CASE STUDY / OMNICHANNEL GROWTH

Swedish Candy Land

A candy brand grown across four
markets

Swedish candy shipped worldwide / sweet, sour, chocolate, licorice and pick-n-mix

blished Swedish brand, 50,000+ customers / full marketing operations managed by Malik

dy by Malik

US$1.59M

total store revenue
up 234% year on year




EXECUTIVE SUMMARY

One channel, then the whole funnel

US$1.59M

Total store revenue / up 234%

An established Swedish candy brand with 50,000+ customers. |
started on email only, earned the rest of the account, and now run
the full operation: Meta, Google, Pinterest, Klaviyo email and SMS.
Across the managed year, store revenue grew 234%, orders 189%,

and email attributed revenue 712%.

M ALIK

US$1.59M

up 234% year on year

7.05x

kr 5.09M tracked (SEK)

26,748

up 189% year on year

US$443K

up 712% year on year



MANAGED YEAR / BLENDED + PLATFORM

Results at a glance

o

2 STORE REVENUE W orDERS eAVG ORDER VALUE
o o

US$1.59M 26,748

T 234% year on year

US$53.96

T 189% year on year 1T 23% year on year

202 RETURNING CUSTOMERS A META ROAS
-

a EMAIL ATTRIBUTED
22.70% 7.05x

T 35% / stronger LTV

US$443K

kr 5.09M tracked (SEK) T 712% year on year

THE HEADLINE: anestablished brand grown 234% to US$1.59M, with email attributed revenue up 712% and orders up 189%.
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THE STARTING POINT / EMAIL ONLY, US ONLY

A trusted brand, a narrow start

THE BRIEF

WHAT | STARTED WITH STATE IMPACT

Scope Email only A trial, not the full account

Markets US only One country, one demand pool Earn the adS, then
scale the whole

Store revenue ~US$475K run rate A fraction of today funnel.

Email program Minimal flows LTV left on the table Prove it on email, then build paid media,
retention and new markets into one

Creative testing None No copy or creative discipline engine.

A growth brief, earned in stages.

M ALIK



THE TRANSFORMATION / MANAGED YEAR

Before vs after the takeover

METRIC BEFORE AFTER MOVEMENT
Store revenue ~US$475K US$1.59M D

Orders ~9,255 26,748 ( D

Site sessions ~213K 668,192 D

Email attributed ~US$55K Us$443K )

Avg order value ~US$43.90 us$53.96 (D UP 23%
Returning customers ~16.8% 22.70% - UP 35%
Conversion rate ~3.20% 3.39% - UP 6%

THE REAL PROOF revenue up 234%, orders up 189%, traffic up 213% and email attributed revenue up 712% / all in the managed

year.
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META ADS MANAGER /

PLATFORM RESULT

kr 722K of spend, kr 5.09M back
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Meta Ads Manager, 23 active campaigns across four markets, window to 20 Jun 2026. Figures in SEK (kr), the ad account

currency.
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PLATFORM RESULT

kr 5.09M

tracked sales

7.05x

blended ROAS

9,138

purchases

kr 722K

ad spend




KLAVIYO / EMAIL + SMS RETENTION

Email rebuilt into a profit centre

Customer Winback

@ BIGGEST FLOW

Exit Intent

US$45,062 / US$1.39 per email

Window Shopper

Browse Abandon
A full lifecycle suite: welcome, abandoned checkout,

browse, winback and SMS.
Abandoned Checkout

THE EMAIL TURNAROUND

+712%

Welcome Series

Exit Intent
attributed revenue YoY / US$443K, 29% of revenue /
51.1% open rate, 74th percentile.

Top Klaviyo flows by attributed revenue (recent window)
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SHOPIFY ANALYTICS / BLENDED RESULT

US$1.59M in store revenue, up 234%
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Shopify Analytics, trailing 12 months to Jun 2026 versus the prior year. Total sales US$1.59M, up 234%, on 26,748 orders.

e AVG ORDER VALUE ™ SITE SESSIONS lﬁ CONVERSION RATE
US$53.96 668,192 3.39%
1T 23% year on year 1T 213% year on year T 6% year on year
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THE WORK / FULL FUNNEL BUILD

What I actually did

" ONE OWNER, ONE ENGINE

CHANNELS, RUN AS ONE

Paid, retention and CRO managed together so acquisition,
conversion and lifetime value all pull in the same direction.

THE FOUR MOVES THAT MATTERED

Paid across Meta, Google, Pinterest

Persona led creative, ABO and CBO, catalog, cost caps, value optimisation

Email and SMS retention in Klaviyo

Full flow suite plus weekly campaigns, built for LTV

Market expansion

US into Canada, the UK and Australia

Site CRO

Subscription, filters and conversion work, in build
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OWNERSHIP / THE OPERATOR

How I treat this account

Earned, not handed over

0 Started on email, earned the full account

I treat thlS brand as lflt were my own. 0 Daily ownership across all five channels
Every channel, every test, every
campaign is run like I have skin in the 0 Expanded the brand into four markets

outcome, because that is how it scales.
0 Building the site and retention next

MALIK / THE OPERATOR

M ALIK



SUMMARY & OUTLOOK

From email trial to growth engine

“Not more of one channel. The right channels, run
together, by someone who treats the brand as their

4

Oowrl.

Swedish Candy Land is an established Swedish candy brand with more than 50,000 customers. |
came in on email only, earned the rest of the account, and now run the full operation: Meta,
Google, Pinterest, Klaviyo email and SMS. Across the managed year, store revenue grew 234% to
US$1.59M, orders grew 189%, and email attributed revenue grew 712%, while Meta held 7.05x
blended ROAS.

The next phase is already in build: subscription, filters and site CRO so growth compounds through
lifetime value, plus deeper retention and continued expansion across the four markets.

M ALIK

VITAL STATS

US$1.59M

store revenue

+234%

revenue growth YoY

26,748

orders, up 189%

US$443K

email attributed, +712%

7.05x

blended Meta ROAS

1

markets served




CASE STUDY BY MALIK

Thank you

Want a brand scaled across channels and markets without
losing ROAS? This is the system I build.

Swedish Candy Land malik.ahmad738 @gmail.com

Omnichannel Growth Case Study / 2025 to 2026 Malik / E-commerce Performance Marketing
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