Performance Marketing Case Study Meta Ads - Lead Generation - Education

Infinity Learn & Infinity Learn International

Scaling ad spend

1S easy. Protecting

ROI at scale takes

daily discipline.

A look inside how sustained, hands-on optimisation kept return

on ad spend steady while monthly budgets scaled into the crores
— across both domestic and international campaigns.

X60-80L 2.5X

Monthly ad budget managed ROI sustained for 6

across Meta campaigns consecutive months

01 — Client Challenge

Growth at this budget

usually comes at the cost
of ROL.

Infinity Learn runs large-scale lead generation across competitive exam and
school segments — engineering and medical aspirants nationally, school-
going students' parents, and international audiences through Infinity Learn
International. At a monthly spend of 60-80 lakh, the risk was never getting
leads. It was getting leads that don't convert, while cost per lead quietly
climbs and no one notices until the sales pipeline runs dry.




Most agencies manage this scale by watching cost-per-lead dashboards and
adjusting bids. That approach breaks down fast: a campaign can hit its CPL
target and still hand the sales team leads that never pick up the phone. The brief
here was different — hold ROI steady at 2.5x, month after month, at a budget
large enough that a single bad week shows up on the P&L.

02 — Our Performance Marketing Approach

Every optimisation
decision was backed by
lead quality and sales
feedback — not vanity
metrics.

Four things run in parallel, every single day, across both accounts.

I

Daily cross-platform analysis

Spend, delivery, and funnel health reviewed daily
across every active campaign — not a weekly
check-in.

III

Direct sales coordination

Standing contact with the client's sales team to
track follow-up status and actual conversions, not
assumed ones.

II

Lead quality over CPL

Every lead segment is graded on quality, not just
cost. A cheap lead that doesn't convert is treated
as a loss, not a win.

v

Fast, evidence-led changes

Campaigns, audiences, creatives, and budgets
are adjusted on real sales feedback —
reallocated toward what closes.

03 — Daily Optimisation Process

A loop that runs every
day, not a monthly



review.

This is what protects ROI at scale — the same five steps, repeated dalily,

across both the domestic and international accounts.

O,

Analyse

@)

Check lead quality

Review spend,
delivery, and cost
trends across every
campaign in both
accounts.

Go beyond CPL —
assess which
segments are
producing leads worth
calling.

Repeats daily, across every active campaign.

04 — Creative Strategy & In-House Production

Creative that responds to
what's actually
happening in the
account.

O,

Sync with sales

Confirm follow-up
status and
conversions directly
with the client's sales
team.

©

Adjust

Shift budget, refine
audiences, or pause
underperformers
based on that
feedback.

An in-house graphic and video team sits inside the same daily loop — not a

separate agency handing off assets on a fixed schedule.

What drives a new creative brief

Campaign performance signals — fatigue, drop in

CTR, rising CPL

Market demand — exam calendars, admission cycles,

©)

Refresh creative

Brief the in-house
team on what's
fatiguing and what's
working, same day.

What the in-house team delivers

turnaround

Fresh static and video creative, produced on a fast

Segment-specific variants for parents, engineering

seasonal intent

Client requirements — new courses, offers, or
messaging priorities

aspirants, and medical aspirants

Localised creative for international audiences, not a
translated afterthought
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05 — Results Achieved

? 60—80L monthly ad spend managed

ROI, 6 consecutive months

ROI held steady, month over month — no spikes propping up an average

Month 1 Month 2 Month 3 Month 4 Month 5 Month 6

Spend scaled, ROI didn't slip. Budget grew into Two accounts, one standard. The same daily
the X60—80L monthly range without the usual discipline held across both Infinity Learn's
efficiency drop-off that comes with scale. domestic and international campaigns.

Quality held under pressure. Lead quality was Creative stayed ahead of fatigue. Continuous in-
maintained through direct, ongoing sales-team house production meant campaigns were

coordination — not left to chance. refreshed before performance dropped, not after.




Infinity

Learn — 303
live
campaigns

X71.6L spent and
74M+ impressions
in the current
reporting window
alone, run across
JEE/NEET, school-
grade, and Tamil
Nadu & Karnataka
geo-targeted
campaigns.

Infinity
Learn
International
— 55 live
campaigns

X57.4L spent and
11.8M reach,
spanning
international
markets including
the USA and UAE
alongside NRI-
focused India
campaigns.

06 — Key Takeaway

A X60-80 lakh monthly budget can produce leads without producing results.
The difference here was refusing to let cost-per-lead be the only number that
mattered — pairing daily campaign analysis with real sales feedback, and
giving creative production the same daily cadence as media buying.

That discipline, sustained for six straight months across two accounts, is what
turned a large budget into a predictable, repeatable return.



Prepared as a performance marketing case study for prospective clients. Add your agency name, logo, and contact details
before sharing externally.
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