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Abstract

Small and medium-sized enterprises (SMEs) in India's fast-growing satellite
industrial townships are increasingly turning to digital channels for visibility
and growth, yet little practitioner-level evidence exists on how a small digital
marketing agency actually converts a researched prospect into a paying client.
This paper reports an empirical, case-study-based investigation of the brand-
building, market-research, and client-acquisition process followed by
Talking Crooks IT Pvt. Ltd., a digital marketing agency headquartered in
Kanpur, Uttar Pradesh, studied through the work of a remote intern based in
Pimpri-Chinchwad, Pune, who researched and acquired clients in a city
different from the agency's own office. Using a descriptive and exploratory
research design, primary data were collected over a two-month structured
engagement comprising three sequential activities: (i) organic brand-
awareness building across Instagram, LinkedIn, and Facebook, (ii) a
structured gap analysis (website, social media, Google My Business, and
search-engine visibility) of 45 businesses across five categories, and (iii)
direct multi-channel outreach aimed at converting researched prospects into
paying clients. Of 62 prospects engaged, 24 were qualified as genuine leads,
13 progressed to a substantive discussion, and 5 converted into paying clients
across website development, search engine optimisation, social media
management, and e-commerce set-up. The findings indicate that structured,
category-wise gap analysis produces materially higher-quality leads than
unstructured outreach, that a multi-channel approach (cold email, calls/field

visits, social media, and referrals) outperforms single-channel outreach, and that reaching the actual decision-maker is
a stronger predictor of conversion than outreach volume or channel choice alone. The paper concludes with practical
recommendations for small digital marketing agencies serving SME clients and outlines directions for future research.

Keywords: Digital Marketing, Lead Generation, B2B Sales Funnel, SME Marketing, Gap Analysis, Sales Conversion,
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1. Introduction

India's digital advertising market was valued at approximately USD 11 billion in 2025 and is projected to grow
at a compound annual growth rate of 10—15 percent to reach USD 19-22 billion by 2030 (Redseer Consulting,
2026). A substantial share of this growth is driven not by large national brands but by small and medium-sized
enterprises (SMEs) in Tier-1 satellite townships and industrial hubs such as Pimpri-Chinchwad, within the
Pune metropolitan region, that are only now beginning to allocate budget to a website, a social media presence,
or local search visibility. This creates sustained demand for small digital marketing agencies capable of
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bundling website development, search engine optimisation (SEO), social media management, and
software/CRM solutions for price-sensitive, relationship-driven SME clients.

Despite the size of this market, academic literature on how such small agencies actually convert a researched
prospect into a paying client as opposed to how large enterprises design omni-channel digital campaigns
remains comparatively thin. This paper addresses that gap through a structured, empirical case study of Talking
Crooks IT Pvt. Ltd., a digital marketing agency headquartered in Kanpur, Uttar Pradesh, whose entire client-
acquisition process for this study was carried out remotely by an intern based in Pimpri-Chinchwad, Pune,
over a two-month, task-based engagement. The engagement was organised into three sequential activities
organic brand building, structured market and gap research, and direct client outreach that together generated
a rich primary dataset on follower growth, lead qualification, channel effectiveness, and service-wise
conversion, which forms the empirical basis of this paper.

2. Review of Literature

The AIDA model Attention, Interest, Desire, and Action remains a foundational lens for understanding how a
prospect moves from initial awareness of a brand to a purchase decision (Lewis, as cited in Kotler & Keller,
2016), and continues to be applied in digital-era contexts where attention is now mediated by social platforms
rather than print advertising alone. Building on this, Chaffey and Ellis-Chadwick (2019) propose the RACE
framework (Reach, Act, Convert, Engage) as a practical structure for planning and sequencing digital
marketing activity, which maps closely onto how brand-building, research, and conversion activities are
typically sequenced in agency practice.

In the specific context of business-to-business (B2B) selling, Rackham's (1988) SPIN Selling framework
structuring a sales conversation around Situation, Problem, Implication, and Need-payoff questions offers an
empirically grounded account of how discovery conversations translate into successful pitches, and is widely
used in B2B sales training. The broader B2B sales funnel (Prospect — Qualify — Pitch — Handle Objections
— Close) provides the organising structure most commonly used to analyse conversion data in applied sales
research, and is adopted as the primary analytical frame in this paper. Persuasion research, notably Cialdini's
(2006) principles of social proof, reciprocity, and authority, further helps explain why testimonial-based
content and free, value-first gap analysis can improve response rates in cold outreach.

From a competitive-strategy perspective, Porter's (1980) Five Forces framework and the PESTEL framework
remain standard tools for analysing the structural attractiveness of a services sector such as digital marketing,
where low entry barriers, high buyer power, and intense local rivalry are characteristic features (as also
observed in Section 5 of this paper). Positioning theory (Ries & Trout, 2001) is relevant to how a small agency
differentiates itself from local freelancers and larger national competitors on dimensions other than price.
Collectively, this literature suggests that (a) structured research-led engagement should outperform generic
outreach, (b) multi-channel persistence should matter more than any single channel, and (c) reaching an
empowered decision-maker should be a necessary condition for conversion three propositions that this paper
examines empirically in Sections 5 and 6.
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3. Research Objectives

Building on the literature above and the practical engagement described in Section 4, this study was guided
by the following objectives:

. To examine the brand-building strategies used by a small digital marketing agency to grow its
own social media presence.

. To evaluate the market-research and gap-analysis process used to identify and profile
prospective B2B clients across different business categories.

. To assess the relative effectiveness of different outreach channels cold email, social media,
calls/field visits, and referrals in converting researched prospects into paying clients.

. To derive practical, evidence-based recommendations for small digital marketing agencies
seeking to improve lead generation and conversion.

4. Research Methodology

4.1 Research Design

A descriptive and exploratory research design was adopted, as the study describes and evaluates a real-world
client-acquisition process rather than testing a formal, pre-specified hypothesis. The empirical setting was
Talking Crooks IT Pvt. Ltd., a digital marketing agency headquartered in Kanpur, Uttar Pradesh, with all data
collected remotely by an intern based in Pimpri-Chinchwad, Pune, over a two-month structured engagement
(61 days).

4.2 Data Collection

Primary data were collected through structured tracker sheets maintained throughout the engagement: a daily
follower-growth log for three social media platforms, a category-wise business-research and gap-analysis log,
an outreach log, and a conversion tracker recording every prospect from first contact to closure. Secondary
data on the Indian digital marketing sector were drawn from industry reports (see References).

4.3 Sampling

A purposive (judgemental) sampling technique was used. The sampling frame consisted of 50 business
categories pre-identified by the agency as potential client segments; 10 categories were profiled at a
preliminary level, and 5 categories were selected for in-depth research, yielding a sample of 45 businesses (9
real estate, 10 restaurants/cafes, 9 education/coaching, 8 healthcare/clinics, and 9 retail/e-commerce
businesses). Of these and additional freshly prospected businesses, 62 were carried into the direct-outreach
phase of the study.

4.4 Tools of Analysis

Data were analysed using descriptive statistics (frequencies and percentages) and presented through bar charts,
pie charts, and funnel visualisations to illustrate follower growth, category-wise research distribution, channel
mix, and the shape of the client-acquisition funnel.
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5. Data Analysis and Discussion

5.1 Brand-Building Outcomes

The agency's own brand-building activity targeted 25 new followers per platform within three days. As shown
in Figure 1, the target was met or exceeded on Instagram (31) and LinkedIn (28), while Facebook fell
marginally short (22), suggesting that platform-specific audience behaviour rather than outreach effort alone
shapes short-window organic growth outcomes.

Task 1: Target vs, Achieved Follower Growth by Platform
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Figure 1: Target vs. Achieved Follower Growth by Platform

5.2 Client-Acquisition Funnel

Of 62 businesses engaged during the outreach phase, 24 (38.7%) were qualified as genuine leads, 13 (21.0%)
progressed to a substantive discussion, and 5 (8.1%) converted into paying clients (Figure 2). The steep drop
between initial contact and qualified lead status rather than between qualification and closure represents the
single largest point of attrition in the funnel, consistent with the proposition that reaching an empowered
decision-maker, not outreach volume, is the binding constraint on conversion.

Task 3: B28 Client-Acquisition Funnel During the OJT
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Figure 2: B2B Client-Acquisition Funnel (n = 62 Prospects)

5.3 Category-wise Gap Analysis

The predominant gap identified varied systematically by business category (Table 1), which in turn shaped
which service was pitched to which category: restaurants and cafes were most often pitched social media
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management, while healthcare clinics were most often pitched local SEO and Google My Business

optimisation.

Real Estate 9 Website & GMB/SEO gaps
Social medi tent & posting-

Restaurants & Cafes 10 octal media Content & posting
frequency gaps

Education & Coaching 9 Website and lead-capture gaps

Healthcare & Clinics 8 GMB listing & local SEO gaps

Retail & E-commerce 9 E-commerce and paid-advertising
gaps

Table 1: Category-wise Business Research Summary

5.4 Channel Effectiveness and Service-wise Conversion

Cold email (35%) and calls/field visits (25%) together accounted for 60% of outreach touchpoints, with social
media outreach (25%) and referrals (15%) contributing the remainder. Notably, the channel mix shifted over
the engagement period: email dominated in the early weeks, while referrals unavailable until the first clients
were satisfied became a meaningful source of leads only in the later weeks. Of the five conversions achieved,
website development accounted for two, and SEO, social media management, and e-commerce set-up
accounted for one each (Figure 3), indicating that website development functions as the most readily
convertible “entry-point” service for a small agency serving first-time SME clients.

Service-wise Break-up of the 5 Paid Client Conversions

E-commerce
Setup

Website
Development

' Social Media
Management

SEO
Services

Figure 3: Service-wise Break-up of Paid Conversions (n = 5)

6. Findings

. Structured, category-wise gap analysis (website, social media, GMB, and SEO) produced
measurably higher-quality leads than unstructured, generic outreach.

. A multi-channel outreach strategy outperformed single-channel reliance, with the optimal
channel mix shifting over time from cold email early on to referral-driven leads later.
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. Reaching the actual decision-maker at a prospect business was more strongly associated with
lead progression than either outreach volume or channel choice.

. Website development and SEO were the most readily converted services, suggesting these
function as effective “entry-point” offerings that can be followed by higher-value retainer services
such as social media management or CRM.

. Short-duration organic brand-building targets were achievable on visually driven platforms
(Instagram) and professionally oriented platforms (LinkedIn) more readily than on Facebook, within
the population reached in this study.

7. Recommendations

. Small digital marketing agencies should formalise a standard gap-analysis template
(website/social media/GMB/SEQ) as a core pre-outreach step rather than an optional research

exercise.

. A minimum multi-touch outreach cadence (for example, an initial email followed by a call
within two to three days) should be adopted, given the observed relationship between follow-up
speed and conversion.

. Agencies should build a systematic referral-request step into every successful client
handover, since referral-based leads showed disproportionately high conversion potential relative to
their volume.

. Website development and SEO should be positioned as entry-point offerings for new SME
clients, with a defined upsell pathway toward social media management and CRM retainers.

8. Limitations and Scope for Future Research

This study is based on a single agency, a single two-month engagement window, and a sample of 45 researched
businesses and 5 conversions, which limits statistical generalisability. The researcher's own improving
proficiency in pitching over the engagement period is a potential confound that is difficult to separate from
channel- or service-specific effects. Future research could extend the observation window to assess client
retention and lifetime value, replicate the design across multiple agencies and cities, and test the incremental
effect of paid digital advertising on the funnel shape observed here.

9. Conclusion

This paper has presented an empirical, funnel-based analysis of how a Kanpur-headquartered digital marketing
agency, working through a remote intern based in Pune, builds its own brand and converts researched SME
prospects into paying clients. The evidence supports three practical conclusions: structured research materially
improves lead quality; multi-channel, persistent outreach outperforms single-channel effort; and reaching an
empowered decision-maker is the binding constraint on conversion. For small digital marketing agencies
operating in India's growing Tier-1 satellite townships, these findings suggest that investment in research
discipline and outreach persistence is likely to yield higher returns than investment in outreach volume alone.
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