CASE STUDY / FULL STACK ECOMMERCE GROWTH

Rippl Impact Gear

A Full Operational Takeover

Ski, snowboard and moto protective gear / Worldwide

blished brand, partnered around three years / operations and ad account managed at scale

US$4.01M

total sales
1 Jan to 20 Jun 2026

dy by Malik




EXECUTIVE SUMMARY

We run the operation, the brand keeps

compounding

US$4,009,374.73

An established protective gear brand we have partnered with
for around three years. We run the operation: ads, creative,
support, inventory and logistics. Worldwide. In this window it
did US$4.01M in total sales while Meta returned 3.11 on ad
spend.

MALIK

META PLATFORM ROAS
3.11x

£1.75M attributed on £561K spend

US$91.84

premium, repeat building

41,382

Meta drove roughly half

RETURNING CUSTOMERS
16.17%

lifetime value base



1 JAN TO 20 JUN 2026 / VERIFIED

Results at a glance

N TOTAL SALES

¥ META AD SPEND M META PLATFORM ROAS

@

US$4,009,374.73 £561,436.85 3.11x

worldwide, in window managed, our control £1.75M attributed

ORDERS 202 sessions e AVG ORDER VALUE
-

41,382 1,855,890 US$91.84

39,802 fulfilled mobile led traffic premium catalog

THE HEADLINE: afull takeover grew this brand to US$4.01M worldwide, with Meta at 3.11 ROAS driving about half of all 41,382 orders.

Meta spend and attributed value shown in GBP; store revenue in USD. The two are not combined into a blended ratio.
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THE STARTING POINT / FULL OWNERSHIP

What we took over

WHAT WE OWN STATUS

Ad launching and management In our control

Creative strategy and testing In our control Own the WhOIe
operation,

Customer support In our control worldwide.

Inventory and logistics In our control
Not just media buying. A full takeover of

. growth, creative, service, stock and
Ad compliance Managed by us logistics, kept intact as volume scaled.
Reviews and reputation Strengthened

A growth mandate, end to end.

MALIK



SHOPIFY / CONVERSION FUNNEL, WORLDWIDE

The on site funnel behind it

at 4 4 ©

1,855,890 90,948 64,842 29,478

100% 4.90% 3.49% 1.58%

SESSIONS ADDED TO CART REACHED CHECKOUT COMPLETED CHECKOUT

1.64M 623,043 AU + CA

of 1.86M sessions on mobile sessions to the Pure Grit jeans page strongest markets after the US

Web sessions funnel. Conversion rate softened as traffic scaled past 1.8M sessions; total orders of 41,382 include repeat and other channels.
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META ADS MANAGER / PLATFORM RESULT

The paid engine, in our control

£561,437 £1,745,625 3.11x 20,801 £26.99 £7.89

META SPEND ATTRIBUTED REV PLATFORM ROAS PURCHASES CPA cPM

PLATFORM ROAS

3.11x

of all 41,382 orders driven by Meta, the rest from
repeat, organic and other channels.

Meta Ads Manager, account total, 1 Jan to 20 Jun 2026. GBP for Meta, USD for the store, not combined.
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CAMPAIGNS

/ PLATFORM ROAS BY LINE

Where the spend worked

LDX Rides ASC

LDX Rides ABO

BackPacks ABO

LDX LTV Items ABO

PureGrit 2.0 ABO

ASC Jeans

Rider Chronicles ABO

M ALIK

Platform ROAS by campaign line, top spending lines

@ SCALE ENGINE

ASC Jeans

£265.3K spend / 5,970 purchases

3.37 ROAS and £893.5K attributed, the single biggest line
in the account.

15 lines, ASC + ABO

Platform ROAS 3.11 across £561.4K. A heavy ABO testing
layer feeds the ASC scale lines.




SHOPIFY / TOTAL SALES OVER TIME

Compounding, month over month

Total sales over the window. The solid line is 2026 under our management; the dotted line is the same period in 2025.

US$4,009,374.73 US$3,482,065.61 41,382 1,855,890

TOTAL SALES NET SALES ORDERS SESSIONS
THE READ: a higher base all year, climbing into the period, with a sale now launching to push the next leg.
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THE WORK / FULL OPERATIONAL TAKEOVER

What we actually did

THE FOUR MOVES THAT MATTERED

FULL TAKEOVER . .
Ad launching and daily management

ASC and ABO, scaled to £561K with control

E n d to e n d Creative strategy and heavy testing

Persona led angles and catalog ads, constant new creative
One accountable team
Efficiency controls

Cost caps and value optimizations to hold ROAS as spend scaled
We run ads, creative, CRO, customer support, inventory and
logistics as one operation, worldwide, kept intact as volume
scaled. Operations at scale

Support, inventory, logistics and compliance intact, markets analysed
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THE MODEL

Why one accountable partner works

AT 3.11x

META PLATFORM ROAS

One team across ads, creative, CRO, e US$91.84

support, inventory and logistics.
Systems held intact at scale, and the
brand kept compounding worldwide.

AVG ORDER VALUE

41,382

ORDERS

MALIK



SUMMARY & OUTLOOK

A brand rebuilt to compound at scale

“Not a quick ROAS spike. A whole operation rebuilt to
compound and hold at scale, worldwide.”

Rippl Impact Gear is an established ski, snowboard and moto protective gear brand we have partnered
with for around three years. We run the operation: ad launching and management, creative strategy and
testing, customer support, inventory and logistics, compliance and reputation. In this window the brand
reached US$4,009,374.73 in total sales worldwide on 41,382 orders at a US$91.84 average order value,
while Meta returned 3.11 on £561,436.85 of managed spend and drove roughly half of all orders.

The return now compounds through repeat purchase and a premium catalog, not last click. We tested

ABO, creative and persona angles, catalog ads, cost caps and value optimizations, and a sale is now
launching to push the next leg of growth.

MALIK

US$4,009,374.73

total sales worldwide

3.11x

Meta platform ROAS

£561,436.85

managed ad spend

41,382

orders / 39,802 fulfilled

US$91.84

average order value




ant your whole operation run as one compounding system, at scale?
This is how I build it.

Rippl Impact Gear malik.ahmad738 @gmail.com
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