
Objective:- 
I) To Generate Quality & Relevant Leads related to Online Spanish learning Course. 

II)  To Increase the Paid Application Count from Quality Leads & Via Direct Method  

 with the help of Various Digital Marketing Techniques

Key Highlights:-  
I)  Around 55% Of the Paid Count got increased with in the less duration of time in  

          the Covid-19 lock down period. As most of the professionals were upgrading their  

 skills by staying at home & learning new skills during the covid-19 period. 

II)  CPA has been decreased by 48% for Online learning courses. 

III)  Hispania brand Re-call has been increased by 25% as compared to the last year. 

IV)  Lead to conversion ratio got increased by 55%

Strategy:-
We have started our Campaign Journey with The Aim of below flow:- 

Lead Generation -> Lead Nurturing -> Conversion
 
With the help of this strategy the lead to conversion ratio got increased by 55%

We have run Facebook Conversion, Facebook Lead Generation & Click to what’s App 
Campaign to Increase the Quality Leads & Maximum Paid Count with this Medium.
 
Facebook Conversion Campaign were used to drive quality traffic & Leads towards our 
website to increase website engagement ratio from the target audience as we used the 
various interest targeting option to show our Ad to the relevant audience & to generate 
the Quality & relevant lead to get maximum paid applicant count for our Online Spanish 
Learning Course.

Hispania Campaign 



Challenges that we faced while Campaign Execution

Initially when we started the Facebook campaign then the Cost Per lead was High & 
Lead Flow was less.

On basis of incoming lead feedback & getting frequent updates from client side we 
have made the changes to the Landing Pages, Interest targeting, Ad Copy& Creative 
changes etc. 

Continuously monitoring the Google Analytics to check the user behavior (User 
Journey) from the website visit to lead fill-up.

We have done the AB Testing of the Single Creative Vs Video Ad. With this Testing 
we have conclude that Lead volume from video Ad is more than Single Image Ad.

Below is the comparison of Video Ad Vs Image Ad - 

Below is the Campaign Targeting that we have done -

Cost Per Lead

1914 50.61

49.8 3

Ad Type Spend Leads

Video Ad 96,883

60,489.97 12114Image Ad



Landing Page Screenshot



Best Performing Facebook Ads

Spend 34,257

Leads 810

42.29Cost Per Lead



Best Performing Video Ad

Spend 35,933.87

Leads 892

40.28Cost Per Lead

Overall Campaign Performance

160,858.94 9,27,242 3,153,259 51,587 1.64 3,139 51.24

Spend Reach Impressions Clicks CTR Leads CPL


