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We emphasi e less on hat e teach but more on ho  ou learn and use it. We
understand that ou ha e limited time e er  da  and if not fitted into a structure
that is business oriented ou ill forget.
 
The course is designed b  Aji ssac, ho started his career ith ell-funded
product compan  and headed do ens of digital marketing companies before
starting his o n digital agenc  in 2009. He is a thought leader, speaker at the
highest le els including House of Lords UK, ndia UK Business Summit, Like Minds
E eter to name a fe . He is also a isiting facult  at some of the finest uni ersities
like UPH, XLR , FT, Uni ersit  of Southampton, M etc. He spends his 80% of time
e er  da  on digital strateg  making for large to small businesses. His famous
quote,  can make digital marketing strateg  for an  business in less than 1 hour,
not because  am brilliant, because  use a structural approach to get ideas and
strateg  flo . You can either be brilliantl  gifted or use the structural approach .
Talk to him in his first class (get the first for free if ou ish to)
 
All the course material is also impro ed b  our department heads hose dail  job
in the agenc  is to keep our e pertise ahead in the market. We are also getting it

etted b  different industr  leaders.
 
Digital is er  po erful pro ided used correctl . The biggest challenge is the

astness it offers. One can spend the hole ear orking on arious things but get
er  little result or spend some limited time on fe  selected areas to get

e ceptional results. Also it offers fe  things hich other marketing channels ma
not offer like niche-group branding, research just before sales (some industries
ha e 80%+ market here) etc. Some of it is er  critical for an  business.
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The Digital Ecos stem: Digital Businesses, Digital Branding, Digital Consumer

Assessing the digital marketing Opportunit  and Rele anc  for our business

Understanding the t pes of digital markets and digital consumer target groups

Understanding digital consumer beha iour, micro & macro touchpoints
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Market research and ndustr  rele ant insights  Ho  our industr  is performing in

Digital

Digital Marketing research for our business/niche  Assess the digital market

demand.

Competitor Anal sis  Kno  hat our industr  peers are doing in digital

Selecting the right & rele ant marketing channels for our business

Goal setting ith the help of Ke ord Research, Consumer Research, Demand

forecasting

Planning an effecti e Digital Strateg

Allocating the right budgeting for profit-optimised campaigns
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Team Building - Ho  to build an effecti e Digital Marketing Team?

Organi ational Talent Management  Competencies required for an efficient Digital

Team

Ho  to collaborate / hire e ternal agencies? E aluating agenc  partners based on

right parameters.

Agenc  management - Ho  to build the s nerg  bet een e ternal and internal

stakeholders (cross-functional teams)

Dashboarding and Re ie ing Digital Performance  Dimensions and Metrics to

focus on

Ho  to select the right KP s and set the OKRs for our Digital Performance
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Understanding the concept and importance of nbound Marketing process

Understanding the consumer journe  in digital platforms

Designing the sales funnel for our prospecti e TG

Communication Strateg  as per consumer journe

Shifting from a sales funnel to sales fl heel model
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Ho  ebsites ork? The eb ecos stem  Domains, Hosting Ser ers, Domain

Emails.

Design Principles for Websites  Colour Theor , UX/U  Design Basics

Planning and Managing a Web Design Project

De eloping a Blog based Brand/Compan  Website from scratch

De eloping a CMS based E-commerce Website

Optimi ing a WordPress Website  mage Optimi ation, Spam Protection, Plugin

E aluation

SEO Module for WordPress  Ho  to use Yoast SEO

Submitting and Monitoring the ebsite in Google Search Console
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ntroduction to SEO

SEO & Customer Journe  Funnel

Ho  Search Engines Work  Cra ling, nde ing & RankingStrategic Points, E ecution

Points, E amples

Ke ord anal sis  T pes of Ke ords, KW Disco er  in dimensions, Ke ord

Groups/Categories Selection

Parts of SEO  Technical, Structural, Content Map, Link Map, Signal Map

Google Algorithms and Penalties in SEO

200 Ranking Parameters in SEO

Setting up KP s for SEO projects

Drafting an SEO Strateg  Plan

E ION

07
ntroduction to paid ads  Ad Platforms

ntroduction to Pa  Per Click

Ps cholog  of Search

Account Hierarch

Search Ads and Ke ord Targeting
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ncreasing Reach ith Displa  Net ork

Reaching Target Audiences

The Bu ing Funnel

The Paid Search Auction

Setting and Measuring Marketing Goals

Ho  PPC Fits into the Digital Strateg
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ntroduction to Social Media  T pes, Uses and Channel Effecti eness

Le eraging Social Media for Business  Brand Persona, Social PR, Brand

Communication, Communit /Tribe Building, Content Marketing, Social Listening,

Customer Support using Social Media, Emplo er Branding using Social Media, ORM

using Social Media

Setting our goals for social media

Ho  to choose the right social media channel(s)

Aligning Social Media Strateg : Setting campaign goals, Brand Communication st le,

Brand Creati es identit , Content t pes, Social Media Content calendar and Editorial

plan

Social Media nfluencer Marketing Strateg

Social media sponsored Ads  Channel ise

Social Media Audit  Setting OKRs

Social Media Anal tics  Stud ing KP s
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ntroduction to isual communication design for digital platforms

Colour Theor  and Brand Colour selection

UX/U  Design Principles

Managing brand creati es

Design specifics for social media

Design specifics for marketing collaterals
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Understanding the Content Marketing Landscape

Concepts in Content Marketing  POEM, A DA, ABC/CBA of AD Copies, Ad ertorial,

Editorial, Branded Content, Digital PR, Content Bucket / Themes concept

Selecting the right content marketing strateg  for our brand

Selecting the right content distribution net ork

Stor  Telling Hacks for content iralit

T pes of content as per the consumer journe , sales funnel and

product/ser ice/industr  t pe.

Content Management and Content Calendar design

Content Performance monitoring and tracking

SEO dri en Content Strateg , Help, Hub & Hero Content Strateg
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ntroduction to Email Marketing

Benefits of Email Marketing

De eloping a Email Marketing Strateg

Going Mobile for Emails

Best Practices for Email Marketing

Designing a perfect email cop

Drip Email Marketing Campaign

Triggered Email Marketing Campaign

A/B Testing Email copies
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ntroducing Google Anal tics  Ho  it orks

Setting up Google Anal tics and connecting it ith our ebsite

The Google Anal tics la out  Functionalities and Na igation

Anal tics Reporting: Audience reports, Acquisition reports, User Beha iour reports

Campaign and Con ersion Tracking

Google Tag Manager Fundamentals - Ho  it orks
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Terminologies a digital marketer must kno

Tools a digital marketer must kno   What, When and Ho  to use.

Breakthrough Digital Campaigns ith ke  takea a s

Case Studies from inning Digital Projects

 

Ho  to use Google Tag Manager

Collecting data using the Data La er, ariables, and e ents

Using additional tags for marketing and remarketing

Anal tics measurement using Google Tag Manager
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Cost-Profit
Matri

Digital nvestment
Framework

Market-
Consumption
Matri
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POEM Strategic
Framework

OKR Framework
Note: The f a e k  a e de el ed ba ed  he e e ie ce e ha e gai ed i
la  2 decade  i  he i d  hile ki g i h h d ed  f c a ie  ac
d ai  a d i d ie .
 
The  f he ac i i ie  i  digi al a  de e di g  he i d , d c ,
c e , a ke , c e i i  e c a d he f a e k  ca  l  e able a

a ke ee  d ce e ec ed e l  if ed kee i g i  i d he e d  a d he
e e  cha gi g d a ic  i  digi al.
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DMU is born to pro ide Structured Digital Marketing kno ledge gained from practitioners to
learners. We en ision a orld here institutions, businesses, and professionals are supported ith
the right kno ledge and through continuous & structured learning.

Hands-on e perience orking ith companies globall  across
multiple industries

01
Trainers are entrepreneurs & thought leaders running
successful businesses

02
Get Tested structures for goal setting, budgeting, channel
prioriti ation, tool selection etc

03
Built a robust team of 750 people adding alue to the li es of
millions in the digital space.

0
Highl  interacti e and li e online e periential training ith
24*7 support.

0
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