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Abstract: This research focuses on the application of marketing and sales strategies in the ed-tech sector through an 

internship experience at Coach X Live , an online learning community dedicated to empowering clients with career-

enhancing skills. The project primarily involved implementing the STP (Segmentation, Targeting, Positioning) 

strategy, which proved successful in achieving the assigned targets. Funnel mapping was used to track potential 

clients throughout their journey, from initial engagement to enrollment, enabling structured strategy planning for the 

month. 

The project scope was confined to business development and client consultation, starting with a detailed analysis of 

client portfolios to better understand each clients��s educational background, skills, and aspirations. This approach 

informed personalized course recommendations aimed at enhancing client engagement and satisfaction. Reporting 

and analyzing consultation outcomes provided valuable insights into success rates and enrollment metrics, 

highlighting opportunities for further improvements. Excluded from this scope were areas such as course content 

development and technical support. The experience developed key professional skills communication, negotiation, 

objection handling, and urgency creation while fostering readiness for future leadership roles in the ed-tech industry. 
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Introduction: 

The transformation of education through digital technologies is revolutionizing learning by making it more flexible 

and accessible. Coach X live, an emerging ed-tech platform, plays a role in this shift, focusing on Data Analytics, 

Business Analytics, and Data Science courses. The project involved a comprehensive analysis of sales strategies and 

customer behavior at Coach X live, with the goal of assessing the current sales methods, identifying customer 

preference trends, and exploring ways to expand the course offerings. Using data-driven insights, the project was 

structured to strengthen Coach X Live's competitive edge by offering strategic recommendations. The report first 

outlines the ed-tech industry, proceeds to a detailed analysis of sales data, and then provides actionable suggestions 

for refining sales approaches and expanding the course selection in alignment with market needs. This approach 

aimed to help clients find courses that closely matched their goals and educational backgrounds, boosting satisfaction 

and contributing to company growth through improved sales and enrollment. 
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Objectives: The purpose of this project is to analyze Coach's business model, strategies, and market positioning 

within the ed-tech industry. The specific objectives include: 

➢ To analyse how communication transparency influences client trust and engagement. 

➢ To offer personalized course recommendations and learning paths tailored to Individual learner profiles and 

career goals. 

➢ To study effective communication strategies that improve client satisfaction and decision-making in course 

selection. 

Project Details: 

➢ Lead Generation & Customer Relationship Management 

Researched and identified potential leads, including: Professionals seeking skill upgrades, Students entering the data 

industry. 

Organized prospective client data, focusing on: Desired skills, tools, and project interests, educational background. 

Maintained a client database, capturing: Contact information, Educational and professional backgrounds, Current job 

roles for working professionals. 

➢ Client Outreach & Communication 

Contacted potential clients through: Leads from social media and the company website. 

Connected with clients via calls to: Understand their needs, Send course and fee details through Whats App or email. 

Scheduled meetings or demos for potential clients, offering :Live class sessions, Access to pre-recorded sessions on 

the LMS. 

➢ Client Follow-Up & Consultation 

Conducted follow-ups with leads to: Track timelines and preferences, Compare course content, certifications, and 

project options, Counseled clients on course road-maps, guiding them toward achieving their goals. 

➢ CRM & Sales Funnel Management 

Updated CRM with: Lead details, follow-up schedules, and meeting notes, post-course expectations such as 

placements and sector goals. 

Tracked leads through sales funnel stages: Awareness, interest, preference, purchase, and loyalty. 

➢ Upselling & Sales Strategy Development 

Supported follow-up with existing clients to:Identify upselling opportunities for Business Analytics and Data Science 

courses. 

Contributed to sales strategy development by: 

Researching market trends and competitor activities through online research and direct calls and Reporting & 

Administrative Support. 

Prepared regular sales reports:Daily, weekly, and monthly to assess progress and forecast targets, Created client 

proposals highlighting competitive advantages. 
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➢ Customer Feedback Collection & Reporting 

Gathered client feedback and reported it to the sales and production teams to: Refine current offerings, Support 

development of new features based on client needs. 

Output generated at the end of each task- 

Step 1: Lead Generation via CRM 

At the beginning of the process, you receive leads through the CRM system, which generates a list of potential clients. 

The CRM provides essential details such as client names, contact information, and any past engagement history, 

setting the foundation for the next steps. This initial lead pool becomes the starting point for further interaction and 

consultation. 

Step 2: Client Portfolio Review 

Once the leads are gathered, you carefully review each clients��s portfolio to understand their educational 

background, work experience, and any stated goals. This step helps to create a detailed analysis of each client, with 

notes on their qualifications and career aspirations. The output here is a clear understanding of the clients profile, 

which you will use to personalize your communication in the upcoming steps. 

Step 3: Initial Contact (Calls, Emails, Texts) 

Next, you reach out to the clients through calls, emails, or text messages. The result of this step is a record of the 

communication attempt, whether the client responded or not, and their level of initial interest. For those who don’t 

respond, follow-up tasks are scheduled. The CRM is updated with these interaction logs and sets the stage for deeper 

conversations with responsive clients. 

Step 4: Course Consultation 

In this phase, you engage in a thorough discussion with the client, providing tailored course recommendations based 

on their background and career objectives. The output includes a consultation summary that details the courses 

suggested, along with any additional materials shared, such as course brochures or testimonials. Clients often ask 

questions or request more information, which is noted in the system. This step builds trust and positions you as an 

advisor, guiding the client through the decision-making process. 

Step 5: Client Categorization 

Following the consultation, clients are categorized based on their level of interest. The output here is a well-organized 

client segmentation, where each individual is classified as Interested, Not Interested, Warm, Superhot, Hot, or Future 

Prospect. This categorization is recorded in the CRM, allowing you to prioritize future actions and follow-ups. Each 

category helps streamline your focus, making it easier to manage and nurture client relationships. 

Step 6: Regular Follow-ups 

For clients who aren’t immediately ready to enroll, regular follow-ups are conducted. The output from this stage 

includes follow-up records detailing any new interactions, questions from the client, and potential shifts in their 

interest level. Warm clients may become Hot or Superhot after further engagement, while Future Prospects may 

remain in your pipeline for later contact. The follow-up logs are continually updated, keeping the CRM current with 

each client’s status. 
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Step 7: Conversion to Admission (Document Verification) 

When a client decides to move forward, the document verification process is initiated. The output here is the 

successful verification of the client’s documents, ensuring they meet the requirements for enrollment. Once verified, 

the CRM is updated to reflect the client’s eligibility, making them ready for admission. This stage ensures that all 

formalities are completed before proceeding to the next step. 

Step 8: Payment and Final Admission 

Finally, the client makes the payment, and their admission is confirmed. The output of this step includes the receipt 

of payment, confirmation emails sent to the client, and the status in the CRM updated to "Enrolled." At this point, 

the client’s journey from lead to enrolled student is complete, with all relevant details documented for future 

reference. 

 

Review of Literature: 

The transformation of digital education is shaping modern learning by using data analytics to improve educational 

outcomes, customize student learning experiences, and fine-tune teaching strategies. Coach X live, an emerging name 

in India’s ed-tech landscape, specializes in Data Analytics and Data Science courses, utilizing data-focused strategies 

to boost learner engagement and support. The ed-tech sector in India is growing due to increased smartphone usage, 

better internet connectivity, and shifting perceptions toward online education, though challenges such as digital 

inequity and privacy issues persist (Vidani, 2023; Pande & Pandey, 2022). 

In response to the rising need for data-proficient professionals, data science education has broadened, with institutions 

now providing formal programs in Data Science, Big Data, and Business Intelligence. Many of these programs 

remain available online, reflecting the growing flexibility in education (Davenport & Patil, 2012; Almgerbi et al., 

2021). 

Learning analytics play a crucial role in supporting student success, offering actionable insights for educational 

institutions. Learning Analytics Dashboards (LAD) on Adaptive Learning Platforms (ALP) tailor learning 

experiences by assessing student progress and modifying content in real time. However, more research is needed on 

deeper learning activities within these platforms (Larsen & Søndergaard, 2023; Baker & Inventado, 2014). 

Big data tools like predictive analytics, learning analytics, and recommendation systems enhance instructional 

strategies, helping educators uncover learning patterns and provide targeted support. These methods contribute to 

personalized education and improved access to learning opportunities (Luo et al., 2022). 

In schools, data-driven decision-making (DBDM) is supported by data coaches who assist teachers in utilizing student 

data for instructional choices. Data coaches contribute significantly to fostering collaborative learning environments 

and optimizing DBDM impacts on educational outcomes (Zhang et al., 2024). 

Innovative digital therapeutics (DTx) trends show how analytics-driven engagement can improve adherence in 

behavioral interventions, offering potential insights for increasing student engagement in digital learning. Future 

digital learning initiatives are likely to emphasize accessible, high-quality research resources and advanced digital 

platforms to support learners and researchers alike. 
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Limitations: 

• Due to privacy concerns, data silos, or uneven data gathering techniques, access to complete, high-quality 

learner data may be restricted.This can make it more difficult  to carry out in-depth studies, make data-driven choices, 

or successfully customize learning experiences. 

• Not be able to adopt new technology, carry out in-depth market research, or create creative content if  having 

a limited budget for tools, training, or development resources. Due to a lack of funding,it can be difficult  carrying 

out projects effectively or exploring creative ideas. 

• New competitors, technology breakthroughs, and shifting consumer tastes all contribute to the rapid 

evolution of the EdTech sector. It can be difficult to adjust to these changes on a constant basis, particularly when 

attempting to keep ongoing projects or plans stable. 

Conclusion: 

This research illustrates how focused marketing and sales strategies can meaningfully boost client engagement in the 

edtech sector, as evidenced by an internship project at CoachX. Utilizing the STP model alongside funnel mapping 

provided a structured framework for both acquiring and retaining clients, which translated into notable increases in 

enrollments and client satisfaction. The combination of in-depth client portfolio assessments, customized course 

recommendations, and ongoing follow-ups emphasizes the importance of data-informed decisions and client-focused 

communication in business development. These approaches build client trust, enhance engagement, and allow course 

offerings to better align with individual career objectives. 

The findings indicate that edtech companies can more effectively meet learner expectations and drive growth by 

incorporating transparent communication and advanced CRM systems. Although challenges like budget limitations 

and rapidly changing market demands can hinder implementation, a customer-focused strategy remains essential. 

Further research could explore how long-term personalization impacts client loyalty and investigate advancements 

in adaptive learning analytics to refine sales approaches. Ultimately, this study provides edtech companies with 

practical insights on strengthening client engagement and support through well-planned, data-driven approaches. 

 

Bibliography: 

Books: 

· Provost, F., & Fawcett, T. (2023). Data science for business: What you need to know about data mining and data-

analytic thinking. O'Reilly Media. 

· Davenport, T. H., & Harris, J. G. (2017). Competing on analytics: The new science of winning. Harvard Business 

Review Press. 

· Kimball, R., & Ross, M. (2013). The data warehouse toolkit: The definitive guide to dimensional modeling. Wiley. 

· Mohanty, S., Vyas, S., & Rao, A. S. (2018). Analytics in practice. Wiley. 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                      Volume: 08 Issue: 11 | Nov - 2024                           SJIF Rating: 8.448                                     ISSN: 2582-3930    

 

© 2024, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM38393                    |        Page 6 

· Mayer-Schönberger, V., & Cukier, K. (2013). Learning with big data: The future of education. Houghton Mifflin 

Harcourt. 

 

Journal Articles: 

1. Marttila-Kontio, M., Kontio, M., & Hotti, V. (2014). Advanced data analytics education for students and 

companies. In Proceedings of the 2014 conference on Innovation & technology in computer science education 

(ITiCSE '14) (pp. 249–254). Association for Computing Machinery. 

https://doi.org/10.1145/2591708.2591746 

 

2. Almgerbi, M., De Mauro, A., Kahlawi, A., & Poggioni, V. (2021). A Systematic Review of Data Analytics Job 

Requirements and Online-Courses. Journal of Computer Information Systems, 62(2), 422–434. 

https://doi.org/10.1080/08874417.2021.1971579 

 

3. Dang, M., Zhang, Y., & Albritton, M. (2023). Impact of Course Learning Factors on Student Interest in Business 

Analytics Careers. International Journal of Information and Communication Technology Education, 19, 1-19. 

https://doi.org/10.4018/IJICTE.324160 

Website References: 

a. https://pestelanalysis.education/pestle-analysis-of-online-education-industry/ 

b. https://www.investindia.gov.in/team-india-blogs/opportunities-indias-edtech-industry-driving-innovation-

and-accessibility 

c. https://blogs.isb.edu/bhartiinstitute/2024/06/03/unravelling-the-future-navigating-indias-edtech-industry-

amidst-regulatory-

challenges/#:~:text=Edtech%20is%20considered%20e%2DcommercePublic%20Grievances%20in%20each%20sta

te 

https://www.tatvasoft.com/outsourcing/2022/07/edtech-challenges.html 

 

http://www.ijsrem.com/
https://doi.org/10.1145/2591708.2591746
https://doi.org/10.1080/08874417.2021.1971579
https://doi.org/10.4018/IJICTE.324160
https://pestelanalysis.education/pestle-analysis-of-online-education-industry/
https://www.investindia.gov.in/team-india-blogs/opportunities-indias-edtech-industry-driving-innovation-and-accessibility
https://www.investindia.gov.in/team-india-blogs/opportunities-indias-edtech-industry-driving-innovation-and-accessibility
file:///C:/Users/puja%20karankal/Downloads/SIP%20Final.docx%23:~:text=Edtech%2520is%2520considered%2520e%252DcommercePublic%2520Grievances%2520in%2520each%2520state
file:///C:/Users/puja%20karankal/Downloads/SIP%20Final.docx%23:~:text=Edtech%2520is%2520considered%2520e%252DcommercePublic%2520Grievances%2520in%2520each%2520state
file:///C:/Users/puja%20karankal/Downloads/SIP%20Final.docx%23:~:text=Edtech%2520is%2520considered%2520e%252DcommercePublic%2520Grievances%2520in%2520each%2520state
file:///C:/Users/puja%20karankal/Downloads/SIP%20Final.docx%23:~:text=Edtech%2520is%2520considered%2520e%252DcommercePublic%2520Grievances%2520in%2520each%2520state
https://www.tatvasoft.com/outsourcing/2022/07/edtech-challenges.html

