We build the digital
ecommerce brands win with.

Design, development, SEO and integrations — engineered around
how shoppers and merchants actually behave online.

Aug 2026 - Confidential
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The digital partner ecommerce brands rely on

Hats-Off Digital is India's leading digital marketing powerhouse, now also in the UAE.
Headquartered in Pune, we're a vibrant 14-year-old agency transforming businesses 30+ 250%

and brand experiences. Ecommerce stores built Avg. traffic lift

We blend purpose-driven creativity, brand marketing and cutting-edge
digital — spanning social media, SEO, design & branding, and website / 9+ 14

application development. Years of experience in ecommerce Years as an agency
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est. 1993
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WHAT WE DO

Everything the website needs, under one roof

IT Solutions
- Software Development + App Development
- Website Development - Testing & Security

- Data Entry

Cloud Solutions
= Hosting Servers - Domain

« GSuite / Workspace
Integration

- Visual Composer

e Zoho Integration * WhatsApp Business

Integration

SEO & Content

= Search Engine
Optimization

e Platform SEO — YouTube,
Amazon, Quora, Reddit,
Mobile

* SEO Content Creation

* One-Time Website
Optimization

Wikipedia
= Page Creation

= Monitoring &
Maintenance

e Content Writing

* Draft Creation

SEO Consultation

Google — GMB, Merchant
Center, Tag Manager

ORM Strategy

AIO, AEO, GEO

Page Editing

Recover Deleted Page

Consultancy

Creative & Advertising
- Social Media Management
+ Video & Post Production

- Branding Services

- Performance Marketing
= PR & Outreach

- Photography &
Videography
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Selected case studies

Leading ecommerce brands trust us end-to-end — design,
development, SEO and lead-tool integration.
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Ajmal India

A heritage fragrance house selling its perfume portfolio direct to Indian buyers.
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AJMAL INDIA - SEO

Heritage Fragrances, Modern Digital Growth

Ajmal Perfumes transformed its digital presence by blending 75 years of Middle Eastern fragrance heritage with a strategic storytelling approach. Through

SEO, content marketing, influencer collaborations and heritage-focused campaigns around collections like Aristocrat, Wisal and the Oud Series, we

strengthened its position in India's luxury fragrance market and deepened engagement through personalised digital experiences.

® BEFORE

‘Al accounts > Amatincom Allaccounts > Amabin.com
" : X e 5 - e " : i ot 5 . e
ol Analytics  Ajmal_Perfume_India~ & T searching “Web overview H e @ A Analytics  Ajmal_Perfume_India~ & Try searching “Web overview H e e @
() | e 0o+ imarycha.. @ =  cutom 1aun-30un205 - 5 M) @ < A (D || e 0+ Traffic acquisition: Session primary chan... @ ~  cuon 1u-3iizozs - 0 Ml @ < A
Realtime overview
0 sessions rate  engagement 0 sessions rate engagement
e — tmeper  sest fime per
Session session
Business objectives A . 628963 328 a082% 30s ! Business objectives & ol 2547099 2466631 96.84% 2
@ - Goneratoleads 100% of to 100% of ot Ao 00 ’ @ - Generateteads 100% o toal 100% o ol Avgo 00
Overview 1 Organic Social 349953 (55.64%) 139,283 (44.45%) 39.8% 14s € . 1 Organic Social 1311116 (51.47%) 1,278,846 (51.85%) 97.54% 108
Audiences. 2 Crossetwork 115987 (18.44%) 70856 (2261% 61.09% 46 1c Audiences 2 Organic Search 359581 (1412%) 352265 97.97% 17s
User acquisition 3 Organic Search S6132(892%) 38553 (123 T 1moss 1 User acaquisition 3 Crossmetwork NG9 (1241%) 3056251239 96.65% 308
e 4 Unassigned 39,855 (6.34%) 13785 (4.4%) auso% 295 3 T ECTENEE 4 Paid Search 187,972 (738 183073 (7.42%) 97.39% miss
Lead acquisition Lead acquisition
v 5 Direct 37,709 (6%) 20,643 (6.59° 54.74% 39s 13 /] 5 Unassigned 143,677 (5.64%) 132,031 (5.35° 91.89% 34s
q q
Landing page Landing page
6 Paid Search 5W@8sn) 19233 (614%) 6% s7s 1 6 Paid Shopping 117,483 (461 114927 (4.66%) 97.82% as
User acauisition cohorts User acquisition cohorts
7 Paid Shopping 11998 (191%) 6643212 5537% 33 3 7 Paid Social 66244 (26%) 64362 2613 97.16% 205
Lead disqualifcation and .. Lead disqualifcation and ...
- 8 PaidVideo 2062 033%) 1,064 (0.34 51.6% 245 € - 8 Direct 6276 (1.82%) 33578 (1,36 72.56% 485
e v e 9 Refemal 1285 02%) 797 (0.25%) 6202% 1mozs 1 » Understand web andior app .. 9 Affiiates 5832(023%) 5609 (023%) 96.18% mozs
» View user engagement andr... 10 paid Social 804 0.13%) 494016 61.40% 375 c » View user engagement andr... 10 AlAssistant 4120016 4006 (016 97.20% a1
Life cycle A Life cycle &
< ©2026 Google | Analytics home | Terms of Service | Privacy policy | [ Send feedback <

+311%

Organic sessions (Jun 25 = Jul 26)

+541%

Organic search sessions

96.8%

Engagement rate, up from 49.8%

©2026 Google | Analytics home | Terms of Service | Privacy policy | [3) Send feedback

2.55M/mo

Total sessions, up from 0.63M
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AJMAL INDIA - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.
Mentioned results are organic without any paid Ads.

2,500 - 6,000 180,000 - 450,000 1.8% -3.2%

New followers Avg. monthly reach Engagement rate

4

.

Oud Nirvana

12

Campaigns run
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Ajmal SA

The Saudi arm of the Ajmal fragrance house, serving a distinct regional market.
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AJMAL SA - SEO

Expanding Middle Eastern Excellence Digitally

We transformed Ajmal Saudi Arabia's digital presence with a strategy built for the region's luxury fragrance market. Through SEO, content marketing, a
mobile-first experience and heritage-driven storytelling, we positioned the brand as a luxury online fragrance destination — lifting online revenue from 12%
to 38% of total sales and driving a 55% rise in average order value within six months.

® BEFORE

® AFTER

o Analytics  Ajmal - KSA -
Reattime pages

,. o+
o =
~ Generat ds

Overview
@ Audiences.
User acquisition
Lead acauisition
Landing page
User acquisition cohorts
Lead disqualification and ...
+ Drive sales

> Understand web and/or app t...

> View user engagement and .

Data import s

Campaign data import valida..

Life cycle -

@ Acquisition

+158%

Organic users (Nov 25 = Jul 26)

Try searching “users today"

User acquisition: First user primary ch... @ -+ custom 1Nov-30Nov2025 -

s rsiees
2 Organic Social 31,093 (24.21%) 29,606 (25.6%)
4 Paid Search 1,303 (1.01%) 1,118(0.97%)
7 Referral 287 (0.22%) 268 (0.23%)
9 Paid Social 114(0.09%) 68 (0.06%)

+155%

Organic search users

Returning
users

22,640

11,225 (49.58%)
3218 (1421%)
7193 (31.77%)
468 (207%)
191 (0.84%)
261(1.15%)
2(019%)

12 (0.05%)

45(02%)

(i [}
Average
engagement
time per

active user

1m 205

1m 208

395
1m s8s
2m13s
1m 14s
2m 00s

2m23s

Q< ~

Engage
Sessior
per activ

i Allace
WAl Analytics  Ajmal - KSA -

Roaitime pages
L

Business objectives A
O . Generate eads
Q Overview
@ Audiences

User acquisition
Lead acquisition
Landing page

User acquisition cohorts

Lead disqualification and ..

> Drivesales
> Understand web and/or app .

> View user engagement and ...

Data import -
Campaign data import valida..

Life cycle ~

@ » Acquisition

i

72%

Share of users from organic

Ajmal - KSA - Active

0+

Q  Try searching “users today’

User acquisition: First user primary chan... @ —+

@ Total @ Organic Social M Direct 4 Paid Search

(<< I <IN < I <

<]

Q search

er prim..channel group) ~

Total

Organic Social

Organic Search

Paid Search

Direct

Cross-network

Paid Social

Paid Shopping

Unassigned

Al Assistant

Bafarral

Organic Search A Cross network

+

& Total users

207.757

81,140 (29.89%)
69,335 (28.56%)
27,500 (19.98%)
13,156 (9.56%)
6818 (4.95%)
4,286(3.11%)
3878 (2.82%)
801 (0.58%)
691(0.5%)

100 0 071

New users

127132

36,865 (29%)
36,504 (28.71%)
26,157 (20.57%)
12,140 (9.55%)
6194 (4.87%)
4073(3.2%)
3,642 (2.86%)
741 (0.58%)
681 (0.54%)

aamarn

Custom 1Jul - 31Jul 2026~

Rows per page:

Returning
users

29,950

100% of total
8373 (27.96%)
5639 (18.83%)
8470 (28.28%)
3501 (11.69%)
2,019 (6.74%)
654 (2.18%)
1,030 (3.44%)
140 (0.47%)
60(0.2%)

nim a7

207.7K/mo

Total users, up from 128.4K

(w1}

100
Average
engagement
time per

1m 03s
g0

34s

a2
1ms7s
m27s

m 4ss

1-140f14

Engaged
sessions
per active
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One KD

A one-price deals store in Kuwait built around high-volume, impulse purchases.
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ONE KD - Ul / UX

A storefront built to convert

One KD Shop's store was stuck on WordPress 4 — outdated, insecure, and selling from a bare catalogue with no variations or wishlist. Hats-Off rebuilt it on
the latest WordPress with WooCommerce, adding Best Sellers, Most Viewed and One KD Popular Products sections, full product variations and wishlists.

Launched in 2025, with the partnership continuing under AMC.

Shop More, Pay Later, Hassle-Free Returns

w Women v Men v  Kids v  Home Essentials v~ Travel Accessories v [ What are you looking for? QJ @ @ R Log In
r<E. il arl
IMAGE NOT FOUND ‘ ‘ % %r ;!e
L — e P
Kitchenware Summer Sale Kids Electronics Travel Women Health & UNISEX BAGS & Automotive Spice & Art And
And Gadgets Accessories Wellness WALLETS Accessories Condiment Crafts
Organizers

BAGS & WALLETS
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ONE KD - DEVELOPMENT

Built fast, built to scale

8 Wks 4

Development time Developers on the build

® BEFORE

* Running on WordPress 4 — a severely outdated version, years behind on security patches,
speed and plugin compatibility, putting the store at constant risk.

¢ A bare-minimum catalogue — products were simply listed with no merchandising: no Best
Sellers, no popular picks, nothing guiding shoppers toward what to buy.

* No product variations — items with multiple options couldn't be presented properly, forcing
clunky workarounds and confusing the buying decision.

* No wishlist — shoppers who weren't ready to buy had no way to save products, so the store
lost them the moment they left.

2.5+ yrs

Avg. team experience

® AFTER

Rebuilt on WordPress 7.0 with WooCommerce — the latest version of the platform: faster,
secure, and fully future-ready.

Merchandising built in — dedicated Best Sellers, Most Viewed and One KD Popular Products
sections that surface the right products and drive discovery from the homepage itself.

Full product variations — options built properly into every product, making choices clear and
reducing drop-offs.

Wishlist functionality — shoppers save products for later, giving the store return visits and
repeat sales instead of lost sessions.
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ONE KD - SEO

Democratizing Quality, Dominating Kuwait's E-commerce

We helped One KD Shop shift its story from low prices to exceptional value. Through SEO, content marketing and brand-led storytelling, we positioned the
platform as a trusted destination for everyday essentials at a fixed 1 KWD — highlighting partnerships with leading brands and optimising the customer

journey to cut acquisition costs by 40% and reach a 52% repeat purchase rate in five months.

® BEFORE ® AFTER
‘ Allaccounts > The One KD Shop . e Allaccounts > The One KD Shop . e
Al Analytics  The One KD Shop - Q Try searching "URL builder + UTM H R~ e .1l Analytics  The One KD Shop - Q_ Try searching "URL builder + UTM HERYaN ) o
" 0+ Traffic acquisition: Session primary channel group (Default... @ - +  cuom 10ct-310ct2025 ~ 3 Wl @ < » /2 [ 0o+ Traffic acquisition: Session primary channel group (Defaultc.. © ~ +  cwsom 1iui-stu206 - O Wl @ < » 2
0 @ Total @ Direct W Orgnic Social 4 Organic Search ¥ Unassigned A Referral 0  Total @ Organic Search M Direct # Organic Social ¥ Al Assistant A Unassigned
Q Q search. Rowsperpage: 10~ 1-70f7 Q Q_ search Rowsperpage: 10  + 1-80f8
& Session primary..channel group) = |+ Sessions Engaged  Engagement Average Events Event count Keyeve & on primary. channel group) -+ Sessions Engaged  Engagement Average Events Event count Key even
R 2 primary 0 v R L] ; grous v
sessions mie  engagement per Al event sessions Wie  engagement B Pipe
Umeper  session Umeper  session
Session Session
. 6526 2776 a254% m 08s 106 e9542 .  somo 1818 s 2msos 84 ss.a68 e
1 Direct 3957(6063%) 1188 (428%) 30.02% 298 667 26388(37.95%) 3 1 Organic Search 3166(37.86%)  708(39.01%) 6072% 2ma9s 1847 21541 (38.56%) 220035
2 Organic Social 1615(2675%) 1,090 (39.27%) 67.49% ms0s 1604 25904 (37.25 0 2 Direct 162(37.73%) 581 (32.01%) s0% msss 123 143622571% 2600 (41
3 Organic Search 671(1028%)  494(17.8%) 73.62% 3m a0 2499 16771 (2412 o 3 Organic Social e73(@185%) 499 (27.49%) 7415% ama0s 2833 19069 (34.13%) 1.00(17.
4 Unassigned 234 (359%) 301%) 128% 165 174 408 (059 o 4 AlAssistant 26084 19(1.05%) 73.08% imass 1427 371 (066%) 200
5 Referral 8012%) 4014%) s0% sts 775 62(009%) 0 5 Unassigned 8026 2(011%) 25% 6m s0s 3513 281 (05%) 000
6 Paid Search 2(003%) 0(0% 0% 0s 300 6001 0 6 Paid Search 6019 4(022%) 66.67% 1m2ss 533 32(0.06%) 000
7 Cross-network 1(0.02%) 0(0%) 0% 0s 3.00 0. 7 Paid Social 3(01 3(0.17%) 100% 10m 54s. 56.67 170 (0.3%) 0.00
@ ] 8 Referral 301 3(017%) 100% mis 1400 42(0.08%) 000
> ©2026 Google | Analytics home | Terms of Service | Privacy policy | [3) Send feedback >

+372% 37.9% 58.9% 3,839/mo

Organic search sessions (Oct 25 -> Jul 26) Share of sessions from organic search, up from 10.3% Engagement rate, up from 42.5% Total organic sessions, up from 2,286
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ONE KD - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

150-450 8,000 - 22,000 2.1% -4.5% 5

New followers Avg. monthly reach Engagement rate )
Campaigns run

@ T2545

e R

Order online on theonekdshop.com & get COD Order online on theonekdshop.com & get COD Order online on theonekdshop.com & get COD
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ONE KD - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9%

Uptime

99%

Performance

711ms

LCP

Grade

1.5s

Full page load

94%

Structure
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CLIENT 4 / 11

AtoZ

A multi-category online marketplace spanning everyday essentials to electronics.
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ATOZ - Ul / UX

A storefront built to convert

A to Z Shop went from fighting its own platform to running it — a store the team manages independently, a shopping journey that guides discovery, and
checkout innovations like OTP login, WhatsApp updates and 10% partial payments that remove every excuse not to buy. The AMC partnership since 2021
keeps it evolving.

™ Krost @Contactus Shop AboutUs Blogs @Login

KROST»

ONE STOP SOLUTION Category + Brands +

DEWALT FROM
CONSTRUCTION
TO CREATION

Dewalt drives your passion with precision
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ATOZ - DEVELOPMENT

Built fast, built to scale

5 Wks 4

Development time Developers on the build

® BEFORE

* Trapped on Magento — a heavy platform the client's team found very difficult to manage;
every catalogue update and change depended on technical intervention.

* No discovery layer — no popular searches, no featured brands, no curated deals; shoppers had
to know what they wanted before they arrived.

* Friction-heavy user journey — conventional login and no order communication loop, leaving
customers in the dark between checkout and delivery.

* Full payment or nothing — customers had to pay the entire amount upfront, a real barrier for
higher-value orders.

3+ yrs

Avg. team experience

©® AFTER

¢ Complete replatform to WordPress — the entire store rebuilt on WordPress + WooCommerce,

giving the client's own team full, easy control over products, content and pricing.

* A proper discovery layer —Popular Searches, Featured Brands, Discover Krost Products

and Deals You Don't Want to Miss sections that guide shoppers from the homepage to the

right products.

* Frictionless entry with Mobile OTP — customers log in or register with just their mobile

number and OTP — no passwords, no drop-offs at the door.

*  WhatsApp order journey — automated WhatsApp updates at order confirmation, shipment

and completion, keeping customers informed on the channel they actually check.

¢ Partial Payment innovation — a custom-built payment flow where customers pay just 10%

upfront and the balance on delivery — lowering the commitment barrier and unlocking orders

that full prepayment would have lost.
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ATOZ - SEO

Authentic Value, Personalized Shopping Experience

We helped AtoZ (Burhani Tools) build a strong digital presence in India's competitive e-commerce market through SEO, content marketing and personalised

shopping experiences. Optimised search visibility, stronger category pages and Al-driven product recommendations lifted average order value by 38% and

repeat purchase rate to 61% within six months.

® BEFORE ® AFTER
‘ Allsccounts > Burhani Toos . e
Al Analytics  Burhani Tools - Q_ Try searching “URL builder + UTM"* n @ e Al Analytics
" 0+ Traffic acquisition: Session primary channel group (Default... © -+  cuwom 1Aug-31au92025 -~ O Ml @ < » 7/ ] 0o+
% e
@ @ Totl @ Organic Search 8 Dt  Organic Soial ¥ Refer A Unassigned @
@ Q search Rowsperpage: 10 v 1-6of6 Q@
= Session primary_channel group) ~ | + & Sessions Engaged Engagement Average Events Event count Key
sessions Wi engagement per Ailevents - Allew
Umeper  session
. 726 1746 66.26% 1m23s 1214 218.227
100% of ot 100% of ot A0 A0 Ao 00% ot tota
1 Organic Search 13471 (76%) 9,269 (78.91%) 68.81% 1m 265 1248 168,141 (78.12%) 2200
2 Direct 2513(1418%)  1415(1205%) s631% moss 023 25716 (11.95% 31.00
3 Organic Social 610(344%)  433(369%) 70.98% 1m29s 1156 7,054 (3.28%) 10
4 Referal sa407%) 335 (285%) 61.58% 2m14s 1916 10424 (4.84%) 20
S Unassigned WO 120080 s201% 1m23s 1283 2964 (1.38%) 20
6 Organic Video 75 0.42%) 60(051%) 0% im1ss 1237 928 (0.43%) 10
(] (<]

©2026 Google | Analytics home | Terms of Service | Privacy policy | [3) Send feedback

+140% +136% 84%

Organic sessions (Aug 25 -> Jul 26) Organic search sessions

Allaccounts > Burhani Tools

Burhani Tools ~

Q_ Try searching "URL builder + UTM"

Traffic acquisition: Session primary channel group (Defaultc.. @ - +

Session primary..channel group)

Total

Organic Search
Direct

Organic Shopping
Unassigned

Al Assistant
Referral

Organic Social
Cross-network

Organic Video

Share of sessions from organic

+ 3 Sessions

40,32;

31,848 (8.3

4186 (20.6

1994 (9.81

1,108 (5.45

578 (2.84

366 (1.8

71035

27(013%

230M

©2026 Google | Analytics home | Terms of Service | Privacy policy | [ Send feedback

3

Engages

d

1010

100% of o
6448 (635
1547 (1531
1312 (1298
301 (298
231229
209207
45045
14014

8(0.08

6

Engagement
rate

49.73%
54.42%
36.96%

65.8%
2717%
39.97%

57.1%
63.38%
51.85%

3478%

40.3K/mo

Custom 1Jul - 31Jul 2026~

Average
engagement
time per
session

Events
per

Total sessions, up from 17.7K

omnae

Event count

Al events +

146,489

86,113 (8.78%)

26064 (1779

19,032 (12.99%)
5612 (3.8
3358 (2.29%)
4308 (204
1,640 (112
206 (014

156 (0.11
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ATOZ - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

100 -300 5,000 - 15,000 1.5% - 3.8% 3

New followers Avg. monthly reach Engagement rate .
Campaigns run

KROST KROST Lo KROS>Z

PRECISE
AND CONT-
ROLLED
HEAT) §

Unleash the power of KROST'S

Powerful
Tools

Zero Excuses.

(®) construction d ;
Automative e T S CUT PRECISELY!
2000 Watt Corded ] = Our Cordless Angle Grinder Machin

@ Metalwork

() Woodworking

meetsiallrequirements

220°C-650°C Heat Settings

Best seller on aMazon.in Best seller on aMazon in Best seller on aMazon.in Best seller on aMAzoNin

Now also available on www.krost.in Now also available on www.krost.in Now also available on www.krost.in Now also available on www.krost.in
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ATOZ - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 2.5s

Uptime LCP

76% B

Performance Grade

6.9s

Full page load

90%

Structure
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My Perfumes

A UAE fragrance brand with a wide portfolio across mass and premium tiers.
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MY PERFUMES - SEO

Niche Fragrance Expertise Meets UAE Luxury

We helped My Perfumes strengthen its position in the UAE's luxury fragrance market through SEO, content marketing and brand storytelling. Educational
content around fragrance craftsmanship, oud traditions and exclusive collections positioned the brand as a trusted destination for niche perfumes, improving
conversion rates by 52% and average order value by 48%.

® BEFORE ® AFTER
i Al accounts > My Perfumes . e . Allaccounts > My Perfumes . e
A Analyties My Perfumes - Q_ Try searching “users today’ H R~ ° | Analytics My Perfumes - Q_ Try searching “users today HERYaN ) °
L] 0+ User acquisition: First user primary channel group (Default ch.. @ -+  cusom 15ept-30sept202s - O Ml @ < » ] 0o+ User acquisition: First user primary channel group (Defaultchan... @ - +  cusom 1su-31ui2026 -~ O Wl @ < A
- users engagement sessions Allevents = Alle
Search. Rowsperpage: 10 v 1-100(10
aciive user user
<) -] First user prim..channel group) ~ | + ¥ Total users New users Returning Average Engaged Event count Ke @
users 0"‘13"]““\‘"‘ ‘0“‘;’"* All events ~ Alle Total 30,879 7.548 m14s 0.87 358,978
imeper  peractive otal , - 0ot poo 0% of o
@ imeper e [ 10 100% o total ! N Mg ™ 1 oal
1 Organic Search 35200 (43.9 13032(422%) 4579 (60.67%) mazs 106 188007 (5237 64250
_— 31206 27419 8084 m23s 097 419556
100% of tota 100% of ota 100% of ota A0 Ao 100% o ota 2 Direct 13227 (38.18%) 12380 (40.09%) 1,629 (21.58%) 365 065 104955 (29.24 2395
rganic Sear 7. ( (6321% &)
1 Organic Search 17799 (57.04%) 15303 (5581%)  5110(63.21%) 1m3ss 107 251348(5991%)  9618C s 0 e R e — - PRI e
2 Direct 9278(2073%) 8297 (3026%) 2259 (27.94%) m17s 091 126183(3008%) 5338 1+ Crossmetwork 1200 (375 1239 (4015 286 (5794 s 008 16030 (447 .
3 Paid Search 1314(421%) 1,009 (3.68%) 524 (6.48%) 2m s 117 25753(614%) 1439 B o PIUPR. D) e o P -
4 Paid Other 1096 (351%) 1088 (397%) 44 (054%) 0s 015 3899 (0.93%) 2 o oisplay 435 0250 200 5050 1moos 05 L9540 54 .
5  Referral 585 (1.87%) 519 (1.89%) 115(1.42%) 34s 0.79 4782(1.14%) 73 7 Referral 389 (1.12 346 (1.12%) 80 (1.06%) S6s 0.87 3270 (0.91 m
6 Crossetwork 526 (1.69%) 515.01.88%) 30(037%) 34 o7e 3461 082%) s 8  Organic Social 271(0.78 272(0.88%) 7(0.09%) 23s 052 1,346 (037" 18
7 Paid Social 274 (0.88%) 270 (0.98%) 12(0.15%) 12s 0.41 1,405 (0.33%) 9 0 T TS 06D BOEED) . - .
8 Organic Social 21707%) 217 079%) 2(0.02%) e 078 112(027%) 7 10  Paid Social 126 (0.36 121 (0.39%) 2(0.03%) 26s 0.60 566 (0.16 1
9  Unassigned 202 (0.65%) 200 (0.73%) 16 (0.2%) 40s 0.70 1,610 (0.38%) El
10 Organic Video 1(001%) 1(001%) 0(0%) 0s 000 3(<0.01%)
& 15 2[5

©2026 Google | Analytics home | Terms of Service | Privacy policy | [ Send feedback

+97% +98% 65% 54.6K/mo

Organic users (Sept 25 -> Jul 26) Organic search users Share of users from organic Total users, up from 31.2K
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MY PERFUMES - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

1,200 - 3,500 90,000 - 220,000 2.2% - 3.9% 16

New followers Avg. monthly reach Engagement rate )
Campaigns run

Uit G2 Gt
TERRE DE SANTAL

24 /54



Lamac

A fashion and lifestyle label selling direct to a young, mobile-first audience.
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LAMAC - Ul / UX

A luxury shopping experience with complete control

The previous Magento website showcased LAMAC's premium furniture collection but made content management and advanced customization difficult. We
rebuilt the platform in WordPress with a refined luxury aesthetic, a smoother shopping journey, and custom merchandising tools, giving the client complete

flexibility to manage products while improving performance, SEO, and the overall customer experience.

EE Home  About us Product ~ Free Sample Blog Contact Us Q het (9 1-99

Living Room Furniture  Dining & Kitchen Furniture ~ Bedroom Furniture =~ Home Office Furniture ~ Storage Furniture ~ Outdoor Lounge Furniture ~ Home & Accessories

A

A K
JRID'8haTo)8RY & Modern Touch
® For Your Living Room

Shop Now
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LAMAC - DEVELOPMENT

Built fast, built to scale

8 Wks 2 4+ yrs

Development time Developers on the build Avg. team experience

® THE CHALLENGE ® WHAT WE BUILT

* Magento’s complexity — the existing platform made website updates and content management * WordPress migration — rebuilt the website on WordPress, giving the client complete control over
difficult for the client. products, content and ongoing updates.

* Limited customization — implementing business-specific features required significant *  Luxury-focused UI/UX — a premium shopping experience that better reflects LAMAC’s handcrafted
development effort. furniture and home décor brand.

* Conventional shopping experience — the website lacked the premium user journey expected from ® Custom SEO listing engine — a custom plugin that generates SEO-optimized product listing pages for
a luxury furniture brand. targeted keyword rankings.

* Weak SEO merchandising — category and product listing pages couldn’t be optimized for targeted * Performance optimization — improved page speed and responsiveness for a smoother experience
SEO keywords. across all devices.

* Performance constraints — the platform required optimization to deliver a faster, smoother ®  Flexible custom development — bespoke features and workflows tailored to the client’s business
browsing experience. requirements, enabling future scalability.
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LAMAC - SEO

Retail Experience Redefined Digitally

We helped Lamac bring its luxury retail experience into the digital space through SEO, premium content and personalised customer journeys. Stronger
organic visibility, experience-led content and a better online shopping journey positioned Lamac as a trusted luxury destination in the UAE, lifting conversion

rates by 45% and customer lifetime value by 62%.

® BEFORE ® AFTER
X Allaccounts > Hala Toy Sation . e X Allaccounts > Hala Toy Station
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time per session 1 Organic Search 19,285 (43.16%) 277 (19.7%) 21.56% 15s 6.69
Session
2 Direct 1M52(387%) 792 (56.33%) 68.75% m23s 17.60
ol 1016 sis 50.69% m1ss 9.49 9643
ol 100% of otal 00% of total Avg0: AvgO Avg 0" 100% of total 3 Organic Social 276(9.27%) 208 (14.79%) 75.36% 20s 1011
1 Direct 581(57.19%) 221 (4291%) 38.04% m16s 778 4523 (46.9%) o 4 Unassigned 108(349%)  38(242%) 3269% 31 33
2 Organic Search 203(2884%) 207 (40.19%) 7065% 1m20s 1200 3515 (36.45 o1 5 AlAssistant 87(292%) 523.7%) 59.77% 20 1272
3 Organic Social W9 79(1538%) 6529% 33s 874 1,057 (10.96%) o 6 Referral 63212%)  40(284%) 63.49% m15s 1978
4 Unassigned 10(0.98%) 0(0%) 0% ms0s 890 89(0.92%) o1 7 Paid Other 2(007%) 1007%) so% 30 650
5 Referral 8(0.79%) 7(1.36%) 87.5% 6m 575 57.38 459 (4.76%) ol 8  Paid Social 2(0.07%) 0(0%) 0% [ 5.00
(4] ©
-] -]
> ©2026 Google | Analytics home | Terms of Service | Privacy policy | [0 Send feedback > [ lytics home | Terms of Service | policy | [
47x 66x 93% 21.0K/mo
Organic sessions (Dec 24 - Jul 26) Organic search sessions Share of sessions from organic Total sessions, up from 1.0K

< 00

Dmwa<w~7z

Rowsperpage: 10~

Event count
Al events +
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00% of total
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20,278 (57.59%)

2789 (7.92%)
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13(0.04%)

10(0.03%)
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82.00
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14.00

16.00
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LAMAC - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

200 -500 12,000 - 35,000 2.5% - 5.0% 7

New followers Avg. monthly reach Engagement rate

Campaigns run

beautifully hidden

&M
Barstool
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LAMAC - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 4.0s

Uptime LCP

71% B

Performance Grade

Os

Full page load

83%

Structure
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CasaMiilano

A home, interiors and sanitaryware brand selling considered, high-ticket products.
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CASAMILANO - SEO

Italian Heritage Meets Digital Affluence

We helped CasaMilano expand its global digital presence through SEO, luxury-focused content and heritage-led storytelling. Search visibility across

international markets and content around authentic Italian craftsmanship, artisan heritage and luxury design positioned CasaMilano for discerning buyers,

lifting average order value by 85% and conversion rates by 54%.

® BEFORE

Allaccounts > Casa Milano

Al Analytics  casa Milano - Q  Try searching "URL builder + UTM"

o +) Traffic acquisition: Session primary channel group (Default... © - +

Q Search

2 20 2
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1 Direct
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3 Organic Shopping
4 Unassigned
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7  Paid Search
]
-]
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0% 0s
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Rows per page: 10
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® AFTER

Al Analytics
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Q
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©
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3,000

Engaged organic search sessions/mo, up from 560
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Organic Search
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5 Display

6 Referal
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1.00 (¢
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CASAMILANO - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.
Mentioned results are organic without any paid Ads.

800 - 2,200 60,000 - 160,000

New followers Avg. monthly reach

1.6% — 3.5% 8

Engagement rate

Campaigns run

i

33/54



Heavenstar

A consumer-electronics retailer competing on range, price and after-sales trust.
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HEAVENSTAR - Ul / UX

Smarter product discovery for a growing electronics store

Heaven Star Electronics already offered a wide range of genuine branded electronics but needed enhancements to improve product sharing, SEO, and the
overall shopping experience. We extended the existing WordPress platform with custom functionality that makes product variations easily shareable and

developed SEO-focused product listing tools, creating a more discoverable, user-friendly, and conversion-focused eCommerce experience.

L
e Login/Register
: Ay/ eguenstar sarch for “ts... R I Q Qc
1.| Search for products. a Accounts

il elertronics [ rading

iPhone ~ Samsung v iPad * Google v OnePlus ~ Xiaomi ¥ Nothing ~

Galaxy Z Fold8 Ultra | Fold8 | Flip8

Galaxy Al 4

Mirrorless Camera
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HEAVENSTAR - DEVELOPMENT

Built fast, built to scale

8 Wks 4

Development time Developers on the build

® THE CHALLENGE

*  WooCommerce limitation — product variations couldn’t be accessed or shared through
unique URLs.

® SEO growth constraints — the platform lacked the ability to create dynamic, keyword-focused
product listing pages.

® Customer friction — recipients of shared product links had to manually select the desired

variation again.

* Need for scalable customization — the client required functionality beyond standard
WordPress capabilities.

* Balancing flexibility with performance — new features needed to integrate seamlessly without
affecting the shopping experience.

5+ yrs

Avg. team experience

® WHAT WE BUILT

Variation deep-linking system — custom functionality that generates unique URLs for each product
variation and automatically loads the selected variation when opened.

Custom SEO page generator — a plugin that builds SEO-optimized product listing pages around
targeted keywords.

Advanced WooCommerce customization — extended core functionality without compromising
stability or usability.

Improved shopping journey — simpler product sharing and fewer steps for customers arriving from
shared links.

Scalable architecture — reusable custom solutions that support future growth and ongoing

SEO expansion.
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HEAVENSTAR - SEO

Electronics Excellence, Authentic Expertise Hub

We helped Heavenstar Electronics build a stronger presence in the UAE's competitive electronics market through SEO, content marketing and expertise-

driven storytelling. Detailed product guides, comparisons and expert reviews positioned Heavenstar as a trusted source for informed purchase decisions and

improved conversion rates by 44%, building loyalty on trust rather than price.

Custom 1Jul - 31Jul 2026~

HCO N - ]

Dmwa<w~7z

Average
engagement
time per
Session

® BEFORE ® AFTER
X Al sccounts > Heaven Stor . Allaccounts > Heaven Star
5 U™ H i r i +UTM"
Al Analytics Heaven Star ~ Q  Try searching "URL builder + UTM n < e o A Analytics Heaven Star ~ Q  Try searching "URL builder + UTM
L] o +) Traffic acquisition: Session primary channel group (Default... cusom 1Sept-30sept2024 -+ O Ml @ < A 2 ] o + Traffic acquisition: Session primary channel group (Defaultc.. @ - +
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vg 0 100% of total
8.58 24747 (59.83%)
7.55 14,909 (36.05%)
14 325(0.79%)
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HEAVENSTAR - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 1.9s

Uptime LCP

76% B

Performance Grade

5.5s

Full page load

84%

Structure
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Play & Dreams

A kids' toys and play-essentials D2C store, built for gifting-season demand.
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PLAY & DREAMS - Ul / UX

A More Engaging Experience for Families

A fun, modern storefront where parents can browse indoor play areas, birthday parties, camps and family activities with ease — clear navigation and vibrant

visuals make it simple to discover services, book experiences and keep up with events.

Search here... @ (7 @ ®

Store Wishlist Cart Signin

= BRANDS OUTDOOR PLAY & ACTIVITY ~ REMOTE CONTROL VEHICLES ~ ACTION FIGURES ~ ANIMAL FIGURES ~ PLAY VEHICLES %, +971509695474 ‘.. OFFERS

Back to -

Must-have items for the new term!

“sHop Now SARE. X,

e T ) ——

Shop By Category
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PLAY & DREAMS - DEVELOPMENT

Built fast, built to scale

5 Wks 6

Development time Developers on the build

® BEFORE

.

Scattered services — play areas, parties, camps, cafés and events spread across
unrelated sections.

Buried details — activities, pricing, timings, locations and booking took several pages to
piece together.

Dated interface — limited visual hierarchy left key information and calls-to-action unnoticed.
Inconsistent layouts — sections varied in structure, so content was hard to scan.

Weak discoverability — service pages had little search optimisation.

7+ yrs

Avg. team experience

® AFTER

Clear categories — services grouped so parents find the right experience fast.
Streamlined journey — discovery to enquiry and booking with minimal effort.
Modern, responsive Ul — colourful, readable and engaging across desktop and mobile.

Structured content — clear sections, engaging visuals and concise descriptions of

every offering.

Unified design system — consistent across activities, events, party packages, galleries

and forms.

SEO-friendly structure — hierarchy, metadata, headings and internal linking tuned for play,

party and kids' activity searches.
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PLAY & DREAMS - S

EO

Playful Innovation, Authentic Family Values

We helped Play and Dream strengthen its digital presence by positioning the brand around parental trust, child development and quality-driven play

experiences. Through SEO, content marketing and educational storytelling built on safety standards, product benefits and expert-backed guidance for

parents, we improved conversion rates by 51% and reached a 56% repeat purchase rate.

® BEFORE
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oAl Analytics  play and dream -
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[N <IN << I < I < }

Organic sessions (Aug 25 - Jun 26)
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> Userattributes

@ O Lbrary

“ <

90%

Share of sessions from organic

Q

0+

[ << < I <]
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Unassigned
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& Sessions
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11,993 (76.32%)
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51(0.32%)
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sessions

15,559

100% of tota
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366 (235

126 (0.81%)

65(0.42
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49031

3(0.02%

Engagement
rate

99.01%
99.02%
99.95%
96.39%

100%
s833%
o8.48%
sanz%

100%

100%

Dmwea

Average
engagement
time per
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PLAY & DREAMS - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

300 -800

New followers

//' THAT YOUR C

Lov
\\‘

Q Dubai: Gty Centre Deira

18,000 - 45,000

Avg. monthly reach

&m

Pick your favourite colour,

Make your favourite drink

-AED-60-
AED 48.6

yanddream.ae

Mall | World Trade Center

2.8%-5.2%

Engagement rate

MIGHTY MEGASAURS ARE ALL READY A~~~
TO TAKE YOU BACK IN HISTORY! 4

Explore the
Dino-Universe

Download App >¢ | com 5677722341 wwwpbyar\ddmm ae

© Dubai: City 1 Circle mall | 1 World Trade Center

2

Campaigns run

9 Dubai: City Dentre Deira | Arabian Center | Circle Mall
. +9715 67772234 | ®www.playanddream.ae
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Taha Perfumes

A perfume house with an in-house line and a strong regional following.
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TAHA PERFUMES - SEO

Artisan Fragrance Craft, Authentic Tradition

We helped Taha Perfumes strengthen its digital presence by highlighting its authentic craftsmanship and traditional fragrance expertise. Through SEO,
content marketing and educational storytelling, we positioned the brand as a trusted destination for enthusiasts seeking genuine oud and artisanal perfumes

— improving conversion rates by 58% and reaching a 62% repeat purchase rate through personalised digital experiences.

® BEFORE ® AFTER
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1 Organic Search 278(458%)  192(65.98%) 69.06% m1ds 1892 3869 (49.22%) 0.0 3 AlAssistant 0@E9%  3589%) s0% a1 576 403 221%) 0.00(
2 Direct 271 (sa65%)  79(2715%) 2015% 326 1308 3532 (44.94%) 0.00( 4 Organic Social 19.(1.06%) 12.(1.68%) 6316% Tmi2s 19.68 374 (2.05%) 0.00(
3 Unassigned 24(3.95%) 2(0.69%) 833% 128 246 59 (0.75%) 000( 5 Referral 6(033%) 3(042%) s0% m17s 967 58(0.32%) 0.00¢
4 Organic Social 18(297%) 9(3.09%) s0% 188 489 88(1.12%) 000( 6 Unassigned 4022%) 0(0%) 0% 3s 150 6(003%) 0.00(
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Organic sessions (Nov 25 = Jul 26) Organic search sessions Engaged organic search sessions/mo, up from 192 Total sessions, up from 607
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TAHA PERFUMES - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.
Mentioned results are organic without any paid Ads.

150-400 7,500 - 20,000 2.0%-4.2% 8

New followers Avg. monthly reach Engagement rate

Campaigns run
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CLIENT 11 / 11

COUJO

Classic upholstery fabrics — digital print, faux suede, vegan leather and woven ranges
for sofas, headboards, cushions and chairs.
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couJo

Ul / ux

One dashboard for the whole order pipeline

COUJO is an ordering app and back-office platform: customers place orders from the app, invoices generate automatically, and credit limits, live stock search

and dispatch status are enforced in one place. The admin dashboard puts branches, brands, orders, payments and inactive customers on a single screen.

couJo

Dashboard
Branches
Customers
Locations
Delete Req
Inventory
ltems
Collections
Applications
Logistics
Orders [ 602 ]
Cart [0
Banners
Notification

Enquire

Dashboard

ACTIVE CUSTOMERS

540

Delivery & Dispatch

Brand Performance

VALUEXE
CUSTOMERS ORDERS
AnO N TAaAa

TOTAL BRANCHES

4

609

In Prog

PAYMENT RECEIVED
FR2 A2 1R

TOTAL ORDERS

4,479

[ Platform Breakdown

Android
595 3,420
81.1% order shares

® ECONEST

CUSTOMERS ORDERS

nan 1740

Branch

PAYMENT RECEIVED

¥1,02,60,682

10S

PAYMENT RECEIVED
F 2019 BERR

All Brands

798
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COUJO - DEVELOPMENT

Built fast, built to scale

12 Wks 5

Development time Developers on the build

® BEFORE

* An unreliable legacy system — the earlier setup carried persistent issues that slowed
daily ordering.

* Not user friendly — the app was hard to navigate, so customers needed hand-holding to get
through it.

* Stock search only — the app did nothing beyond looking up stock; ordering
happened elsewhere.

7+ yrs

Avg. team experience

® AFTER

A full-featured app — rebuilt end to end on a modern tech stack.

Ordering made simple — a user-friendly flow that lets customers place orders in a few taps.

Fast and secure — quick load times with secured access and transactions.
Integrated — connected with Zoho and Google APIs for invoicing and live data.

Launched on both platforms — live on Android and iOS.
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COUJO - APP DEVELOPMENT

A shopping app in every pocket

967

Downloads

PLATFORMS & STACK

ios Android React Native

KEY FEATURES

Stock search Order placement

Payment gateway Location API

4.6

App rating

Push notifications

Credit limit

Ledger

Secure OTP login

Add to cart

m:n

HELLO!

Aarohi Furniture

Shop by Applications

Sofa Upholst.. Cushion Fab..  Chair Fabric

Our Premium Collections

R Ly

all T ==
P e
Q

Curtains

all & =

¢— Order Details

Order ID: 1234567890ABCD1234

Delivered

11 Feb, 2026 / 2:37 PM

B Order Details

Placed on: Wed 09 Feb, 2026 | 11:11 AM
Order total: ¥63,700

Order status: Delivered

Payment status: Partially done

Pending payment: 13,700

@ ltems(2) ~

CONGO 11
Congo

*5 ¥956 63% Off

aty: 50

LiLy

Collection Name
+26 1116 37% Off

aty: 85

@ Price details ~
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¢— Account Statement

BALANCE DUE
21,54,086 i

¥1,44,646

¥3,76,385

—
JULY 2026
Invoice

CJO-26-27-9077 - due on 16/07/2026

Payment Received
7833 21,840.00 for payment of CJO-

Invoice
(CJO-26-27-9088 - due on 16/07/2026
Invoice
‘CJO-26-27-9088 - due on 16/07/2026
Invoice
(CJO-26-27-9077 - due on 16/07/2026

JUNE 2026

Invoice
(CJO-26-27-9077 - due on 16/07/2026

¥3,66,945

Amt: 31,44,616
Bal: 3144616
Amt: ¥2,720.00
Bal: 21,47,366.00
Amt: ¥1,840.00
Bal: ¥1,49,206.00
Amt: ¥1,840.00
Bal: #1,49206.00
Amt: 31,44,616
Bal: 7144616

Amt: 31,44,616
Bal: 71,44,616
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COUJO - SOCIAL MEDIA

A social presence that sells

The figures mentioned bellow are a combined count from all social media platforms of the brand.
Mentioned results are organic without any paid Ads.

The figures below are a combined count across all of the brand’s social platforms.
Results are organic, without paid ads.

100 - 350 6,000 — 18,000 2.4% — 4.8%

New followers Avg. monthly reach Engagement rate

N
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GROWING STRONG IN

The Fabric of Fast
Moving Furnitur

Coujo continues to support
dealers across the city.

&

2

Campaigns run

<
couIo

www.coujon
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COUJO - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9%

Uptime

99%

Performance

765ms

LCP

Grade

852ms

Full page load

91%

Structure
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WHY HATS OFF

Why ecommerce brands choose us

® Ecommerce specialists ® One integrated team
We know commerce patterns cold — category and product Design, development, SEO and integrations — one accountable
pages, cart, checkout and the trust signals buyers look for before partner, zero finger-pointing.
they pay.
e Bilingual & RTL ready e Built to convert
Proven English + Arabic, RTL-ready delivery for regional and Conversion work and SEO that turn visits into completed orders.

multi-market audiences.
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Let's build the next chapter
of your digital presence.

Website Email  Phone
hatsoffdigital.com poke@hatsoff.co.in +91 99232 87864
== 197150272 9288



