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Abstract - The current research paper gives a detailed
study of digital marketing and lead conversion
strategies implemented by Thrivedu Career Solutions
LLP, Nagpur, which is an education consultancy firm
working in a very competitive and digitally oriented
world. Digital marketing has emerged as one of the
central sources of quality leads in the education sector
with the fast changing consumer behavior towards
online platforms. The paper is a critical analysis of the
role played by different digital platforms, including
Search Engine Optimization (SEQO), Google Ads,
marketing on social media, email marketing,
WhatsApp marketing, and content marketing in
attracting the attention of potential students.

The study also examines the well-organized process of
lead conversion that is undertaken by the organization
which involves capturing of leads, segmentation,
counselling nurturing, follow-ups and ultimate
enrolment. The particular focus is made on Customer
Relationship Management (CRM) systems in tracking
lead, increasing the response time, and customer
engagement. The paper also discusses the role of
individual communication and counselling in time of
decision making of potential students.

Also, the paper sheds some light on the significance of
data analytics in the process of campaign performance
measurement, marketing strategy optimization, and
enhancement of conversion rates. It has pointed out
some of these challenges which include lead drop-off,
late follow-ups and the competition within the
education consultancy market. The results indicate that
when complex digital marketing plans are
implemented and the human counselling method is
efficient, the conversion rate and organizational
performance are high. This paper finds that
automation and personalized interaction should be in
balance to achieve sustainable development in service-
based industries that are education-related.
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I.  INTRODUCTION

The marketing practices have experienced a great
change in the present digital age as internet
technologies are rapidly developing and consumer
behavior is also shifting. Organizations can no longer
rely on traditional marketing strategies in order to
find and maintain customers particularly in service-
oriented business like education consultancy. Digital
marketing has become a strength that allows
companies to attract more people, create quality
leads, and convert would-be customers in a more
effective way using targeted and data-oriented
approaches.

Thrivedu Career Solutions LLP Nagpur is a firm in
the education consultancy business, the competition
in the market is high and demand on students is ever-
changing. Students currently are intensive users of
internet tools including search engines, social media
and review sites among other tools prior to making
admissions, course and career advice decisions. This
has changed the digital presence not only a privilege
but a compulsory eventuality to consultancy firms.
Consequently, Thrivedu Career Solutions LLP has
embraced some digital marketing tactics to create
inquiries and translate them into positive enrolments.
The two important elements of the business model
are the lead generation and the lead conversion of the
company. The process of generating leads is known
as the process of attracting the potential students
using digital media like Google Ads, websites that
are optimized using search engine optimization,
social media campaigns and  web-based
advertisements. Lead conversion on the other hand is
the conversion of such inquiries into admissions by
the way of structured counselling, personalised
communication, follow-ups and trust-building
exercises. These processes have direct influence on
the revenue and the growth of the organization.
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Moreover, Customer Relationship Management
(CRM) systems and data analytics tools have
increased the capacity of the organization to monitor
the leads, evaluate the user activities, and improve
the performance of marketing. Such technologies can
be used to find quality leads and enhance response
time, which has a great chance of conversion.
Nevertheless, even with these innovations, the
industry still has some challenges like lead drop-off,
slow response, and intense competition among
others.

The aim of the study is to critically examine the
strategies of digital marketing and lead conversion of
Thrivedu Career Solutions LLP, Nagpur. It deals
with the comprehension of the role of various digital
channels in generating leads, managing and fostering
leads and factors that can enhance successful
conversion. This study also aims at establishing the
gaps that exist in the existing system and proposing
ways on how to improve the overall marketing
performance and business performance within the
education consultancy industry.

II. LITERATURE REVIEW

The literature on the concept of digital marketing and
strategies of lead conversion identifies the fact that
there has been a tremendous change in how
organizations attract, engage and convert potential
consumers particularly in service-based industries
such as education consultancy. Scholars in the
marketing and business field all concur that digital
transformation has completely altered the
conventional marketing strategies by offering data-
driven, customer-centric promotional methods,
which are highly targeted.

Kotler and Keller would argue that the contemporary
marketing does not just stop at promoting a product
and does generate value by engaging with customers
at various digital touch points. This, in the education
services context, means that it is the responsibility of
institutions and consultancy firms to have a good
online presence and constant communication with
potential students to manipulate their choice making
process.

Chaffey notes that the digital avenues of marketing
like Search Engine Optimization (SEO), Pay-Per-
Click (PPC) advertising, social media tooling, and
email marketing are very important in creating

IJIRT 199147

qualified leads. These channels also allow an
organization to target certain segments of the
audience by demographic, interest and online
behaviour so as to make the marketing campaigns
more effective.

The most notable point made by Ryan is that content
marketing can be used as an effective means of
developing trust and credibility with prospective
buyers. Informative blogs, career guidance articles,
and success stories are hugely influential in the
education sector, as they affect the engagement of
students and lead to the development of leads
eventually. On the same note, social media
marketing has been cited as a major contributor of
brand awareness and engagement, especially to the
younger generations.

According to research conducted by HubSpot,
response in a timely manner and the outcome of lead
nurturing strategies are crucial in the conversion of
leads. Companies that address questions within
minutes have a high probability of conversion to
those who take long to reply. CRM systems are
important in monitoring the interaction of customers,
making follow-ups, and making sure not to leave any
lead unattended.

An analysis of the Indian education consultancy
industry indicates that individualized counselling
and trust-building processes are important variables
that determine whether the students will enroll or not.
The next generation of students and their parents
usually need to be thoroughly guided, financially and
emotionally, before their final choices are taken. As
such, human touch still p lays a vital supplement to
online marketing activities.

Also, Google and Deloitte reports indicate that data
analytics and automation tools are finding more and
more  applications to enhance  marketing
performance. It helps organisations analyze user
behavior, click-through rates and pattern of
conversion and refine their strategies and they can
distribute resources more efficiently.

Nevertheless, other issues that have been noted in the
literature include excessive competition, lead
saturation, having of low quality leads, and
unpredictable  follow-up mechanisms. These
problems tend to decrease the efficiency of
conversion even when the digital marketing efforts
are high.
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On the whole, the existing literature concludes that
the effectiveness of the lead conversion in the sphere
of education consultancy is predetermined by the
balanced combination of digital marketing
technologies, CRM systems, and individual human
counselling. This is the point of theoretical basis to
be used in analyzing the practices embraced by
Thrivedu Career Solutions LLP, Nagpur.

II. RESEARCH METHODOLOGY

The line of research inquiry used to carry out the
study on digital marketing and lead conversion
strategies at Thrivedu Career Solutions LLP,
Nagpur, is founded on a systematic and conceptual
framework, which is useful in the understanding of
the entire operations of marketing activities and
conversion sequence in the organization. Research
methodology is the foundation of the research
because it determines the research strategy that is to
be followed in the gathering of pertinent facts,
interpretation, and conclusion on the success of
digital marketing strategies.

The research is descriptive in nature since it is aimed
at studying and describing the current approaches to
digital marketing and the mechanisms of lead
conversion but does not control any of these factors.
The descriptive approach is deemed to be suitable
since it enables one to clearly see the role of such
digital tools, as search engines, social media, and
paid advertising, in generating lead and how such
leads are processed further through counselling and
follow-up mechanisms to convert.

It is a qualitative study since it focuses on the
behavioral and operational data of both marketers
and potential students. It discusses the impact of the
digital marketing message on student decision-
making, the build of trust in the counselling
interactions and the influence of the communication
strategies on the conversion rates. A simplistic
analytical view is also added along with the
qualitative understanding to analyze the trends in
lead generation and conversion performance.

The research relies on the primary and secondary
sources of data. Primary data is gathered by means
of unofficial meetings and observations associated
with marketing and counselling practice in the
organization which assists in the realization of the
current operational practice. The secondary data will
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be collected using books, journals, research articles
and online materials on the topics of digital
marketing, CRM systems and education consultancy,
as they present theoretical frameworks of the study.

Digital tools, including Google Ads, social media,
tools of searching engine optimization, and CRM,
are regarded as essential elements of this study, as
they assist in the process of tracking leads, campaign
performance, and strategy optimization in terms of
customer engagement. These are the technological
backbone of the digital marketing systems in the
contemporary world, and play a major role in
conversion of leads.

Hypothesis of the Study
The following hypotheses are the background of the
research:

Null Hypothesis (HO): Digital marketing strategies
and conversion of leads do not significantly correlate
at Thrivedu Career Solutions LLP, Nagpur.
Alternative Hypothesis (H1): Digital marketing
strategies and lead conversion at Thrivedu Career
Solutions LLP, Nagpur have a significant
relationship.

IV. COMPANY PROFILE

Thrivadu Career Solutions LLP is an education
consultancy firm based in Nagpur, Maharashtra,
India which offers career guidance, admission
support and academic counselling facilities. The
organization is greatly involved in linking students to
different universities and learning institutions in
India.

The company majorly concentrates on assisting
students to make good career choices by offering
personalized counselling services, which is
dependant on the academic background, interests and
financial capability. It serves as an intermediary
between students and institutions through providing
admission services, documentation services and
course selection services.

The market in which Thrivedu Career Solutions LLP
operates is very competitive in terms of education
consultancy, and survival and growth depends on
digital presence. To be competitive, the organization
has been aggressive in applying the digital marke ting
strategies like search engine optimization, paid
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advertising, social media involvement, and content
marketing to create leads.

The firm has a highly focused approach to customer
relationship management and a systemized follow-
up to transform inquiries into admissions.
Counselling team is very essential in developing trust
and facilitating students in the decision-making
process.

Along with the offline counselling services, the
organization has also been moving towards the
online platform to reach more and more students and
make the services more accessible to those in various
regions. This digital and one-on-one engagement
form of hybrid has assisted the firm to enhance its
lead generation and conversion deliverables.

In general, Thrivedu Career Solutions LLP can be
viewed as an expanding education consultancy that
will combine the digital marketing strategies with
individualized counselling to increase student
acquisition and satisfaction.

V. THEORY BASED DIGITAL MARKETING /
LEAD CONVERSION PRACTICES.

The digital marketing strategies and systematic lead
conversion practices have a powerful impact on the
operational framework of Thrivedu Career Solutions
LLP, Nagpur. In the modern education consultancy
setting, digital marketing is playing the role of the
key visibility driver and lead generator, and the lead
conversion is driven by the quality of
communication, counselling, and the follow-up
mechanisms. The organization is on a mixed model
wherein technology-powered marketing resources
are fused with human touch in order to optimise
student acquisition and enrolment.

Thrivedu Career Solutions LLP digital marketing
should be aimed at raising awareness, drawing in
potential students and making inquiries using various
online tools. To a great extent, the organization
depends on search engine optimization, which
promotes its presence in search engines so that a
student who is seeking a course or career advice can
simply find its services. Moreover, there is paid
advertising that targets certain student groups
according to their location, interests, and academic
background with the help of such a solution as
Google Ads. These are targeted adverts that aid in the
production of high-intent leads that will be more
likely to convert.
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The social media marketing is also an important
element in the promotional strategy of the
organization. The use of platforms like Instagram,
Facebook, and WhatsApp is also involved in
advertising, as well as direct interaction with
students. The platforms will be used to create brand
awareness, distribute educational materials, and
ensure constant contact with potential leads. These
are further supported by the content marketing which
offers valuable information that includes career
guidance articles, course details and success stories
which can be used in creating trust and credibility
among the students.

After the generation of leads via the digital
platforms, then lead conversion process commences
and this is a crucial phase in the business model of
the organization. The conversion process engages
organised counselling involving examination of
requirements of students in details. Counsellors are
important in advice giving to students as they know
their academic background, career focus, and
economic ability and advise accordingly on the
appropriate  courses and institutions.  This
individualized strategy is a big guarantee of
conversion.

The other crucial element of conversion strategy is
follow-up communication. Frequent communication
in form of phone calls, Whatsapp messages and
emails will be used to keep potential students
updated with the decision-making process. Follow-
ups will be timely, assist in dealing with the doubts,
giving more information and building trust, which
will eventually affect the final decision made by the
student.

VI. DATA ANALYTICS AND RESULTS

The data analytics and findings section is concerned
with the performance appraisal of digital marketing
channels applied in Thrivedu Career Solutions LLP,
Nagpur. It is analyzed using the data of lead
generation and conversion sold on the principle of
major marketing platforms, including Google Ads,
SEO, Social Media, Referral and Direct traffic. The
main goal is to learn the efficiency of every channel
used in the attraction of the potential customers and
their transformation into the real admissions.

The dataset demonstrates that the number of leads
produced by the Social Media is the largest, which

INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 12957



© April 2026 | IJIRT | Volume 12 Issue 11 | ISSN: 2349-6002

means the good visibility and accessibility of the
target audiences. But, even with a high engagement,
its conversion rate is dismaysingly low, which makes
it look like not every lead that is obtained on the
social platforms are thoroughly qualified and
purchase-ready. Conversely, the Referral marketing
has the highest conversion rate showing the value of
trust-based and word-of-mouth recommendations in
persuading the customers.

6.1: General Performance Distribution.

The chart is the general distribution of the leads
obtained by various sources of digital marketing at
Thrivedu Career Solutions LLP, Nagpur. It assists in
the determination of the role played by each
marketing channel in overall lead generation, and the
most influential in customer acquisition as well.

Lead Distribution (%) Social Media — 35% Google
Ads — 28% SEO — 19%

Referral — 10%

Direct — 8%

Lead Distribution

m Social Media  mGoogle Ads SEO mReferral m Direct

Fig 6.1: General Performance Distribution

Interpretation

Asindicated by the chart, Social Media is the biggest
source of lead generation as it has the highest share
of 35. This mean s that it has high brand awareness
and active social media presence. Google Ads comes
right behind with 28% indicating how effective paid
campaign is in capturing targeted customers. SEO
gives 19%, which is a consistent creation of organic
traffic. Referral and Direct traffic have less
significant proportions, as they have a slight yet not
negligible effect on the marketing mix.

On the whole, the distribution demonstrates a high
level of reliance of digital marketing performance on
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social and paid channels of advertising, and organic
and direct channels are the supporting factors in the
lead generation strategy.

VIL FINDINGS AND DISCUSSION

The Digital marketing and lead conversion research
at Thrivedu career solutions LLP, Nagpur identifies
anumber of vital findings. Itis noted that the number
of leads created by the Social Media Marketing is the
greatest, which implies good coverage of the
audience and brand recognition. The conversion rate
is however rather low indicating that not every lead
generated is highly qualified. The conversion rate of
referral marketing is the highest, which indicates the
relevance of the trust-based marketing and the power
of word of mouth in the decision-making process.
Google Ads is a moderating channel and it leads to
both lead generation and conversions in large
measure. SEO offers stable organic traffic and
average conversion performance, and helps sustain
long term visibility. The direct traffic is the least
contributory in terms of leads and conversion.

Discussion

This is shown by the analysis that, the volume of lead
is not a sure way of increasing conversions. Rather
the leads and intent of the customers are significant
contributors to conversion success. Other channels
like Referral and Google Ads are better since they get
users who are more willing to make purchases.
Although the Social Media is effective in terms of
visibility and engagement, it needs improved
targeting, filtering, and follow-up measures that will
enhance conversion effectiveness. The importance of
SEO in the development of long-term online
presence remains, and the direct traffic indicates
insufficient customer reach and customer awareness.
All in all, the research points to the significance of
combining various digital marketing channels with
effective CRM and follow- up to enhance the
performance of conversion.

VIIL FUTURE SCOPE

The future of this research is the extension of digital
marketing tools with regards to the application of
sophisticated technologies, including Artificial
Intelligence, Machine Learning, and Marketing
Automation tools. To find the high-quality leads and
increase the probability of the conversion, predictive
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analytics can be applied.

Future studies may be interested in monitoring
customer behavior in real-time, personalized
marketing, and lead nurturing systems based on
automation. Customer engagement and response rate
can also be improved by integrating chatbot systems
and artificial intelligence-based CRM tools, which
will result in a higher conversion rate.

Moreover, in the future, researchers can consider
using more data and comparing results between
various institutions to make the findings more
applicable.

IX. RECOMMENDATIONS
Recommendations based on the study are as follows:

o  Enhance the targeting mechanisms of the Social
Media Marketing to improve the leads.

e Enhance the process of follow-up and
counseling to enhance the rate of conversion.

e Invest more on Google Ads since it performs
well in both leads and conversions.

e Increase long term organic development and
exposure.

e Pay attention to referral marketing programs and
make use of customer acquisition through trust.

o Use of CRM systems to improve on lead
tracking and management.

e Present data analytics solutions on a regular
basis to track and streamline campaign
performance.

X. CONCLUSION

This paper concludes that online marketing is
essential in creating and transforming leads into
customers of Thrivedu Career Solutions LLP,
Nagpur. Although the Social Media is the most active
lead generation channel, the most efficient one in
regard to conversion is the Referral and Google Ads.

The study has provided clear evidence that a unified
digital marketing strategy with the help of data
analytics and CRM systems will result in improved
business performance. Depending on the reach of
marketing is not the sole determinant of conversion
success; the quality of leads, interaction with
customers and following up with them are also
crucial factors in that success.
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To sum it up, the use of data-driven digital marketing
will have a crucial impact on organizations that need
to gain as much visibility and conversion as possible,
especially in a more competitive market setting.
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