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I took on a project to d�ve deep �nto the e-commerce and dropsh�pp�ng world

W�th Sportgear 360. The cl�ent needed someone w�th sol�d exper�ence �n pa�d

campa�gns,webs�te and logo des�gn, ema�l market�ng, and d�g�tal report�ng—plus

the sk�lls to set up track�ng across all campa�gns. Luck�ly, that was r�ght up my alley.

W�th a good budget �n place, I got the green l�ght to �mplement the project, wh�ch I

managed successfully for 10 months. It was a hands-on exper�ence where I got to

opt�m�ze campa�gns, track performance, and make sure everyth�ng ran smoothly.

A great m�x of strategy, execut�on, and results!

Overv�ew
My Project M�ss�on
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SportsGear �s an e-commerce brand all about top-qual�ty sports shoes. The�r goal?

To prov�de 100% prem�um footwear for everyone—toddlers, teenagers, young

adults, and adults—who love sports or just need comfy, support�ve shoes for

everyday l�fe. Whether you're h�tt�ng the gym, go�ng for a run, or just keep�ng up

w�th the fast pace of c�ty l�fe, SportsGear has the perfect pa�r for you!

Sportsgear360
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Sk�lled Appl�ed 
1.Webs�te Des�gn
2.SEM Campa�gn
3.SEO (on-page and
techn�cal)
4.Ema�l market�ng
5.T�kTok Pa�d Campa�gn�ng
6.Meta Campa�gn�ng
7.D�g�tal data �ntegrat�on
and report�ng
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Webs�te Des�gn 

The cl�ent wanted a des�gn that reflected the�r three
brand colors—red, navy blue, and black. So, I
created a user �nterface (UI) that was both v�sually
appeal�ng and easy to nav�gate. When �t comes to
e-commerce s�tes, I always follow a key rule: keep
non-product-related CTAs (calls to act�on) to a
m�n�mum. Th�s way, customers can browse
seamlessly w�thout d�stract�ons. The result? A
smooth shopp�ng exper�ence that the cl�ent was
more than happy w�th
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Purchase CTAs and Checkout Des�gn

Easy to use product purchase system
connected to Paypal ,cred�t serv�ces and
str�pe.The UI allows customers to choose the�r
s�ze,shoe colour and more based on the
product spec�f�cat�ons.
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Assum�ng a respons�ve des�gn

Accord�ng to research,users f�rst make a
search v�a the�r phones f�rst before us�ng a
desktop as a f�nal purchase,know�ng th�s �n
m�nd � took �nto cons�derat�on the
respons�veness of the webs�te to mob�le users
and SEO as a techn�que.
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SEO ON-PAGE RESEARCH PROCESS

I put together an SEO checkl�st, start�ng w�th
an analys�s of the webs�te’s doma�n author�ty
and backl�nks. Then, I ran a compet�t�ve
analys�s to see how other brands were rank�ng
for the same keywords �n my SERP. Us�ng
those �ns�ghts, I made key �mprovements, and
now the brand �s perform�ng 68% above the
key threshold compared to three months ago.
For me, �t’s all about focus�ng on strateg�es
that del�ver pred�ctable, sol�d results

latent semant�cs research�ng

Analys�ng Compet�t�ve keywords and
doma�n author�es 
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Test�mon�als From Customers 

Sat�sf�ed customers leav�ng the�r rev�ews.
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I set up an SEM campa�gn across search,
d�splay, and shopp�ng ads w�th one goal �n
m�nd—dr�v�ng convers�on value. Over three
months, I f�ne-tuned the strategy by runn�ng
A/B tests, add�ng negat�ve and targeted
keywords, sw�tch�ng between manual b�dd�ng,
and mak�ng adjustments based on
performance. Broad match played a key role �n
attract�ng qual�ty traff�c for th�s campa�gn.
Desp�te work�ng w�th a l�m�ted budget, the
campa�gn del�vered an �mpress�ve 78% ROI—
far beyond what I �n�t�ally expected!

Sportgear SEM
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The campa�gn was also launched on Meta,the
ro� was 76%

META Ads
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T�ktok produced the h�ghest form of ROI w�th
91% of our sales com�ng from that platform

.The campa�gn spanned 5 months across
test�ng and adjust�ng.

T�ktok Ads
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Ema�l Market�ng Automat�ons
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Flash sale automat�on ema�l sent to customers offboard�ng or
have abandoned purchase.We had 3 campa�gns for those
who also purchased �mmed�ately and those who are already
ex�st�ng customers.
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Assum�ng a respons�ve des�gn
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Mob�le Fr�endly use
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Tagg�ng Install�ng Meta ,T�ktok,Google Ads and Gtags on the Sportsgear webs�te
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The cl�ent hated the f�rst des�gn,Jason
felt �t was too dull but almost
there.Int�ally the des�gn had no runner �n
the m�ddle thus we added the runner to
symbol�se the brands offer�ng and navy
blue and black as the ma�n
representat�ves of the brand colours.

logo
Des�gn
logo
Des�gn

The Rejected draft Cl�ents Suggested Change draft

Cl�ents  Alternat�ve Cho�ce
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Contact Deta�ls
Phone : 

Jason@outlook.com

061 117 9125

Jason MoodleyName :

Ema�l :

Test�mon�als


