CHARLIE A. JOHNSON / SELECTED DTC CASE STUDY

God Is Dope Testing System

Building a paid-social account that learned faster than it spent.
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| treated every ad as a combination of five components: asset, Eiﬁ::::::::;ﬁ . i
message, offer, audience and placement. Each testing batch was gﬁ:f;,’,",,Z'f,ZZL",ZT::ZLZZT - o -
roughly 60% recombinations of proven parts and 40% net-new E::ﬁ:::-:j«:::;::: - el B
exploration. The output was not simply a winner or loser; it was a [ [T — - o o
reusable map of what the brand could say, show and sell to each gZZ;:Z',}ZZZSZZZZZL,’f, o )
customer state. B oo

ASSET MESSAGE OFFER AUDIENCE PLACEMENT

A winning ad became a set of reusable inputs.
That made the next test faster, cheaper and more informed.

6.03x $1.01 $17.8k 8.17x

purchase ROAS across average cost per add to spend in the copy variant on $1.23k

685 ad sets cart representative slice spend
Component library Same creative set, multiple messages and offers
Tracked creative assets and copy separately, then
recombined known winners instead of rebuilding every yrres aTe ==
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campaign from zero.
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Message-to-merchandise fit

Scarcity for drops and restocks; price anchoring for volume
tees and hats; faith-led identity language for core brand
creative.
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Audience architecture

Customer-file cohorts by order depth and value, plus Variants shown from 4.35x to 8.17x ROAS, with spend concentrated into the
video-view, add-to-cart and purchaser recency ladders with strongest combinations.
deliberate exclusions.
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Why the method transfers

The matrix changes by brand, not the loop. Beauty maps demos and
proof; supplements map problem states and trust; fashion maps
identity, scarcity and offer. Hold four variables steady, isolate one,

R then carry the winning component into the next batch.

ANNUAL REVENUE SCALED FROM

$2m to $15m
Across 24 months. Best drop day: $353k; $212k in hour one. 6.74X ROAS on $3 -88k Spend

Highest-spend copy variant visible in the supplied account slice.

EVIDENCE Meta Ads Manager account slices + internal copy and audience testing workbook.

Account screenshots are representative windows; broader commercial metrics cover the retained growth engagement.



