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LHaUQ IUaPHZRUNV WKaW ZLOO KHOS \RX cKRRVH WKH righW mi[ of digiWal channels
LHaUQ WR cKRRVH a compelling Call To AcWion IRU HYHU\ TG-CKaQQHO VHW
FRUPXOaWH a ROΖ dULYHQ VWUaWHJ\ ZLWK WKH 12+ sWraWeg\ componenWs
DHVLJQ adV IRU dLIIHUHQW cKaQQHOV, WaUJHW JURXS aQd bX\HU VWaJHV
LHaUQ WR RSWLPL]H OaQdLQJ SaJHV WKaW caQ geW 20-30% beWWer conYersions
1:4:12 UXOH RI bXdJHWLQJ: LHaUQ WR manage \oXr bXdgeW like a pro
LHaUQ abRXW WKH 4 dLJLWaO PaUNHWV aQd KRZ HYHU\WKLQJ IaOOV XQdHU LW
TRROV WKaW aUH cULWLcaO IRU UHVHaUcK, cRQWHQW, aXWRPaWLRQ, dHVLJQ & aQaO\VLV
CRUH PaUNHWLQJ SULQcLSOHV aQd KRZ LW LPSacWV \RXU dLJLWaO PaUNHWLQJ
LHaUQ WR condXcW digiWal markeWing reYieZs LQ WKH ULJKW Za\
HRZ WR KaYH WKH ULJKW PL[ RI SHRSOH LQ WKH WHaP aQd aJHQcLHVbaQd PXcK PRUH..
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SWaUW-XSV caQ LQcUHaVH
UHYHQXH b\ 34% UHO\LQJ
RQ dLJLWaO-ILUVW VWUaWHJLHV
ZLWK aOO HQWHUSULVHV
LQcUHaVLQJ UHYHQXH b\
23%.
ΖDGȇV SWaWH RI DLJLWaO BXVLQHVV
TUaQVIRUPaWLRQ

EYHU WKRXJKW ZK\ VRPH SHRSOH bXLOd VWUaWHJLHV ZKLcK dRHV ZRQdHUV ZKLOH RWKHUV
IaLO PLVHUabO\?bAUH \RX XVLQJ RSLQLRQ aV a VWUaWHJ\ RU \RX KaYH a VROLd SOaQ LQ
SOacH?bAUH \RX bHLQJ UHVXOW-RULHQWHd? WH KaYH WUaLQHd RYHU 2500 bXVLQHVV OHadHUV
aQd PaUNHWLQJ SURIHVVLRQaOV aV RI WRda\ aQd WKH WUaQVIRUPaWLRQ KaV bHHQ
VXbVWaQWLaO. ΖWȇV aOO bHcaXVH RI a VWUXcWXUHd dLJLWaO PaUNHWLQJ URadPaS ZLWK a
dHILQLWH JRaOV aQd RXWcRPHV.

Companies WhaW rapidl\
adapW Wo digiWal bXsiness
models donȇW jXsW Ȋdo
digiWalȋ; Whe\ ȊacW digiWal.ȋ
Are \oX read\ Wo leYerage
digiWal aW iWs fXll poWenWial
Whis \ear?

"

GHW a WaVWH RI ZKaW LW PHaQV WR SRVVHVV SRZHUIXO, ORJLcaO VWUXcWXUaO WKLQNLQJ LQ
dLJLWaO WR OHYHUaJH LWV SRWHQWLaO IRU bXVLQHVV JURZWK
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We emphasi]e less on Zhat Ze teach but more on hoZ \ou learn and use it. We
understand that \ou haYe limited time eYer\ da\ and if not fitted into a structure
that is business oriented \ou Zill forget.b
 
The course is designed b\ Aji Ζssac, Zho started his career Zith Zell-funded
product compan\ and headed do]ens of digital marketing companies before
starting his oZn digital agenc\ in 2009. He is a thought leader, speaker at the
highest leYels including House of Lords UK, Ζndia UK Business Summit, Like Minds
E[eter to name a feZ. He is also a Yisiting facult\ at some of the finest uniYersities
like UPH, XLRΖ, ΖΖFT, UniYersit\ of Southampton, ΖΖM etc. He spends his 80% of time
eYer\ da\ on digital strateg\ making for large to small businesses. His famous
quote, ȊΖ can make digital marketing strateg\ for an\ business in less than 1 hour,
not because Ζ am brilliant, because Ζ use a structural approach to get ideas and
strateg\ floZ. You can either be brilliantl\ gifted or use the structural approachȋ.
Talk to him in his first class (get the first for free if \ou Zish to)
 
All the course material is also improYed b\ our department heads Zhose dail\ job
in the agenc\ is to keep our e[pertise ahead in the market. We are also getting it
Yetted b\ different industr\ leaders.b
 
Digital is Yer\ poZerful proYided used correctl\. The biggest challenge is the
Yastness it offers. One can spend the Zhole \ear Zorking on Yarious things but get
Yer\ little result or spend some limited time on feZ selected areas to get
e[ceptional results. Also it offers feZ things Zhich other marketing channels ma\
not offer like niche-group branding, research just before sales (some industries
haYe 80%+ market here) etc. Some of it is Yer\ critical for an\ business.
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The Digital Ecos\stem: Digital Businesses, Digital Branding, Digital Consumer

Assessing the digital marketing Opportunit\ and ReleYanc\ for \our businessb

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

Understanding digital consumer behaYiour, micro & macro touchpoints
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Market research and Ζndustr\ releYant insights Ȃ HoZ \our industr\ is performing in

Digital

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

demand.

Competitor Anal\sis Ȃ KnoZ Zhat \our industr\ peers are doing in digital

Selecting the right & releYant marketing channels for \our business

Goal setting Zith the help of Ke\Zord Research, Consumer Research, Demand

forecasting

Planning an effectiYe Digital Strateg\bb

Allocating the right budgeting for profit-optimised campaigns
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Team Building - HoZ to build an effectiYe Digital Marketing Team?

Organi]ational Talent Management Ȃ Competencies required for an efficient Digital

Team

HoZ to collaborate / hire e[ternal agencies? EYaluating agenc\ partners based on

right parameters.b

Agenc\ management - HoZ to build the s\nerg\ betZeen e[ternal and internal

stakeholders (cross-functional teams)

Dashboarding and ReYieZing Digital Performance Ȃ Dimensions and Metrics to

focus on

HoZ to select the right KPΖs and set the OKRs for \our Digital Performance
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Understanding the concept and importance of Ζnbound Marketing process

Understanding the consumer journe\ in digital platforms

Designing the sales funnel for \our prospectiYe TG

Communication Strateg\ as per consumer journe\

Shifting from a sales funnel to sales fl\Zheel model
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HoZ Zebsites Zork? The Zeb ecos\stem Ȃ Domains, Hosting SerYers, Domain

Emails.

Design Principles for Websites Ȃ Colour Theor\, UX/UΖ Design Basics

Planning and Managing a Web Design Project

DeYeloping a Blog based Brand/Compan\ Website from scratch

DeYeloping a CMS based E-commerce Websiteb

Optimi]ing a WordPress Website Ȃ Ζmage Optimi]ation, Spam Protection, Plugin

EYaluation

SEO Module for WordPress Ȃ HoZ to use Yoast SEO

Submitting and Monitoring the Zebsite in Google Search Console
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Ζntroduction to SEO

SEO & Customer Journe\ Funnel

HoZ Search Engines Work Ȃ CraZling, Ζnde[ing & RankingStrategic Points, E[ecution

Points, E[amples

Ke\Zord anal\sis Ȃ T\pes of Ke\Zords, KW DiscoYer\ in dimensions, Ke\Zord

Groups/Categories Selection

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

Google Algorithms and Penalties in SEO

200 Ranking Parameters in SEO

Setting up KPΖs for SEO projects

Drafting an SEO Strateg\ Plan
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Ζntroduction to paid ads Ȃ Ad Platforms

Ζntroduction to Pa\ Per Click

Ps\cholog\ of Search

Account Hierarch\

Search Ads and Ke\Zord Targeting
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Ζncreasing Reach Zith Displa\ NetZork

Reaching Target Audiences

The Bu\ing Funnel

The Paid Search Auction

Setting and Measuring Marketing Goals

HoZ PPC Fits into the Digital Strateg\

6E66ION
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Ζntroduction to Social Media Ȃ T\pes, Uses and Channel EffectiYeness

LeYeraging Social Media for Business Ȃ 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 mediabb

HoZ to choose the right social media channel(s)

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

Brand CreatiYes identit\, Content t\pes,bSocial Media Content calendar and Editorial

plan

Social Media Ζnfluencer Marketing Strateg\

Social media sponsored Ads Ȃ Channel Zise

Social Media Audit Ȃ Setting OKRsb

Social Media Anal\tics Ȃ Stud\ing KPΖs

6E66ION
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Ζntroduction to Yisual communication design for digital platforms

Colour Theor\ and Brand Colour selection

UX/UΖ Design Principles

Managing brand creatiYes

Design specifics for social media

Design specifics for marketing collaterals
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Understanding the Content Marketing Landscape

Concepts in Content Marketing Ȃ POEM, AΖDA, ABC/CBA of AD Copies, AdYertorial,

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

Selecting the right content marketing strateg\ for \our brand

Selecting the right content distribution netZork

Stor\ Telling Hacks for content Yiralit\

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

product/serYice/industr\ t\pe.b

Content Management and Content Calendar design

Content Performance monitoring and trackingb

SEO driYen Content Strateg\, Help, Hub & Hero Content Strateg\

6E66ION
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Ζntroduction to Email Marketing

Benefits of Email Marketing

DeYeloping 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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Ζntroducing Google Anal\tics Ȃ HoZ it Zorks

Setting up Google Anal\tics and connecting it Zith \our Zebsite

The Google Anal\tics la\out Ȃ Functionalities and NaYigation

Anal\tics Reporting: Audience reports, Acquisition reports, User BehaYiour reports

Campaign and ConYersion Tracking

Google Tag Manager Fundamentals - HoZ it Zorks

6E66ION
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Terminologies a digital marketer must knoZ

Tools a digital marketer must knoZ Ȃ What, When and HoZ to use.bb

Breakthrough Digital Campaigns Zith ke\ takeaZa\sb

Case Studies from Zinning Digital Projects

 

HoZ to use Google Tag Managerb

Collecting data using the Data La\er, Yariables, and eYents

Using additional tags for marketing and remarketing

Anal\tics measurement using Google Tag Manager
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Cost-Profit
Matri[

Digital Ζnvestment
Framework

Market-
Consumption
Matri[
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POEM Strategic
Framework

OKR Framework
Note: The fUaPeZRUkV aUe deYelRSed baVed RQ Whe e[SeUieQce Ze haYe gaiQed iQ
laVW 2 decadeV iQ Whe iQdXVWU\ Zhile ZRUkiQg ZiWh hXQdUedV Rf cRPSaQieV acURVV
dRPaiQV aQd iQdXVWUieV.
 
The RXWSXW Rf Whe acWiYiWieV iQ digiWal YaU\ deSeQdiQg RQ Whe iQdXVWU\, SURdXcWV,
cXVWRPeU, PaUkeW, cRPSeWiWiRQ eWc aQd Whe fUaPeZRUkV caQ RQl\ eQable a
PaUkeWeeU SURdXce e[SecWed UeVXlWV if XVed keeSiQg iQ PiQd Whe WUeQdV aQd Whe
eYeU chaQgiQg d\QaPicV iQ digiWal.
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DMU is born to proYide Structured Digital Marketing knoZledge gained from practitioners to
learners. We enYision a Zorld Zhere institutions, businesses, and professionals are supported Zith
the right knoZledge and through continuous & structured learning.

Hands-on e[perience Zorking Zith 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 Yalue to the liYes of
millions in the digital space.

0Ǐ
Highl\ interactiYe and liYe online e[periential training Zith
24*7 support.

0ǐ







7UDLQLQJ & PHQWRUVKLS
CHUWLILFDWLRQ IURP DM8
GXLGDQFH IRU FHUWLILFDWLRQ IURP GRRJOH, HXE6SRW
& 6EMUXVK
OQH WR RQH VXSSRUW IRU 6 ZHHNV (30 PLQV HYHU\
ZHHN)
FUHH DFFHVV WR 400+ GLJLWDO PDUNHWLQJ
WHUPLQRORJLHV
FUHH DFFHVV WR 50+ ZRUOG'V PRVW LQQRYDWLYH
FDPSDLJQV

YRX geW:

ΖNR 5000+GST

7R UHJLVWHU IRU WKH XSFRPLQJ EDWFK, FOLFN/YLVLW
hWWSV://ZZZ.digiWalmaUkeWingXniYeUViW\.cRm/digiWal-maUkeWing-VWUaWeg\-cRXUVe
RU VFDQ WKH QR FRGH EHORZ.

CRXUVe DXUaWiRn ; 6b:HHNV _ 2 VHVVLRQ RI 2 KUV HDFK HYHU\ ZHHN
ASSURSUiaWe fRU: BXVLQHVV LHDGHUV / 6WDUW-8S FRXQGHUV / C;OV / 6HQLRU
MDQDJHUV / MDUNHWLQJ HHDGV
CRXUVe DeliYeU\: ΖQVWUXFWRU LHG LLYH-OQOLQH 7UDLQLQJ & MHQWRULQJ
CODVV 7LPLQJV: 8-10 PM (DOWHUQDWH ZHHNGD\V)
DeYice: CODVVHV FDQ EH DWWHQGHG WKURXJK PC/LDSWRS/6PDUW PKRQH DQG 7DEOHW
IURP DQ\ZKHUH.

ΖNR 16000

http://www.digitalmarketinguniversity.com/Training/digital-marketing-business-leaders
http://www.digitalmarketinguniversity.com/Training/digital-marketing-business-leaders
http://www.digitalmarketinguniversity.com/Training/digital-marketing-business-leaders
http://www.digitalmarketinguniversity.com/Training/digital-marketing-business-leaders

