
SMALL BUSINESSSMALL BUSINESS
DIRECT-TO-CONSUMERDIRECT-TO-CONSUMER
ECOMMERCE CASEECOMMERCE CASE
STUDYSTUDY

THE CHALLENGE 
The client approached Little Red Writing after a particularly tough third quarter with hopes
that marketing and advertising efforts could spur sales through the holiday season. Previous
attempts at social media advertising returned near zero results. Daily visits to the website had
slowed to a crawl. A rabid fanbase kept revenue just barely in the black but growth had
stagnated.

PROJECT HIGHLIGHTS

Increased impressions by 92+% in Google Merchant
Center.

 
Increased Google Search impressions by 40+%.

 
Increased clickthrough rate on Google Merchant Center

by 8000%.
 

Increased online store sessions by 172%.
 

Increased Facebook reach by 3768% and Instagram
reach by 1877%.

Increased customer acquisition rate to 16%.

Explosive Black Friday/Cyber Monday growth of 34%
over previous year.

 
10x national average for BFCM growth.

Research and discovery uncovered
issues with product descriptions that
had triggered Google, Meta, and
TikTok suppression. These product
descriptions included phrases that
search engines and social media
platforms deemed “dangerous,” though
they referred to scents and not actual
tobacco, bourbon, or cannabis. As a
result, the algorithm and policy
changes across the platforms he used
had effectively banned his listings in
search results and merchant centers.

Some remediation could—and did—
help, but not all suggestions were
palatable to the client, whose fanbase
expected certain branding elements.
Our goal was to deliver the best
results possible despite the roadblocks.



PART TWO: BRAND IMAGERY
Google rejected the product imagery for being unclear, cluttered, and hard to read. Listings with
rejected imagery were not shown in search results or the Google Merchant Center.

SOLUTION

PART ONE: SEO
Through our partnership with Be the Page SEO, we were able to provide comprehensive search
marketing and marketplace assistance. A thorough breakdown of the challenges, strategy, and
results for this client can be found on our partner’s website. Here’s a sneak peek at the numbers:

98.3% 92.6% 175%
increase in clicks improvement in CTR growth in Free Listings Conv.

Changes were made to the product image designs, with recommendations for further changes.
The outcome is reflected in the overall success of the Google Merchant Center results in the Be
the Page SEO case study: 98.3% increase in clicks with an increase in CTR by 92.6%.

Creative collateral was reworked to meet brand standards while including “real” people in
imagery and User Generated Content rather than illustrated characters. Sales attributed to ads
increased by 1750%.

The homepage for the brand featured a prominent figure in pop culture but was not
recognizable to all who visited. Characters from ads and social media posts were not easily
visible on the homepage, so new visitors had no way to match the ads or posts they saw with
the website they visited.

Little Red Writing updated the homepage to a holiday image and created an ad that matched
the homepage to make clear to visitors that the website and ad were the same. This increased
buyer trust, and the matching ad and homepage sold 380% more than the next best
performing ad.

Historically, social media ads returned near zero results. These ads included the same imagery
the brand had used since its inception: illustrated characters that represented the products’ scents.



While the brand had a solid following of loyal customers, account growth was stagnant.
Illustrated characters struggled to reach beyond the established audience, and new visitors to
the Instagram and Facebook pages were unaware of the product even after viewing social
posts. The sporadic posting schedule often meant several days or even weeks passed without
new content in followers’ feeds.

ADDITIONAL IMPROVEMENTS

PART THREE: SOCIAL MEDIA MARKETING

Imagery was updated to include
“real” people who fit the buyer
persona, as well as User Generated
Content from buyers.

Increased social media activity, realigned brand imagery, and new creative ad strategies had
dramatic impacts on various other aspects of sales.

Over the quarter, our efforts helped lower the cost of customer acquisition from $30 to $6.58
through better audience targeting and retargeting, more relatable imagery, and increased
exposure through multiple channels.

More exposure through ads and social media posts brought an influx of new prospects, which
led to a 172% increase in online store visits and resulted in a customer acquisition rate of 16%,
as compared to industry average of 3%.

As a result of all efforts combined—SEO, Google Merchant Center, Creative, Advertising, and
Social Media Marketing, we’re proud to say our client experienced explosive Black
Friday/Cyber Monday growth of 34% over previous year, 10x national average for BFCM
growth.

Post frequency was also increased
from 4 or fewer posts per month to
12 or more.

Engagement increased from 3% to
more than 11% on Facebook and
Instagram engagement increased
from 1.9% to 4.9% in the first month

Reach increased by 3768% on
Facebook and 1877% on Instagram.
Followers increased by 168% on
Facebook and 569% on Instagram


