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Overview of Social Media 



Followers - 80.7k 

Post - 1552 

Avg likes - 240.56

Comments - 7.50

Engagement Rate is - 0.31%

Instagram 



Followers - 38k 

Likes- 37k 

Page likes - 37,475 

Facebook



Creative Elements (Images &
Videos)

Formats: Static images and
Reels

Visuals: Diverse and engaging

Themes: Educational and casual

Engagement: Appeals to
various preferences



Engagement of Visuals

Color Scheme: Blue and white
for brand recognition

Authenticity: Real-life visuals of
students and faculty

Content: Mix of educational and
fun

Target Audience: Engaging for
younger audiences



Copy & Messaging
Clear Titles: Engaging (e.g., "Digital
Marketing Masterclass")

Humor: Relatable for young
marketers

Tone: Professional yet casual

Style: Short and concise

Audience: Digital-first appeal



Call to action (CTA) 
CTAs: Focus on engagement and
learning

Encouragement: Promotes
enrollment in client relations
programs

Text Overlays: Motivating phrases
(e.g., "Teamwork for the Win")

Action Focus: Emphasis on
educational CTAs as most
prominent



Marketers Students Entrepreneures Digital
professionals 

Targeting



Women showed
greater interest in

the digital
marketing master
class, with a lower
CPR compared to

men.

Targeting niche
segments increases

reach and lowers
CPC.

Facebook is the most
effective platform,

driving the highest reach
and results, while

Instagram, Audience
Network, Messenger,
and WhatsApp show

minimal engagement.

The campaign was
cost-efficient,

generating 449 link
clicks from ₹783.27,
showing effective

targeting and content
with a low CPC.

KEY LEARNING FROM
META ADS

High Impressions: With
33,084 impressions, the

ad was seen multiple
times, which is good for

brand awareness but
indicates that

engagement may need
improvement.
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INNOVATIVE TEACHING
TEQUENIQUES

FOCUS ON DEVELOPING SOFT
SKILLS & CAREER SUPPORT

Unique Selling Proposition of IIDE

EXPERT 
TRAINERS



COURSE VARIETY
AND FOCUS

1.

4. LEARNING MODE

3.PLACEMENT
SUPPORT

2. TARGET AUDIENCE

Digital Marketing with
strong focus on practical
knowledge

Digital Marketing with
Industry- Relevant
Curriculam

Offers a wide range of
course along with Digital
Marketing 

Provides Both ONLINE &
OFFLINE Learning
Options

Offers Both
ONLINE & OFFLINE
Learning 

Only have ONLINE
Option and its Globally
Accessible

STUDENTS
PROFESSIONALS who is
looking for Trainings

Freshers
Entrepreneurs 
Professionals for Education

Working Professionals
Students seeking for
ONLINE Learnings 

Offers Placement assistance
with INTERSHIPS & LIVE
PROJECTS

Provides Placement Support
through PRACTICAL
TRAININGS & LIVE PROJECTS

Strong Placement Support
along with CAREER GUIDANCE
& INDUSTRY CONNECTIONS

COMPETITORS COMPARISION



Opportunity Statements
     for IIDE

AWARENESS:

Empower Your Career
With Well Recognised
Institue Iide. And Gain
Skills That Employers
Are Looking For.

CONSIDERATION:

Sign up for Career
support including
resume workshops,
interview preparation,
and job search
assistance.

CONVERSION:

Organize A Webinar
or Short brief video
for Generating
Leads Of Course.



PAINPOINTS
Lack of awareness in tier 2 cities .

Balancing Offline and Online Education

Global partnerships for broader reach



Campaigns



Awareness Campaign
  Objective: 

Build awareness of IIDE.
Expose IIDE to the largest possible audience.01

Performance Goals:
Goal: Maximum Reach and Frequency.
Justification: To ensure high visibility and repeated exposure.02

Bidding Strategy
Strategy: Highest Volume (Automatic Bidding).
Justification: Maximize impressions and reach within budget.03

Audience group
Core Audience Age: 18-35 years.
Segments:
Students (18-25): Digital marketing, online courses.
Graduates (25-30): Career advancement, digital skills.
Working Professionals (30-35): Upskilling, certifications.
Locations: Major cities (Mumbai, Delhi, Bangalore), Tier 1 & 2 cities
(Jaipur, Madgaon).

04



Awareness Campaign
KPI:

Reach: Unique users exposed to the ads.
Impressions: Total number of ad views.

05

Budget:
Total Budget: INR 20,00,000.
Justification:

Moderate budget for broad audience reach.
Based on previous campaigns with INR 1,000
delivering strong CPA results.

06



Creatives For Awareness
Since the awareness stage is about introducing IIDE to a new audience, the CTA “Learn More”

invites users to explore the brand without feeling pressured to commit immediately



Consideration
Campaign Objective: Traffic01

Performance Goals :Link clicks and landing
page views 02

Bidding Strategy : Highest Volume 03

Audience group : Custom Audiences
website visitors who viewed the “courses” page.
Engagement on past ads or videos 
Email list of previous leads who haven’t enrolled
yet.
Previous leads

04



Consideration
Campaign

KPI: Click-Through Rate (CTR),
Website Visits. 05

Budget : 25lakhs 
we have allocated a significant budget
to engage the audience and drive
website traffic, warming up leads for
conversion.Drive interested users to the
website for more info. 

06



Creatives For Consideration
The focus is on providing value while collecting leads.



Conversion
Campaign Objective : Leads01

Performance Goals : Lead generation
forms and  webinar sign ups 02

Bidding Strategy : Bid Cap
Helps to set maximum amount we are willing to spend .
This minimises the high fluctuations in cost and maintain a
more predictable cost structure .

03

Audience group : Lookalike Audience
 Allows you to reach new people who are similar to
your existing leads, customers, or website visitors. 

04



Conversion 
Campaign

KPI :Lead form completions , Cost Per Lead
Directly Aligned with the Goal , Checking how many
people have filled the form is the most straight forward
measure, as it reflects how well our ads are driving
conversion.

05

Budget: 30,00,000.
This budget will enable us to generate a significant
number of leads without exhausting resources . Plus
we have the flexibility within the budget to focus on
best performing assets.

06



Creatives For Conversion
Creatives that feature limited-time offers, discounts, or special enrollment benefits



Campaign
Budget

Allocation
(INR)

Justification

Awareness 20,00,000
Focus on

building broad
visibility.

Traffic 25,00,000

Drive
interested

users to the
website for
more info.

Leads 30,00,000

Primary focus
on generating
high-quality

leads to ensure
conversions

Budgeting
Total Budget = 1 crore 

75 lakhs will be divided among
the three campaigns .
After observation the

remaining 15 lakhs will be put
in the most suitable campaign



To conclude, we've explored that IIDE has a strong foundation in digital
marketing education, but there are significant opportunities to expand
its reach and drive more leads through a structured and well-executed

Meta Ads campaign. 

By analyzing the current situation, reflecting on past campaign analysis,
and strategically targeting the right audience segments through the

right content, we can improve both brand awareness and lead
generation.
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