
International Journal of Creative and Open Research in Engineering and Management    

ISSN: 3108-1754 (Online) 

Volume 02 Issue 11 November-2026 | Impact Factor: 3.5 

© 2026 The Author(s). Published by IJCOPE Journal. Website: https://ijcope.org/                                                                                                              1 

 

 

Attracting And Converting Learners: Digital Lead Generation and 

Enrolment Practices in Professional Certification Training 

A Case Study of Woxen Digital Pvt. Ltd. 

 

Shubham Sunil Deore 

School of Business, Indira University, Pune 

MBA OJT Research Paper | 2026 

Abstract 

The growth of professional certification training has increased competition 

among private training providers to attract prospective learners and convert 

enquiries into registrations. This paper examines the digital lead generation 

and enrolment practices used for the professional digital marketing 

certification course offered by Woxen Digital Pvt. Ltd., Ghaziabad. The 

study follows an applied, descriptive single-company case-study approach 

based on the researcher's first-hand sales and marketing activities and four 

fortnightly progress reports collected during a nine-week internship from 18 

May to 18 July 2026. Secondary information from sector reports, company 

records and marketing concepts provides context. The researcher made 

approximately 20–25 outbound calls per working day, giving an estimated 

900–1,125 calls over about 45 working days, and personally closed 8–9 

registrations. The estimated call-to-registration conversion rate was 

approximately 0.8–0.9%. Qualitative observations indicate that prospects 

commonly sought clarity about course outcomes, certification value and 

career opportunities. Other challenges included building trust as a smaller 

provider, competition from free certifications and the absence of a shared 

CRM-based tracking system. The paper recommends lead qualification, 

standardised objection-handling material, shared follow-up tracking and 

clearer communication of the value of guided paid training. The findings are specific to the case and should be 

interpreted in light of the study's short duration and estimated, self-reported data. 

Keywords: Digital marketing, lead generation, customer acquisition, cold calling, conversion rate, professional 

certification, enrolment, AIDA. 

1. Introduction 

Professional certification and short-duration skill-development programmes have become an important route for 

students and working professionals seeking practical, job-related capabilities. In digital marketing, demand for skills 

such as search engine optimisation, content marketing and campaign management has grown alongside the expansion 

of digital advertising. This opportunity has also increased competition. Learners can compare private academies, large 

upskilling platforms, government-supported programmes and free certificates offered by global technology platforms. 

Woxen Digital Pvt. Ltd. operates both as a digital services company and as a provider of professional digital marketing 

certification courses. This paper focuses on the certification-training activity and examines how prospective learners 

are contacted, informed, followed up and converted into registered students. The study draws on the researcher's direct 

role as a Business Development and Digital Marketing Intern, including outbound calling, course presentations, 

objection handling, content writing, promotional material development, competitor analysis and introductory SEO 

training. 
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The practical problem addressed is how a smaller private training provider can improve the quality of its leads and the 

effectiveness of its enrolment process in a competitive market where prospects have many alternatives and often need 

reassurance about career outcomes before paying for a course. 

2. Research Objectives 

• To examine the digital marketing strategies and lead-generation techniques used to promote Woxen Digital's 

professional digital marketing certification course. 

• To study the customer-acquisition process from initial lead contact and enquiry through follow-up to course 

registration. 

• To identify the main challenges affecting lead generation and conversion. 

• To recommend practical strategies for improving lead quality, customer conversion and the overall acquisition 

process. 

3. Review of Concepts and Theoretical Framework 

3.1 AIDA Model 

The AIDA model describes four broad stages in a buyer's response: Attention, Interest, Desire and Action. In this case, 

the opening of a call or exposure to a promotional message seeks attention; the course explanation develops interest; 

discussion of learning outcomes and career relevance is intended to build desire; and registration represents action. 

The model offers a useful way to understand the conversation, although actual prospect journeys do not always follow 

a perfectly linear sequence. 

3.2 TOFU–MOFU–BOFU Funnel 

The marketing funnel divides the journey into Top of Funnel (TOFU), Middle of Funnel (MOFU) and Bottom of 

Funnel (BOFU). At TOFU, a prospective learner first becomes aware of the course. At MOFU, the learner compares 

the offering, asks questions and evaluates its relevance. At BOFU, the learner is close to making an enrolment 

decision. Follow-up communication can help a prospect progress through these stages. 

3.3 Personal Selling Process 

The practical selling process observed in the internship can be organised into prospecting, approach, presentation, 

handling objections, closing and follow-up. These steps align broadly with AIDA and the funnel: prospecting and 

approach attract attention, presentation builds interest, objection handling supports desire, and closing or follow-up 

seeks action. In practice, the stages overlap and may repeat across several conversations. 

3.4 Services Marketing and Trust 

A professional course is an intangible service: a prospect cannot fully evaluate the learning experience before 

enrolling. Consequently, credibility, transparent information, trainer support, learner feedback and clear explanations 

of course outcomes can influence the decision. The report also uses the extended services-marketing mix and 

competitor analysis as supporting concepts, but the central analysis concerns the lead-to-registration journey. 

4. Research Methodology 

Research design: Applied, descriptive, single-organisation case study. The study is not a survey-based or experimental 

investigation. 

Study setting and period: Woxen Digital Pvt. Ltd., Ghaziabad, Uttar Pradesh; 18 May 2026 to 18 July 2026 

(approximately nine weeks). 

Primary data: First-hand observations from the researcher's business-development and digital-marketing work, 

including outbound calls, course pitching, prospect queries, objection handling and follow-up. Four fortnightly 

progress reports were used to organise activities and qualitative observations. 

Secondary data: Published industry reports, official company records and established marketing and sales concepts 

cited in the underlying OJT report. 
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Data analysis: Descriptive analysis of estimated aggregate outreach and registrations, together with qualitative 

interpretation of recurring prospect questions and operational difficulties. The call volume was estimated from 

approximately 20–25 calls per day across about 45 working days. No access to company CRM exports or system-

logged call records was available. 

Scope: The study is limited to the B2C certification-course activity and the researcher's own outreach experience. It 

does not evaluate the company's full agency business, financial performance or corporate-training activity. 

5. Analysis and Findings 

5.1 Outreach and Conversion 

During the internship, the researcher reported making approximately 20–25 outbound calls per working day. Across an 

estimated 45 working days, this represents approximately 900–1,125 calls, with a midpoint estimate of about 1,010 

calls. The researcher personally closed 8–9 course registrations. On this basis, the estimated call-to-registration 

conversion rate was approximately 0.8–0.9%. 

Measure Reported / estimated value 

Internship duration Approximately 9 weeks 

Estimated working days Approximately 45 

Outbound calls per day 20–25 

Estimated total calls 900–1,125 (about 1,010 midpoint) 

Confirmed registrations 8–9 

Estimated call-to-registration rate Approximately 0.8–0.9% 

General B2B cold-calling benchmark cited in report Approximately 2–3% 

Technology/software benchmark cited in report Approximately 0.95% 

The estimated rate is slightly below the lower technology/software benchmark cited in the OJT report and below the 

general B2B benchmark. This comparison is directional only: the external benchmarks may measure a different type 

of conversion, while this study measures registration for a paid, multi-week certification course. 

5.2 Prospect Information Needs 

A recurring observation was that prospects wanted clarity about course outcomes, the value of the certification and 

possible career opportunities before deciding. This made the explanation of practical value and the handling of career-

related objections central parts of the sales conversation. Course presentations and promotional posters helped explain 

course features and benefits. 

5.3 Trust and Competitive Pressure 

As a smaller and lesser-known private provider, Woxen Digital faced the challenge of establishing credibility during 

initial contact. Prospects could also compare its paid course with free or low-cost certificates from platforms such as 

Google, Meta and HubSpot Academy. The observed response was to explain the additional value of guided learning, 

mentorship, personalised feedback and support with practical tasks, while remaining transparent about course content 

and cost. 

5.4 Follow-up and Measurement 

Regular follow-up was considered important because a prospect might not decide during the first call. However, the 

absence of access to a shared CRM or call-logging system limited the ability to measure which lead sources, messages 

or follow-up actions produced registrations. A personal follow-up log provided some continuity, but a shared structure 

would support better team-level tracking. 
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5.5 Overall Findings 

• The acquisition process broadly follows the AIDA model, the TOFU–MOFU–BOFU funnel and the personal-

selling process. 

• Career outcomes, certification value and employability-related questions were the most consistently observed 

objections. 

• The estimated call-to-registration rate of 0.8–0.9% indicates scope to improve lead qualification, objection 

handling and follow-up. 

• Trust-building and differentiation from free alternatives are important for a smaller paid training provider. 

• Informal individual tracking limits continuity and makes conversion performance difficult to measure 

accurately. 

6. Discussion 

The case suggests that high outreach volume alone does not ensure enrolment. A prospect's readiness, interest and 

confidence in the provider influence whether a conversation progresses towards registration. Treating all prospects as 

equally cold can therefore use sales time inefficiently. A simple distinction between warm leads (for example, enquiry-

form submissions, advertisement responses or referrals) and cold-sourced leads may help prioritise contact. 

The prominence of career-outcome questions is consistent with the intangible nature of training services. Prospects are 

being asked to pay for a future learning experience and an anticipated skill benefit, so they need credible and specific 

information before committing. A standard set of evidence-based talking points can make responses more consistent, 

provided that claims about placements or outcomes are accurate and not exaggerated. 

The comparison with free certificates also indicates that paid providers should avoid competing only on access to basic 

information. Their pitch should clearly explain the additional support actually included in the course. Finally, the lack 

of a shared tracking system creates a management problem: without consistent records of lead source, objections, 

follow-up dates and status, the organisation cannot reliably identify which parts of the process need improvement. 

7. Recommendations 

7.1 Improve lead targeting and qualification 

Introduce a simple lead-scoring or tagging step. Mark leads from enquiries, advertisements and referrals as warm, and 

independently sourced contacts as cold. Prioritise warm leads and record the source for later analysis. 

7.2 Standardise career-outcome objection handling 

Prepare a one-page reference sheet covering course content, practical learning, certification details, available support 

and realistic career relevance. Use verified information and avoid guaranteed-placement or unsupported salary claims. 

Include the sheet in intern onboarding and update it periodically. 

7.3 Create a shared follow-up tracker 

Use a shared spreadsheet or lightweight CRM. Suggested fields are prospect name, contact details, lead source, first-

contact date, course interest, objections raised, follow-up date and current status. Require updates after each interaction 

and review the tracker regularly. 

7.4 Differentiate the paid course from free certificates 

Explain clearly what additional value the paid, guided programme provides, such as mentorship, personalised 

feedback and practical task support, but only where these are genuinely included. Add this comparison to course 

presentations and promotional material. 

7.5 Monitor conversion indicators 

Once consistent records are available, review lead-to-contact, contact-to-interested, follow-up-to-registration and 

overall call-to-registration rates by lead source. This will help identify where prospects are dropping out of the 

process. 
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8. Limitations of the Study 

• The study covers approximately nine weeks and cannot capture seasonal variation in course enquiries or 

enrolments. 

• Call and registration figures are self-reported estimates, not independently verified CRM or call-log data. 

• The research concerns one company and one certification-training segment; findings may not apply to larger 

providers or other industries. 

• The researcher had no access to detailed CRM, marketing-spend or financial data, limiting analysis of 

customer acquisition cost and customer lifetime value. 

• The researcher was also the salesperson whose activity was being studied, creating a possibility of self-report 

bias. 

• No separate structured survey or interview programme with prospects or enrolled students was conducted. 

9. Conclusion 

This case study provides a first-hand account of how a small private training provider attracts and converts prospective 

learners for a professional digital marketing certification course. During the nine-week OJT period, approximately 

900–1,125 outbound calls were estimated to have produced 8–9 registrations, corresponding to an estimated 

conversion rate of 0.8–0.9%. The qualitative evidence points to career-outcome questions, trust, free alternatives and 

inconsistent follow-up tracking as important challenges. 

The study concludes that the process is based on recognisable marketing and personal-selling principles, but its 

effectiveness could be improved through more deliberate lead qualification, consistent and evidence-based objection 

handling, shared follow-up records and clearer communication of the paid course's additional value. These 

recommendations are practical starting points rather than proven causal interventions; their impact should be evaluated 

through systematic tracking over a longer period. 

10. Scope for Further Research 

Future research could collect system-logged lead and conversion data over a longer period, compare the performance 

of warm and cold leads, examine outcomes across multiple interns or training providers, and gather direct feedback 

from prospects and enrolled learners. Access to marketing-spend and repeat-enrolment or referral data would also 

support a more complete analysis of acquisition cost and customer lifetime value. 
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