Dec 1,2020 - Jun 10,2021 =

I

S Resource Center . [ campaigns 88 Ad Sets [T] Ads

]

o (W Quick Duplicate v 2 Edit v 1-200 of 881 » ViewSetup @ m -~ Reports =

o # af

Website
Purchase v+ ©
ROAS (Return...

TOF - JT - ABO - BE - 2.5 - Testing Audience - ... Ongoing ‘ | 12.59 2

‘ _ : p— ~ Website ~ On-Facebook
2=z On / Off Campaign Name Link Clicks Purchases Purchases

6AM -TOF-JT-ABO-BE-2.13-NEW Ads --... Ongoing

TOF - JT - ABO - BE - 2.5 - Testing Audience - ... Ongoing

730AM - 300X7 - TOF - JT-ABO - BE-2.13 - .. Ongoing
5AM - 10x100 - TOF - JT - ABO - BE - 2.13 - NE... Ongoing
730AM - 300X7 - TOF - JT - ABO - BE-2.13 - .. Ongoing
8AM - 10x100 - TOF - JT - ABO - BE- 2.13 - NE... Ongoing

730AM - 300X7 - TOF-JT-ABO-BE-2.13-.. Ongoing

Jose - Bid Cap - 173-174 - RGB Light - Color C... Ongoing

> Results from 881 campaigns ©
Loading...

Website Origin Monthly Spending Avg. ROAS

www.radioshack.com The United States US $80,000-200,000 2X-2.5X




Gﬁ Campaigns Modells EST (435741980787883) Updated justnow ) Discard Drafts Review and Publish
= Q. Search and filter

S Resource Center

A

Lifetime: Dec 4, 2020 — Jun 10,2021 =
4. @ Campaigns

89 Ad Sets
o (W Quick Duplicate v 2 Edit v More w

1-200 0f 949 4 » ViewSetup @ m -~
Campaign Name Website

On-Facebook
Purchases Purchases
. TOF-JT-CBO-10% OFF - BID CAP-200-220-BE-3.3 -

52

[T] Ads

On / Off

= v Reports =

i Website
Mobile App |
Purchases Purchase N

[+
ROAS (Return...

25,28 @
TOF - JT - CBO - BID CAP = 370-410 - BE- 2.8 - STOCK - 131

TOF-HS-CBO-BE-2.8-STOCK - 126 - OPEN - Weider 2,459

TOF-HS-CBO-BE-4.3-15% OFF - STOCK - 126 - OPE 1,079

TOF-HS-CBO-BE-5.2-10% OFF - STOCK - 126 - OPE 5,755

TOF -HS -CBO - BE-3.64 - STOCK - 126 - OPEN - Weid...

28,447

BOF-HS-CBO-BE-4.3-15% OFF - STOCK - 126 - OP... 559

Jose_Hamza Testing Proform Carbon T7 Treadmill 1/7 - 545

Wainht trainina- TOF -1 Al /Intereste/Comneatitnre - HS -
> Results from 949 campaigns ©@

Loading...
o o @ o

Website Origin Monthly Spending
www.modells.com

The United States

Avg. ROAS

3X-3.5X

US $120,000-200,000




Website

Int.com

Origin

The United States

{3} Campaigns Linens N Things (270453350934965)

Q. Search and filter

S Resource Center

P9 Campaigns

o (W Duplicate v 2 Edit v More w

Campaign Name Link Clicks

TOF - JT - CBO - BID CAP 90-95 - 1.69 Break E...

Jose - Scale Nut Cracker - 12/18 - Copy

TOF - NP -2.00 BE - 15% OFF SLAYSTATION®...

TOF - NP - 2.00 BE - 15% OFF SLAYSTATION®...
TOF - JT- BID 700 - 2.00 BE - 15% OFF SLAYS...
Jose_Nate - Testing 12 Inch Gold Resin Stand...

Jose/Nate_Tanveer - Testing Farmhouse Bar..
Jose - Scale - 14" Silver/Gold Sequin Soldier ..

TOF - NP - 2.00 BE - 15% OFF SLAYSTATIONG®...

> Results from 1,124 campaigns ©

Loading...

Monthly Spending

US $80,000-200,000 3X-3.5X

Updated just now

89 Ad Sets
1-2000f 1124 4

Website

On-Facebook
Purchases Purchases

Avg. ROAS

O Discard Drafts Review and Publish

Lifetime: Oct 22, 2020 — Jun 10,2021 =

[T] Ads

» ViewSetup @ m -~

= v Reports =

i Website
Mobile App |
Purchases Purchase

[+
ROAS (Return...

3.76 @




Gﬁ Campaigns  Franklin Mint EST (379992211335418.. = Updated justnow () Discard Drafts Review and Publish
= Q. Search and filter

S Resource Center

A

Lifetime: Dec 2, 2020 — Jun 10,2021 w
4. @ Campaigns

89 Ad Sets
o (W Quick Duplicate v 2 Edit v

[T] Ads

1-200 of 1207 4

Il Customize =
On / Off Campaign Name

Reports =
Website

On-Facebook
Purchases

Mobile App Website
Purchases
. TOF - AM - CBO - Pedestal Urn2

Purchases *  Purchase -

[+
ROAS (Return...

Jose_Hamza Testing Hercules and Diomedes Statue (1

6,381

6379
TOF - AG - CBO - #62 - 6/9 - BE - 1.77 - STOCK - 296 - Te...

474"
TOF - AG - CBO - BE - 1.83 - STOCK - 108 - Testing - Fou.

4.48 12
TOF - JT - CBO - BID CAP - Testing - American Coin Trea

TOF-HS -CBO-BE-1.5-STOCK - 453 - Testing - 1909

Jose_Hamza - BE - 2.1 -180 STOCK Testing Over the Fe

Jose_Hamza Testing Toscano 1/4

TOF - .IT-CRN-RF -2 1 -STOCK - 40 - OPEN - Marmaid
> /. Results from 1,207 campaigns

2 41 [2]
Loading...

Website Origin Monthly Spending
franklinmint.com

The United States

Avg. ROAS

3X-3.5X

US $80,000-140,000




thrayvee.com

l http:// %

TR Tanveer H. Rayvee

All channels Jul 29-Sep1 -

$71,026.45

TOTAL SALES OVER TIME

.
- ]
Yl 4
| -I- II‘Il IIII I
-lllIIII i

Jul 29-5ep 1

2,145 orders

Jul 29 Aug 9 Aug 21 Sep1

View Report

TOTAL SALES BREAKDOWN Jul 29-Sep 1

Orders $71,523.05

Returns -$496.60

Total sales $71,026.45

TOTAL SALES BY CHANNEL Jul 29-Sep 1

Online Store
788 orders

$13,132.80

All channels =

TOTAL SALES
$841,729.19

TOTAL SALES OVER TIME

$10K

Mar 18

TOTAL SALES BREAKDOWN

Orders
Returns

Total sales

TOTAL SALES BY CHANNEL

Online Store
21,037 orders

TR Tanveer H. Rayvee

Dec 25-Sep 1 ~

20,882 orders

Jun 10 Sep 1

View Reporl

Dec 25-5ep 1

$856,5657.26
-$14,828.07

$841,729.19

$411,557.85

Digital Marketing Strategist

Facebook Report for Jewellery Product

C7 - ADONYS - Musical Note Brooch... 5379255 ¢ 401 E2% 163227 ¢ 2a90%

b TATOASETAA 01 E] Spprad Reoch

Cd - NORAMA, - Kid at Heart Unicorn _  53,496.80 * #1.31%

141238 + 152.35%
0 2835044 TASEET T Soond Reach

C1 - LORAMNA - Soul Sisters Bracelet . 51391578 + 1262.76%5671,077 ¢ 1208.98%

1D 5956431 D403RS v Rench

267840 ¢ 487 20%

Impreaainne

240116 T NETAN

Imreasions

1,269 438 + 1996.24%

||'I|II ERIFEING

Shopify Sales

Analytics



Artik Medical Supply

Niche: Medical Supplies

Lead Automation: QuickBase

Lead: 8245 || CPR: $6.09 Message Automation: ManyChat

Amount Spend: $50,215

Campaign v Delivery © Results » Reach v Frequency v Costperresult + Amountspent ~ Impressions -
Send Message - ManyChat (Rayvee) - Week 7 ® Active 14 12 2,317 1.10 $6.41 $89.75 2,558
Messaging conve... Per Messaging C...
Send Message - ManyChat (Rayvee) - Week 6 © Completed 60 [ 7,306 1.35 $5.33 @ $320.00 9,846
Messaging conve... Per Messaging C...
Send Message - ManyChat (Rayvee) - Week 5 @ Completed 50 [2] 7,788 133 $6.40 12 $320.00 10,355
Messaging conve... Per Messaging C...
Send Message - ManyChat (Rayvee) - Week 4 @ Completed 550 6,537 1.43 $5.82 12 $320.00 9,377
Messaging conve... Per Messaging C...
Send Message - ManyChat (Rayvee) - Week 3 @ Completed 86 2] 6,998 1.46 $3.42 12 $293.86 10,217
Messaging conve... Per Messaging C...
Send Message - ManyChat (Rayvee) - Week 2 © Completed 210 [ 15,499 1.47 $3.81. 12 $800.00 22,735
Messaging conve... Per Messaging C...
Send Message - ManyChat (Rayvee) - Week 1 @ Completed 29[ 5,006 1.19 $4.03 @ $237.52 5,961
Messaging conve... Per Messaging C...
Leads - Form Funnel (Rayvee) ® Active 5,745 257,587 4.54 $6.31 $36,237.24 1,170,130
On-Facebook Leads Per On-Facebook Le...
Results from 12 campaigns @ - 347,133 4.40 - $50,215.52 1,528,128
Multiple conversions = Accounts Center ac... Per Accounts Cente... Multiple conversions Total spent Total



Heal Medical Supply

Niche: Medical Supplies Lead Automation: QuickBase
Lead: 2296 || CPR: $4.52 Lead Form: Facebook Lead Form

Amount Spent: $10,383

h Campaigns 85 Adsets | 2 Maximum: Jul 16, 2022 - Aug 16, 2025 =

(B Duplicate # Edit L A/Btest More = Il Columns: Rayvee form = || "= Breakdown = H & Reports = H (4 Export - H Charts

CPM (cost per . CTR (link click-

Off f On Campaign = Delivery T » Budget »  Results » Costperresult » Amountspent « Reach » Frequency » Impressions 1.000... through rate)

» UniqueCTR (all) ~

. Leads - Form Funnel (Rayvee) @ Active Using ad set bu... 4 2,296 $4.52 $10,383.96 125,802 3.63 456,759 $2273 1.91% 7.22%
Meta leads Per Meta lead

Results from 1 campaign @
Excludes deleted items




Gold Lion Technologies

Niche: Marketing Agency
Lead: 136 || CPR: $34.84 || Amount Spend: $4738.43

Gold Lion Tech Ad Account (3078894.. + Updated justnow ) Discard drafts Review and publish

Campaigns

Q. Search and filter Maximum: Nov 18, 2021 - Feb 2,2023 w

B3 Campaigns 50 Ad sets (] Ads
N - 2 Edit v & A/BTest & S w ¥ @ Rules = View Setup @ Il Columns: Custom = "= Breakdown w Reports w
off 3 2 Attribution
/ On Campaign Bid strategy Budget setting © Results Reach Impressions Cost per result Amount spent
. GLT001 | $7k Marketing | New Leads | Book C... Highest volume $40.00 7-dayclickor .. 2 88 269 $20.13 $40.26
Daily On-Facebook Leads Per On-Facebook Le...
@ GLT001 | $§7k Marketing | New Leads | Book C... Highest volume 840.00 7-dayclickor .. 28 9,606 25,802 $28.46 $796.76
Daily On-Facebook Leads Per On-Facebook Le...
® GLT001 | $7k Marketing | New Leads | Book C... Highest volume $40.00 7-dayclickor.. 34 9,640 28,500 $32.69 $1,111.44
Daily On-Facebook Leads Per On-Facebook Le...
P GLT001 | $7k Marketing | New Leads | Downl... Highest volume 866.00 7-dayclickor ... 12 3,488 7,608 $50.18 $602.11
Daily On-Facebook Leads Per On-Facebook Le...
@ GLT001 | S7k Marketing | New Leads | Downl... Highest volume $33.00 7-dayclickor.. 1 835 TAZF §79.24 §79.24
Daily On-Facebook Lead Per On-Facebook Le...
® GLT001 | $7k Marketing | New Leads | Downl... Highest volume 866.00 7-dayclick or ... 59 18,235 32,403 $34.63 $2,043.38
Daily On-Facebook Leads Per On-Facebook Le...
o GLT001 | 1K Cash | New Leads | Download | (... Highest volume $33.00 7-day clickor .. = 918 932 = $65.24
Daily On-Facebook Lead Per On-Facebook Le...
Results from 7 campaigns @ 7-day click or ... 136 35,522 96,641 $34.84 $4,738.43
On-Facebook Leads = Accounts Center acco... Total  Per On-Facebook Leads Total Spent



Direct Finance

Niche: Financial Services

Lead/Events: 600 || CPR: $8.2 || Amount Spend: $4922.27

Campaigns

Direct Finance (1206990310146628) v

Q_ Search and filter

Updated justnow ()

Discard drafts

Review and publish

Maximum: Sep 14, 2022 - Feb 2,2023 =

B9 Campaigns 88 Ad sets (7] Ads
N - 2 Edit v & A/BTest | O @m © @ Rules = View Setup @ Il Columns: Custom w "= Breakdown w Reports
. Attribution
Off / On Campaign udget setting © Results Reach Impressions Cost per result Amount spent Ends Frequenc)
® GLT001 | Eventbrite | Conversions | Registrati... §75.00 7-dayclick or ... - 2,754 3,234 - $§151.03 Jan 18, 2023
Daily Website Completed ... Per Complete Registr...
® GLT001 | Event | New Lead | Registrations (01... $140.00 7-dayclick or ... 122 44,313 111,885 $14.28 $1,742.13 Ongoing
Daily Event Responses Per Event Response
® GLT0O01 | REFi | New Lead | Conversions (11/1... $33.00 7-dayclickor .. Fé 804 1,068 $11.81 $82.69 Ongoing
Daily On-Facebook Leads Per On-Facebook Le...
® GLT0O01 | REFi | New Lead | Conversions (11/1... $33.00 7-dayclickor.. - — - — $0.00 Ongoing
Daily On-Facebook Lead Per On-Facebook Le...
. GLT0O01 | REFi | New Lead | Conversions (11/0... $33.00 7-day click or ... 19 2,526 4,314 $16.42 $312.04 Ongoing
Daily On-Facebook Leads Per On-Facebook Le...
@® GLTO001 | No Income | New Lead | Conversion... $33.00 7-dayclickor.. 23 2,753 5,092 $15.69 $360.91 Ongoing
Daily On-Facebook Leads Per On-Facebook Le..
. GLT001 | REFi | New Lead | Conversions (09/2... $33.00 7-dayclickor ... 187 11,976 25,526 $6.10 $1,141.05 Ongoing
Daily On-Facebook Leads Per On-Facebook Le...
P GLT0O01 | No Income | New Lead | Conversion... $33.00 7-day click or ... 242 12,040 24,912 $4.68 $1,132.42 Ongoing
Daily On-Facebook Leads Per On-Facebook Le...
Results from 8 campaigns @ 7-day click or ... - 67,282 176,031 - $4,922.27
Accounts Center acco... Total Total Spent Per Accoun




West Capital (Corporate)
Niche: Mortgage
Lead: 862 || CPR: $21.51 || Amount Spend: $18538.97

Campaigns  West Capital Ad Account - Corporate (.. * Updated justnow Discard drafts Review and publish

@ Terms update is now available Updates to the Self-Serve Ad Terms are effective January 3, 2023 Read the terms X

Q_  Search and filter Maximum: Nov 15,2021 - Feb 2, 2023 =

P9 Campaigns

w - 2 Edit - & A/BTest B e @

Off / On

05 Ad sets

[7] Ads

Rules = View Setup @ Il Columns: Custom = "= Breakdown = Reports =

Campaign Bid strategy s:tt; © Results Reach Impressions Cost per result Amount spent

GLTOO01 | ReFi | New Leads | Conversions | (12/05/22)

GLTOO01 | ReFi | New Leads | Conversions | (11/20/22)

GLT001 | No Income | New Leads | Conversions | (11/14/22)

GLTOO01 | ReFi | New Leads | Conversions | (11/08/22)

GLT0017 | No Income | New Leads | Conversions | (10/13/22)

GLT001 | ReFi | New Leads | Conversions | (10/10/22)

GLT001 | ReFi | New Leads | Conversions | (10/03/22)

GLTO001 | ReFi | New Leads | Conversions | (09/19/22)

GLT001 | ReFi | New Leads | Conversions | (09/16/22)

GLT001 | ReFi | New Leads | Conversions | (09/07/22)

Results from 10 campaigns @

Highest volume

Highest volume

Highest volume

Highest volume

Highest volume

Highest volume

Highest volume

Highest volume

Highest volume

Highest volume

$158.00
Daily
$158.00
Daily
$158.00
Daily
$158.00
Daily
$158.00
Daily
$108.00
Daily
$125.00
Daily
$83.00
Daily
§75.00
Daily

$50.00
Daily

7L

15

On-Facebook Leads

79

On-Facebook Leads

45

On-Facebook Leads

48
On-Facebook Leads

543
On-Facebook Leads

2
On-Facebook Leads

101

On-Facebook Leads

27

On-Facebook Leads

On-Facebook Lead

2

On-Facebook Leads

862

On-Facebook Leads

4,311

9,734

5,868

7,544

52,256

968

12,939

4,122

1,558

1,561

72,111

Accounts Center ac...

6,152

28,591

9,561

19,141

122,857

1,042

$48.73
Per On-Facebook L...

$37.11
Per On-Facebook L...

$22.69
Per On-Facebook L...

$40.71
Per On-Facebook L.

$12.91
Per On-Facebook L...

$40.80
Per On-Facebook L...

$34.10
Per On-Facebook L...

$37.39
Per On-Facebook L...

Per On-Facebook L...

5$81.15
Per On-Facebook L...

$21.51
Per On-Facebook Le...

$730.99

$2,931.94

$1,020.96

$1,954.16

$7,008.58

$81.60

$3,444.28

$1,009.59

$194.57

$162.30

$18,538.97
Total Spent




West Capital Lending (KKB)

Niche: Mortgage

Lead: 263 || CPR: $16.35 || Amount Spend: $4299.68

Campaigns

KKB - West Capital Lending (6096319.. =

Q, Search and filter

Campaigns
L]

Off / On

- 2 Edit v & A/BTest

Campaign

GLT001 | 2/1 | New Lead | Conversions | Kevi...

GLT001 | No Proof | New Lead | Conversions |...

GLT001 | No Proof | New Lead | Conversions |...

GLT001 | 2/1 | New Lead | Conversions | Kevi...

GLT001 | ReFi | New Lead | Conversions | Kevi...

GLTO001 | Equity | New Lead | Conversions | Ke...

Results from 6 campaigns ©

5

).00
Jaily

...

5.00
Daily
).00
aily
3.00
Jaily

3.00
Daily

7-day click or ...

EE Ad sets
S @i T @ Rules v
Attribution
setting ©® Results
7-day click or ... 1
On-Facebook Lead
7-day click or ... —
On-Facebook Lead
7-day click or ... 208
On-Facebook Leads
7-day click or ... 54
On-Facebook Leads
7-day click or ... =
On-Facebook Lead
7-day click or ... =

On-Facebook Lead

263

On-Facebook Leads

Reach

476

12,323

8,132

251

19,787

Accounts Center acco...

Updated justnow )

7] Ads
View Setup @
Impressions Cost per result
569 $73.53
Per On-Facebook Le...
Per On-Facebook Le...
32,064 S$12.57
Per On-Facebook Le...
18,450 $29.56
Per On-Facebook Le...
256 =
Per On-Facebook Le...
Per On-Facebook Le...
51,339 $16.35
Total | Per On-Facebook Leads

Discard drafts

Review and publish

Maximum: Sep 13,2022 - Feb 2,2023 =

Il Columns: Custom w

Amount spent

§73.53

$0.00

$2,615.02

$1,596.30

$14.83

$0.00

$4,299.68
Total Spent

"= Breakdown

Ends

Ongoing

Ongoing

Ongoing

Ongoing

Ongoing

Ongoing

Reports =

Frequency

1.20

2.60

2.27

1.02

2.59

Per Accounts Center a...

]



1776 Logistics

Niche: Logistic Onboarding
Lead/Clicks: 66//1498 || CPR: $0.47//$10.51 || Amount Spend: $1443.12

Campaigns  Blanche Haskins (797240484745636) = Updated just now ) Discard drafts Review and publish .

Q, Search and filter Maximum: Aug 24, 2022 - Feb 2, 2023

B3 campaigns 29 Ad sets ] Ads
B - 2 Edit - & A/BTest 5| O 1 ¢ @ Rules = View Setup @ Il Columns: Custom w "= Breakdown w Reports w
< " . At . _
Off / On Campaign Delivery 1 Bid strategy Budget satt © Results Reach Impressions Cost per result Amount spent - E
. [12/27/2022] Promoting https:/17... ® Active Highest volume $10.00 7. 1,498 178,830 275,341 $50.47 $698.61
Daily Link clicks Per Link Click
@ Lead Gen - MOF - Flatbed Op-12.2... Off Using ad set bid..  Usingad setbu.. 7. == 423 436 = $12.26
On-Facebook Lead Per On-Facebook L...
o Lead Gen - MOF - Flatbed Op - 12.1... Off Using ad set bid..  Using ad set bu... 7. 29 6,302 10,295 $8.11 $§235.31
On-Facebook Leads Per On-Facebook L...
® Lead Gen - MOF - Flatbed Op - 12.0... Off Using ad set bid..  Using ad set bu... T 10 3,261 4,362 $11.08 $110.80
On-Facebook Leads Per On-Facebook L...
® Lead Gen - TOF - Flatbed Op - 11.3... Off Using ad set bid..  Using ad set bu... = 9 3,603 5,831 $19.14 §172.24
On-Facebook Leads Per On-Facebook L...
@ Lead Gen - TOF - Flatbed Op-11.2... Off Using ad set bid...  Using ad set bu... 1. 1 1,020 1172 $32.83 $32.83
On-Facebook Lead Per On-Facebook L...
® Lead Gen - TOF - Flatbed Op-11.2... Off Using ad set bid.. = Using ad set bu... 7. 12 2,198 3,020 $10.34 $124.11
On-Facebook Leads Per On-Facebook L...
® Lead Gen - TOF - Flatbed Op-11.2... Off Highest volume $§100.00 7. 4 1,081 1,647 $14.24 $56.96
Lifetime On-Facebook Leads Per On-Facebook L...
Results from 8 campaigns © y = 191,949 302,104 = $1,443.12
Multiple conversions | Accounts Center ac... Total Multiple conversions Total Spent



= % thrayvee.com Digital Marketing Strategist

GOOGLE PPC
REPORT

OAVAAVA I A
e Managed over $500K+ in ad spends

e Expert in Keyword research

e Average CTR 7.5%+

e Expert in Landing Page Creation/Modification




Lily Vogue

Niche: E-commerce
Avg Order Value: $168 || Amount Spend: $27,000 || Revenue: $503,000

Campaigns All time | Aug 20,2024 - Aug30,2025 v | < >  Showlast30 days
Campaigns Settings
Impr. Clicks Conversions Cost Revenue -4 —r n -
CRSYARSRI 44,348 3,069.60 CAS26,957.87 CAS502,980.07 Metrics  Adjust  Download  Expand

/

2pgagements

o Aug 2024 Aug 2025
— e :
? Add filter Q‘ - i @ ~
Search Segment Columns Reports Download Expand More
: gn Interaction Avg. order Purchase ’
|:| e Campaign Impr. - Interac! i Avg. cost Cost Conv. value Revenue Yabira Orders CORArRIanE Clicks Avg.CPC  Cost/ conv.
N BB Orafts in progress: 0
P-Max b 828,652
0 e Campaign 3,491,793 clicks, 23.73% CAS0.03  CA%26272.. 44504541 4350147514 CAS168.59 2974.61 3,059.60 44,184 CAS0.59 CA$8.59
9/ =ngagements
Shopping 164
O o £y Test 1g 35,697 ciloks 0.46% CAS4.18 | CA$685.67 1,365.93 CA$1504.93  CA$150.49 10.00 10.00 164 CAS4.18  CA$68.57
24/08/24
B2B.B16
Total: All but removed ca.. @ 3,527,425 clicks, 23.50% CAS0.03 | CAS$26,957.  447411.34 4850298007 CAS168.52 2,984.61 3,069.60 44,348 CAS0.61 CASB.78
zngagements
828816
' Total: Account @ 3,527,425 clicks, 23.50% CAS0.03 CAS26957..  447411.34 4350298007 CAS168.52 2,984.61 3,089.60 44,348 CAS0.61 CASE.78



Centre Vitalab

Niche: Medical
Cost/Conv: $31.25 || Amount Spend: $487,000 || Conversions: 15,600

Campaign Status «J- Clicks Phane ealls  Book appointment Conversions (hy conv. time)
Conversions = Cosl / eony. Cost

1 56K $31 25 $‘5187K . Drafts in progress: 0

m Vitalab campaign 1 CAS600.00/day § 1 CA§350,023.85 CAS1.66 21372 6,424.73 1067452

20060

CAS40,00/day

DEPISTAGE COVID-19 CAS1,216.00/m..

CAS526,562 83 CAS1.14 233N

- PMax - Gen. Services CAS100.00/day =R 1 CAS30,595.93 21,224

- Search - Testing - STAGS - French CAS96.00/day (» CAS40,709.57 cAS327

- Search - Testing - STAGS CAS30.00/day |~ CA312,783.67 CAS52 33

- Lacal PMax - Mont-Roval CAS50.00/day [~ caS828.61 CASD1S

- Search - Branded - FR CA$16.00/day [+ : : CAS%2,603.38 CASD 62

- Search - Generic Conditions - French CAS$26.00/day [»/ CAST856.78

Slighle
g e All ads lir
'3 - Search - Branded  # I P CAS4,085.68 CA$1.33

2023 - Search - Generic Conditions CAS30.00/day 54,1038 CAS4.M

All but removed campaigns in your current view @ CAS487.468 .49 CAS1.66 292 885 ] 15,599.86

Account @ CAS726.00/day CAS487,468.49 CAS1.66 8,745.86 15,599.86




Clinique Nomade
Niche: Medical

Cost/Conv: $4.35 || Amount Spend: $57,000 || Appointment: 12,400

Conversions = Cost / conv. Cost

13K $4.35 $56.4K

4th quarter 202 3rd quarter 2025

Campaign Status Phone calls Book appointment Cost Avg. CPC Cost / conv.

Drafts in progress: 0

CAS5.00/day
CAS152.00/mo...

]

Vaccination Montréal Paused ; CAS425.21 CAS0.80 cA$17.0m

o : ; Ty Paused
LR | AR | 250 CA$23.00/day [ : 2,625.00 CAS942442  CAS1.54 CA$3.24

2

RPMax | 17-01-23 CAS$3.00/day [\ A CAS83.34 CA%1.98 CAS27.78

Cliniguenomade | English Search | 01-05-23 CAS3.00/day | - : CAS973.24 CAS1.53 CAS54.63

Date et heure de création de la campagne n” 7 : CAS3.50/day

=t 6 O / § & F, &
23/06/2023 13.04 CA$106.40/mo.. Peused CARS9.60:  1GAS054 il

Brand | Search| 17-01-23 CAS$10.00/day @ Eligible CAS3.980.97 CAS2.04 CAS35.99

CAS$10.00/day

GaliPny |200:28 CA$304.00/mo..

Eligible CAS4,817.46 CAS1.77 CAS6.04

OD|O|oo|g|o|o0|O
B B8

PMAX | Main | 19/04/24 CAS110.00/day a A 79 CAS35,766.97 CAS0.79 CAS4.36
: All but removed campaigns in your current view &) 12,383.79 CAS56421.37 CAS0.96 CAS4.35

: Account @ CAS130.00/day 12,383.79 CAS56,421.37 CAS0.96 CA34.35




Artik Medical Supply

Niche: Medical Supplies
CTR: 6.71% || Amount Spend: $15287 || Collected Leads: 392

O e B ﬁ.:g:E:Is?gngﬂgf1211?-1;;;3?5 §20.00/day [ (4 Limited by budge Search 44,150 3,741 B.47% $1.65 $6,162.50
0 e Q| Eam“'g“ 12_Back Brace (Form Only) June $50.00/day |~ Ended Search 19,727 1187 6.02% $2.18 42,5229
0 e By femeeen 10-Back Brace (Form Only) June $50.00/day | Ended Search 12,016 804 6.22% §1.87 41,503.57
D O E Campaign 3_Back Brace_April 10 $100.00/d.. Paused Search 3,905 3n 7.096% 53.80 §$1,182.87
0 e~ A gampaig“ 11 SackBraco\FarnOnn.m  _p $50.00/day | Ended Search 5,750 398 6.92% 4252 $1.001.50
D O E Campaign 1_Back Brace_LP_Mar 9_530 550.00/day » FPaused Search 5,269 304 5.77% 52.70 582189
D 0 E Campaign 9_Back Brace_May 15 5100.00/d... | Paused Search 4,406 307 6.97% 5238 §729.53
0 o 2 campaion 6_Back Brace_call Only Ads_$60 $100.00/d... Paused Search 8324 216 2 59% $3.24 $700.44
0 o B} campaign 2_Back Brace_Call Only Ads_§57 $20.00/day | et , _ Search 1,549 76 2.14% $3.77 $286.80
Call extension Is missing

D O E Campalgn 8_Back Brace_Call Only_May 15 5100.00/d... | Paused Search 2,506 66 2.63% 5364 5240.18
D O E Campaign 7_Back Brace_May 15 5100.00/d.. | Paused Search 271 21 7.75% 52.56 553.80
D O m Campaign 4_Back Brace_April 10 #2 $100.00/d... [ Paused Search g1 1 12.09% 50.97 51066
O & B Jreshiieremonam §50.00/day | Paused Search 19 4 21.05% $0.45 $1.78
D O E g;m paign &_Back Brace_Call Only Ads_560 $100.00/d... Bdimia search 0 0 B B $0.00

Total: Campaigns in your current view (3 110,892 7446 6.71% 52.05 $15,287.81
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MDS/3T (Apple Enterprise, UAE & KSA)

Niche: Technology, B2B, Enterprise Solution

CTR: 7.30% || Amount Spend: AED 5745 || Quotation (Corporate): 17

® © o o o
H A A A A

o M

Drafts in progress: 4

Rayvee - Campaign 1(MDS) - Website
Traffic - Search - Apple Does - May 12

Rayvee - Campaign 6 (MDS) - Website
Traffic - Search - Apple Does (Retargeting) -
May 26

Rayvee - Campaign 7 (MDS) - Website
Traffic - Search - Apple Does (Retargeting) -
Jun 2

Rayvee - Campaign 2 (3T) - Website Traffic
- Search - Apple Does - May 28

Rayvee - Campaign 5(MDS) - Website
Traffic - Search - Security - May 24

Rayvee - Campaign 4(MDS) - Website
Traffic - Search - Performance - May 20

Rayvee - Campaign 3 (3T) - Website Traffic
- Search - Apple Does - June 2

Rayvee - Campaign 3(MDS) - Website
Traffic - Search - Value - May 17

Rayvee - Campaign 2(MDS) - Website -
Search - Battery - May 17

Rayvee - Campaign 1(3T) - Website Traffic -
Search - Apple Does - May 23

Total: Filtered campaigns @

v Total: Account @

AED70.00/day
AED50.00/day |~
AED80.00/day

AED91.00/day

AED50.00/day |

AED91.00/day |

AED91.00/day |

AED70.00/day '

AED91.00/day |

AED397.00/day

Ended

Ended

Eligible

Ended

Ended

Ended

Ended

Ended

Paused

Search

Search

Search

Search

Search

Search

Search

Search

Search

Search

5,811

915

1,355

973

3,163

5,551

3,087

5942

2,520

5,095

34,412

51,360

872

124

130

77

229

360

155

292

122

152

2,513

2,719

15.01%

13.55%

9.59%

7.91%

7.24%

6.49%

5.02%

4.91%

4.84%

2.98%

7.30%

5.29%

AED1.20

AED2.02

AED2.51

AED3.55

AED1.74

AED2.33

AED3.52

AED2.70

AED2.87

AED3.91

AED2.15

AED2.11

AED1,049.97

AED250.00

AED326.77

AED272.97

AED399.57

AED838.21

AED545.04

AED787.68

AED349.83

AED594.99

AED5,415.03

AEDS,745.38




MDS (Apple Enterprise, UAE)

Niche: Technology, B2B, Enterprise Solution

CTR: 0.89% || Amount Spend: $685

[ cAMPAIGN MANAGER

Campaign Name £ Spent C Key Results T Cost Per Result C Impressions T Clicks C Average CTR C
[ ]  ©campaigns $721.59 - - 83,422 745 0.89%
Website visits (Carousel 1) - May 12, 2023 (Rayve 99 Website Visits
T8 (] e) éioie $212.59 ok $2.15 28,399 99 0.35%
ID: 204058376 - Sponsored Content B
A Website visits (Carousel 2) - May 21 (Rayvee) s 72 Website Visits .
D ID: 204533626 - Sponsored Content »J8.09 /\ Bt GE1o 7 o
III o
Website visits (Carousel 2) Retargeted - May 25 - 69 Website Visits
[]  Rayvee e $81.68 AN $1.18 7,770 69 0.89%
Q ID: 204722696 - Sponsored Content
Video views - May 25, 2023 e 1,144 Views .
i l:] ID: 204788196 - Sponsored Content $16.1 [\ $0.01 2,143 + 0.33%
on
Website visits (Single Image Ads - 4)- May 26, 20 390 Website Visits
% () 23 (Rayvee) "o $232.93 A A $0.60 32,667 390 1.19%
ID: 204868256 - Sponsored Content
Website visits (Single Image Ads - 4)- June 2, 20 108 Website Visits
(] 23 (Rayvee) fike $85.19 A~ $079 5,227 108 2.07%
5B ID: 205325476 - Sponsored Content

o Show 15 per pago




3T (Apple Enterprise, KSA)

Niche: Technology, B2B, Enterprise Solution

CTR: 0.94% || Amount Spend: $650

[ camMPAIGN MANAGER

Campaign Name O Spent C Key Results C Cost Per Result T Impressions T Clicks AverageCTR C
0 6 campaigns $650.73 - - 110,453 1,033 0.94%
", Website visits (iPad Pro M2 Exchange - Image 1,2, 193 Website Visits
3)- June 5 (Rayvee) me $108.83 }V\ $0.56 16,916 193 1.14%
é ID: 205409666 - Sponsored Content
Website visits (Single Image Ads - 4)- June 5 (Ra 119 Website Visits
I yvee) "9 $108.98 /\ $0.92 7,021 119 1.69%
il ID: 205410116 - Sponsored Content
‘o Website visits (Carousel 1)- May 25, 2023 (Rayve 83 Website Visits
) e) ot $50.00 f\/\ $0.60 10,106 83 0.82%
ID: 204795296 - Sponsored Content
A Website visits (Carousel 2)- May 25, 2023 (Rayve 114 Website Visits
on e) see $100.00 /\N\ $0.88 13,571 114 0.84%
ID: 204795796 - Sponsored Content
lu. Website visits (Single Image Ads - 4)- May 26, 20 72 Website Visits
23 (Rayvee) e $50.00 A $0.69 3,390 72 2.12%
ID: 204861046 - Sponsored Content
@ Website visits (iPad Pro M2 Exchange - Image 1,2, 451 Website Visits
3)- May 29, 2023 (Rayvee) ve $231.87 L A $0.51 59,307 451 0.76%
m ID: 204867476 - Sponsored Content
ow 15 per naqo
& Sh
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CHECK OUT RECENT
CASE STUDIES

ee.com/case-studies

CASE STUDIES OVERVIEW

Automation systems across Meta Ads, Google Ads, CRM, and reporting
Real-time performance monitoring with Slack-based alert systems
End-to-end workflow automation for marketing operations and delivery
Lifecycle email systems for acquisition, retention, and re-engagement

Data-driven execution frameworks built for scale and efficiency

Filter  Specialisation -

Behavior-Driven Lead
Nurturing Engine:

Turning Leads into Opporunities
with Behavior-Driven Workflows

Turning Leads Into Opportunities: A
Fully Automated Nurturing System
Built in HubSpot

view Lead generation is only

ctive whan fo! d by consistent an..

Automation CRM Huabipat

View Case Study =»

A

Tracking Validation
Automation:

Blocking Broken UTMs Befora
Cumpaigns Go Live

oLa 5 *

A

) dmin road [ miser 21, 2

How | Built an Automated Pre-
Launch UTM Validation System That
Prevented Tracking Failures

view UTM

rate performance reporting. Yet,,

Automation Googha Ads Mata Slagk

View Case Study =

Google Ads Automation:
Live Budget Pacing Alerts to Prevent
Overspend Before It Hoppens

L _,,,@ . | J-I'

A

() Tmir read [T Decamibe

How | Built an Automated, Live
Budget Pacing Alert System for
Google Ads

ging budget pacing in

Automation Clhickidp Google Ads

View Case Study =

Skills & Platform -

Digital Marketing Strategist

Search by name or tag

Lifecycle Automation
Architecture

Structuring 40+ Revenue-Generating
Flaws for an E-Commerce Brand

& g
S
A

How | Structured 40+ Revenue-
Generating Automation Flows for an
E-Commerce Brand

1. Overview L email markating 15

5.
Autamation Ernaiil Marksting Elaviyo

Shopily

View Case Study <

A

Google Ads Audit
Automation:

Ona-Click Weekly Account Audits
Across 20+ Performance KPls

A

-—.

Ty Bminrgad [ Decembor

How | Built an Automated Weekly
Google Ads Audit That Checked 20+
KPIs per Account

sential for catching perfarmance is

Autamathan Googhe Ads Dpanal Slack

View Case Study =*

Lead Meonitoring Automation:

Detecting Lead Flow issues Belore
They Impact Revenue

6. .9 "0 .4

_—

A

(0 7 minread [

How | Built a Proactive Lead Flow
Monitoring System Using Al

ew Lea often

on multiple mowvin

Automathon ClhickUp Loads

View Case Study =

. 2 3 Mext

Competitor Intelligence
Automation:

Weekly Meta Ad Library Tracking for
Strategic insights

& @ A 8

— A

-

How | Built an Automated
Competitor Intelligence System
Using Meta Ad Library

1 rview Co

1 for effective Meta Ads s

Autamalban ClickUp Mota Slack

View Case Study =

Meta Ads Automation:

Al-Driven Creative Optimization That
Scales Winning Ads Automatically

Al-Driven Creative Optimization
Engine for Scalable Meta Ads
Performance

st eritical functions in Meta Ads...

Automatian ClickUp Mgty Cipanal

View Case Study =

_"‘"’ D i -

Google Ads Automation:

Ads Reports = From Email Request to

Delivery in Under 30 Seconds
M@ AN E

A

D embniced [ Decanibs

How | Automated All Client Google
Ads Reports—From Email Request to
Delivery in Under 30 Seconds

Automathon Gmall Dpenil

\iew Case Study =
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From Chaos to Clarity Case Study Overview:

As project volume increased, manual task prioritization

The ClickUp Al Workflow That Saved 350+ Hours inside ClickUp became time-consuming and

o inconsistent. Project managers spent hours reviewing
Of PM Tlme Per Year tasks, tracking dependencies, and balancing workloads,

e =N O ][]

slowing execution and reducing delivery focus.

e

Uspr | : slqck » The PrOblem
1 1 1 1
¢— Create or update task —>¢ . . . . .
! ; ! ! i i » No standardized priority logic across ClickUp workspaces
: ¥ Task creatacupdated svant 34 : : Manual task review and prioritization consumed 6-8
I I Format task details I |
! | . ! ! hours per week per PM
: I ¢— Send task detalls to AL—P9 I Hidden dependencies caused delivery delays
| | 1 1 1
: : : e encly : Uneven workload distribution across team members
E i i cascumeprmréysmre (@-100) E Limited real-time visibility into execution risk
1 1 1 1 1
: : r:i(- = Return priority score = -; :
1 1 1 1 1 °
: l:'HSendpriuritysccretuCIickUpf:‘l : : » The SOIUtlon
| 1 1 1 1
: S R : : : « Al-driven task scoring inside ClickUp
I I I I I
! AT pusoe : : !  Priority logic based on urgency, impact, and workload
i Checkifhighéprinriryf‘f?ﬂ} E E E « Automated updates and risk alerts via Slack
: : : : : e Reduced manual PM intervention
i P r— Send high-priority alert = 39
: Check If cr:ith:al (=90) : : :
1 ? 1 1 1
: : G : i » Results & Impact
1 & T Send critical task alert T >9
| | | | |
¢ : Display alerts ! § The workflow saved 350+ hours of PM time per year,
| | 1 1 1
= S Upbted k== : : : improved delivery predictability, reduced execution
1 1 1 1 1
! ! ! ! ! delays, and created a scalable, repeatable
L] o 0n 0 .
@ o~ @ -.p prioritization system across teams.
- S "
User Slack

(eess % thrayvee.com




Roadmap Automation Framework Case Study Overview:

Managing quarterly planning across multiple teams

Turning 300+ Backlog Tasks into Instant became inefficient due to a growing backlog of
Quarterly Road ma ps unstructured tasks. Manual prioritization and

roadmap creation consumed significant PM time and

delayed execution readiness.
I

I
Project Mapager (PM) I

» The Problem

@

e 300+ backlog tasks spread across tools

e Manual prioritization slowed quarterly planning
» No standardized roadmap structure

 High dependency on PMs for repetitive planning

-—

1 1
¢ Trigger roadmap generator ¢
1

1
Extract tasks for roadmap

—!—————-*

I
1
|
I
| | I
| | I
1 7 I
| I [ ! work
: : ;)(— Analyze tasks with Al —;\ :
| 1 1 1 I
| | 1 1 1 o
; ' ¢ Generate quarterly roadmap P¢ ' The Solution
| i i 1 1
: % Frmakia quar;erlyfolder ){; :  Automated backlog extraction from ClickUp
| | | I | e Al-driven prioritization using defined business rules
: %»( -------- Organize tagsks by priority— — — — — — — —l-,la : e Automatic quarterly roadmap generation
: : : : : « Instant stakeholder-ready summaries via Slack
| | | ¢— Send roadmap summary —¢
| | 1 1 1
LY. : Deliver summa] to stakeholders : ¢
.2 : | 4 ; . » Results & Impact
Project Mapager (PM) I 1 I I
- | @ This framework reduced planning time by 12+ hours
ﬁ L * .- __ . per quarter per PM, improved roadmap clarity,
b ‘ accelerated stakeholder alignment, and created a

scalable, repeatable planning system across teams.

= % thrayvee.com




Meeting-to-Board Automation Case Study Overview:

Teams spent excessive time in meetings, but action

Turning 90 Minutes of Meetings Into Actionable items often remained undocumented or poorly
o o o o structured. Translating discussions into tasks, owners,
PrOJeCt Boards n Under 3 ManteS USIng AI and timelines required manual effort and delayed

execution.

N -l » The Problem

o e 60-90 minutes of meetings produced unclear
. . | | : Trangeript outcomes
I | ] 1 I |
o ecording Tinjshies H‘f ! ] : ! e Action items missed or delayed after meetings
: 3 : Haser ooy ! 4 ¢ Manual task creation wasted PM time
: : ! : ; : » No standardized structure for follow-ups
I 7 i Fetch full franscript i g
I I I 1 I I
I I I 1 I I

€ Analyze transcript P °

: ! , ; ! ! » The Solution
I I o 1 1 [ I . . .
: ':’* ~ e Y : ! : o Al-powered meeting summarization
: Generate ta(gk‘hierarchy : : : : e Automatic extraction of tasks, owners, and
: h _— :U - )i ; ; deadlines
: i (LR ENER-In s : : : « Instant board creation inside ClickUp
: : : —— Send notification ——>¢ ; « Slack notifications for immediate alignment
| | 1 1 I I
| R TR, SR 3 :3
: : : : : Trandeript » Results & Impact

] Meeting outcomes were converted into structured
project boards in under 3 minutes, reducing
execution delays, improving accountability, and
eliminating manual post-meeting work for project
managers.

EFRE N INERE

= % thrayvee.com




Creative Brief Automation Case Study Overview:

Creative briefs frequently arrived incomplete or

Red UCing ReViSionS by 60% USing AI-ASSiSted unclear, leading to repeated revisions, misalignment
C o B o f V I.d o between teams, and delays in campaign execution.
reatlve rie all atlon Manual validation relied heavily on PM judgment and

back-and-forth commmunication.

A‘, @
{ : ] { ~ ] { * ] ﬁ .@ ] [ '-i" ] [ ede feam } » The Problem
Uder ! : ! ; ! e Incomplete or vague creative briefs
: — e : : ; : « High revision cycles between PMs, designers, and
: ; : : : : clients
! oo bnetiekds—9Y : ; !  No standardized brief quality check
: : ¢——— Evaluate brief ———¢ ; : e Execution delays caused by unclear inputs
i I I : : :
i | ¢4 Check for missing informationg I 1
: : 1 ok A : »> The Solution
1 1 T ré 1
: ! : : : : » Al-assisted creative brief validation before execution
! ! f ; BRI ! . « Automated checks for missing goals, assets,
: : ; Send approva\II notification }\: : timelines, and channels
: ; : : : : e Structured scoring and feedback inside ClickUp
i | ¥ Alert for incomplete brief >9 | . ) : :
i | | | | i » Clear pass/fail logic before briefs enter production
] I 1 | I 1
s * g
@ ' @ - Creative Team » Results & Impact
ag

User Revision cycles were reduced by 60%, creative
execution became faster and more predictable, and
project managers regained control over scope,
quality, and timelines—without increasing manual
oversight.

= % thrayvee.com




Tracking Validation Automation Case Study Overview:

Tracking errors were repeatedly discovered after

BIOCking BrOken UTMS Before campaigns went live, causing data loss, incorrect

attribution, and wasted ad spend. Manual UTM

Ca m paig ns GO Live checks were inconsistent and easy to miss under

tight launch timelines.

ta ] [ ] [ »The Problem

=
)

)@ (A [8] (=)

e Broken or inconsistent UTMs across campaigns

z- -

1
Mgrk campaign as 'Ready for Lau

] [ ] [ " ~
; , ) : : : : : -
: Pl s vl U 5% : : * No pre-launch validation process
Pl ads ad nal URLs ——————>7 ' « Tracking issues detected only after spend started
E ; r Back UM parameters — > , , , , « High dependency on manual PM checks
: :r{ : Check validation rules : .:. : : : :
: ’1,*4 : Classify errors by severity : : : : : :
: :‘ : : \I?—Gen t uesummary—)‘; : : : » The SOIutlon
1 ' 1 1 g . 1 : /; 1 . .
: : | : M : ! ; ; o Automated pre-launch UTM validation workflow
i 1 I I o i i o) : : :
[ i : | « Rule-based checks for required parameters and
1 T T 1— Create task or block-launch — I . 3¢
: : : : ! : : : : formats
e~ m - m - - F-=======-==== JEEEesLsmesSaass Receive formatted validation repqrt- = = = = = = = = = = = = T s ke L 4 1 . . .
: : : ) : ! : : ! » Instant pass/fail status before campaigns go live
- e e aind i Dathetietiedie ittty Fo e e s s s s ey  Rdhatiatiadadie Receive task creatjon or block-launch = = = = = L Eae |t s s s s s e L I -

j  Automated alerts for fixes inside ClickUp & Slack

R | 0] B ][] L]

» Results & Impact

This system eliminated tracking failures before
launch, protected attribution accuracy, reduced PM
QA workload, and ensured every campaign went
live with validated, analytics-ready tracking.

= % thrayvee.com




Tanveer Hossain Rayvee
Digital Marketing Strategist

hanhk

Because, I'm here to help

As a digital marketing expert with a proven track
record in generating exceptional results, | can
help your company by creating and executing
data-driven, multi-channel strategies that drive

significant ROl and elevate your brand's online

presence.

You

l http:// k th rayvee.com

Q Address

H- 541-543, R-9, Block E, Bashundhara R/A, Dhaka
1229, Bangladesh.

R, Telephone | Email Address

+88 01800 003003 connect@thrayvee.com

a.rayvee.009@gmail.com




Tanveer Hossain Rayvee
Digital Marketing Strategist

Thank

Because, I'm here to help

Oou

As a digital marketing expert with a proven track record in generating exceptional results, | can help your
company by creating and executing data-driven, multi-channel strategies that drive significant ROl and

elevate your brand's online presence.
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	Tanveer Hossain Rayvee
	Digital Marketing Strategist

	Personal Overview
	A PMP-certified multi-channel digital marketing strategist with over six years of experience specializing in Facebook and Google Ads, marketing automation, e-commerce, and lead generation. I have worked with four marketing agencies, managing 65+ global brands across diverse industries, and have successfully handled over $8 million in Meta ads and $2 million in Google ads. With a background in Computer Science and an MBA in Marketing, combined with professional certifications, I focus on building structured marketing systems, optimizing workflows, and executing data-driven strategies that improve efficiency, scalability, and overall business performance.
	Working Experience
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	Leadership Experience
	thrayvee.com
	Digital Marketing Strategist


	Why Me?
	6 Years+
	4 Agency
	5 Years+
	65 Brand
	500+
	50+ Tools

	Average Growth Increase
	thrayvee.com
	Digital Marketing Strategist
	Email Campaign Execution

	Gold Lion Technologies (USA)

	Career Roadmap
	As a Marketing Manager, I have managed the maximum number of clients, from their strategic planning to the execution.
	Raicom Digital (USA)
	October              2021

	Green Atmosphere Pte. LTD (Singapore)
	January                  2021

	Care Nutrition Limited (Bangladesh)
	Najm Consultant (Internship)
	May              2020
	January              2020
	October          2019
	Freelancing Experience Roadmap
	West Digital (Canada)
	Inflow Official (AUS)



	Professional Certifications
	Hands-On Experience

	Execution Tools Used Across Client Projects
	Actively Used Across Teams
	Project Management
	Analytics & SEO
	Automation & CRM
	thrayvee.com
	Certified Project Manager

	Execution Tools Used Across Client Projects
	Actively Used Across Teams
	Media Buying
	Supporting Tools & Systems
	thrayvee.com
	Certified Project Manager

	Channels & Platforms Managed
	Campaign & Growth Execution
	Social Media Platforms
	Email & Lifecycle Marketing
	Web Development
	thrayvee.com
	Certified Project Manager

	Marketing Project Execution
	As a Certified Project Manager, I lead the execution of marketing projects from planning to launch—ensuring strategy turns into measurable results.
	I manage media buying operations alongside execution, coordinating Meta, Google, and multi-channel ad campaigns with clear timelines, owners, and performance checkpoints. Every task, from creative handoff to budget pacing, is tracked, reviewed, and optimized.
	My role isn’t to “just run ads”—it’s to orchestrate execution: Align media buyers, creatives, analysts, and stakeholders; remove blockers; control scope; and ensure campaigns launch on time, stay on budget, and scale efficiently. I work closely with founders, agencies, and internal teams to bring structure, accountability, and performance discipline into marketing execution—especially where paid media and delivery timelines intersect.
	65+ Brands
	$8M+
	6+ Years
	4 Agencies
	thrayvee.com
	Certified Project Manager
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	To be continued...
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	Email Campaign Results
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	Flow Details
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	Welcome Flow
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	Email Marketing Flows
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	I Managed Whole Development
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	Interior and Construction Business

	genbuildcg.com
	Viva Medical Supply

	vivams.com
	The Acai Shop
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	American Diabetic Supplies
	Diabetic Supply Products
	americandiabeticsupplies.shop
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	Website
	Website
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	CASE STUDIES OVERVIEW
	Case Study Overview:
	As project volume increased, manual task prioritization inside ClickUp became time-consuming and inconsistent. Project managers spent hours reviewing tasks, tracking dependencies, and balancing workloads, slowing execution and reducing delivery focus.
	The Problem
	The Solution
	Results & Impact
	The workflow saved 350+ hours of PM time per year, improved delivery predictability, reduced execution delays, and created a scalable, repeatable prioritization system across teams.



	From Chaos to Clarity
	The ClickUp AI Workflow That Saved 350+ Hours of PM Time Per Year
	thrayvee.com
	Certified Project Manager

	Case Study Overview:
	Managing quarterly planning across multiple teams became inefficient due to a growing backlog of unstructured tasks. Manual prioritization and roadmap creation consumed significant PM time and delayed execution readiness.
	The Problem
	The Solution
	Results & Impact
	This framework reduced planning time by 12+ hours per quarter per PM, improved roadmap clarity, accelerated stakeholder alignment, and created a scalable, repeatable planning system across teams.



	Roadmap Automation Framework
	Turning 300+ Backlog Tasks into Instant  Quarterly Roadmaps
	thrayvee.com
	Certified Project Manager

	Case Study Overview:
	Teams spent excessive time in meetings, but action items often remained undocumented or poorly structured. Translating discussions into tasks, owners, and timelines required manual effort and delayed execution.
	The Problem
	The Solution
	Results & Impact
	Meeting outcomes were converted into structured project boards in under 3 minutes, reducing execution delays, improving accountability, and eliminating manual post-meeting work for project managers.



	Meeting-to-Board Automation
	Turning 90 Minutes of Meetings Into Actionable Project Boards in Under 3 Minutes Using AI
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	Certified Project Manager

	Case Study Overview:
	Creative briefs frequently arrived incomplete or unclear, leading to repeated revisions, misalignment between teams, and delays in campaign execution. Manual validation relied heavily on PM judgment and back-and-forth communication.
	The Problem
	The Solution
	Results & Impact
	Revision cycles were reduced by 60%, creative execution became faster and more predictable, and project managers regained control over scope, quality, and timelines—without increasing manual oversight.



	Creative Brief Automation
	Reducing Revisions by 60% Using AI-Assisted Creative Brief Validation
	thrayvee.com
	Certified Project Manager

	Case Study Overview:
	Tracking errors were repeatedly discovered after campaigns went live, causing data loss, incorrect attribution, and wasted ad spend. Manual UTM checks were inconsistent and easy to miss under tight launch timelines.
	The Problem
	The Solution
	Results & Impact
	This system eliminated tracking failures before launch, protected attribution accuracy, reduced PM QA workload, and ensured every campaign went live with validated, analytics-ready tracking.
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	Blocking Broken UTMs Before  Campaigns Go Live
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