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1. ABSTRACT  

This paper presents an analytical review of the marketing and sales strategies implemented by Kiyaan Infotech, an 

Information Technology (IT) services provider operating in the Belgaum region. The study is based on a one-

month summer internship experience (June 16, 2025, to July 14, 2025) focused on the company's Marketing and 

Sales department. The core objective is to critically assess Kiyaan Infotech's current digital marketing and sales 

methodologies concerning qualified lead generation and conversion in the B2B IT solutions space. Key findings 

indicate a strong reliance on local market knowledge and personalized service but highlight weaknesses in utilizing 

sophisticated Customer Relationship Management (CRM) and capitalizing on Hyperlocal Search Engine 

Optimization (SEO). Recommendations include adopting a small-business CRM, developing industry-specific 

case studies, and strengthening localized digital content to enhance lead nurturing and market competitiveness.  

2. INTRODUCTION  

2.1 Background  

The Indian IT Services and Digital Marketing industry is a globally recognized powerhouse, increasingly focusing 

on the rapidly growing domestic Small and Medium Enterprise (SME) sector, especially in Tier-2 and Tier-3 cities 

like Belgaum. Government initiatives like 'Digital India' further fuel this demand for digital transformation, making 

IT services a prerequisite for survival and growth. Kiyaan Infotech, a vibrant firm established in 2018 in Belgaum, 

provides a range of IT solutions—including website development, digital marketing (SEO, SMM, PPC), and IT 

consulting—primarily targeting the local SME market.  
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2.2 Problem Statement  

While Kiyaan Infotech benefits from its local presence and individualized service style, a critical evaluation is 

necessary to determine the efficiency of its digital marketing strategies and sales processes in a fragmented and 

price-sensitive market. The absence of sophisticated tools like a dedicated CRM and potential gaps in lead 

nurturing and consistent initial customer engagement pose significant challenges to scaling the business and 

maximizing sales conversion rates.  

2.3 Research Objectives 
The primary objective is to provide a critical research on the functionality of Kiyaan Infotech’s current digital 

marketing strategies and related sales methodologies with respect to generating qualified leads and converting 

opportunities into customers for its B2B IT solutions.  

Secondary objectives include:  

• Evaluating the end-to-end process to generate leads using different channels, improve them, and carry them on 

the sales pipeline.  

• Examining practices and approaches that the marketing and sales team used to engage the customers in the first 

place and further relationship fostering. • To undertake a targeted market examination review by reviewing the 

competitiveness positioning of Kiyaan Infotech against the major local and regional competitors in the IT 

services industry in Belgaum.  

• Presenting specific, practical, and data-derived marketing recommendations focused on increasing the quality of 

the lead, sales conversion rates, and resource allocation.  

3. LITERATURE REVIEW  

3.1 Digital Transformation in the SME Sector  

The literature indicates that SMEs are increasingly adopting technology due to competitive pressures and the 

accessibility of affordable cloud-based services. The COVID-19 pandemic significantly accelerated this shift. For 

local IT providers, the domestic SME segment represents a huge multi-billion markets prospect, with high 

projected growth rates in IT expenditure. Key drivers include enhanced connectivity, government initiatives like 

'Digital India', and the e-commerce boom.  

3.2 B2B Marketing and Sales Strategy  

In the B2B IT services sector, the sales cycle is extended, emphasizing the importance of value-based 

communication and trust-building. Core marketing services demanded by SMEs typically include website 

development, Local SEO, Social Media Marketing (SMM), and cloud services. Modern trends highlight the 

importance of Hyperlocal Digital Marketing (Local SEO near me search, geo-targeted advertising), Data Analytics 

and Personalisation, and the integration of Artificial Intelligence (AI).  

3.3 Process Efficiency and CRM  

A critical challenge for SMEs in IT services is the fragmentation of the market and price sensitivity. The use of 

manual processes (e.g., spreadsheets) for lead and customer 

management restricts efficiency, comprehensive reporting, and automated follow-up, suggesting a clear need for a 

dedicated CRM system to optimize lead tracking and nurturing.  
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4. RESEARCH HYPOTHESES  

Based on the preliminary analysis and literature review, the following hypotheses are proposed:  

H1: Kiyaan Infotech's conversion efficiency is negatively impacted by the lack of a systematized lead nurturing 

process and initial engagement inconsistency.  

This is supported by the finding that the warm lead nurturing process was less well defined, hindering long-term 

conversion rates.  

H2: There are significant untapped opportunities in hyperlocal digital marketing (specifically Local SEO and 

value-based content) that, if exploited, will substantially increase the quality and volume of organic leads.  

This is supported by the finding from the Competitor Digital Presence Analysis that opportunities existed to 

increase hyperlocal SEO presence and optimize content marketing.  

H3: Implementing a simple Customer Relationship Management (CRM) system will improve sales data 

management efficiency, lead prioritization, and overall sales conversion rates compared to manual tracking 

methods.  

This is supported by the identified weakness of likely using spreadsheets or simple tools, which restricts 

automated follow-up and integrated reporting.  

5. METHODOLOGY  

5.1 Research Design  

The study adopts a Case Study approach combined with Analytical Review based on Experiential Learning. The 

research is primarily qualitative and descriptive, grounded in the intern’s direct participation and observation within 

the Marketing and Sales department of Kiyaan Infotech.  

5.2 Data Collection  

The data was collected through three main methods during the internship period (June 16, 2025, to July 14, 

2025): 

Direct Participation and Observation: Active involvement in market research, digital marketing support, lead 

qualification, sales presentation preparation, and sales data management. Observation of client calls and meetings 

provided insight into customer engagement practices.  

Key Project Implementation: Data was generated and analyzed through three specific projects:  

Competitor Digital Presence Analysis (Project 1): Systematic auditing of local competitors' online assets (SEO, 

Social Media, Website Quality) to benchmark Kiyaan Infotech's position.  

Lead Qualification Script Optimization (Project 2): Analysis of existing qualification methods and subsequent 

drafting of a revised script to ensure critical data points were collected.  

Social Media Content Analysis (Project 3): Monitoring engagement statistics (reach, clicks, shares) of published 

content to draw conclusions on content patterns.  

Appendices Data Analysis: Review of internal lead analysis data, specifically the Lead Source Analysis 

(Appendix A) and Top Prospect Queries & Pain Points (Appendix B).  
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5.3 Analytical Tools  

SWOT Analysis: Used to provide a structured overview of the company's internal strengths and weaknesses, and 

external opportunities and threats in the IT market.  

Comparative Charting: Used to analyze the presence of Kiyaan Infotech with all the competitors on each of the 

parameters audited.  

Lead Data Metrics: Analysis of Lead Source effectiveness (conversion rates) and identification of common 

prospect concerns (e.g., Cost and Pricing, Service Understanding).  

6. RESULTS AND DISCUSSION  

6.1 Lead Source and Conversion Analysis (Testing H1 and H3)  

The Lead Source Analysis (Appendix A) provides critical data on the origin and initial quality of leads.  

Lead Source Initial Meeting Conversion Number of Leads  

Justdial/India Mart 33.3% 35  

Website Contact Form 23.8% 25 

Google Search 19.04% 20  

Client Referrals 16.19% 17  

LinkedIn inquiry 7.6% 8  

Discussion on H1 (Process Inconsistency): While lead generation channels are present, the process of nurturing 

warm leads was less well defined. This gap can lead to lower long-term conversion rates. The observation that the 

current sales qualification process, though potentially amicable, was sometimes unstructured highlights 

inconsistency in initial engagement, supporting H1.  

Discussion on H3 (CRM Implementation): The need for manual data entry at various platforms or spreadsheets 

can be time-consuming and error-prone. This manual approach restricts the possibility of automated follow-up, 

comprehensive reporting, and an integrated perspective on customer interactions. The adoption of a sophisticated 

system to improve lead tracking and nurturing was a significant point raised in the conclusion, supporting H3.  

6.2 Digital Presence and Hyperlocal Opportunity (Testing H2)  

The Competitor Digital Analysis (Appendix C) indicated that Kiyaan Infotech's current digital presence has 'Basic 

Presence' for Local SEO and relies on a 'Basic Blog needs Strategy' for content marketing.  

Discussion on H2 (Hyperlocal Opportunity): The competitor analysis suggested clear opportunities to improve in 

the areas of hyperlocal SEO and content optimization. The finding that competitors showed poor local SEO and 

inappropriate content on LinkedIn created a practical opportunity to increase hyperlocal search optimization and 

target local demand. This directly supports H2. Furthermore, analysis of common prospect concerns (Appendix B) 

shows that the primary categories of inquiries are "Cost and Pricing" (45%) and "Service Understanding" (20%). 

This suggests that content should be strategically focused on demonstrating value and quantifiable results (like 

case studies) to address these core concerns.  

6.3 Strategic Strengths and Weaknesses (SWOT)  

The SWOT analysis summarized the company's internal and external environment: Key Strength: Local Market 
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Knowledge and Presence and Individualized Service Style. Key Weakness: Low Brand Recognizability and Use 

of Manual Processes. Key Opportunity: SME Digital Transformation and Hyperlocal digital Marketing. Key 

Threat: High level of Competition and Price Sensitivity of SMEs. 

The weaknesses and opportunities further reinforce the need for systematization (CRM) and leveraging the local 

advantage through targeted digital marketing (Hyperlocal SEO), thereby supporting the hypotheses.  

7. CONCLUSION AND RECOMMENDATIONS  

7.1 Conclusion  

The internship at Kiyaan Infotech provided an invaluable perspective on the B2B marketing and sales dynamics 

within a regional IT services firm. The study concludes that Kiyaan Infotech has a solid foundation built on its 

local presence and client trust, but its growth is constrained by tactical and process inefficiencies. The hypotheses 

are supported: the company's conversion efficiency is hindered by inconsistent lead nurturing (H1 supported), it is 

failing to fully capitalize on Hyperlocal SEO and needs to pivot content toward value-based case studies (H2 

supported), and the manual processes necessitate the adoption of a CRM system for better efficiency and reporting 

(H3 supported).  

7.2 Recommendations  

The following recommendations are specific, practical, and data-derived to address the identified weaknesses and 

opportunities:  

Process and Technology: CRM Exploration (H3)  

Action: Consider the implementation of a specific Small Business CRM solution (e.g., Zoho CRM) to organize 

lead data, all communication history, and automated follow-up reminders. This will avoid leads falling through the 

cracks.  

Strategic Marketing: Hyperlocal SEO and Content (H2)  

Action: Capitalize on hyperlocal digital marketing by focusing on businesses based in Belgaum specifically. 

Optimize Local SEO for Belgaum-specific keywords.  

Action: Enhance credibility by creating in-depth case studies on successful projects with local clients. These should 

focus on the solution given and the quantifiable outcomes (e.g., more traffic to the site, more leads).  

Enhance Process Flow for Lead Nurturing (H1)  

Action: Install a systematic nurturing of warm leads not yet in the position to close a sale. Formulate 

straightforward email nurture chains that provide value (e.g., relevant blog posts, industry knowledge) to ensure 

the prospect keeps Kiyaan Infotech in mind.  

Strengthen Education and Cross-Functional Training 

Action: Bring the technical and the marketing/sales team more closely in line with each other. Hold frequent 

internal meetings where the technical team can explain new services in terms of business benefits.  
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