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Where We Stand — Current Digital Position

LSF Global operates a content-rich, authority-driven B2B consulting site (17 global locations, strong case-
study library, active blog) but lacks a single, insistent conversion path for enterprise buyers. iLearnPros — 
LSF Global's e-learning arm for career-readiness and banking/finance skilling — has a clear 3-audience 
model (Learners, Institutions, Employers) but thin social proof, no visible pricing, and an unfinished 
LinkedIn-insights module.

Mandate: unify LSF Global (enterprise trust + coaching authority) and iLearnPros (scalable e-learning 
revenue) into one coordinated acquisition engine — B2B lead generation for LSF, B2C/B2B2C enrolment 
growth for iLearnPros.

Current engagement scope: VD Infotech Technologies Pvt. Ltd. is contracted for SEO only. This document is  
therefore built as an SEO-led digital growth strategy — organic search is the primary growth lever, with 
paid media, social and automation shown as optional future phases outside the current scope.
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1. Executive Summary

LSF Global and iLearnPros sit on a genuine strategic asset: a 12+ year global leadership-consulting brand 
(LSF) that has spun out a scalable digital career-readiness platform (iLearnPros). Today the two properties 
operate with shared branding but disconnected funnels — LSF's enterprise authority is not being 
systematically routed into iLearnPros enrolments, and iLearnPros' course volume is not being used to feed 
LSF's higher-margin coaching and consulting pipeline.

1.1 Current Digital Situation

• LSF Global: 400+ product offerings across Coaching, Consulting, Outsourcing and Offsites, strong case 
studies and client logos (Manulife, AXA, Bank of China, Payoneer), but a sprawling mega-menu and no 
single primary CTA hierarchy.

• iLearnPros: 600+ courses, 17 career paths, a clear 3DP (Diagnose–Design–Develop–Placement) 
framework, but no visible pricing, thin testimonials (2 quotes), and an empty LinkedIn-insights 
placeholder module.

• Cross-sell gap: no visible journey from iLearnPros learner/institution/employer to LSF Global's higher-
ticket coaching, consulting or workforce-development services, despite iLearnPros stating it is 'Backed 
by LSF Global's people solutions expertise.'

• No evidence of structured, always-on Google/LinkedIn Ads, retargeting, or a shared CRM connecting 
both properties' leads.

1.2 Major Problems Identified

# Problem Business Impact Severity

1 No visible pricing on either site
High-intent B2B buyers and learners can't 
self-qualify; every enquiry needs manual 
sales contact

Critical

2 LSF ↔ iLearnPros cross-sell path absent
Enterprise trust built on LSF is not 
converting into iLearnPros seat sales, and 
vice versa

Critical

3 Overloaded mega-navigation (LSF)
Visitors face 7+ mega-menu categories 
before any single CTA; dilutes conversion 
intent

High

4 Thin social proof (iLearnPros)
Only 2 testimonials, no case studies, no 
institution/employer logos shown

High

5
No structured lead-capture funnel by 
audience

Institutions, Employers and Learners are 
shown identical generic CTAs instead of 
segmented forms

High

6 No evidence of SEO content strategy

Blog exists but is not visibly mapped to 
high-intent keyword clusters (e.g. 'corporate 
leadership training Hong Kong', 'banking 
certification online')

Critical

7 No paid media infrastructure confirmed
Cannot run efficient LinkedIn/Google Ads 
without tracking, segmented landing pages 
and lead-scoring in place

High

8
Empty content modules live in production 
(LinkedIn feed placeholder)

Signals an unfinished brand to enterprise 
buyers evaluating credibility

Medium
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1.3 Growth Opportunities

• Two-tier funnel: iLearnPros as a low-friction, content-led top-of-funnel (course sign-ups, free 
assessments) feeding LSF Global's high-margin coaching/consulting bottom-of-funnel — a structure no 
direct competitor on either side currently replicates.

• B2B2C institution channel: iLearnPros' 'Career Readiness Pilot' and 'Future-Ready Graduate 
Accelerator' are strong, underused hooks for university partnerships (mirrors the UPES partnership LSF 
has already announced).

• Global + local dual play: LSF's 17-location footprint supports both broad international SEO/LinkedIn 
targeting and localised campaigns (Hong Kong, India, Middle East, Southeast Asia).

• Psychometrics as lead magnet: Harrison, Hogan, DISC and CliftonStrengths assessments on iLearnPros 
are natural gated lead-generation tools, currently offered with no visible capture mechanism.

1.4 Expected Outcomes (12-Month Horizon)

Metric Today (Baseline) 90 Days 12 Months

Monthly qualified B2B 
leads (LSF)

Not tracked / ad-hoc 25–40 90–120

Monthly course sign-ups / 
enquiries (iLearnPros)

Not tracked / ad-hoc 150–250 600–900

Organic website traffic 
(combined)

Low, undocumented +30–45% +140–200%

Page-1 keyword rankings 
(combined)

Near zero 10–15 terms 45–60 terms

Cross-sell conversions 
(iLearnPros → LSF)

0 / untracked 5–10 40–60

Paid media ROAS 
(blended)

N/A 2–3x 4–5.5x

Bottom line: The gap is not brand credibility — both properties already have real authority. The gap is 
digital architecture: no shared funnel, no visible pricing, no segmented lead capture, and no systematic 
content-to-conversion path between the two properties.
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2. Business Analysis

2.1 Business Model

Two connected revenue engines under one group:

• LSF Global — B2B/B2B2C: Executive Coaching, Leadership Development, Consulting (Growth & 
Innovation, Digital Transformation, Change Management, Assessment Centre), Managed Learning/Staff 
Augmentation, Offsites & Keynotes. High-ticket, relationship-sold, long sales cycle.

• iLearnPros — B2C/B2B2C: Self-serve e-learning (600+ courses, 17 career paths in banking & finance), 
1:1 career coaching, live CPD/Maritime programmes, psychometric assessments. Lower-ticket, higher-
volume, shorter sales cycle.

• Shared asset: LSF's 120+ experts/coaches and its diagnosis-first IP can be repackaged as iLearnPros 
content, while iLearnPros' learner/institution base is a warm pipeline into LSF's consulting and 
workforce-development retainers.

2.2 Target Audience

Segment Description Primary Motivation Best-Fit Channel

Enterprise L&D / HR 
Leaders

HR Directors, CHROs, L&D 
heads at mid-large firms 
across APAC/ME

Prove ROI on leadership 
spend, retain talent, build 
succession pipeline

LinkedIn Ads, 
Consulting content, 
referrals

C-Suite / Executives
Senior leaders seeking 1:1 
executive coaching

Personal effectiveness, career 
transition, board-readiness

LinkedIn, direct 
outreach, LSF network

Career-stage Learners
Early-career professionals & 
finance/banking aspirants

Certification, job-readiness, 
career clarity

SEO, Google Ads, 
social, university tie-
ups

Educational Institutions
Universities/colleges 
evaluating employability 
partners

Improve placement rates, 
employability metrics

LinkedIn, direct sales, 
case studies (e.g. 
UPES)

Employers / Talent 
Teams

Companies hiring early-
career or upskilling 
workforce

Reduce time-to-hire, access 
job-ready talent pools

LinkedIn, referrals, 
iLearnPros employer 
page

2.3 Buyer Personas

Persona A — “Strategic Sandra” (LSF Primary): HR/L&D Director, 35–50, evaluating leadership vendors 
for a budget cycle. Pain points: too many generic training vendors, needs proof of measurable business 
impact, wary of “off-the-shelf” programmes. Converts on: a diagnostic consultation, case studies with 
quantified outcomes, senior-practitioner credibility.

Persona B — “Ambitious Arjun” (iLearnPros Primary): 22–28, aspiring banking/finance professional, 
discovered via Google or LinkedIn. Pain points: unclear which certification actually improves hireability, 
skeptical of course-only platforms with no placement support. Converts on: a free career-path diagnostic, 
visible course-to-job outcomes, peer testimonials.

Persona C — “Placement-Focused Priya” (iLearnPros B2B2C): Career Services Head at a university. Pain 
points: pressure to improve placement statistics, needs a scalable, branded solution, not another disconnected 
course library. Converts on: a pilot programme case study, dashboards, and a named contact for partnership 
discussions.
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2.4 Customer Pain Points

• Pricing opacity: neither site shows pricing or package tiers — the single biggest self-serve conversion 
blocker on both properties.

• Fragmented brand journey: visitors can't easily tell when to use iLearnPros vs. when to contact LSF 
Global directly.

• Proof gap (iLearnPros): no case studies, no placement-rate data, no institution logos shown despite the 
platform's employability positioning.

• Menu overload (LSF): 7 mega-menu categories with 40+ sub-links create decision paralysis before a 
visitor reaches any CTA.

2.5 Market Positioning (Current State)

LSF Global positions correctly on “diagnosis before design” and senior-practitioner delivery — a genuinely 
differentiated stance versus catalogue-driven training vendors. iLearnPros positions on “career readiness, not 
just certification” — also differentiated versus pure content platforms like Coursera/Udemy. Neither site, 
however, currently makes the connection between the two brands explicit enough for a buyer to understand 
the combined value: enterprise-grade coaching IP delivered at scale through iLearnPros.
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3. Competitor Analysis

3.1 iLearnPros — India / APAC Competitors

Competitor Category Key Strength Key Weakness

NIIT Limited
IT & skills training at 
scale

Massive brand recall, 
franchise network, 
placement tie-ups

Broad/generic 
positioning vs. 
iLearnPros' banking-
finance niche

Centum Learning
Corporate + vocational 
training

Strong PPP/government 
project experience, sector 
breadth

Less digital-first, weaker 
self-serve e-learning UX

Manipal Global Education 
Services

Higher-ed + corporate 
hybrid

Accreditation credibility, 
university partnerships

Slower-moving, less 
agile digital acquisition

Middle Earth HR
Niche HR/PM 
certification

Deep specialism in project 
management certs

Narrow catalogue vs. 
iLearnPros' 600+ 
courses

NASSCOM FutureSkills 
Prime

Govt-backed tech 
reskilling

Free/subsidised access, 
national scale, govt trust

Tech-only focus (not 
banking/finance), less 
personalised coaching

3.2 LSF Global — International Competitors

Competitor Category Key Strength Key Weakness

Korn Ferry
Global talent & org 
consulting

Massive scale, brand, 
data/benchmarking IP (Korn 
Ferry Hay Group)

Can feel 
impersonal/corporate at 
enterprise scale; 
premium pricing

FranklinCovey
Leadership content & 
licensing

Iconic IP (7 Habits), strong 
content licensing model

Framework-led, less 
contextual/diagnosis-
first than LSF

Dale Carnegie
Soft-skills & sales 
training network

Legacy brand, huge global 
franchise network

Perceived as 
generic/catalogue-
driven, dated brand 
image with younger 
buyers

DDI (Development 
Dimensions Intl.)

Leadership assessment 
& succession

Deep science in assessment 
& succession planning

Narrower scope than 
LSF's full 
coaching+consulting+e
-learning stack

Mercer HR/rewards consulting
Data-driven benchmarking, 
deep HR-analytics 
credibility

Less warmth/coaching-
led; positioned as 
analytical rather than 
developmental

3.3 Gap Analysis

Gap Who Owns It Today Opportunity

Integrated coaching + scalable e-
learning under one brand

No single competitor combines 
both cleanly

Explicitly market the LSF ↔ 
iLearnPros pipeline as the 
differentiator
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Gap Who Owns It Today Opportunity

Banking/finance-specific career 
pathways

Generic platforms (NIIT, 
Centum) don't niche this deeply

Own “career-ready banking & 
finance certification” as a search & 
LinkedIn category

University employability partnerships 
(India-first)

Fragmented; no dominant digital-
first player

Scale the UPES-style partnership 
model with a repeatable case-study 
playbook

Transparent pricing / self-serve 
qualification

No competitor reviewed leads 
with pricing either

First-mover advantage: publish 
indicative pricing/packages to 
reduce friction
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4. Brand Positioning Strategy

4.1 Recommended Positioning

LSF Global is the diagnosis-first leadership & people advisory firm that turns enterprise coaching IP into 
scalable career-readiness outcomes — through senior practitioners for the boardroom, and through 
iLearnPros for the workforce pipeline.

4.2 Brand Message

• LSF Global primary: “Business Problems First. People Solutions Second.”

• iLearnPros primary: “Where Learning Meets Career Success — Powered by LSF Global.”

• Bridge message (used on both sites): “From classroom to boardroom — one people-development 
engine.”

4.3 Unique Selling Proposition (USP)

• A two-tier delivery model (enterprise consulting + scalable e-learning) that no single competitor on 
either list currently replicates.

• Senior-practitioner-led delivery (LSF) feeding into structured, assessment-backed career pathways 
(iLearnPros) — diagnosis-first at every price point.

• 17-location global footprint giving both international credibility and local-market relevance (Hong 
Kong, India, Middle East, Southeast Asia).

4.4 Brand Voice

Attribute Do Avoid

Tone
Confident, evidence-led, senior-
advisor voice

Generic “empower your future” 
training-vendor language

Language
Outcome-specific (“reduce 
leadership attrition by X%”, 
“placement-ready in 12 weeks”)

Vague claims (“transform your 
career”) without proof

Evidence
Client logos, case studies, quantified 
outcomes, coach credentials

Unverified superlatives (“best”, 
“world-class”) with no backing
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5. Website Strategy

5.1 Current Issues

Issue Detail

Mega-menu overload (LSF)
7 top-level categories, 40+ sub-links; no clear primary 
path for a first-time enterprise visitor

No pricing/packages (both sites)
Visitors can't self-qualify budget fit; every path routes 
to a generic contact form

Thin proof layer (iLearnPros)
Only 2 testimonials, no institution/employer logos, no 
case studies despite a B2B2C model

Weak cross-linking between brands
iLearnPros mentions being “backed by LSF Global” but 
LSF's site doesn't clearly route enterprise visitors 
toward iLearnPros for workforce-scale needs

Unfinished modules live
“Latest Insights from LinkedIn” section on iLearnPros 
renders empty — reads as inactive to a first-time visitor

Generic CTAs
“Explore Opportunities” / “Get Started” used repeatedly 
instead of audience-specific, benefit-led CTAs

5.2 Recommended Landing Page Set

Landing Page Primary Keyword Target Primary CTA

LSF: Corporate Leadership Training 
(HK/APAC)

corporate leadership training Hong 
Kong, executive coaching Asia

Book a Diagnostic Call

LSF: Workforce Development for 
Enterprises

workforce development consulting, 
managed learning services

Request a Capability 
Assessment

iLearnPros: Banking & Finance 
Certification

online banking certification, finance 
career courses

Start Free Career Diagnostic

iLearnPros: For Institutions 
(Placement Partner)

university employability partner, 
campus to career programme

Book a Pilot Conversation

iLearnPros: For Employers (Talent 
Pipeline)

early career hiring platform, workforce 
upskilling partner

Build a Hiring Pipeline

5.3 Conversion Optimisation

• Publish indicative pricing bands (“Starting from”) for iLearnPros courses and LSF's most standardised 
offerings (assessment centre, workshops) to remove the single largest friction point.

• Reduce LSF's mega-menu to 3–4 primary paths at the top level (Enterprise, Executive, iLearn Academy, 
Resources) with deeper navigation moved to footer/sitemap.

• Add a persistent, audience-aware CTA on iLearnPros home: “I am a Learner / Institution / Employer” 
routing to the correct segmented page immediately.

• Build an explicit LSF↔iLearnPros cross-sell block: “Ready to scale this across your organisation? Talk 
to LSF Global” on iLearnPros; “Need a scalable learning platform for your workforce? Explore 
iLearnPros” on LSF.

5.4 Technical Improvements

• Install/verify GA4, Search Console, and LinkedIn Insight Tag on both properties; confirm no 
duplicate/legacy analytics IDs are firing.
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• Implement Organization + Course + FAQPage schema markup across both domains for rich-result 
eligibility.

• Fix or remove empty content modules (LinkedIn feed) before any paid traffic push — empty modules 
actively damage enterprise trust.

• Audit Core Web Vitals on both sites (LCP/CLS/INP) given heavy imagery and embedded course-
platform elements on iLearnPros.
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6. SEO Strategy

6.1 Keyword Clusters

Cluster Representative Keywords Target Property

Executive Coaching / 
Leadership

executive coaching Hong Kong, leadership 
development consulting, CEO coach Asia

LSF Global

HR & Org Consulting
change management consulting, talent strategy firm, 
assessment centre HR

LSF Global

Banking & Finance Careers
investment banker certification online, capital 
markets trader course, banking career path

iLearnPros

Career Readiness / 
Employability

campus to career programme, employability skills 
training, career coaching for graduates

iLearnPros

Psychometrics
Harrison assessment, Hogan assessment online, 
DISC profile test, CliftonStrengths assessment

iLearnPros

Corporate Training (Regional)
corporate training Hong Kong, sales training 
programme Asia, AI leadership training

LSF Global

6.2 On-Page SEO

Page Recommended Title Tag

LSF Homepage
LSF Global — Executive Coaching & Leadership 
Development, Hong Kong & Asia

LSF Consulting HR & Talent Consulting for Enterprises | LSF Global

iLearnPros Homepage
iLearnPros — Career-Ready Banking & Finance 
Courses with Certification

iLearnPros Career Paths
Investment Banker, Trader & Finance Career Paths | 
iLearnPros

iLearnPros Institutions
Campus-to-Career Employability Partner for 
Universities | iLearnPros

6.3 Content SEO — First 90 Days Blog Calendar

Week Topic Target Keyword Property

1
How to Choose a Leadership Development 
Partner in 2026

leadership development 
consulting

LSF

2
The Career Path to Becoming an Investment 
Banker: A Full Guide

investment banker career path iLearnPros

3
Why Diagnosis-First Coaching Outperforms 
Off-the-Shelf Training

executive coaching Hong Kong LSF

4
5 Banking & Finance Certifications That 
Actually Get You Hired

banking certification online iLearnPros

6
Campus to Career: How Universities Can 
Improve Placement Rates

campus to career programme iLearnPros

8
Harrison vs. Hogan vs. DISC: Which 
Psychometric Assessment Fits Your Team?

Harrison assessment vs Hogan iLearnPros
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Week Topic Target Keyword Property

10
What Corporate Leadership Training Actually 
Costs in Asia

corporate leadership training cost LSF

12
Building a Talent Pipeline: A Guide for Early-
Career Hiring

early career hiring platform iLearnPros

6.4 Off-Page & Authority Building

• Publish an annual research asset (e.g. “State of Leadership Development in Asia-Pacific”) to earn 
backlinks and press — leveraging LSF's 17-location footprint as a credible data source.

• Pursue guest content and founder interviews in HR/L&D and fintech-education publications across 
LSF's key markets (HK, India, Singapore, UAE).

• List iLearnPros in relevant edtech/certification directories; list LSF in HR-consulting and coaching-
association directories.

VD Infotech Technologies Pvt. Ltd.   |   Confidential   |   Page 13



LSF Global | iLearnPros — Digital Growth Strategy

7. LinkedIn & Institutional Presence

For a B2B/B2B2C people-advisory business, LinkedIn functions as the equivalent of Google Business 
Profile for a local business — it is the primary trust and discovery surface for HR leaders, executives and 
institutional partners.

7.1 LinkedIn Company Page Optimisation

• Complete and align both LSF Global and iLearnPros company pages: services, locations, employee 
showcase, featured case studies.

• Add all offerings as distinct “Products/Services” showcase pages (Coaching, Consulting, Career Paths, 
Institutions, Employers).

• Publish weekly thought-leadership posts from named coaches/consultants (Aalok, Leo, Steven, etc. 
already featured on-site) to build personal-brand-driven reach.

7.2 Institutional & Partnership Listings

• Formalise and publicise university partnerships (mirroring the UPES announcement) with a repeatable 
one-pager and case-study template.

• Pursue listings with HR/L&D associations and coaching bodies (ICF, HRDF-equivalent regional 
bodies) to build topical authority.

7.3 Review & Testimonial Collection

• Implement systematic LinkedIn Recommendation requests from coached executives and completed 
iLearnPros learners within 7 days of programme completion.

• Target 4–6 new LinkedIn recommendations + 4–6 new on-site testimonials per month across both 
properties in the first 90 days.
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8. Social Media Strategy (Optional — Complements SEO)

Not part of the current SEO engagement. Included as a lightweight, low-cost complement — LinkedIn 
thought-leadership content also feeds backlinks and brand-search signals that directly support SEO.

8.1 Platform Priority

Platform Role Priority

LinkedIn
Primary B2B trust-building, thought 
leadership, recruitment of 
institutional/enterprise leads

Primary

Instagram
iLearnPros learner-facing content, 
career tips, testimonials

Primary (iLearnPros)

YouTube
Long-form coaching content, course 
previews, webinar replays

Secondary

Facebook
iLearnPros community/local reach 
in India & Southeast Asia

Secondary

8.2 Content Pillars

• Education — leadership frameworks, career-path guides, psychometric explainers.

• Proof — client/learner transformation stories, case studies, placement outcomes.

• Authority — coach/consultant spotlights, research findings, conference/keynote highlights.

• Offer — free diagnostics, career-path quiz, consultation booking prompts.

8.3 Weekly Cadence

Day Content Type

Monday Educational carousel/Reel (framework or career tip)

Wednesday Client/learner testimonial or case-study snippet

Friday Coach/consultant spotlight or behind-the-scenes

Sunday
Offer post (free diagnostic, consultation, course 
enrolment)
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9. Paid Advertising Strategy (Optional — Future Phase)

Not part of the current SEO engagement. Shown here for roadmap visibility only — recommended as a 
Phase 2 add-on once organic foundations (Sections 6–8) are live and compounding.

Combined indicative budget basis: 5,000/day ( 2,500 LinkedIn/Google for LSF + 2,500 Google/Meta for₹ ₹ ₹  
iLearnPros) ≈ 1,50,000/month. Figures are planning estimates to refine against live performance data.₹

9.1 LSF Global — LinkedIn & Google Ads

• LinkedIn Ads (primary): Sponsored Content targeting HR Directors, CHROs, L&D Heads by job title, 
seniority and industry, driving to the diagnostic-consultation landing page.

• Google Search: ad groups for “executive coaching [city]”, “leadership development consulting”, 
“change management consulting Asia”.

• Retargeting: website visitors and LinkedIn engagers who haven't booked a call, served a case-study-led 
remarketing sequence.

9.2 iLearnPros — Google & Meta Ads

• Google Search: “investment banker certification”, “online banking courses”, “career coaching for 
finance professionals”.

• Meta Ads: interest-based targeting (finance students, early-career professionals, career-change 
audiences) with a free career-diagnostic lead magnet.

• University/Institution campaign: LinkedIn ads targeting Career Services and Placement Officers, driving 
to the Institutions landing page.

9.3 Budget Allocation

Channel Daily Budget Monthly Budget Allocation Logic

LinkedIn Ads (LSF, enterprise) 1,500₹ 45,000₹ Highest-intent B2B capture

Google Search (LSF) 1,000₹ 30,000₹ Consulting/coaching search demand

Google Search (iLearnPros) 1,200₹ 36,000₹ Course & certification search 
demand

Meta Ads (iLearnPros) 1,000₹ 30,000₹ Learner acquisition, career-
diagnostic lead gen

Retargeting (both) 300₹ 9,000₹ Recapture non-converting visitors

Total 5,000₹ 1,50,000₹ —

9.4 KPIs

Metric Target Benchmark

CTR (LinkedIn, blended) > 0.5–0.8%

CTR (Google/Meta, blended) > 2%

Cost per Lead (LSF, enterprise) 1,500–2,500₹

Cost per Lead (iLearnPros, learner) 150–300₹

ROAS (from Month 3) 2–3x, scaling to 4–5.5x by Month 12
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10. Content Marketing

10.1 Blogs & Case Studies

Sustain the 90-day calendar (Section 6.3), then a minimum of 2–3 posts/month per property thereafter. 
Develop 3–4 detailed case studies per year on each side — an enterprise consulting engagement (LSF) and a 
learner/institution outcome story (iLearnPros) — with quantified results wherever possible.

10.2 Lead Magnets

• “Leadership Readiness Diagnostic” (LSF) — short self-assessment gated behind an email/company 
field, feeding directly into the enterprise sales pipeline.

• “Career Path Diagnostic” (iLearnPros) — short quiz recommending a career path + relevant courses, 
gated behind email capture.

• “State of Leadership Development in APAC” annual research report — shared PR/backlink asset for 
both brands.

10.3 Video & Webinars

• Monthly LinkedIn Live or webinar featuring an LSF coach + an iLearnPros career-path expert — 
explicitly demonstrating the cross-brand model to prospects.

• Short-form video testimonials from both enterprise clients and individual learners, repurposed across 
LinkedIn, Instagram and YouTube.
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11. Sales & Enrolment Funnel

11.1 LSF Global Funnel (Enterprise)

Awareness (LinkedIn/SEO/referral) → Interest (case study, insight content) → Consideration (diagnostic 
consultation booked) → Conversion (proposal → signed engagement) → Retention (multi-phase 
engagement, retainer) → Referral (case study + LinkedIn recommendation).

11.2 iLearnPros Funnel (Learner/Institution/Employer)

Awareness (SEO/social/university referral) → Interest (career diagnostic, free content) → Consideration 
(course preview, pricing, testimonials) → Conversion (enrolment / pilot agreement) → Retention (career 
support club, placement support) → Referral (peer referral, institution case study).

11.3 Cross-Sell Bridge

The highest-leverage addition to the existing funnels: a systematic hand-off point where iLearnPros 
institution/employer leads above a defined size threshold are routed into LSF Global's enterprise sales 
pipeline for workforce-scale consulting engagements, and where LSF enterprise clients are offered 
iLearnPros as the scalable delivery layer for broader workforce upskilling.
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12. Reputation Management

12.1 Reviews & Testimonials

• Systematic post-engagement review requests (LinkedIn recommendation + Google review) within 7 
days of coaching/consulting engagement completion (LSF) and course/career-path completion 
(iLearnPros).

• Refresh on-site testimonials quarterly with named, photo-backed, role-specific quotes — current 
iLearnPros testimonials (2 first-name-only quotes) should be treated as a minimum viable start, not the 
end state.

12.2 PR & Authority

• Pursue regional HR/L&D and fintech-education press coverage leveraging LSF's global footprint and 
iLearnPros' banking-finance niche.

• Publicise university and enterprise partnerships (UPES-style) as repeatable PR hooks.

VD Infotech Technologies Pvt. Ltd.   |   Confidential   |   Page 19



LSF Global | iLearnPros — Digital Growth Strategy

13. Marketing Automation (Optional — Future Phase)

Not part of the current SEO engagement. Recommended once organic lead volume (Sections 6–8) justifies a 
dedicated CRM/nurture layer.

13.1 CRM & Lead Scoring

• Implement a shared CRM (e.g. HubSpot) connecting LSF Global and iLearnPros lead sources so no lead 
is siloed by property.

• Score leads by signal: diagnostic completion (high), lead-magnet download (medium), page view only 
(low) — prioritising sales follow-up and cross-sell flagging.

13.2 Email & Nurture Sequences

• LSF: diagnostic-completion → case-study nurture → consultation-booking sequence.

• iLearnPros: career-diagnostic → recommended course sequence → enrolment reminder → post-
enrolment onboarding.

• Institution/Employer: dedicated nurture track culminating in a pilot-programme proposal.

13.3 Follow-Up SLA

No lead should go more than 4 hours without an automated first response, and no more than 24 hours without 
a human follow-up, across both properties during the first 90 days.
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14. Analytics & KPIs

Area Metric Tool Cadence

SEO Keyword rankings, organic sessions Search Console / GA4 Weekly / Monthly

Paid Ads
CTR, CPL, ROAS by 
campaign/property

LinkedIn/Google/Meta Ads 
Manager

Weekly

Social
Follower growth, engagement, DM-to-
lead

Native platform analytics Monthly

Website
Sessions, bounce, form completion, 
Core Web Vitals

GA4 / Search Console Monthly

Sales/Enrolment
Lead-to-client conversion, enrolment 
rate, cross-sell rate

CRM Monthly

14.1 Dashboard

Build one consolidated Looker Studio dashboard connected to GA4, LinkedIn/Google/Meta Ads and the 
CRM, covering both LSF Global and iLearnPros, so leadership sees a single unified pipeline view rather than 
four disconnected reports.
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15. Monthly Action Plan

Priority coding: P1 = Critical/foundational, P2 = High, P3 = Optimisation/scale.

15.1 Month 1 — Foundation

Priority Action

P1 Install/verify GA4, Search Console, LinkedIn Insight Tag, Meta Pixel on both properties

P1 Fix or remove empty content modules; publish indicative pricing on both sites

P1 Simplify LSF's mega-menu to 3–4 primary paths

P2 Launch first cross-sell content block on both homepages

P2 Publish first 4 keyword-targeted blog posts (2 per property)

15.2 Month 2 — Build

Priority Action

P1 Launch segmented landing pages (Enterprise, Institutions, Employers, Career Paths)

P2 Begin LinkedIn Ads (LSF) and Google/Meta Ads (iLearnPros) with tracking live

P2 Launch career-diagnostic and leadership-readiness lead magnets

P3 Begin systematic testimonial/recommendation collection process

15.3 Month 3 — Optimise

Priority Action

P2 Reallocate ad budget toward top-performing segments based on 60 days of data

P3 Publish first cross-brand case study (enterprise + learner outcome combined)

P1 Full-funnel tracking review across GA4, Ads, CRM before scaling spend

15.4 Month 6 & 12 — Scale & Mature

• Month 6: Scale budget on proven segments; publish annual research/PR asset; formalise 2–3 university 
partnerships.

• Month 12: Full performance review against Section 1.4 targets; reset following year's targets; evaluate 
expansion into new career-path verticals beyond banking & finance.
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16. Investment Recommendation — VD Infotech SEO 
Packages

Current engagement scope: SEO only. Pricing below is VD Infotech Technologies' standard India-market 
SEO rate card — seven tiers from a focused starter plan to a fully custom enterprise scope. Final quote 
confirmed after a free audit call; exclusive of GST and third-party costs (premium tools, paid backlinks, 
sponsored listings).

Package Starter Growth
Accelerato
r

Ace Dominator Conqueror Custom

Monthly Price 35,000₹ 60,000₹ 1,05,000₹ 1,90,000₹ 3,10,000₹ 4,50,000₹ On 
Request

Min. Contract 3 Months 3 Months 6 Months 6 Months 6 Months 6 Months
As Per 
Need

Total Keywords 
Targeted

Upto 25 Upto 50 Upto 90 Upto 140 Upto 200 Upto 270
As Per 
Need

Primary Keywords 10 20 35 55 80 110
As Per 
Need

Supporting 
Keywords

15 30 50 80 120 160
As Per 
Need

Backlinks / Month 50 100 175 275 400 550
As Per 
Need

Pages Targeted Upto 10 Upto 20 Upto 35 Upto 55 Upto 80 Upto 110
As Per 
Need

SEO Consulting 
(Hrs/mo)

2 4 7 12 18 25
As Per 
Need

Reporting Monthly
Bi-
Weekly

Weekly Weekly
Weekly + 
Mgr

Weekly + 
Mgr

As Per 
Need

Support Email
Email+Ch
at

+Voice +Voice Priority Priority Dedicated

16.1 Recommended Tier for LSF Global + iLearnPros

LSF Global runs 17 global locations across a wide consulting/coaching keyword set (executive coaching, 
leadership development, change management, assessment centre, per-region terms), and iLearnPros runs a 
separate, equally broad keyword set (banking/finance certifications, career paths, psychometrics, 
institution/employer terms). Combined, both properties comfortably exceed the keyword and page volume of 
the mid tiers.

• Recommended starting tier: Dominator ( 3,10,000/month) run as two parallel Ace-equivalent scopes ₹
(≈140 keywords, ≈55 pages each) split across lsfglobal.com and ilearnpros.com — or Conqueror if both 
domains are to be scoped at full depth (270 keywords, 110 pages combined) from Month 1.

• Lean starting option: run Accelerator ( 1,05,000/month) on iLearnPros first (higher-volume, faster-₹
compounding keyword set: courses, certifications, career paths) while LSF Global runs on Growth 
( 60,000/month) for its narrower, higher-value consulting terms — combined 1,65,000/month, scaling₹ ₹  
up once early rankings validate ROI.

• Both options include weekly-minimum reporting, dedicated SEO consulting hours, and a clear glide 
path to Conqueror/Custom as organic traffic (Section 18) compounds past Month 6.
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16.2 What Is Included at Each Tier (Summary)

Category Starter–Growth Accelerator–Ace
Dominator–
Conqueror

Initial Review
Website/GMB audit, 
baseline ranking report

+ Competitor analysis, 
keyword URL mapping

Same, at full custom 
depth

On-Page
Title/meta/header tags, 
sitemap, GA setup

+ Page speed, 
canonicalization, custom 404

Same, at full custom 
depth

Content Blog writing & submission
+ Articles, guest posts, press 
releases (Accelerator+)

+ Infographics, 
PPT/PDF promotion 
(Ace+)

Off-Page/Social Social bookmarking
+ Web 2.0 profiles, Q&A, 
blog commenting

Same, at full custom 
depth

Terms: billed monthly in advance, GST extra. Deliverable volumes are monthly targets, not guarantees — 
SEO outcomes depend on search-engine algorithms and competition, outside any agency's direct control. 
Quarterly/half-yearly/annual billing gets 5–10% discount over monthly pricing.
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17. Risk Analysis

Risk Impact if Unaddressed

Running paid ads before pricing/tracking is fixed
Wasted budget with no way to measure or optimise 
return

LSF and iLearnPros continuing to operate as 
disconnected funnels

Cross-sell revenue (highest-margin opportunity) never 
materialises

Empty/unfinished content modules left live
Erodes enterprise trust at exactly the moment a buyer is 
evaluating credibility

No CRM/lead follow-up system across properties
Leads generated by ads are lost to slow or missed 
follow-up

Rising LinkedIn/Google CPCs in HR-tech and edtech 
categories

Makes organic/SEO investment increasingly important 
as a hedge over time

17.1 Mitigation Strategy

• Sequence spend correctly: fix pricing visibility, tracking and menu/navigation (Month 1) before scaling 
paid media meaningfully.

• Build the LSF↔iLearnPros cross-sell bridge in parallel with paid media from Month 1 so it compounds 
independently of ad budget.

• Institute the shared CRM and automation layer early so no generated lead, on either property, is lost to 
slow follow-up.

• Review the full-funnel dashboard monthly and reallocate budget/priorities based on evidence, not 
assumption.
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18. Expected Results

Metric 90-Day Target 180-Day Target 12-Month Target

Monthly qualified B2B leads (LSF) 25–40 50–70 90–120

Monthly enrolments/enquiries 
(iLearnPros)

150–250 350–500 600–900

Page-1 keyword rankings (combined) 10–15 terms 25–35 terms 45–60 terms

Cost per lead (LSF, blended) 2,000–2,800₹ 1,700–2,300₹ 1,500–2,000₹

Cost per lead (iLearnPros, blended) 250–350₹ 200–280₹ 150–220₹

ROAS (blended) 1.8–2.5x 3–3.8x 4–5.5x

VD Infotech Technologies Pvt. Ltd.   |   Confidential   |   Page 26



LSF Global | iLearnPros — Digital Growth Strategy

19. Final Recommendations

This document is a sequenced plan to convert two already-credible brands — LSF Global's enterprise 
coaching authority and iLearnPros' scalable career-readiness platform — into one coordinated acquisition 
engine. Every competitor analysed in this document, from Korn Ferry to NIIT, wins on clarity: clear offers, 
clear proof, clear paths to purchase. LSF Global and iLearnPros' disadvantage today is not credibility — it is 
that neither site tells a visitor what it costs, and the two properties don't yet tell a visitor how they connect.

Why Sequencing Matters

Fixing pricing visibility, navigation and the LSF↔iLearnPros cross-sell bridge before scaling paid media is 
the single most important decision in this document. Spending 5,000/day to drive traffic into two ₹
disconnected funnels is not a growth strategy — it is two separate leaks. Once closed, the same budget 
becomes a compounding acquisition engine feeding both the enterprise consulting pipeline and the scalable 
e-learning pipeline simultaneously.

Revenue Impact

Using the 12-month targets in Section 18 — 90–120 monthly qualified enterprise leads and 600–900 
monthly iLearnPros enrolments/enquiries — the combined group should expect a materially larger and more 
predictable revenue base than today's ad-hoc inquiry process, with the added compounding effect of cross-
sell revenue between the two properties that does not exist in the current architecture.

Competitive Advantage

No competitor reviewed in Section 3 — not Korn Ferry, not NIIT, not FranklinCovey — currently owns the 
specific combination LSF Global and iLearnPros are positioned to claim: senior-practitioner-led enterprise 
coaching, delivered at scale through a purpose-built career-readiness platform, backed by a 17-location 
global footprint. That combination is defensible in a way that ad spend alone never is.

Recommended immediate next step: approve the Month 1 foundation actions in Section 15.1 — pricing 
visibility, tracking installation, navigation simplification, and the first cross-sell content block — before any 
additional paid media budget is deployed. Everything else in this plan compounds on top of that foundation.
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