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EDUCATION WITHOUT
LEAVING HOME

FULLY EDITABLE EPS FORMAT FREE FONT USE
/

LOGO
HERE trr s
+ 4+ 4

LIVE
LEARNING

COURSE

36 CLASSES X 2 HOURS

Lorem ipsum dolor sit amet. Sit minus impedit ab

aspernatur tenetur ex inventore blanditiis non
molestiae perferendis est

“«
B Lorem ipsum TM,‘W 6*‘ é

B Dolor sit amet Abyy
B sit minus impedit ' \ &
B Ab asperntur tenetur '

L 000 000 000

FULL NAME

6 years of experince in teaching
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YOUR LOGO

EVERY MONDAY
AND FRIDAY
7 -10 PM

REGISTER NOW

WWW.YOURWEBSITE.COM

Well Organized . PSD File With
Layers and Groups Fully Editable Smart object
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Defining Tomorrow’s
Professionals

The Professional Edge

Not Just Training, A
Transformation

From Training to
Transformation

TN

Beyond Certification
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2 4

3 4
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(Campaign Types) <laall g1 gl

:Engagement Campaigns - Video Views o

Slaledl) Ll e (308) bl il srid

RHPOIERE PPN APL N |
:Lead Generation Campaigns o

LORS/E gud JAb Jisi o 54 led Ads i

Jaaie aaly oY) cldaial JAu“ :CTA i
:Conversion Campaigns - Traffic » Landing Page o
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(Budget Allocation) 4xil juall
Lgd $ 1,500 — 1,000 :(Ae £ sa e
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Meta 50%

.LinkedIn 30%

.Google Ads 15%
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(Timeline) a3l Jgaall

.Awareness + Lead Generation :1 <3l e
.Conversion Campaigns + Retargeting :2 ;.3 o

.LinkedIn + Corporate Offers »c B2B »»i:3 il o



Thanks!

Do you have any questions?

info@mawj.agency
+201505899778
mawj.agency

-

waw)

70


https://bit.ly/3A1uf1Q
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