OMNI-CHANNEL CASE STUDY

Miracle of Aloe:
Reaching $1M+
Via Omni-Channel Growth

How SPCTEK helped turn an Amazon-heavy brand into a multi-platform

revenue engine across marketplaces, website, email, SEQO, and paid
search.
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A $1M+ brand journey built on
multiple revenue engines

The growth story was not one tactic. It was a revenue architecture shift; keep Amazon a Amazon +187% Increased
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strong, expand marketplace capture, and build owned demand through SEO, email, and -
Google Ads.
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The brand had demand.

The revenue system was leaking.

\
Core issue: Miracle of Aloe was present on marketplaces, but it was not
dominating them. Revenue was concentrated, ROAS was below target, and

i
y _ﬁ‘ﬁﬁ the customer journey had gaps between discovery, purchase, retention, and
Miracle repeat purchase.

. Amazon dependency . Underused audiences
Top-listing disruption risk could drag down Walmart, eBay, SEQ, email, and paid search
the entire revenue base. had rocom to capture different buyer
segments,
. ROAS pressure . Retention gap
Spend was not being converted into a Repeat customers were not being fully
predictable acquisition machine, monetized through lifecycle flows and
segmented campaigns.




We audited the full commerce
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system - not one channel

inisolation

The opportunity was bigger than fixing ads. The brand needed a revenue operating
system where each platform had a role: acquire, convert, retain, and protect revenue

from marketplace volatility.

Marketplace health

Catalog control, listing strength, ranking,
and platform-specific conversion gaps,

SEO / DTC demand

Organic discovery and website conversion
beyond third-party marketplaces.

Revenue leakage

Where traffic was dropping before the sale
and where buyers were not returning
after purchase.

Retention engine

Klaviyo flows, campaign segmentation,
repeat purchases, and lifecycle value.

Diagnosis:

Product-market fit was real.
Channel execution was limiting
the upside.

Ad economics

ROAS pressune, intent capture, and spend
allocation across paid acquisition.
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Turn Amazon dependence into an
omnhni-channel growth machine

We used Amazon as the core engine, then expanded retail
marketplaces, owned traffic, email retention, and high-intent paid search.

Walmart .

Capture mass-retall
a marketplace demand.

Amazon

o

Protect and scale
the core sales engine.
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() shopify

Build owned organic demand
bevond marketplaces.

klaviyo™

Convert one-time buyers into
repeat revenue,

SPCTEK

PURSUIT OF EXCELLENCE

ebay

Win value-driven and loyal
marketplace buyers.

.\ Google Ads

Buy high-intent search
demand with ROAS
discipline.
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https://youtu.be/r7uCGT-Njio?si=OeOtH9cfmcISRkWe
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The journey SPCTEK built

A step-by-step system that moved Miracle of Aloe from channel dependence to brand domination.
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Amazon Walmart & Shopify Channels Single message Brand
secured eBay added revived activated across the system domination
Complete optimization, Expanded coverage CRO, UVUX, and Google Ads, Klaviyo One clear offer, cne A diversified growth
cleaner structure, to capture more product page email, SEQ, and connected brand story, system built for scale,
stronger marketplace marketplace demand improvements turned influencer awareness multiple customer stability, and stronger
foundation DTC into a real were launched entry points customer capture
revenue engine with purpose
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Ready to build your $1M

brand journey?

Book a free omni-channel growth audit.

THANK YOU!



https://spctek.com/book-a-call/

