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Hi.

I'm ATEEQ, A passionate
Marketing Expert with a
hands on 8+ years of
experience. g/

In this document I've showcased
my some of previous project’s case
study for a better understanding
of my skills.

o ———

| create and implement marketing strategies to achieve the
desired business goals!
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MARKETING PORTFOLIO

This portfolio encapsulates a high-impact, data-centric
marketing performance record, showcasing real-world
campaign outcomes across diverse industries, including
eCommerce, Saas, fithess, franchising, education, health, and
professional services.

Each case study in the document offers clear, quantified
Insights into campaign effectiveness, highlighting not just
creative strategy but tangible business results such as
revenue growth, cost-efficiency improvements, and scalable
lead generation frameworks.

The portfolio reflects mastery over platforms like Meta
(Facebook & Instagram), Google Ads, LinkedIn and CRM
integrations (Zoho & Zapier) for marketing automation,
retargeting, and lead nurturing.

Here are the few Clients | worked for:

https://michellesmaccs.com
https://www.thefranchiseeducator.com
https://safety-chat.com
https://xpertprime.com
https://www.sateensoft.com
https://domelic.pk
https://kitabmela.com.pk
https://leaury.com
https://havitam.com
https://theautoinjuryhotline.com
https://machzeroone.com
https://www.agtek360.com
https://milayapm.sa

The results mentioned below are primarily derived from these businesses.
However, due to client/company NDAs, the outcomes are not explicitly
attributed to any specific business listed.



Analytical Breakdown of Portfolio

1. KPI-Driven Campaign Structuring
® Every campaign is performance-engineered with clear KPlIs:
o Reach & Impressions for brand awareness
o CTR & CPC for engagement and cost optimization
o Conversions & ROAS for revenue tracking
o CPL & CPA for cost-efficiency across lead-gen verticals
® These metrics are not listed arbitrarily; they're tied to business
objectives, whether that's reducing acquisition costs or scaling

2. Cross-Channel Execution Excellence
® Demonstrates full-funnel strategy across awareness,
consideration, and conversion phases:

o Meta Ads: Strong CTR benchmarks (1.8% —
4%+), optimized  through precise audience
segmentation and retargeting
funnels.

o Google Ads: High-intent campaigns with
competitive ROAS (4x-7x) and strategic
keyword bidding.

o Linkedln: B2B lead acquisition with tailored
messaging and conversion-optimized

3. Industry-Wise Versatility
® Healthcare: Achieved high appointment bookings with low
CPL using geo-targeted awareness + call-to-action ads.
® Franchise/Education: Scaled lead generation with $5-$12
CPL and segmented email nurture campaigns.
® eCommerce: Delivered 5x-8x ROAS via dynamic product
ads, carousel creatives, and festive retargeting strategies.
e Fitness: Acquisition-focused campaigns with optimized
local reach and high lead-to-conversion ratios.



4. CRM and Automation Synergy

® Integrated Zoho/HubSpot for automated drip campaigns,
lead scoring, and remarketing workflows.
® Detailed CRM use-cases show:

o Form-to-lead synchronization
o Audience retargeting based on pixel behaviors

o Abandoned cart automations tied to Meta/Google Ads

audiences

5. Creative + Analytical Synergy

® The campaigns are backed by strategically aligned
creatives tailored copies, scroll-stopping visuals, and A/B
tested messaging.

® Use of content funnels (blogs, reels, testimonials, offers)
reflects a cohesive content-marketing-meets-performance
approach.

6. Quantified Business Outcomes

® The portfolio emphasizes ROI, not vanity metrics:
o “$3,000 spend » $24,000 in revenue”
o “60-80 qualified franchise leads/month with <$10 CPL"
o “Reduced CAC by 40% in 90 days”

Each project includes before/after analysis, platform
insights, and optimization strategies deployed.
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Google Ads

Your Customer ID: 654-545-1378 (&)

MAY 17 - MAY 23
Weekly performance summary for Bright Balustrading $1k/wk

Conversions

40

-20% from last week

Cost per conversion

$50.22

+14% from last week

Latest Results Last /days @

+37% from last week

Clicks

723

Clickthrough rate

0.73%

-72% from last week

Filter by result to see how your ads are doing.
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$3.7K

View More

g2 6806 08 H8NH0D

g m

Wabsite purchases @
Wabsite purchases @
19"
£ 200%

Website purchases @
2!:1

Wabsite purchases @
8 H]

L azaw

Wabisite purchases

1 2

Website purchases w

£ 0 3
s taamss wo om
e e
—E i)

-l




(7]

O Qe §

. P
= = T - - T
?J'il O - A > S o = S e IO SRS
_.3 o - = . DR e o corear seam Yayi contpuse
O - - O - =
!&_a O gt "
O -

BN N
o

D) s A e s acin 3 o
o i = -
=ﬁ: © o i A °
=4 O o R n s e

Campaigns C @ TFE - Official (16673495, = (;:\ Opportunity score = Updated just now [ &) @ Discard drafts Review and publish {3} *_

{ W Ali ads (¥) Actions (=) Had defivery E= Active ads + Seemore Create a view
..... s, 1D
B¥ campaigns 25 Adsets = Ads B Maximum: Apr 19, 2022 - May 19, 2025 =
B Duplicat # Edit 4 AJB test More = I Columns: Perfarmance and clicks = “E Breakdown = & Reports = 3 Export - £l Charts
off | On Campaign - Results = Reach =  \Views = Frequency = Costperresult = Budget Amountspent =~ Ends *  Impres
. Tourbase LG - Meta Form - London/Parls 17 7,937 22,393 281 $26.83 Using ad set bu $456.10 Ongoing
. Tourbase Lead Generation - Meta Form 18 7610 14400 189 $24.44 Using ad set bu. £439.89 Ongoing
. Alloy- US - Meta Faorm Campaign 15 5,628 2909 176 $4567 Using ad set bu, $685.10 Ongaoing
. KG- US - Meta Form -] 1679 45372 2.09 $50.66 Using ad set bu. $954 .52 Ongoing
& EComm Traftic Loads # 16 9,941 16,199 153 $79.41 Using ad set bu $1,270.55 Ongoing
ol View charts # Edit (M Duplicate 8 omtcions

. Dumpater - US - Meta Form a3 30,008 85,294 217 $17.80 Using ad set bu $1.477.98 Ongoing
. ECamm Amazon - Tralfic 2955 200,622 118,004 182 $0.44 $10.00 $1,29386 Ongoing
. Dumpstor - Meta Lead Form - Fab 26 BO 28,724 66,968 250 $18.04 Using ad sel bu $1.44354 Ongoing
® SP - Meta Lead Form - Feb 25 89 22738 49,272 247 $19.93 Using ad set bu $1,375.37 Ongoing
EComm - Lead Gen Campaign - = = - — Using ad set bu - Ongoing

L ]
@ Tourbase Lead Generation a4 25,008 53213 212 $34.88 Using ad set bu $1,534m Ongaing
® Dumpstor - Traffic Campalgn US 1628 105882 87,708 230 $0.37 Using ad set bu. S67217 Ongoing
® KG- LS - Landing Page - 62,851 76,242 181 —  Using ad set bu. $1952.83 Ongoing

Resulls from 15 campaigns @ - 535,501 734,194 214 - $15471.32

DESIGN

From eye-catching social media creatives to conversion-focused
ad designs and cohesive branding assets, | craft visuals that align
with campaign goals and target audience behavior. My design
process integrates brand consistency, audience insights, and
performance data to deliver visuals that not only look great but
also work hard.




THE SECRET BEHIND
EVERYONE'S FAVORITE:
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EASY, PAIN FREE,
PRODUCT

HOW TO USE

PERMANENT

HAIR REMOVAL SPRAY

: Apply Spray & gently  Continue apphyin
Pluck Hair massage to absor 3times a day .

7 days application |~
counts 1 session

COMPLETE 3 TO 8 SESSIONS
FOR PERMANENT HAIR :
RE

Repeat3to8 -
sessions for = .}
Permanent e

Hair Removal

ANTI-LICE SHAMPOO UNWANTED HAIR

Removes lice from 1st wash Natural hair inhibitor

For Kids

& Adults ‘\
= 4 Gets rid of

All-Natural &
Non-Neurotoxin




OF CLIENTS SEE INSTANT

results

0 FRESHER HAIR, LESS HAIR FALL,
AND A HEALTHY, REVIVED FEEL

AFTER JUST ONE WASH!

ZERO
RESIDUE,
ZERO
IRRITATION

organic relief
ANTILICE SHAMPOO

Removes “I'm scented softness,

uplo 99% . without the drama.”
makeup NG
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LEAORY

Flat 25% Off

ORDER NOW

wwwbzalry.com

ORDER NOW

wwwleaury.com

GROCERIES
BIG SALE

SEEMLESS DELIVER

Only this month can you get the best grade
groceries at a low price! Don't let this
chance slip you by; shop now!

€© SHOP NOW

Www.aZ2zorganics.com

LEATRY

SEEKING
PROFESSIONAL

TUTORING

Full preparation for T+ exams (¥

Cine to one tailored tuition (7

Full support for key stages3and 4 ()

Qualified tutor with over 20 yaars of @
tutering experience

Examn preparation for all exam levels &

e st 10 Studen o
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- -

|
AU v QRPPL SUEPE R M @ one INFORMATION |

www.leaury.com




