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MARKETİNG MANAGER | GROWTH STRATEGİST 

I’m Qhama 

ABOUT ME

I’m a results-dr�ven market�ng leader w�th a BSc �n Stat�st�cs and over 7 years
of exper�ence del�ver�ng powerful brand messag�ng, generat�ng revenue
growth, and develop�ng �ntegrated campa�gns that truly connect.

I’m known for blend�ng creat�ve th�nk�ng w�th data-led strategy to launch
h�gh-perform�ng �n�t�at�ves across reta�l, e-commerce, FMCG, B2B and d�g�tal
platforms.

I’ve led market�ng teams, bu�lt customer journeys that boost loyalty and
sales, and cons�stently del�vered measurable growth — even �n resource-
constra�ned env�ronments. I bel�eve �n mak�ng bold dec�s�ons, stay�ng close to
customer �ns�ght, and work�ng smart to del�ver what matters most: real
results.
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KEY SKILLS

D�g�tal Market�ng Strategy
SEO & SEO
Convers�on Rate Opt�m�sat�on
Data Analyt�cs
Market�ng Research & Analys�s

Ema�l & SMS Market�ng
Content Market�ng
Soc�al Med�a Market�ng
Customer Acqu�s�t�on & Retent�on
Brand Bu�ld�ng



Bachelor's of Sc�ence (BSc) �n Appl�ed Stat�st�cs

Un�vers�ty of Cape Town

Educat�on Foundat�ons of D�g�tal Market�ng and E-commerce
Cousera - Google

Google Analyt�cs Cert�f�cat�on
Sk�llshop

Google Ads Cert�f�cat�on
Sk�llshop

D�g�tal Market�ng Cert�f�cat�on
HubSpot Academy

Inbound Market�ng Cert�f�cat�on
HubSpot Academy

Soc�al Med�a Cert�f�cat�on
HubSpot Academy
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Overv�ew of My Exper�ence

eCommerce 

2023 - Present

Market�ng Manager - Monark Global 
Freelance D�g�tal Market�ng Spec�al�st 

Reta�l

eCommerce 

2022

D�g�tal Market�ng Manager - 
     Turr�m Internat�onal

Omn� Merchant - The Fosch�n� Group

Reta�l FMCG

eCommerce 

2021

E-commerce Manager - Earthly Sent

Reta�l FMCG

eCommerce 

2018

D�g�tal Market�ng Freelancer

Reta�l FMCG

Hosp�tal�ty Educat�on SAAS
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Case Study 1: Half-Pr�ce Jewellery Sale Campa�gn 
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GOAL

Increase sales and clear overstocked �nventory dur�ng a seasonal
promot�onal w�ndow, w�thout damag�ng brand percept�on or
overwhelm�ng �nternal teams.

MY ROLE

Campa�gn strateg�st
Med�a buyer
Ema�l market�ng lead
Land�ng page des�gner
Team coord�nator

STRATEGY

I des�gned a mult�-channel campa�gn for Tru-D�amonds’ Half-
Pr�ce Sale that felt exclus�ve, urgent, and on-brand.

Created the promot�on framework: rotat�ng weekly
collect�ons w�th dynam�c copy and creat�ve
Managed Meta ad funnel strategy: Top-of-Funnel v�deo v�ews
ads w�th retarget�ng across warm aud�ences
Bu�lt land�ng pages w�th PageFly to gu�de users to h�gh-
convert�ng collect�ons
Implemented Klav�yo ema�l campa�gns and flows to convert
return�ng users and abandoned carts
Coord�nated creat�ve product�on (copy, banners, �mage
assets) across teams and freelancers

TOOLS USED
Meta Ads
Klav�yo 
Google Ads
M�crosoft Ads
T�kTok & Instagarm

RESULTS

Revenue l�fted s�gn�f�cantly dur�ng the campa�gn w�ndow
50%+ ema�l open rates dur�ng peak sends
Retarget�ng ads del�vered 3.8x ROAS
Customer l�st growth +14% over 4 weeks

GA4 & Polar Analyt�cs
M�crosoft Clar�ty
PageFly 
Canva
Shop�fy 



Case Study 2: £2.5M Black Fr�day Campa�gn
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GOAL

Break the company’s 2023 sales records w�th a fully �ntegrated
Black Fr�day campa�gn across pa�d ads, ema�l, and �nfluencer
market�ng.

MY ROLE

Strategy lead
Ad buyer
Ema�l copywr�ter
Influencer coord�nator
Campa�gn performance analyst

STRATEGY

Led the plann�ng and execut�on of a 360° Black Fr�day strategy:
Bu�lt pre-sale warm-up and hype sequences across ema�l and
soc�al
Created t�ered offers and messag�ng based on purchase
h�story and customer segments
Dev�sed h�gh-convert�ng Meta ad strategy w�th new creat�ves
for each stage of the funnel
Collaborated w�th �nfluencers to bu�ld cred�b�l�ty and reach
Developed all Klav�yo flows and campa�gns w�th prec�se send
t�mes and test�ng

TOOLS USED
Meta Ads
Klav�yo 
Google Ads
M�crosoft Ads
Upfluence

RESULTS

Over £2.9M �n revenue generated dur�ng the sale w�ndow
5.2:1 ROAS across Meta Ads
Exceeded the prev�ous year’s revenue by 150%

GA4 & Polar Analyt�cs & M�crosoft Clar�ty
Looker Stud�o & Google Sheets
PageFly 
Canva
Shop�fy 



Case Study 3: Brand Repos�t�on�ng for Beauty Brand
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GOAL

Help repos�t�on V�olet Jordan — a beauty brand for m�dl�fe
women — to �mprove brand �dent�ty, boost repeat purchase
rates, and strengthen �ts emot�onal connect�on w�th customers.

MY ROLE

Brand messag�ng strateg�st, 
Blog and ema�l copywr�ter
Retent�on marketer
Ema�l flow arch�tect
SEO

STRATEGY

Led a subtle rebrand through content, copy, and ema�l flows:
Created campa�gn messag�ng that celebrated “effortless
beauty at every age”
Wrote emot�onal storytell�ng blogs that doubled as SEO
dr�vers
Crafted retent�on flows �n Klav�yo des�gned to bu�ld
commun�ty and deepen customer loyalty
Bu�lt deta�led product educat�on journeys us�ng ema�l flows
and land�ng pages
Updated tone of vo�ce gu�del�nes for a more conversat�onal,
warm feel

TOOLS USED
Google Ads
Klav�yo 
Meta Ads
Shop�fy 
Google Search Console

RESULTS

Repeat purchase rate �ncreased by +22% �n 3 months
Brand search volume and d�rect traff�c grew organ�cally
Ema�l cl�ck-through rate rose from 2.8% to 5.9%
Customer feedback �mproved: “F�nally, a brand that speaks to
me”

GA4 & M�crosoft Clar�ty
D�bb SEO & SEMrush
PageFly 
Canva
Amazon Ads



Case Study 4: Customer Acqu�s�t�on v�a Ma�l Onl�ne & Nat�ve Ads

GOAL

Acqu�re net new customers prof�tably through h�gh-�mpact
med�a placements, w�th full track�ng v�a Klav�yo and land�ng
page funnels.

MY ROLE

Med�a strateg�st
Ema�l lead-gen arch�tect
Copywr�ter
Data analyst
CRO opt�m�sat�on

STRATEGY

Des�gned and deployed a nat�ve ad acqu�s�t�on strategy
target�ng m�dl�fe women:

Negot�ated nat�ve placement w�th Ma�l Onl�ne for boosted
art�cles
Des�gned ta�lored land�ng pages to collect ema�ls, educate,
and convert
Set up Klav�yo track�ng flows w�th UTMs to measure long-
term value
Bu�lt re-engagement journeys to nurture leads who d�dn’t
purchase �mmed�ately
Opt�m�sed page performance and ad creat�ves based on l�ve
data

TOOLS USED
Taboola
Ma�l Onl�ne 
Klav�yo 
Shop�fy
GA4

RESULTS

Ema�l acqu�s�t�on cost reduced by 37% w�th�n 2 weeks
Post-campa�gn ema�l flows generated £14k �n add�t�onal
revenue
Convers�on rate on nat�ve land�ng page: 4.1%
ROAS on retarget�ng ads from collected leads: 3.9x

Meta Ads 
Canva
Hotjar
Opt�Monk
Z�p�fy One Cl�ck Upsell
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Case Study 5: Shop�fy UX Opt�m�sat�on & CRO Strategy
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GOAL

Improve on-s�te convers�on rate for an e-commerce brand and
�ncrease revenue from ex�st�ng traff�c, w�thout rely�ng solely on
pa�d acqu�s�t�on.

MY ROLE

CRO strateg�st
UX analyst
Copy opt�m�ser
Test�ng lead

STRATEGY

Conducted deep analys�s us�ng Hotjar, GA4, and customer
feedback to �dent�fy fr�ct�on po�nts
Recommended homepage and PDP layout changes to
�mprove nav�gat�on and call-to-act�on clar�ty
A/B tested banners, CTAs, and product t�tles us�ng Shop�fy
tools and land�ng page bu�lders
Updated product pages w�th SEO-opt�m�sed descr�pt�ons and
stronger brand storytell�ng
Introduced urgency-based elements (countdown t�mers, “only
X left”) and trust s�gnals (rev�ews, del�very �nfo)

TOOLS USED
Shop�fy 
PageFly
Hotjar
Google Analyt�cs
Klav�yo

RESULTS

Convers�on rate �ncreased from 1.8% to 4.7% over 6 months
Bounce rate decreased by 19%
Average order value (AOV) �ncreased by 17%
T�me on s�te grew, and return v�s�t rate �mproved

Scream�ng Frog
Google Search Console



Case Study 6: Influencer & UGC Campa�gn Strategy
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GOAL

Grow brand awareness and soc�al proof us�ng �nfluencer
partnersh�ps and user-generated content (UGC) w�thout a
mass�ve budget.

MY ROLE

Influencer coord�nator
Creat�ve d�rector
UGC strateg�st
Content repurpos�ng lead

STRATEGY

Ident�f�ed m�cro- and m�d-t�er �nfluencers al�gned w�th brand
values and aud�ence
Managed outreach and creat�ve br�ef�ng, ensur�ng al�gnment
�n tone and goals
Des�gned a campa�gn to generate test�mon�al-style UGC that
could be reused �n ads and ema�ls
Incent�v�sed rev�ews and UGC from ex�st�ng customers
through loyalty and ema�l campa�gns
Integrated UGC across pa�d ads, land�ng pages, and organ�c
channels

TOOLS USED
Instagram
M�ghtScout 
Canva 
Klav�yo
Meta Ads Manager

RESULTS

Influencer campa�gns del�vered 300% ROI
Soc�al engagement �ncreased by 35%
CTR �mproved �n Meta ads when UGC was used vs. pol�shed
brand creat�ve
UGC reused �n ema�l campa�gns led to +21% cl�ck-through rate

WordPress



Case Study 7: Organ�c Traff�c & SEO Growth for DTC Brand
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GOAL

Increase organ�c traff�c and keyword rank�ngs for a d�rect-to-
consumer brand w�th l�m�ted pa�d ad budget, wh�le support�ng e-
commerce sales and long-term v�s�b�l�ty.

MY ROLE

SEO strateg�st
Content wr�ter
On-page opt�m�ser
Report�ng lead

STRATEGY

Conducted full SEO aud�t us�ng SEMrush, Scream�ng Frog,
and Google Search Console
Ident�f�ed h�gh-potent�al, low-compet�t�on keywords and
opt�m�sed product pages, collect�ons, and blogs
Wrote and structured content us�ng SEO best pract�ces
(headers, �nternal l�nks, schema markup, etc.)
Improved s�te speed, mob�le usab�l�ty, and metadata for core
pages
Bu�lt a content calendar w�th long-ta�l blog top�cs target�ng
d�fferent stages of the buyer journey
Implemented structured data and mon�tored �ndex�ng �ssues
regularly.

TOOLS USED
SEMrush 
Google Search Console
GA4 
Scream�ng Frog 
Surfer SEO

RESULTS

42% �ncrease �n organ�c traff�c over 3 months
Blog posts contr�buted to +26% more new users
SEO-dr�ven sales accounted for 18% of total revenue that quarter
15 Keywords ranked at the top 3 pos�t�ons on Google

WordPress



Case Study 8: Brand Reputat�on & Rat�ngs Improvement
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GOAL

Improve onl�ne brand percept�on and trust by �ncreas�ng Google
rev�ews, Trustp�lot rat�ngs, and customer sat�sfact�on touchpo�nts
— w�thout �ncent�v�s�ng rev�ews or us�ng shady tact�cs.

MY ROLE

Reputat�on strateg�st
Ema�l flow bu�lder
Customer �ns�ght analyst
Messag�ng lead

STRATEGY

Aud�ted ex�st�ng rev�ew channels (Google, Trustp�lot,
Facebook, s�te rev�ews) to �dent�fy gaps and �ncons�stenc�es
Des�gned an automated post-purchase rev�ew flow us�ng
Klav�yo and Yotpo, t�med for del�very + product sat�sfact�on
Created ta�lored messag�ng ask�ng for honest feedback �n
exchange for noth�ng but v�s�b�l�ty
Added rev�ew prompts �nto ema�l footers, thank-you pages,
and packag�ng �nserts
Bu�lt a monthly report track�ng sent�ment, keywords �n
rev�ews, and publ�c NPS score
Responded publ�cly to rev�ews (both pos�t�ve and negat�ve)
to bu�ld brand cred�b�l�ty and show care

TOOLS USED
Klav�yo
Trustp�lot
Yotpo
Google Bus�ness Prof�le
Meta Bus�ness Su�te

RESULTS

Trustp�lot rev�ew count �ncreased by +32% �n 6 months
Google average rat�ng �mproved from 3.5 to 4.7 stars
40%+ of all rev�ews ment�oned "fast del�very", "qual�ty", and "great
serv�ce" after messag�ng changes
Reduct�on �n customer compla�nts v�a ema�l and soc�al support

Shop�fy
Canva



Cl�ents & PartnersCl�ents & Partners
Some of the cl�ents and compan�es that I work or have worked w�th:
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Test�mon�alsTest�mon�als
Some of the cl�ents and compan�es that I work or have worked w�th:

"If I had my own company, I would
h�re you because you are the best
to work w�th. The comb�nat�on of
your deep analyt�cal th�nk�ng, your
creat�v�ty and ab�l�ty to adapt to
any env�ronment �s what helps you
bu�ld bus�nesses. I also love how
results and commun�cat�on matter
to you."

Br�an M.
Brand Manager

"If you have the opportun�ty to
work w�th Qhama, I say go for �t!
You are guaranteed a product�ve
and enjoyable exper�ence w�th
someone that know's what she's
do�ng, and I hope to work w�th her
aga�n �n future!"

N�chola S.
Founder & CEO

"I enjoyed work�ng w�th you and
looked forward to all our meet�ngs
because I knew for every problem
we encountered, you could f�nd a
solut�on for �t. Good luck w�th all
your future projects, I know you'll
do great."

Ayesha C.
D�rector

13

3

1

4

2

6

5

7

8

9

10

11

12

14



V�s�t my webs�te

Get In Touch W�th Me
Phone : 

qhamadaka@gma�l.com

+27 60 927 8294

Ema�l :

Want to see more samples of
my work?

l�nked�n.com/�n/qhama-dakaL�nkedIn :
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