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Asked us to increase the number of requests from b2b-customers
and reduce their cost by improving the quality of leads.  
By request in this case we mean submitting a completed form on 
the client's website. 

9.2/ 10
as rated by Enguide
based on

300+ reviews

CLIENT: SKYENG, THE LARGEST 
ONLINE ENGLISH LANGUAGE 
SCHOOL IN EUROPE

4.8/ 5
as rated by Facebook 
based on

1400+ reviews

Ranked 13th
most expensive company 
on Runet
according to Forbes



There is a need to scale up the 
attraction of b2b clients through 
paid channels but at the moment 
the lead cost is obscenely high. 
The main task is to reduce the 
number of non-target leads and the 
cost of the target ones by at least 
50%. 

«

Yulia Sergeeva

Performance marketing 
manager, Skyeng B2B
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THE TASK 
AT HAND:

«



The share of missed calls and 
requests from individuals 
among the leads received 
through targeted advertising 
reached 40-45%.  

AT THE TIME OF OUR COLLABORATION 
THERE WERE SEVERAL DIFFICULTIES 
IN PROMOTION:

A lot of non-target 
leads among the 
incoming requests

The cost of the target lead was 
2x and the total cost of the lead 
was 1.5x the allowed CAC. With 
such figures, marketing was 
unprofitable and did not pay off 
the allocated budgets of the 
client

Overly expensive 
target leads

due to a high CPL (Cos Per 
Lead)

Scaling of ad 
campaigns was 
impossible
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According to the Federal Tax Service, there 
are 230k+ small and medium-sized 
businesses in Russia*.

500 to 1 million decision makers.
While the b2c audience amounts to 
millions of users

ADDITIONAL AGGRAVATING 
FACTORS 

The capacity of the b2b audience is 
small compared to the b2c audience, 
and it is harder to find because of the 
user behavior on social networks

* https://ofd.nalog.ru/statistics.html

Competitors are constantly improving their 
product offers, and prices for educational 
services are going down due to new players 
entering the market

The market for corporate English 
language training services is
highly competitive

#1 #2
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WE IMMERSED OURSELVES 
IN THE SPECIFICS OF THE 
CLIENT'S BUSINESS AND ITS 
INTERNAL PROCESSES, AND 
TOGETHER WE ANALYZED 
THE CURRENT ADVERTISING 
ACTIVITIES

To overcome these difficulties
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• Removed placement split
• Removed the split into geo and mobile/desktop traffic
• Combined similar targeting (overlapping audiences) into 

one ad group

1. WE RESHAPED THE 
STRUCTURE OF THE 
ADVERTISING CAMPAIGN

Advertisers often mistakenly stick to the tactic that the more 
groups/directions of ads, the better. This approach doesn’t work  
for Facebook: the system cannot finish the learning process. This 
means that the site will not have quality statistics, and as a 
consequence, will not be able to work effectively with the audience.

What we did:



• 3 data collection formats (website, quiz, lead ads)
• 10+ targeting mechanisms
• different ways of purchasing and optimization
• 2-step data collection (first we showed an article useful for 

HR, and then an ad to those who read it)

THIS IS HOW WE MADE THE SITE 
LEARN FASTER 
WHILE ALSO AVOIDING OVERLAPPING OF AUDIENCES, 
HIGHER RATES, AND, CONSEQUENTLY, THE PRICE PER 
CONVERSION

We tested:
reduced the number of active ad 
groups (from 50+ to 4)

by 90%
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The leading USPs were reviews, original 
teaching methods and approaches, and a 
free introductory lesson or access to an office 
demo. Skyeng also provided a trial lesson 
option but did not broadcast this benefit 
when promoting for the B2B audience

2. ANALYZED 
COMPETITORS’  
CREATIVES AND USPs

Sites:

In their creatives, competitors stayed reserved, 
adhered to corporate style, and used images of 
a successful company

Creatives:
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WE’VE REVEALED
A FEW FLAWS IN THE 
CLIENT’S
CREATIVES  

• Creatives did not give the user an idea of 
what product they were talking about

• They looked out of place stylistically
• There was no direct eye contact between 

the banner characters and the audience 
• No clear USP for potential clients 
• The number of creatives was insufficient

* examples of client’s creatives 10



fundamentally different message-, offer-
and format-wise for different groups of 
audience

WE'VE CHANGED THE APPROACH TO 
CREATIVES

Increased their number from 1 to 7

A "premium rate" with exclusive benefits, such as 
communication with the teacher outside of class 

Came up with a distinctive USP

• premium
• general
• for business (retain employees / work with foreign 

partners, etc.) *

We expanded the number of used 
formats: added video, carousel, and 3 
offers:

#1

#2

#3

* According to the client's data, these were the most popular reasons for buying the 
service among TA 11



THE MOST 
SUCCESSFUL WAS 
THE STATIC BANNER
WITH A PREMIUM 
OFFER 

of all leads were 
generated by 
this banner

53%
CTR (with an average CTR 
of other creatives at 
0.27%)

0.23%
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When a potential customer clicked on an ad, they 
were taken to a page on the client's site with a 
request form.

To draw the attention of site visitors to the fact that 
the service is CORPORATE, the client tweaked the 
request form, adding the TIN field to it. But the share 
of non-target leads from individuals did not drop.

3. CHANGED
THE PROCESS OF INITIAL 
COMMUNICATION WITH 
THE USER

Before:
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We offered the client to improve the quality of lead 
scoring of requests by introducing the system of 
Marquis surveys in the application form.

The survey format increases engagement by lowering 
the initial-interaction barrier and drawing more 
attention to the B2B nature of the offer.

WE STARTED BRIEFING 
CLIENTS ONLINE
WITH THE HELP OF A 
QUIZ 

To minimize the number of requests from 
individuals, we redesigned our approach 
to obtaining data from users.



• Question branching system (if ... then)
• Large selection of answer formats
• The ability to have the survey end differently 

depending on user responses
• Easy-to-use editor and large library

MARQUIZ IS A 
MARKETING QUIZ 
BUILDER

Its features:



HELD A TACTICAL SESSION
WITH THE MARKETING DEPARTMENT 
AND THE SALES DEPARTMENT

• What information the user is asked for at the 
initial interaction

• What is the criterion the client uses to classify 
requests

• The criteria for a high-quality target lead

We’ve found out: Together with the client we’ve 
developed:
A block diagram for a quiz with questions 
and user journey

Question1. Question2. Question5. 

Question3. 

Question4. 

Question6. 

Question7. 

• 5 simple and clear questions
• 2 user paths depending on the position and 

the number of potential students
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Since the incoming requests often came from people who could 
not make the decision to sign a contract, an employee who 
indicated that they were a potential "student" in their company 
transferred to a special parked page. It allowed to:
• Hold the attention of a potential customer
• Avoid paying for the lead
• Several survey threads prevented "unauthorized" 

users from reaching the application form itself

The user moves on The survey ends
Thank you for your interest in Skyeng. 
Share this link with your company 
representative to join the corporate 
rate 17



Next, once again, we emphasized the specifics of the product (B2B) 
and engaged the user by asking them easy non-binding questions. 
We collect data to calculate the commercial quotation, as well as 
the internal classification of the client.

It was important for the client to know the name of the company at 
the lead scoring stage. We included this item in the main pool of 
questions (before the contact application form). 
This helped visually reduce the number of fields in the form and 
make it easier to perceive subconsciously.
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Additionally, we included the client's unique offer in the 
pool of questions at the final stage. That’s how we further 
piqued interest before the most important action – sending 
contacts.

Screenshot of the USP question

of the TA didn't know about the program, 
were interested in this option, and completed 
the form

93%
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To fully convince the user of the right decision, we added 
information about promotions, bonuses, and extra features to 
the page with the form.
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In order not to scare the audience away by 
sending them
to a third-party site, together with the client

we designed the page as close to the
original Skyeng style as possible:
• used corporate colors, logo
• selected an educationally relevant image
• included an interesting CTA: offered to 

get a quick calculation of the cost

THE COVER PAGE OF 
THE QUIZ WAS 
DESIGNED IN THE 
CORPORATE STYLE OF 
THE CLIENT 



Budget growth over 3 
months (September-
December)

x 2.1

Budget, ths rub

Increase in the number of 
leads with the same 
budget

+ 26%

Leads, eu

Reduction of the lead cost

x 2.5

CPL, rub

Project Results
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