


OFFERINGS TO GNIOT 
We are starting with SEO Web Development, 
SMM, SEM, Services.













Changing Dynamics - Internet users

Projection
s



Changing Dynamics – Internet Consumption 



Changing Dynamics – Traditional Vs Digital

Media spend in 2020 (in Cr)In 2020 projected was only 24%









04.OFFERINGS TO – GNIOT, Noida

Search Engine Optimization
Social Media Marketing

Paid Media Marketing – SEM
Website Development

Content Marketing & PR
Photo-Shoot



Competitive Website Study

Traffic Analysis
Backlink Analysis

Website Audit
Internal Site Audit
Competitor Audit
Keyword Analysis



Traffic Analysis

GNIOT 

NIET

GLBITM



Traffic Analysis

GNIOT Group

These stats are not satisfactory.



• GNIOT has a lower DA than NIET & GLBITM with lower no. of linking domains but higher no. of inbound links. Also the ratio of 
Linking Domains and Inbound links is too high compared to the competition.

DA Competitor Analysis

GLBITM

NIET

GNIOT



Linking Domains

GNIOT NIET GLBITM



Do-Follow / No-Follow Links

• In comparison to competitors GNIOT has a high Do-Follow links.

GNIOT

NIET

GLBITM



Linking Domains (in last 60 days)

• GNIOT has a higher total lost to linking domain and a net lost of -34.

GNIOT

IIMT

GLBITM



Top Technical Issues

• As per the technical  analysis we 
have found that there are 
multiple issues related to 
duplicate titles, description and 
content.

• Broken page links.
• Alt-Text missing, images are too 

big.
• JavaScript, CSS not minified.



• Serve images in next-Gen formats, Image formats like JPEG 2000, JPEG XR, and Web often provide better compression than PNG or 
JPEG

• Efficiently encode images, Optimized images load faster and consume less cellular data.
• Properly size images, Serve images that are appropriately-sized to save cellular data and improve load time.
• Reduce initial server response time, Keep the server response time for the main document short because all other requests depend on 

it.

Website Audit
GNIOT Group



• The performance grade is D which is poor.
• The Page size is high thus increasing the load time of the website

GNIOT

Website Audit

Home Page



Desktop

Mobile The website speed is low, it should be more than 60 for mobile. 

Website Speed Audit



Spam Score breakdown for GNIOT-Ideally there should be no spam score, which could lead to site getting penalised by 
Google

Website Audit



Summary 

• UI of the website is not looking good, we must follow the latest UI trends.
• Tech-stack used is of older version. 
• Website is not complete mobile responsive, we can use proper frontend framework to make it complete mobile responsive.
• Colour combination can be much better.
• User experience is very bad, it can be made much better.

Suggestions 

• New Tech-Stack is to be used with latest formats for improving the structure and performance of the website
• UI/UX design and consumer journey is to be updated 
• Mobile responsive website to be build



Search Engine Optimization



Step1 :
Keywords 
Research

Step 2 :
Domain 
Analysis

Step 3 :
Indexing & 
Caching 
Analysis

Step 4 : 
Content 
Analysis & 
Creation

Step 5 : 

Link Analysis

Step 6 :

On-Page SEO 
Setup

Step 7 :
On-Page SEO 
Activities

Step 8 :
Off-Page SEO 
Activities

Our SEO Approach



Our Initial research shows that brand keywords are ranking well in search engine, however for generic 
keywords, GNIOT is losing out on major traffic, immediate efforts are required for on-page and off-page 
organic traffic activities. 

Search Engine Optimization- Keyword Research 

c

c



Our Initial research shows that that there are some non-branded keywords with huge traffic volumes where 
we are currently ranking very low. These are low competition keywords where tremendous improvement can 
be made easily.

Search Engine Optimization- Keyword Research 



Keyword Analysis - With Competitors

Competitor keyword analysis suggests that our organic keywords are ranking much lower compared to competitors. Also we can observe a 
significant overlap for keywords with them which suggest a lot of traffic being diverted to them.



Our Initial research shows that currently 
over 59% of the traffic is being generated 
through branded keywords which have an 
average traffic almost half non- branded 
avg. traffic, this means we are missing out 
on approx 41% of relevant traffic.



SEO Case Study

This report/case study is a repository of Collegedunia 



Case Study - SEO
Upward Trend in Organic Ranking for Kalinga University 
Kalinga University, Raipur, Chattisgarh

Keywords
Avg. monthly 

search volume
Current 
Position

Previous 
Position

kalinga university 33100 1 6

bsc interior design 760 86 100+

kalinga 12100 8 16

kalinga university courses 390 2 5

kalinga college 170 6 10

interior design course in bilaspur 
chhattisgarh

70 52 89

b pharma college in chhattisgarh 90 46 51

interior design course in raipur 170 18 20

kalinga college of commerce 260 22 30

law college in raipur 390 19 21

Results - Average improvement of 30.6% through our SEO 

approach within 2 months.

Strategy -

● Content was added for courses pages to add more keywords 

and improve rankings.

● Targeting on local and state level. Local directory 

submissions were done since the basic SEO was missing. 

● Competitors backlink analysis was done to identify the 

do-follow links and similar links were created. We identified 

the public and free backlinks and implemented them for 

quick results.



Case Study- SEO
Upward Trend in Organic Ranking for Mansarovar Global University 
Mansarovar Global University, Bhopal MP

Keywords
Avg. monthly 

search volume
Current 
Position

Previous 
Position

mgu 74000 28 34

mansarovar 27100 30 36

mgu results 40500 33 43

pharm d colleges in mp 110 40 43

pgdca 14800 84 100+

ba llb hons 590 72 89

dental college in bhopal 390 65 82

bsc hons agriculture 1600 65 72

college admission form mp 70 57 100+

Results - Average improvement of 19.3% through our SEO 

approach within 1 month.

Strategies -

● In-depth research of MGU website and created content 

keeping the target audience in mind.

● Removed the backlink spams which resulted in improving 

the DA of the website.

● Content was re-strategized  and planned to include 

course-related keywords focusing on popular courses and 

education-domain trends.

● We used Covid-related keywords and content in our articles 

relating them to the ayurveda course pages to maximize the 

reach.

 



Case Study - SEO
Upward Trend in Domain Authority for Best Institution

Date DA PA SPAM Linking Domains Backlinks

1st July 2021 1 8 0% 2 4

1st Aug 2021 9 17 0% 11 16

23rd Sep 2021 9 17 0% 12 23

15th Oct 2021 11 23 0% 28 71

25th Nov 2021 10 25 0% 42 122

9th Dec 2021 10 27 0% 53 137

1st Jan 2022 10 28 0% 62 161

4th Feb 2022 9 28 0% 68 183

7th March 2022 9 29 0% 71 206

4th April 2022 10 29 0% 77 311

13th May 2022 13 29 0% 82 457



Case Study - SEO
Upward Trend in Organic Ranking for Best Institution
S.no. Keywords Volume 1st Aug 29th Oct 13th Dec 4th Jan 7th Feb 1st Mar 13th May

1 business school in bangalore 720 100+ 100+ 100+ 100+ 25 25 14
2 b schools in bangalore 720 100+ 100+ 100+ 100+ 100+ 100+ 29
3 best b schools in bangalore 390 100+ 100+ 100+ 100+ 100+ 100+ 24
4 best business schools in bangalore 210 100+ 100+ 100+ 100+ 100+ 100+ 25
5 international business school bangalore 40 100+ 12 13 9 4 3 7
6 hotel management colleges in bangalore 2400 100+ 100+ 100+ 100+ 24 22 18
7 best hotel management colleges in bangalore 590 100+ 100+ 100+ 100+ 22 100+ 18
8 hotel management course in bangalore 590 100+ 100+ 100+ 100+ 45 41 18
9 best colleges for mba in hotel management 50 100+ 100+ 100+ 100+ 65 100+ 25

10 diploma in hotel management in bangalore 140 100+ 100+ 100+ 100+ 29 30 11
11 mba in hotel management in bangalore 70 100+ 100+ 100+ 100+ 100+ 7 2
12 mba hotel management colleges in bangalore 110 100+ 100+ 100+ 100+ 100+ 100+ 9
13 bsc catering science and hotel management 170 100+ 100+ 100+ 100+ 100+ 35 8
14 bsc in hotel management and catering technology 40 100+ 100+ 100+ 100+ 100+ 100+ 30



Case Study - SEO
Upward Trend in Organic Ranking for Best Institution

S.no. Keywords Volume 1st Aug 29th Oct 13th Dec 4th Jan 7th Feb 1st Mar 13th May

15 bsc hotel management colleges in bangalore 30 100+ 100+ 100+ 100+ 24 26 25
16 bba in international business colleges in bangalore 30 100+ 100+ 100+ 100+ 100+ 100+ 21
17 diploma in food and beverage services 90 100+ 18 100+ 100+ 100+ 100+ 47
18 diploma in food and beverage services management 70 100+ 25 100+ 100+ 100+ 100+ 24
19 diploma in food and beverage 210 100+ 36 100+ 100+ 100+ 100+ 26
20 diploma in bakery and confectionery 480 100+ 100+ 100+ 31 37 28 18
21 diploma in front office 90 100+ 70 67 65 57 100+ 31
22 diploma in front office operations 40 100+ 56 62 61 58 100+ 25
23 diploma in housekeeping 90 100+ 30 34 31 22 26 23
24 diploma in food production 720 100+ 35 23 27 7 10 3



Case Study - SEO
Upward Trend in Impressions for Best Institution - Last 12 Months



Case Study - SEO
Upward Trend in Clicks for Best Institution - Last 12 Months



Website Design & Development
 - Ongoing Client Project

Kalasalingam University 

This report/case study is a repository of Collegedunia 



Website Design & Development 
- Ongoing Project



Reference websites:

www.Bml.edu.in www.stanford.edu



Paid Marketing

This report/case study is a repository of Collegedunia 



As a case study of a well known college in central India we will 
be sharing the insights of one of our client’s paid campaigns run 
in 2020 (Jan 2020- Dec 2020) and 2021 (Jan 2021-July 2021)

This report/case study is a repository of Collegedunia 

SEM – Paid Marketing Case Study



Overall Relative Performance Metrics

Insights-

2021 Campaigns has been performing better than 2020, with a decrease in Average Cost per Application by 16.07% which is the most 
important metric.

Overall lead conversion rate has improved by 28.87%.

Ratio of total leads for the search campaign has improved by 11.84% with better conversion rate indicating better targeting in the 
campaign. 

Both CPC and CPM have risen by 90.4% & 28% each overall compared to 2020 but CPM for Search has reduced by 57.4% 

Campaign No of Impr. No. of Clicks Total Leads CTR (%) Conversion 
Rate (%)

CPA

2020 10,40,45,072 17,36,677 32,421 1.67 1.87

13353
Display 9,02,35,574 11,13,030 7,273 1.23 0.65

Search 64,17,187 5,95,609 24,937 9.28 4.19

Video 73,92,311 28,038 211 0.38 0.75

2021 1,68,93,372 1,90,639 4,586 1.13 2.41

11207
 
  

Display 1,21,95,357 68,656 678 0.56 0.99

Search 46,03,233 1,21,774 3,908 2.65 3.21

Video 94,782 209 0 0.22 0



Lead Funnel 
for 2021

Insights-

Clicks

Leads

Positive Leads

Applica
-tions 

2.47%

20.14%

17.53%

The campaign has so far provided a 20.14% positive lead 
creation while the conversion rate to application has been 
17.53%, this means we have a potential for converting 
leads to applications which are still in the process and 
achieve higher conversions.

The campaign has provided a 29% better clicks to lead 
conversion rate compared to 2020.



Relative state-wise share of applications is shifting from dominating Chhattisgarh - 60% to 40% resulting in a balanced 
distribution of leads and increased share in states like Bihar, Odisha, Jharkhand, Uttar Pradesh, Madhya Pradesh, Andhra 
Pradesh and Maharashtra.

Insights-

Application Distribution - Taking it PAN India

Campaigns need to be pushed for states like Assam, Delhi, Haryana and West Bengal which provided large number of 
applications in 2020 but haven’t been performing in 2021.

Larger share of the campaign budgets need to be provided to Chhattisgarh, since it’s the university home 
state and has historical proven to be the most promising state application wise.



Social Media Marketing
Our Approach
• Cracking the Big Idea
• Maintain Hygiene on Social Media
• Promote Brand Messaging
• Connect with consumers
• Follow content buckets for content dissemination



Social Media –  Analysis

• Evidently, GNIOT has lesser visibility and following on social media against competitors 
• We see that GNIOT has very less engagement on  Instagram and twitter

Current Followers GNIOT IIMT JSSATE

Facebook 29,098 95,716 5K
Instagram 3,362 6,225 ---
Linkedin 11,117 5,503 13,201
Twitter 566 2,123 ---

YouTube 2.04K 10.6k 734



Social Media – Suggested Content Buckets

Announcements News #GNIOT
 Highlights 

Testimonials

Special Days
#Online

Webinars
#Upcoming 

Events
Posts from 

Various Courses

Festival 
greetings 

Contest / 
Engagement 

activities
Admissions University 

Branding



Social Media Posts



Social Media Posts



Social Media - Carousels Ads

For Reference only



Social Media Page - Covers 

For Reference only



Social Media Video
& Stories

• Play the video – 15th August 
Post.

Instagram
Post Type: Question
Impression: 778
Reach : 751
Story Interaction: 32
Profile Visit: 5
Share: 27
Replies: 49



Social Media Campaigns

Recent Campaign for Atmiya University – 
Photography Day
Campaign - #PerfectClick
Organic Reach about 6000 within a week. 
Over 1100 Likes. Total entries – 65+



Social Media Analytics

Social Media Marketing- Facebook

•The overall organic reach on Facebook has increased by 3200% from June to present.
•The overall organic reach on Instagram has increased by 12,300% from June to present.
•The peak was noticed in July as we were running webinars throughout July.



Content Marketing - Guest Blogs and Website 
Blogs

Content Marketing -
● Website Blogs are essential to targeting trending traffic as well increase the number of interlinked pages on the website to add the time spent on the 

website.  
● Paid Guest Blogs help us with quality backlinks and receiving traffic on the specific pages of the website.



Content Marketing Goals
• Brand awareness (Awareness pimrindore distinctive 

courses)

• Brand Preference (Preference of  Bennett University over 
its competitors)

• Product awareness (Awareness for Courses)

• Product Preference (Preference for Courses)  

• Lead acquisition

• Lead nurturing

• Applications

• Admissions

Strengths

Relationships with 
partners through 

which we can 
promote content to 
generate additional 

traffic

Weaknesses

Our content assets 
focus on initial lead 

generation.

Opportunities

Paid social media 
distribution does not 
currently appear to 
be as competitive as 

google adwords.

Threats

Competitors could 
establish better 

relationship with 
influencers to 
promote their 

content

   Goal



Content Writing & Marketing Strategy

Awareness

Consideration

Purchase

Delight

Campaigns will be primarily reach driven to 
establish brand presence and 
communication in minds of people. This 
shall be done via credible content 
properties across platforms.  

Educate users about product and its 
benefits in compelling way by constructing 
an exclusive factor in customer’s mind.

Media campaigns that promotes sales 
of the product on online platform. Media 
planning plays a crucial role for taping 
on potential customers.

Reaching out to the customers who 
have completed a purchase and 
ensuring retention & brand advocacy.



Content Marketing Process

• Content Audit-Analyzing low, average and top performing content using analytics.

• Persona Identification and Customer lifecycle- Identifying content and content types according to 

persona and customer lifecycle stages.

• Content writing and development- Content development in the form of various content types.

• Content distribution-Publishing content through various channels.

• Engagement Evaluation-Evaluation of content on the basis of set engagement metrics like readership 

,views , reviews etc.

• Strategy Review-Review of content strategy on the basis of evaluation and making changes to the initial 

strategy if required.

        



Types of Content and platforms
• Blogging

• Articles

• PR Releases

• Video

• Webinars

• Drip Campaigns

• Quizzes

• Social Media Post

• Mailers

• Infographics

• Presentations



Content Writing

Some of our content examples from current clients. 
Our Focus is on adding SEO content with infographics and 
usage of high end imagery to  enhance the content and 
user experience.



Commercials-SEO

• Payment Terms: 

○ 3 months advance payment

○ GST Excluded

○ 6 months lock in period

Services Base Package
Targeted Keywords 20
Commercials (Per Month) 25000

Initial Review & Analysis
In-Depth Site Analysis Yes
Duplicate Content Check Yes
Competitor Analysis 1
Keyword Analysis Yes
Initial Ranking Report Yes
Keyword URL Mapping Yes
Broken Links Check Yes
Google Penalty Check Yes
Initial Backlink Analysis Yes
Mobile Usability Issue Checking Yes

On-Page Optimisation
Canonicalization Yes

Header (H1) Tags Optimization Yes

Internal Link Structuring & Optimization Yes

Image Alt Tag Optimization No

Robots.Txt Creation/Analysis Yes

Xml Sitemap/Analysis Yes

Google Webmaster Tools Set Up (if not set up) Yes

Google Analytics Set Up (if not setup) Yes

Title & Meta Tags Optimization 10

Existing Web Content Optimization Yes
Fresh Web Content Suggestions* (writing charges 
extra) Yes

Schema Implementation for Contact Address Yes
Address add to current website page[s] (if 
applicable) Yes

Desktop Page Speed Optimization* No

Bing webmaster Tool Setup No

HTML Sitemap Creation No

Check Mobility Issues Yes

Custom 404 page analysis Yes

URL structure analysis Yes

Google Analytics Goal Conversion Setup No



Commercials-SEO

Local Search Optimisation

Google My Business Setup & Verification Yes

Google Places - Photo/Multimedia additions No

Business Listings / Local Citations 1

Bing Local Listing Setup No

Local Keyword Targeting Yes

Content Marketing

Blog Writing & Updation 2

Infographic Creation No

Guest Blog Writing 2

Off Page Optimisation

Press Release Submission No

Infographic Promotion No

Infographic Submission No

Guest Blog Posting 2

Monthly Reporting

Search Engine Rank Report Yes

SEO Activity Reports Yes

Google Analytics Report Yes

Search Console Report Yes



Our Proud 
Partners



Thanks!

Do you have any questions?


