ABHISHEK KIRVE

PERFORMANCE MARKETING | GROWTH | PAID ACQUISITION | ANALYTICS

Pune, Maharashtra, India | +91 9822240550 | abhishekkirve47@gmail.com
https://www.linkedin.com/in/abhishekkirve/ | abhishekkirve.cloud

PROFESSIONAL SUMMARY

Performance Marketing & Growth professional-in-development with a B.Sc. in Computer Science and a
systems-oriented approach to customer acquisition. Focused on paid acquisition across Meta Ads and Google
Ads, funnel architecture, landing pages/CRO, GA4/GTM, creative testing, measurement, and unit economics. Built
15 independent strategic brand analyses/simulations spanning consumer internet, D2C, fintech, edtech, mobility,
quick commerce, beauty, and consumer electronics. Seeking an early-career opportunity to execute against real
budgets, learn from experienced growth teams, and connect media decisions to measurable business outcomes.

CAREER TARGET

Target roles: Performance Marketing Intern / Executive, Growth Marketing Intern, Paid Media Intern, Paid
Acquisition Intern, Digital Marketing Executive, Growth Associate, or Media Buying roles.

CORE COMPETENCIES

» Performance Marketing & Paid
Acquisition

» Meta Ads Architecture » Google Ads / Search Intent

» Campaign & Funnel Strategy * Creative Strategy & Testing * Landing Pages & CRO

+ CAC/CPA/ROAS/CTR/CPC/

* GA4 & GTM / Tracking Concepts * Customer & Competitor Research

CPM/LTV
* Attribution & Measurement Logic * Unit Economics & Growth Thinking * SEO & Content Fundamentals
» WordPress / Basic HTML & CSS * Al-Assisted Marketing * n8n Automation Concepts
* Reporting & Data Structuring » Sales / Communication / Negotiation

TECHNICAL & MARKETING TOOLKIT

Meta Ads Manager « Google Ads * Google Analytics 4 (GA4) « Google Tag Manager (GTM) ¢ Looker Studio *
WordPress « Canva * n8n « Al tools ¢ Al video-ad tools

SELECTED STRATEGIC PROJECTS — 15

Portfolio projects are independent simulations/analyses created to demonstrate strategic thinking. They are not represented as
client engagements or employment, and no campaign performance is fabricated.

01. OYO — Performance Marketing & Growth Strategy

Digital Platform | Travel / Hospitality
« Balancing high-intent hotel search with destination demand; designed a Google Search + Meta + CRO funnel,
location-specific acquisition, dynamic retargeting, booking-focused conversion events, and a CAC-to-contribution-margin
framework.
» Speculative / independent strategic analysis; not an official client case study.

02. Palmonas — D2C Acquisition & Creative Testing Strategy

D2C | Demi-Fine Jewelry
+ Designed an Instagram-first Meta acquisition system using broad prospecting, Advantage+ Shopping concepts,
UGC/unboxing/editorial creative, objection handling, bundle offers, PDP trust elements, Meta Pixel/CAPI event architecture,
AQV and blended-ROAS measurement.
» Speculative / independent strategic analysis; no client relationship or actual performance claimed.

03. Zerodha — Search-Led Customer Acquisition Strategy




Fintech | Brokerage
* Mapped education — intent — KYC — activation; proposed Google Search capture, YouTube trust-building, retargeting for
incomplete KYC, multi-step funnel tracking, and Cost Per Funded Account as the primary acquisition metric.
» Speculative / independent strategic analysis, no client relationship or actual performance claimed.

04. Zomato — Hyperlocal Acquisition & Retention Strategy

Digital Platform | Food Delivery
+ Designed an app-growth system around first-order acquisition and repeat usage, including day-parting, location-specific
Meta creative, Google app campaigns optimized toward downstream actions, deep linking, MMP event measurement, and
30-day order-frequency analysis.
» Performance marketing simulation, no client relationship or actual performance claimed.

05. Lakmé — D2C / Omnichannel Performance Strategy

Consumer Brand | Beauty & Cosmetics
* Designed a full-funnel system connecting YouTube education, Meta discovery/retargeting, Google Shopping/Search intent,
product-page CRO, shade-selection friction reduction, and enhanced-ecommerce measurement.
« Independent brand analysis, no client relationship or actual performance claimed.

06. CRED — Premium User Acquisition & Product Adoption Strategy

Fintech | Financial Services
* Designed a brand-to-performance funnel focused on high-value users, Meta/YouTube acquisition and retargeting,
product-attachment measurement, creative testing across status/utility/rewards angles, and verified-user economics.
« Independent growth strategy project; no client relationship or actual performance claimed.

07. Physics Wallah — Free-to-Paid Education Conversion Strategy

Edltech [ Education
* Designed a conversion framework from free YouTube education to app activation and paid enroliment, using YouTube,
Google Search and Meta, lead/conversion segmentation, urgency and authority creative, offline conversion considerations,
and enrollment-cost measurement.
« Independent performance marketing case study; no client relationship or actual performance claimed.

08. Uber — Two-Sided Marketplace Acquisition Strategy

Digital Platform | Mobility
» Addressed the rider/driver marketplace problem with separate acquisition funnels, hyperlocal demand generation, driver
lead generation, rider app campaigns, first-ride/first-drive measurement, and network-effect economics.
» Speculative case study; no client relationship or actual performance claimed.

09. Blinkit — Habit Formation & High-Frequency Growth Strategy

Digital Platform | Quick Commerce
* Designed a context-led acquisition and retention model around time-of-day demand, localized catalog creative, app
acquisition, first-order and 7/30-day retention measurement, and AOV/frequency economics.
« Independent growth strategy project; no client relationship or actual performance claimed.

10. Dove — Performance Branding & E-commerce Strategy

Consumer Brand | Personal Care
* Designed a full-funnel performance-branding approach combining YouTube reach, Meta product retargeting,
marketplace/e-commerce intent capture, product-benefit creative, subscription/replenishment logic, and cross-channel
measurement.
« Independent brand analysis, no client relationship or actual performance claimed.

11. Bella Vita — Offer-Led D2C Performance Strategy

D2C | Fragrance
+ Designed a Meta-first system using UGC, influencer concepts, bundle-led offers, broad targeting, product-page conversion
architecture, AOV tracking, and pricing/offer experimentation.
« Independent performance marketing case study; no client relationship or actual performance claimed.

12. boAt — Omnichannel Consumer Electronics Growth Strategy

D2C | Consumer Electronics
* Designed a search-and-retargeting framework across Google, Meta and marketplace advertising, connecting lifestyle
creative, product-feature messaging, D2C contribution, cross-sell opportunities and e-commerce measurement.
« Independent strategic growth project; no client relationship or actual performance claimed.

13. Meesho — Vernacular & Tier-2/3 User Acquisition Strategy



Digital Platform | E-commerce Marketplace
* Designed a scale-oriented acquisition system using vernacular YouTube/Meta creative, app campaigns, influencer
networks, value-led messaging, first-order measurement, language experimentation and retention/economics considerations.
« Independent growth strategy project; no client relationship or actual performance claimed.

14. One Percent Club — Creator-Led Paid Acquisition Funnel

Edtech [ Financial Education
* Designed a paid acquisition funnel from lead magnet/masterclass to nurture and subscription/community conversion, using
Meta lead generation, YouTube trust building, email/CRM integration, sales-page structure, lead-to-sale measurement and
webinar/VSL experimentation.
» Performance marketing simulation, no client relationship or actual performance claimed.

15. Groww — Search-Led Investment Platform Acquisition Strategy

Fintech | Investment Platform
+ Designed an intent-led acquisition system around generic financial search, YouTube education, app/KYC retargeting,

onboarding optimization, and Cost Per Funded Account measurement, with attention to long-term customer value.
« Independent growth strategy project; no client relationship or actual performance claimed.

CERTIFICATIONS

Google Ads Search — Google | Google Ads Measurement — Google

Google Ads Display — Google | Google Ads Certification — Google

Google Analytics — Google | Fundamentals of Digital Marketing — Google

Digital Marketing & Social Media — HubSpot Academy | Social Media Marketing — HubSpot Academy
SEO Certification — Semrush Academy | Social Media Marketing — Semrush

Marketing Explorer Job Simulation — Forage

EDUCATION

B.Sc. Computer Science | Savitribai Phule Pune University, Pune, Maharashtra | 2021-2024 | CGPA: 7.67
ADDITIONAL INFORMATION — FILL BEFORE FINAL SUBMISSION

Languages: Hindi — Written & Spoken | Marathi — Written & Spoken | English — Written & Spoken
Availability: Immediately available to join | No notice period | 15-day joining availability
Location Preference: Pune, Maharashtra — Preferred | Remote — Open to remote work | In-person — Pune

PROFESSIONAL PORTFOLIO

abhishekkirve.cloud | linkedin.com/in/abhishek-kirve-7052b520a | Pune, Maharashtra, India | +91 9822240550 |
abhishekkirve47@gmail.com



STRATEGIC PROJECTS — DETAILED PERFORMANCE MARKETING PORTFOLIO

Portfolio positioning: The following are independent strategic analyses and performance marketing simulations.
They demonstrate how | would diagnose the business, build the acquisition funnel, design campaigns, improve
conversion, measure economics and identify revenue-expansion opportunities. They are not claims of official client
relationships or actual campaign results.

01. OYO — Digital Platform | Travel / Hospitality | Marketplace / Aggregator

Strategic Growth Project / Independent Performance Marketing Simulation. Objective: expand qualified demand,
improve conversion efficiency, increase booking frequency and grow profitable customer lifetime value without
claiming an official OYO client relationship.

PROPOSED MARKETING STRATEGY

* Market & customer segmentation: separate leisure travellers, business travellers, couples, families, students and
price-sensitive users by intent, geography, trip purpose and booking window.

* Acquisition architecture: use Google Search for high-intent hotel/location queries; Meta for demand creation,
destination inspiration, offer-led acquisition and retargeting; YouTube/video for trust and destination discovery.

* Funnel: discovery — destination/property consideration — property detail — room selection — checkout —
booking — repeat booking.

* Creative system: location-led hooks, price/value framing, room/property proof, reviews, convenience and
urgency. Build separate creative angles rather than one generic ad.

* CRO: simplify property discovery, surface total price and key amenities early, strengthen reviews/trust, reduce
checkout friction and make cancellation/payment terms obvious.

* Retention: post-booking communication, repeat-stay offers, destination recommendations and segmented
remarketing.

* Measurement: GA4/GTM, event taxonomy for search, property view, room view, checkout and purchase;
evaluate CAC, CPA, conversion rate, AOV, repeat rate, ROAS and LTV.

* Revenue expansion: improve conversion on existing traffic, increase repeat bookings, cross-sell relevant travel
services/offers and expand acquisition into underpenetrated destination-intent segments.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

A large marketplace can lose revenue even with high traffic when users face choice overload, price uncertainty,
weak trust signals, inconsistent property quality or checkout friction. Paid media can also become inefficient when
broad audiences and creatives are not separated by intent.

MY APPROACH

Map the complete booking journey, identify the largest drop-off points, segment users by intent and build
campaign-to-landing-page continuity. Shift optimization from clicks alone toward completed bookings and
downstream customer value. Use structured creative testing and landing-page experiments, then reallocate
budget toward segments that demonstrate sustainable economics.

02. Palmonas — D2C | Demi-Fine Jewelry

Strategic Growth Project / Independent D2C Performance Marketing Simulation. Objective: increase profitable
customer acquisition, improve product discovery and raise repeat purchase potential while protecting brand
positioning.

PROPOSED MARKETING STRATEGY

* Segment by gifting, self-purchase, occasion, style and price sensitivity.

* Meta prospecting: creator-style product demonstrations, styling videos, UGC, gifting narratives and
product-benefit creatives. Build separate campaigns by customer intent and creative angle.



» Google: capture high-intent searches around demi-fine jewelry, everyday jewelry, gifting and specific product
categories; use Shopping/product-led campaigns where appropriate.

* Funnel: content/advertisement — collection or product page — trust/offer — purchase — post-purchase
cross-sell — repeat purchase.

* CRO: improve product photography, close-up details, material/care information, reviews, delivery expectations,
returns and clear value communication.

* Creative testing matrix: product benefit x audience problem x hook x format x offer. Identify winning
combinations rather than judging creatives in isolation.

* Retention: complementary-product recommendations, occasion reminders, new-collection launches and
segmented email/CRM flows.

* Economics: track CAC, MER, AOV, contribution margin, first-order profitability, repeat rate and LTV.

* Revenue expansion: increase conversion rate, AOV through bundles/cross-sells, repeat purchase rate and reach
into new occasion-based audiences.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

D2C jewelry brands can become dependent on discounts or repetitive product ads. This can compress margin and
create creative fatigue.

MY APPROACH

Build a full-funnel creative engine around product education, styling, social proof and occasions. Use landing
pages matched to ad intent, test bundles and merchandising, and optimize toward contribution economics rather
than vanity ROAS alone.

03. Zerodha — Fintech | Financial Services / Brokerage

Strategic Growth Project / Independent Fintech Marketing Simulation. Objective: increase qualified
account-opening demand while maintaining trust, education and compliance-sensitive communication.

PROPOSED MARKETING STRATEGY

* Segment by beginner investors, active traders, long-term investors and financially curious users.

» Search acquisition: capture high-intent queries around demat accounts, investing platforms, brokerage, trading
tools and educational intent.

* Education-led Meta/YouTube: explain concepts, product capabilities and common investing mistakes rather than
relying only on promotional messaging.

* Funnel: educational content/search intent — platform/product explanation — account-opening CTA — KYC
completion — first meaningful product action — retention.

* CRO: reduce uncertainty around fees, onboarding, product features and eligibility; make the next step obvious
without overpromising returns.

» Content: beginner explainers, product tutorials, market-structure education and tool demonstrations.

* Measurement: account-start rate, KYC completion, activation rate, cost per activated user and LTV—not only
lead volume.

* Revenue expansion: improve activation, increase adoption of relevant platform products and grow qualified reach
through education-driven acquisition.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Financial acquisition can generate large volumes of low-quality registrations if campaigns optimize for cheap leads
rather than activated users. Trust and comprehension are critical conversion variables.

MY APPROACH

Build an intent-to-activation funnel, connect acquisition data to downstream events, and use educational content to
pre-qualify users. The strategy prioritizes durable customer value and clear communication.



04. Zomato — Digital Platform | Food Delivery

Strategic Growth Project / Independent Performance Marketing Simulation. Objective: expand order frequency,
acquire profitable customers and improve retention across restaurant, cuisine and occasion demand.

PROPOSED MARKETING STRATEGY

* Segment by meal occasion, cuisine preference, geography, frequency and new vs returning user.

» Meta: occasion-led creative for lunch, dinner, late-night, weekends, celebrations and local food discovery.

* Google: capture high-intent local searches and cuisine/restaurant discovery.

* Funnel: demand trigger — restaurant/cuisine discovery — menu — cart — checkout — order — repeat order.
* CRO: reduce friction in restaurant discovery, improve menu clarity, surface delivery expectations and make offers
relevant rather than generic.

* Retention: personalized recommendations, reorder journeys, cuisine reminders and lapsed-user reactivation.
* Creative: food close-ups, local relevance, time-sensitive occasions, convenience and social proof.

* Measurement: CAC, first-order conversion, order frequency, AOV, contribution margin, retention and LTV.

* Revenue expansion: increase frequency, improve conversion, raise basket size through relevant
recommendations and acquire users in profitable local segments.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Food-delivery growth can become promotion-dependent, where discounts create transactions but weak long-term
retention.

MY APPROACH

Separate acquisition from retention economics, personalize messaging by occasion and customer lifecycle, and
optimize toward contribution and repeat ordering. Creative and offer testing should identify which incentives create
incremental behavior rather than subsidized demand.

05. Lakmé — Consumer Brand | Beauty & Cosmetics

Strategic Growth Project / Independent Beauty Marketing Simulation. Objective: increase product discovery,
consideration, conversion and repeat purchase across beauty categories.

PROPOSED MARKETING STRATEGY

* Segment by skincare/makeup need, age-relevant intent, occasion, routine and product sophistication.

» Metal/lnstagram: tutorials, before/after demonstrations where appropriate, creator education, shade/product
demonstrations and routine content.

» Google: high-intent category/product searches plus Shopping/product discovery.

* Funnel: problem/need — education — product comparison — product page — purchase —
replenishment/cross-sell.

* CRO: stronger product education, shade/usage guidance, reviews, ingredient/value explanation, FAQs and
mobile-first checkout.

* Content system: “problem — solution — demonstration — proof — CTA.”

* Retention: replenishment reminders, routine bundles, complementary products and personalized CRM.

* Economics: CAC, conversion rate, AQV, repeat purchase, contribution margin and LTV.

* Revenue expansion: grow category penetration, improve cross-sell and repeat purchase, and expand qualified
reach through education-led creative.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE
Beauty customers often require education and confidence before purchasing, especially for product selection.
MY APPROACH



Use content as a sales mechanism: identify the customer problem, demonstrate the solution and provide proof
before asking for the purchase. Match ad creative to dedicated landing experiences and measure downstream
purchase quality.

06. CRED — Fintech | Financial Services

Strategic Growth Project / Independent Fintech Marketing Simulation. Objective: strengthen qualified user
acquisition and deepen engagement with the platform ecosystem.

PROPOSED MARKETING STRATEGY

« Segment users by financial behavior, product interest, engagement and lifecycle stage.

+ Positioning: premium experience, convenience, financial utility and ecosystem value rather than generic financial
advertising.

« Acquisition: Meta/YouTube for awareness and product storytelling; Google for high-intent searches.

* Funnel: awareness — product value — eligibility/trust — onboarding — first meaningful action — cross-product
engagement.

+ CRO: communicate eligibility, product benefits, security/trust and onboarding steps clearly.

« Lifecycle: onboarding education, activation prompts, personalized product discovery and re-engagement.

* Measurement: qualified acquisition cost, activation, product adoption, retention and LTV.

* Revenue expansion: increase activation and cross-product adoption while reducing low-quality acquisition.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Fintech products can attract attention through strong branding but still lose value when users do not activate or
understand the full product ecosystem.

MY APPROACH

Connect marketing optimization to activation and retention, then build lifecycle messaging that moves users from
registration to repeated product usage.

07. Physics Wallah — Edtech | Education

Strategic Growth Project / Independent Edtech Growth Simulation. Objective: acquire qualified learners, improve
course conversion and increase learner lifetime value.

PROPOSED MARKETING STRATEGY

» Segment by exam, class/grade, learning objective, parent vs student decision-maker and urgency.

» Search: capture high-intent exam/course queries.

* Meta/YouTube: teacher-led explainers, outcomes-focused educational content, demo classes and student
problem-solving content.

* Funnel: educational value — free lesson/demo — course comparison — enroliment — learning engagement —
renewal/upsell.

* CRO: clarify curriculum, faculty, schedule, learning support, pricing and proof; reduce uncertainty before
enroliment.

* Lead nurturing: WhatsApp/email/CRM sequences based on course interest and engagement.

* Retention: progress communication, additional learning products and relevant next-course pathways.

* Measurement: cost per qualified lead, enroliment conversion, CAC, activation, completion/engagement, renewal
and LTV.

* Revenue expansion: improve lead quality, enrollment conversion, cross-sell and renewal rather than only
increasing lead volume.



CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Education acquisition can produce high lead volumes but poor enrollment if campaigns do not pre-qualify intent
and the sales/learning funnel is disconnected.

MY APPROACH

Build a lead-to-enrollment system with intent segmentation, content-led qualification, faster follow-up and
downstream conversion measurement.

08. Uber — Digital Platform | Mobility

Strategic Growth Project / Independent Mobility Platform Marketing Simulation. Objective: improve demand
generation and rider frequency while considering location, time and use-case economics.

PROPOSED MARKETING STRATEGY

* Segment by commute, airport, nightlife, business travel, occasional rides and new-user lifecycle.

» Geo-targeted Meta and Google campaigns based on city, use case and peak demand windows.

* Creative: convenience, reliability, time-saving, local situations and specific trip occasions.

* Funnel: mobility need — service/value explanation — app/open action — ride completion — repeat usage.
* Retention: commute reminders, reactivation, destination-based messaging and lifecycle offers where
economically justified.

» Measurement: CAC, first-ride conversion, ride frequency, contribution per rider, retention and LTV.

* Revenue expansion: increase ride frequency, reactivate dormant riders and acquire profitable use-case
segments.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Mobility demand varies dramatically by geography and occasion, so generic acquisition can waste budget.
MY APPROACH

Build location/use-case segmentation, optimize to completed rides rather than installs alone, and connect
acquisition messaging with lifecycle behavior.

09. Blinkit — Digital Platform | Quick Commerce

Strategic Growth Project / Independent Quick-Commerce Growth Simulation. Objective: acquire and retain
high-frequency customers while increasing basket economics.

PROPOSED MARKETING STRATEGY

» Segment by household needs, emergency purchases, convenience shoppers, frequent users and lapsed users.
* Meta creative: “need it now” scenarios, convenience demonstrations, category discovery and local relevance.
» Google: high-intent category and local searches.

* Funnel: need trigger — category/product discovery — cart — checkout — delivery — reorder.

* CRO: category navigation, availability, delivery expectations, minimum order/fees and relevant
recommendations.

* Retention: reorder reminders, personalized category recommendations and lifecycle segmentation.

» Basket growth: cross-sell complementary products and create useful bundles.

* Measurement: CAC, conversion, AOV, order frequency, contribution margin, retention and LTV.

* Revenue expansion: grow frequency, basket size and profitable customer reach rather than relying only on
acquisition volume.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE
Quick-commerce economics depend heavily on frequency, basket size and delivery economics.



MY APPROACH
Optimize the complete customer lifecycle: first order acquisition, second-order conversion, reorder frequency and
basket expansion, with geo/category-level economics.

10. Dove — Consumer Brand | Personal Care

Strategic Growth Project / Independent Consumer Brand Marketing Simulation. Objective: strengthen category
demand, product consideration and repeat purchase through education and brand-led performance marketing.

PROPOSED MARKETING STRATEGY

* Segment by hair/skin need, routine, product category and customer awareness.

» Content-led Meta/YouTube: problem education, product demonstrations, routine content and authentic creator
narratives.

* Google/Shopping: capture high-intent product and category searches.

* Funnel: problem awareness — education — product consideration — retailer/product page — purchase —
replenishment.

* Creative system: one problem, one insight, one demonstration, one proof point, one CTA.

* CRO: clearer product benefits, ingredient/product information, reviews and routine recommendations.

* Retention: replenishment reminders and complementary product recommendations.

* Measurement: reach quality, CTR, product-page engagement, conversion, CAC, AOV and repeat purchase.

* Revenue expansion: grow category penetration and repeat purchase while extending reach to new need-state
audiences.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Large consumer brands can generate awareness but need strong product relevance to convert
performance-media traffic.

MY APPROACH

Bridge brand storytelling and performance by translating consumer problems into measurable creative hypotheses
and conversion experiences.

11. Bella Vita — D2C | Fragrance

Strategic Growth Project / Independent D2C Fragrance Marketing Simulation. Objective: increase discovery,
conversion, AOV and repeat purchase in a sensory category that must communicate product value digitally.

PROPOSED MARKETING STRATEGY

* Segment by fragrance preference, gifting, occasion, gender-neutral positioning, price sensitivity and repeat
buyers.

* Meta: creator reviews, scent-storytelling, gifting, occasion-based hooks, comparison and UGC.

* Google: high-intent searches around perfumes/fragrances and product categories.

* Funnel: curiosity — scent/value explanation — social proof — product page — purchase — gifting/repeat.

* CRO: communicate scent profile, longevity claims carefully, size/value, reviews, return policy and gifting context.
* Merchandising: bundles, discovery sets where appropriate and complementary products.

* Retention: replenishment, gifting reminders and new-launch campaigns.

* Measurement: CAC, CVR, AQV, contribution margin, repeat rate and LTV.

* Revenue expansion: increase conversion through better product communication, grow AOV through bundles and
expand gifting/occasion demand.



CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Fragrance is difficult to evaluate online because scent cannot be physically experienced.

MY APPROACH

Replace missing physical experience with structured sensory storytelling, reviews, comparisons, creator
demonstrations and clear product information, then test which communication angles drive profitable purchases.

12. boAt — D2C | Consumer Electronics

Strategic Growth Project / Independent D2C Electronics Marketing Simulation. Objective: grow profitable
acquisition while differentiating products in a competitive electronics market.

PROPOSED MARKETING STRATEGY

« Segment by product need: audio, wearables, lifestyle, price tier and use case.

* Meta/YouTube: product demonstrations, feature comparisons, lifestyle use cases, creator reviews and short-form
performance creatives.

* Google/Shopping: capture product/category intent and comparison searches.

* Funnel: use case — product feature — comparison/proof — product page — purchase — accessory/upgrade.

» CRO: prioritize specifications customers actually use, comparison tables, reviews, warranty/returns, delivery and
clear differentiation.

* Creative testing: feature-led vs outcome-led vs lifestyle-led vs comparison-led.

* Retention: accessory cross-sell, upgrade cycles and launch communication.

* Measurement: CAC, CVR, AOV, contribution margin, product-level profitability and repeat purchase.

* Revenue expansion: increase conversion, AOV and category cross-sell, while expanding into high-intent
use-case audiences.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Consumer electronics markets are crowded and feature-heavy; generic product advertising makes differentiation
difficult.

MY APPROACH

Translate specifications into customer outcomes, demonstrate the product in real situations and build
comparison-led creative and landing experiences.

13. Meesho — Digital Platform | E-commerce Marketplace

Strategic Growth Project / Independent Marketplace Growth Simulation. Objective: grow qualified buyer demand,
improve conversion and increase repeat purchase across diverse categories.

PROPOSED MARKETING STRATEGY

« Segment by category, price sensitivity, geography, new vs repeat buyer and shopping intent.

* Meta: product discovery, creator/UGC, deal discovery and category-specific campaigns.

» Google: high-intent category/product searches and Shopping where appropriate.

* Funnel: discovery — category — product — trust/reviews — cart — purchase — repeat.

* CRO: strengthen reviews, seller/product trust, product information, price transparency and checkout clarity.
* Retention: personalized recommendations, category reminders and lapsed-user reactivation.

* Marketplace economics: evaluate customer acquisition against contribution and repeat purchase rather than
transaction volume alone.

» Measurement: CAC, CVR, AOV, order frequency, contribution margin, retention and LTV.

* Revenue expansion: increase conversion and frequency, improve basket size and expand profitable category
demand.



CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Marketplace scale creates choice overload and large variation in product/seller quality.

MY APPROACH

Use category-level segmentation, trust signals, personalized discovery and lifecycle campaigns to reduce decision
friction and improve repeat purchase.

14. One Percent Club — Edtech | Financial Education

Strategic Growth Project / Independent Financial-Education Marketing Simulation. Objective: acquire qualified
learners and convert educational interest into paid memberships/programs while maintaining trust and responsible
financial communication.

PROPOSED MARKETING STRATEGY

* Segment by financial knowledge, goals, career stage and problem: budgeting, investing basics, personal finance
or wealth-building education.

» Content acquisition: educational short-form videos, explainers, calculators/frameworks and problem-led content.
» Search: capture high-intent educational queries.

* Funnel: free education — lead capture/community — webinar/demo/trial — paid program — engagement —
renewal/upsell.

* CRO: communicate curriculum, learning outcomes, format, support and what the program does not promise; use
transparent proof.

* Nurture: email/WhatsApp sequences based on topic interest and engagement.

* Retention: learning milestones, advanced modules and community engagement.

* Measurement: qualified lead rate, trial-to-paid conversion, CAC, activation, retention and LTV.

* Revenue expansion: improve paid conversion, retention and cross-sell advanced educational products rather
than using aggressive claims.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Financial education audiences require trust and evidence; aggressive claims can create low-quality acquisition and
damage credibility.

MY APPROACH

Use education as the top-of-funnel asset, qualify users through content and optimize the entire journey to paid
activation and retention.

15. Groww — Fintech | Investment Platform

Strategic Growth Project / Independent Fintech Marketing Simulation. Objective: expand qualified investor
acquisition, improve activation and deepen platform engagement.

PROPOSED MARKETING STRATEGY

» Segment by beginner investor, long-term investor, active market participant and product interest.

» Google: high-intent acquisition around investment products, accounts and platform functionality.

» Meta/YouTube: education-first creative, platform demonstrations and investing explainers.

* Funnel: financial question — educational content — platform value — account creation — KYC — first
meaningful investment/product action — retention.

* CRO: simplify onboarding information, clearly explain fees/features/process and strengthen trust signals.
« Activation: personalized onboarding based on stated intent and educational level.

* Retention: portfolio education, relevant product discovery and lifecycle communication without implying
guaranteed returns.



* Measurement: account-start rate, KYC completion, activation, CAC per activated user, retention and LTV.
* Revenue expansion: improve activation and product adoption, expand qualified reach and reduce wasted
acquisition through downstream optimization.

CURRENT-SYSTEM PROBLEM TO INVESTIGATE

Investment platforms can acquire registrations that never become active users. Optimizing solely for registration
volume hides the real economics.

MY APPROACH

Connect ad-platform data with post-registration events, segment users by intent and optimize acquisition toward
activated customers and long-term value.

INTEGRITY & PORTFOLIO NOTE

All project strategies are independent/speculative portfolio work. No official client relationship, employment, media
spend, ROAS, revenue uplift, CAC reduction, testimonial or campaign result is claimed unless separately verified
and documented. The revenue opportunities described are proposed hypotheses and optimization levers, not
guaranteed outcomes.



