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Abstract 

Digital marketing has become an important mechanism through which 

technology enterprises communicate complex offerings, build brand 

visibility, attract relevant audiences and generate business enquiries. This 

paper examines the planning, execution and optimization of integrated 

digital marketing activities at FosterAI Technologies, a technology-focused 

organisation whose offerings include AI, cloud, software and enterprise 

solutions. The study is based on an on-the-job training engagement 

conducted from 13 July to 13 October 2026 and focuses on seven connected 

workstreams: search engine optimisation (SEO), social media marketing 

(SMM), content creation, email marketing, digital advertising, campaign 

management and web analytics. A descriptive case-study approach is used 

to organise internship observations, workstream records, campaign 

documentation and the theoretical concepts identified in the underlying 

MBA project. The analysis emphasises the relationship between channel 

activity and the customer journey, rather than treating individual metrics as 

independent indicators of success. The documented observations suggest 

that search intent and content relevance are important for organic discovery; 

service-specific and problem-oriented communication is more useful than 

generic promotional messaging; paid campaign efficiency depends partly on 

the alignment between advertisements and destination pages; and email 

relevance and call-to-action design affect engagement. 

Keywords: digital marketing; technology enterprise; campaign optimization; search engine optimization; social media 

marketing; web analytics; lead generation; case study 

1. Introduction 

Digital channels have changed how organisations make their products and services visible, communicate value and 

maintain relationships with prospective customers. For technology enterprises, digital marketing has particular 

importance because the offerings may be complex, intangible and difficult for a prospective buyer to evaluate before a 

conversation or demonstration. Business buyers often need to understand a problem, compare potential solutions, 
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assess credibility and identify a relevant next step before contacting a provider. Search engines, professional social 

networks, email and paid media can support different parts of this decision process when they are coordinated around 

a clear audience and business objective. 

FosterAI Technologies operates in a technology-oriented environment that includes AI, cloud, software development 

and enterprise solutions. The company’s portfolio described in the underlying project includes products and services 

associated with education, healthcare, construction, customer relationship management, human resource management 

and AI-enabled platforms, alongside technical training and talent-related offerings. Such breadth creates both an 

opportunity and a marketing challenge. A diverse portfolio can address different customer needs, but generic 

communication may not explain why a specific offering is relevant to a particular audience. Effective digital 

communication therefore needs to connect customer problems with clear service benefits, suitable content and an 

appropriate conversion path. 

This paper develops a research-paper version of the MBA on-the-job training (OJT) project, “A Study on Digital 

Marketing Campaign Planning, Execution and Optimization at FosterAI Technologies.” The original project describes 

practical exposure across seven workstreams: SEO, SMM, content creation, email marketing, digital advertising, 

campaign management and web analytics. Rather than presenting these activities as a diary of tasks, the paper 

interprets them as parts of an integrated marketing system. SEO can help people discover relevant information; content 

can explain business problems and solutions; social media can distribute and reinforce messages; email can nurture an 

existing relationship; paid advertising can accelerate reach; campaign management can coordinate timing and 

execution; and analytics can inform subsequent decisions. 

The central managerial issue is not simply whether a channel generates impressions, clicks or likes. 

2. Background and Problem Statement 

Technology businesses compete not only through technical capability but also through their ability to explain that 

capability to the right audience. The underlying OJT report characterises the market as crowded, with prospective 

buyers able to compare providers and research vendors online before initiating contact. In such a context, digital 

discoverability, clarity of positioning and trust-building content become important parts of demand generation. 

The practical problem addressed in this study is the coordination and evaluation of multiple digital marketing activities 

within one technology enterprise. Each channel has its own measures and operational rhythm. SEO may be evaluated 

through impressions, clicks, click-through rate and search position; social media through reach, engagement and 

content interactions; email through opens, clicks and unsubscribes; paid media through impressions, click-through 

rate, cost and leads; and website analytics through sessions, source/medium, engagement and conversion events. When 

these metrics are recorded in separate systems or reports, the organisation may struggle to understand how the 

channels work together or which activity deserves further investment. 

A second problem concerns message relevance. Technical products may be described in feature-heavy language that is 

not immediately meaningful to a non-technical buyer. A potential customer is more likely to understand the value 

proposition when communication starts with a specific operational challenge and then explains how the product or 

service may address it. 

A third problem concerns the gap between activity and outcome. 

The problem statement is therefore framed as follows: how can digital marketing activities at a technology enterprise 

be planned, coordinated and evaluated as an integrated system so that communication remains relevant to the audience 

and performance evidence can inform continuous optimization? 

3. Research Objectives and Research Questions 

The original OJT project identifies four objectives that are retained and reframed for this paper: 

1. To examine the practical application of SEO, social media marketing, content creation, email marketing, 

digital advertising, campaign management and web analytics in a technology-business environment. 
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2. To describe how digital marketing activities move from objective setting and planning through execution, 

monitoring and optimization. 

3. To interpret the available campaign observations and identify opportunities to improve visibility, engagement, 

website traffic, lead generation and measurement. 

4. To develop practical recommendations for improving the consistency, effectiveness and evaluation of digital 

marketing activities at FosterAI Technologies. 

These objectives are addressed through the following research questions: 

RQ1: How can the seven digital marketing workstreams be coordinated across the customer journey?  

RQ2: What recurring observations emerge from the documented SEO, social, email, paid advertising and website 

analytics activities? 

The questions are exploratory. 

Table 1. Research objectives mapped to research questions and sections 

Research objective Research question Addressed in 

1. Examine the practical application of the seven 

workstreams in a technology-business environment 

RQ2 Sections 5 and 6 

2. Describe how activities move from planning through 

execution, monitoring and optimization 

RQ1 Sections 4 and 5 

3. Interpret campaign observations to improve visibility, 

engagement, traffic, leads and measurement 

RQ2 Sections 6 and 7 

4. Develop practical recommendations for consistency, 

effectiveness and evaluation 

RQ1 and RQ2 Section 7 

 

4. Literature Review and Conceptual Foundation 

The literature and theoretical sources listed in the OJT report provide a foundation for interpreting digital marketing as 

a coordinated business process. Chaffey and Ellis-Chadwick (2019) present digital marketing as a strategic and 

operational discipline in which digital channels, customer data and measurement support marketing objectives. Ryan 

(2020) similarly emphasises the need to understand digital audiences and connect channel choices with engagement 

and business outcomes. These perspectives support the central premise of this paper: channel execution should be 

evaluated in relation to the customer journey and the organisation’s objectives rather than through isolated activity 

counts. 

4.1 Integrated digital marketing and the customer journey 

An integrated approach coordinates the audience, message, channel and desired action across the customer journey. In 

the OJT project, the marketing funnel and AIDA model—Attention, Interest, Desire and Action—are used to explain 

how communication can move a potential customer from initial exposure towards an enquiry or another measurable 

action. Attention may be created through search visibility, social distribution or paid promotion. Interest can be 

supported by useful articles, product explainers and relevant landing pages. Desire may develop when the content 

clearly connects a customer problem with a plausible benefit. Action requires a specific next step, such as contacting 

the company, requesting a demonstration or submitting a form. This framework is useful as a planning device, 

although the available case material does not establish that every user follows a linear funnel. 

Kotler and colleagues (2018) provide a broader marketing-management perspective in which customer value, 

segmentation and positioning are central to effective communication. Applied to a technology enterprise, this means 

that the same generic message should not necessarily be used for a school administrator, a healthcare organisation, an 

operations manager and a small-business owner. Audience definition and value proposition should precede content 

production and channel selection. 
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Figure 1 presents the conceptual framework that guides this paper. The seven workstreams operate under a shared 

business objective and target audience, support the stages of the customer journey, and are reviewed through 

measurement so that later activity can be improved. 

 

Figure 1. Conceptual framework of integrated digital marketing at FosterAI Technologies 

4.2 Search engine optimization and content relevance 

SEO supports the discoverability of content when users search for information, products or services. The OJT report 

describes keyword research, search-intent mapping, on-page review, metadata, heading structure, internal linking, 

technical checks and search-performance monitoring as key activities. The conceptual implication is that keyword 

selection should not be based on search volume alone. Informational queries may be appropriate for educational 

articles, while more commercially oriented queries may be better suited to product and service pages. A page that 

appears in search results but has an unclear title or description may not attract clicks; conversely, a click does not 

guarantee that the destination page satisfies the visitor’s need. 

The OJT bibliography includes Google’s search documentation and Moz’s beginner’s guide to SEO as practical 

references for content quality and optimisation. These sources are best treated as implementation guidance rather than 

as proof that any particular optimisation will produce a fixed ranking result. Search performance can be influenced by 

competition, technical conditions, user intent and changes to search systems. Accordingly, the paper interprets SEO as 

a continuous cycle of research, improvement and measurement rather than a one-time technical task. 

Content marketing is closely connected with SEO. Halligan and Shah (2014) discuss inbound marketing as a way of 

attracting audiences through relevant content and experiences. In the FosterAI case, this supports a problem-led 

approach: content should answer a genuine audience question, explain a relevant business challenge and connect 

naturally to an appropriate service. Content can then be adapted for social posts, email communication and paid 

distribution, creating greater consistency across channels. 

4.3 Social media marketing 

Kaplan and Haenlein (2010) explain social media as a participatory environment that creates opportunities and 

challenges for organisations. Tuten and Solomon (2017) provide a marketing-oriented treatment of social platforms, 

content and audience interaction. For a B2B technology enterprise, social media can support awareness, credibility, 

professional discussion and traffic to more detailed information. The choice of format should be connected to the 

intended audience and objective. A carousel may explain a multi-step concept, a short video may demonstrate a use 
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case, and a question-led professional post may invite discussion. These are plausible mechanisms, but their 

effectiveness should be assessed using actual platform data rather than assumed in advance. 

The OJT report records an observation that problem-oriented and service-specific content was more useful than 

generic brand messaging, and that carousel and short-form video formats appeared to attract stronger engagement than 

text-only or single-image content. 

4.4 Email marketing and conversion design 

Email remains useful for direct communication with audiences who have already shared contact information or 

otherwise entered a relationship with the organisation. 

5. Research Methodology 

5.1 Research design 

The study adopts a descriptive, qualitative-dominant case-study design based on the OJT project conducted at 

FosterAI Technologies. A case-study approach is suitable for documenting a practical process in its organisational 

setting, particularly where the objective is to understand how workstreams are planned and managed rather than to 

estimate a population-wide effect. The study is exploratory and applied. It does not use an experimental design, and no 

claim is made that the observed outcomes were caused exclusively by the intern’s activities. 

5.2 Study setting and period 

The study setting is FosterAI Technologies, and the observation period corresponds to the internship from 13 July to 

13 October 2026. The original report identifies work across SEO, SMM, content creation, email marketing, digital 

advertising, campaign management and web analytics. The period included initial orientation and keyword research, 

on-page and technical SEO review, content-calendar preparation, email campaign work, paid advertising, website 

traffic and source analysis, and reporting and documentation. 

5.3 Sources of information 

The underlying project identifies several sources: internship work records, keyword research sheets, content calendars, 

approved content samples, email campaign records, advertising screenshots or reports, analytics exports, the company 

website, the internship documentation, the OJT handbook and published references. For this paper, these are treated as 

documentary and observational sources. The evidence base should be strengthened before journal submission by 

attaching or checking the actual approved exports and screenshots for any quantitative claims. 

5.4 Sampling and participants 

The project is an organisational case study, not a survey of a defined sample of consumers or customers. The source 

report does not specify a respondent sample size, a sampling frame or a structured primary survey. Accordingly, this 

paper does not report a sample size or participant demographics. The principal unit of analysis is the digital marketing 

workstream and the campaign process documented during the internship. If the author later obtains customer, lead or 

user-level data, that evidence should be described separately, including its sampling method, time window, inclusion 

criteria and ethical safeguards. 

5.5 Analytical procedure 

The material was organised by workstream and interpreted through a consistent sequence: objective, target audience, 

channel, content or creative, tracking, launch, monitoring, interpretation and optimization. Observations were 

compared across channels to identify recurring themes, including relevance of content, alignment between message 

and destination, the role of CTA design, the need to interpret KPIs against objectives, and the value of standardised 

reporting. This is a descriptive thematic synthesis rather than a formal statistical analysis. 
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Figure 2. Research flow of the descriptive case study 

5.6 Measures and indicators 

The source report identifies several possible indicators. SEO may be assessed through organic impressions, clicks, 

click-through rate, average position and queries or pages. Social media may be assessed through post volume, reach, 

impressions, reactions, comments, shares, saves and engagement rate. Email measures include open rate, click-through 

rate, bounce rate and unsubscribes. Paid media measures include impressions, CTR, CPC, cost per lead and return on 

ad spend where relevant. Website analytics includes sessions by source/medium, landing-page performance, 

engagement and conversion events such as form submissions or contact-page visits. 

Table 2. Digital marketing workstreams, core activities and indicators considered 

Workstream Core activities Indicators considered 

SEO Keyword research, intent mapping, on-

page and technical review 

Impressions, clicks, CTR, average 

position, queries and pages 

Social media 

marketing 

Content calendar, posting, format 

selection 

Post volume, reach, reactions, 

comments, shares, saves, engagement 

rate 

Content creation Problem-led articles and explainers 

adapted across channels 

Downstream clicks, engagement, 

sessions 

Email marketing Audience segmentation, subject lines, 

CTA design 

Open rate, CTR, bounce rate, 

unsubscribes 

Digital advertising Targeting, creative, landing-page 

alignment 

Impressions, CTR, CPC, cost per lead, 

ROAS 

Campaign 

management 

Planning, scheduling, coordination, 

documentation 

Adherence to plan and reporting 

cadence 

Web analytics Traffic-source and landing-page 

analysis, reporting 

Sessions by source/medium, 

engagement, form submissions, 

contact-page visits 

 

5.7 Data analysis and integrity 

6. Data Analysis and Discussion 

The charts in this section marked “Illustrative Sample” are drawn only to show the direction of the observations 

recorded in the source report; they are not verified platform figures. Figure 3 reflects the approximate post counts 

stated in the source report. These charts should be replaced with approved exports before any formal submission. 
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6.1 SEO: search intent, on-page relevance and continuous improvement 

The OJT report describes a sequence that began with keyword research and intent mapping, followed by review of title 

tags, meta descriptions, headings, content quality and internal links. Technical checks and search-performance 

monitoring were also included. The key interpretation in the source report is that impressions and click-through rate 

answer different questions. Impressions indicate that a page appeared in search results, while clicks show that some 

users chose to visit it. A listing may receive impressions without generating many clicks if its title and description do 

not clearly communicate relevance. 

A second observation concerns intent. High-volume terms may attract people seeking general information rather than 

buyers evaluating a service. The report therefore recommends distinguishing informational topics for educational 

content from commercial or service-specific topics for product pages. This is a useful management principle because it 

connects the content format to the purpose of the search. The evidence remains directional: the paper does not provide 

exact before-and-after figures, query-level tables or a verified comparison group. It therefore cannot quantify the 

magnitude of SEO improvement. 

6.2 Social media: problem-led communication and format choice 

The source report records approximately 18–20 LinkedIn posts and 12–15 Instagram posts across the three-month 

period. It describes professional, product-explainer and use-case content as generating more meaningful engagement 

than general brand-awareness content. It also reports that carousel and short-form video formats appeared to perform 

better than single-image or text-only posts. These observations suggest that content usefulness and format should be 

considered together. A format is not inherently effective; it becomes useful when it helps the audience understand a 

topic or interact with a message. 

For a technology enterprise, social content can translate technical features into practical outcomes. For example, 

content about a product should clarify the problem it addresses, the intended user and the benefit, rather than simply 

listing functions. A question or use-case can also provide a more specific reason for a professional audience to 

comment or save a post. To validate these patterns, future analysis should record each post’s format, topic, audience, 

publication date, reach, engagement and downstream clicks. Engagement rate should be calculated using one clearly 

defined denominator and should not be compared across platforms without acknowledging differences in their 

measurement systems. 

 

Figure 3. Approximate social media post volume by platform, as recorded in the source report 
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Figure 4 (Illustrative Sample). Directional engagement pattern by social content format 

6.3 Email marketing: segmentation and call-to-action clarity 

The report describes two campaigns with different audience approaches. The first targeted prospective enterprise 

clients in education and healthcare and used a subject line focused on a specific operational challenge. The second 

targeted warm leads and previous website visitors and used more personalised subject lines. The source report notes 

that the second campaign showed a higher open rate and stronger click-through response, while the first campaign’s 

informative body and less prominent CTA appeared to limit clicks. 

The practical lesson is that opening an email and acting on it are separate stages. Subject-line relevance can encourage 

an open, but the body must then make the next action clear. CTA placement, specificity and relevance to the 

recipient’s likely need deserve attention. Nevertheless, the source does not supply exact delivered volumes, open 

counts, click counts or a controlled test. Differences between the campaigns may also reflect audience warmth, send 

time, deliverability or other factors. Thus, the case generates a testable proposition rather than a conclusive causal 

claim: segment-specific messages and clearer CTAs may improve response, and should be tested using comparable 

groups where feasible. 

 

Figure 5 (Illustrative Sample). Open rate and click-through rate of the two email campaigns 
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6.4 Digital advertising: message match and conversion friction 

The report describes two paid campaign examples. Campaign 1 focused on awareness and traffic for enterprise product 

pages, targeting business owners and IT decision-makers in education and healthcare. The source notes strong 

impressions, moderate CTR and an initially high bounce rate when the destination page did not sufficiently match the 

ad promise. Campaign 2 focused on lead generation for AI automation services and used tighter targeting and an 

adjusted landing page; the report describes lower impressions but higher CTR and lower bounce rate after the 

adjustment. 

This comparison illustrates why reach alone is not an adequate measure of paid-media effectiveness. A campaign may 

attract many impressions yet fail to move the visitor toward the intended action. The destination page should confirm 

the promise made in the ad, present the relevant value proposition and offer a clear CTA. The source report interprets 

message alignment as a major factor in campaign efficiency. Since no exact spend, lead counts, cost-per-lead values or 

control conditions are supplied, the paper does not claim a quantified improvement or that landing-page alignment was 

the only factor responsible. Future reporting should track the full funnel from impressions to clicks, landing-page 

engagement, lead submissions and qualified leads. 

 

Figure 6 (Illustrative Sample). Comparison of the two paid campaigns on impressions, CTR and bounce rate 

6.5 Web analytics: connecting acquisition to user behaviour 

The OJT report identifies organic search as the leading acquisition source in the observed period and states that 

service-specific pages and the AI automation page attracted high session volumes. It also describes directional 

improvement in engagement from the first to the third month and an upward direction in form submissions and 

contact-page visits. These observations support the need to assess both volume and quality. 

However, traffic-source comparisons need careful interpretation. 

https://ijcope.org/


International Journal of Creative and Open Research in Engineering and Management    

ISSN: 3108-1754 (Online) 

Volume 02 Issue 10 October-2026 | Impact Factor: 3.5 

 

© 2026 The Author(s). Published by IJCOPE Journal. Website: https://ijcope.org/                                                                                                              10 

 

 

Figure 7 (Illustrative Sample). Website sessions by acquisition source, with organic search leading 

 

Figure 8 (Illustrative Sample). Directional change in engagement and conversion actions from Month 1 to Month 3 

6.6 Cross-channel synthesis 

Figure 9 brings the channel observations together by mapping each workstream to the stage of the customer journey it 

mainly supports. 
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Figure 9. Cross-channel synthesis: workstreams mapped to the AIDA customer journey 

7. Findings and Managerial Implications 

The findings below are descriptive interpretations of the OJT report, not statistically verified effects. 

Finding 1: Digital marketing channels should be managed as an integrated system. The seven workstreams perform 

different roles but share audiences, messages and conversion paths. Coordination can reduce duplicated effort and 

make it easier to trace the relationship between content, traffic and leads. 

Finding 2: Search intent and content relevance are central to organic discoverability. The report highlights the value of 

mapping informational keywords to educational content and service-oriented keywords to relevant product or service 

pages. This approach is more purposeful than selecting keywords solely by volume. 

Finding 3: Problem-oriented and service-specific communication appears more useful than generic brand messaging. 

The case observations across social, SEO and email indicate that content explaining a business problem and 

connecting it with a relevant offering can provide a clearer reason for engagement. 

Finding 4: Email outcomes depend on more than subject lines. The two campaigns described in the report suggest that 

segmentation, message relevance and CTA placement should be considered together. Exact performance differences 

remain unverified. 

Finding 5: Paid campaign evaluation must include the landing page and downstream actions. The report’s campaign 

comparison highlights the practical importance of consistency between the ad promise and the destination page. Reach 

and clicks should be interpreted alongside bounce or engagement behaviour and lead conversion. 

Finding 6: A unified measurement framework is needed. Separate channel reporting can prevent the team from 

comparing outcomes consistently. A standard dashboard with common naming conventions, reporting periods and KPI 

definitions would support more informed resource allocation. 

These findings lead to three managerial recommendations. First, build an integrated content-to-lead funnel organised 

around the company’s core service and product themes. Each content asset should have a defined audience, funnel 

stage, intended next action and measurement plan. Second, establish a standard dashboard covering SEO, social, 

email, paid advertising and website conversions. The dashboard should separate leading indicators from outcome 

indicators and identify the person responsible for each measure. Third, introduce a test-and-learn log that records the 

rationale for each meaningful change and its subsequent result. 

Additional recommendations include creating dedicated landing pages for priority campaigns; using plain, benefit-

oriented language to explain technical products; adapting social formats to the message and audience; segmenting 

email communication where permission and data quality allow; and reviewing performance on a regular cadence. 
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Table 3. Findings, basis in the case material and practical recommendations 

 

 

 

 

 

 

 

 

 

 

 

  

 

8. Limitations of the Study 

Several limitations define the scope of the conclusions. First, this is a single-organisation case based on an internship 

of approximately three months. The findings may be useful to similar technology enterprises but cannot be generalised 

automatically to all companies, industries or markets. Second, the project does not document a formal survey sample, 

a sampling frame or participant-level data. It therefore does not support claims about customer perceptions across a 

defined population. 

Third, the Black Book contains directional observations and some approximate content counts, but not a complete set 

of verified platform exports for every KPI. It does not provide all exact values needed to calculate channel-level 

changes, cost per lead, conversion rates or return on advertising spend. Consequently, the paper avoids inferential 

statistics and treats the observations as descriptive. Fourth, the three-month period may be too short to assess the full 

effects of SEO and content, which can take longer to develop. Fifth, external factors such as algorithm changes, 

auction competition, audience composition, seasonality and concurrent business activities may influence campaign 

outcomes. 

Finally, company confidentiality may limit the disclosure of raw data, budgets, lead records and internal dashboards. 

9. Future Scope of Research 

Future research can strengthen the current case in several ways. A first priority is a longer observation window that 

tracks organic visibility, sessions, leads and qualified enquiries over six to twelve months. This would help distinguish 

short-term variation from more durable SEO and content trends. A second direction is to link campaign analytics with 

CRM outcomes, allowing the researcher to examine whether traffic and form submissions lead to qualified 

opportunities, sales discussions or customers. 

A third opportunity is to conduct controlled A/B tests. For email, researchers could compare alternative subject lines, 

CTA placement or audience segmentation while holding other factors as constant as possible. For paid advertising, a 

structured comparison could test landing-page message match, creative variants or audience segments while recording 

spend, impressions, clicks, leads and lead quality. For social media, a content-level dataset could compare formats and 

themes over a sufficiently large number of posts, while controlling for publication time and platform differences. 

Finding Basis in the case material Practical recommendation 

F1. Manage channels as one 

integrated system 

The seven workstreams share 

audiences, messages and 

conversion paths 

Build an integrated content-to-lead 

funnel around core service themes 

F2. Search intent drives 

discoverability 

Informational keywords mapped 

to articles, service keywords to 

service pages 

Define audience, funnel stage and 

next action for every content asset 

F3. Problem-led messaging 

works better than generic 

branding 

Observations across social, SEO 

and email 

Use plain, benefit-oriented 

language; adapt formats to message 

and audience 

F4. Email results depend on 

more than subject lines 

Two campaigns with different 

segmentation and CTA placement 

Segment audiences and test CTA 

placement on comparable groups 

F5. Paid evaluation must 

include the landing page 

Ad promise versus destination 

page in two campaigns 

Create dedicated landing pages; 

track the full funnel to qualified 

leads 

F6. A unified measurement 

framework is needed 

Separate channel reports limit 

comparison 

Adopt a standard dashboard and a 

test-and-learn log 
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A fourth direction is to compare multiple service lines within the same company. AI automation, enterprise software, 

cloud services and training programmes may attract different audiences and require different conversion journeys. 

Research could compare which content themes, search intents and channels contribute to qualified leads for each 

service line. A fifth direction is to compare similar technology firms or conduct a multi-case study to determine which 

elements of the proposed integrated framework are context-specific and which are more transferable. 

Future studies should define KPIs before data collection, preserve consistent campaign identifiers, record changes to 

campaigns, use transparent attribution rules and protect personal or confidential information. 

10. Conclusion 

This paper has reframed the MBA OJT project at FosterAI Technologies as a descriptive case study of integrated 

digital marketing planning, execution and optimization. It examined seven workstreams—SEO, social media 

marketing, content creation, email marketing, digital advertising, campaign management and web analytics—and 

connected them through a customer-journey perspective. The case suggests that digital marketing effectiveness 

depends not only on channel activity but also on audience relevance, message consistency, clear conversion paths and 

disciplined measurement. 

The practical observations emphasise the importance of matching content to search intent, communicating technical 

offerings through customer problems and benefits, designing email CTAs that support a clear next step, aligning 

advertisements with landing pages, and evaluating website traffic through engagement and conversion events. The 

study also identifies a need for more consistent cross-channel reporting. An integrated content-to-lead funnel, a 

standard performance dashboard and a test-and-learn log are proposed as manageable steps towards more evidence-

informed marketing decisions. 

The paper’s contribution is primarily applied and conceptual. It organises real-world internship work into a coherent 

framework and derives practical recommendations from the documented experience. It does not claim statistically 

significant effects, proven causal relationships or universal rules, because the complete verified dataset needed for 

such claims is not present in the source report. 
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