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1.Customer Journey Based Marketing

Plan



What: your offer

Who: your customers

When: your customer’s journey

Why: your marketing objective

How: your message
Where: channels your customers use @
W
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Option 1: Digital Marketing Nanodegree Program

Create a Customer Journey Based Marketing Plan with the goal of
signing up new customers to the DMND Program in one quarter.

Budget: $50,000

Profit: For the purpose of this assignment, the cost of the
Nanodegree is $999, assume a profit margin of 30%, meaning that
Udacity makes $299 in profit per student that signs up.

Campaigns: We want to aggressively grow the program, but, we
want to do it without losing money.
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Marketing Objective:
Digital Marketing Nanodegree Program

What is the marketing objective for your marketing efforts?

To enroll 200 new customers to the Udacity DMND Program in
one quarter (3 months) with an overall budget of $50,000.
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Who Are Our

Customers



What: your offer

Who: your customers

When: your customer’s journey

Why: your marketing objective

How: your message
Where: channels your customers use @
W
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Target Persona

Sam
Demographics ‘ITMidManager’ Needs
Male, 36 yrs old Chakravorty » Would like to learn from basics, at his
Married, one child own pace
Works as a midlevel manager in an Would like it to be credible
Indian IT company Would like to get connected to
Interested in technology, but job role \ industry for freelancing options
does not entail much new learning
Income is around INR 30,000,00 per
annum

Hobbies Goals Barriers

* Travel, Photography * Learn some technology and + Travels quite a bit, and hence time

« Watching movies earn credible degrees outside IS premium _

+ Reading about technology of job -« Age/Stage of career - a perception
* Turn Freelancer in a few years

that it may be too late in the
: career for such kind of a ‘hands-
. B_e able to make time for on’ course

himself Does not have too many contacts
outside of office, so does not
know where to start, how to start




What: your offer

Who: your customers

When: your customer’s journey

Why: your marketing objective

How: your message
Where: channels your customers use @
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Phases of the Customer Journey

& EC1E B

Awareness Interest Desire Action Post action
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When+How+Where =
Marketing Tactics

Customer : : Post
Awareness Intent  Desire Action :
Journey Action
« Explain
. . program
Explain about key benefit
the program h h . Trends and
. (360 degree throug, rends an
Describe the need online News about
and growth in gvll,f hr 7’.?,2” webinar . Reinforce digital
demand for digital roiects with ment of marketing
marketers gre]a te d’b experts rosram | Information
Messa g e Describe how DMND . y * Reasonto progra regarding new
. industry benefits
course can help in leaders) enroll now | | Thank courses
gaining these must- (Enroll now « Career
. Offer free you
have skills, and why ebook on and get to support
it is the best . . run live services
social media . d
marketing to campaigns updates
on major
generate new Keti
leads marketing
platforms)
Search
Social Media
Informative landing (FB, .
page Instagram * Email
Social media etc) marketing .
Display & Video ads Social Media | * Search * Email « Email
Channel Content marketing advertising * Re- * Social . Social media
(E.g: Blog) Display and tqrgeted media
Video Ads on display and
search video Ads

channels




2. Budget Allocation



Digital Marketing
Nanodegree

Budget Allocation for Media



Awareness: Budget Allocation for Media

Planned Cost Per Number | Average

Channels of Site Conversion Total Sales

SpEne dli Visits Rate

Facebook | $4,000 $1.25 3,200 0.05% 2
AdWords 0
Search $4,000 $1.40 2,857 0.05% 1
Display $2,500 $5.00 500 0.05% 0
Video $1,500 $3.50 429 0.05% 0
Number of
Total Total #
spend $12,000 Visitors 6986 new 3
Students
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Interest: Budget Allocation for Media

Planned Cost Per Number | Average

Channels of Site Conversion Total Sales

RECLE Sl Visits Rate

Facebook @ $5,000 $0.50 10,000 0.1% 10
AdWords 0
Search $4,000 $1.50 2,667 0.1% 3
Display $2,500 $3.00 833 0.1% 1
Video $1,500 $2.75 545 0.1% 1
Number of
Total | c13000 @ Total# | 045 new 15
Spend Visitors
Students
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Desire: Budget Allocation for Media

Number Average

Planned Cost Per

Channels Spend Click of Site Conversion Total Sales
P Visits Rate
Facebook  $18,500 $0.30 61,667 0.3% 185
AdWords | ¢5 599 | 3150 | 4 667 0.3% 5
Search
Display $2,500 $3.00 833 0.3% 2
Video $1,500 $2.75 545 0.3% 2
Number of
Total | ¢ 5000 TOtal# | of012 new 194
Spend Visitors
Students
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ROI: Budget Allocation for Media

Total Total
Number Profit
Number

Per Sale
of Sales

Total
Profit

of Site
Visits

Aware-

ness $12,000 6,986 3 $299 $897 | -$11,103
Interest | $13,000 | 14,045 15 $299 $4,485 | -$8,515

Desire  $25,000 64,712 194 $299 | $58,006 +$33,006
Total $50,000 85,743 212 $63,388 | +$13,388
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Additional Channels/Recommendations:

| would recommend growing organic reach through search and social media
using an SEO driven content plan. This will include stories of DMND
graduates, blogs written by influencers, graduates of the program, expert’s
advice on career change etc.

* Another channel | will include is LinkedIn; | will run the same targeting on
both LinkedIn and Facebook to later calculate which of the channels
performed better in terms of ROI. The email ids | collect from both channels
will be later used for remarketing. | would use my target persona and add
several others like:

o  Marketing professionals with little to no knowledge of digital marketing.

Small to medium business owners

Entrepreneurs

Front end web developers

Copywriters

« | will optimize the landing page in terms of SEO to drive traffic and increase
brand awareness.

©)
©)
©)
©)
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Market your Content



Market your Content

Marketing Objective

| would like to get at least 50 new readers for my blog (www.sampathmk.com)
within a month (of publishing the article) withput spending a dollar

KPI

The primary KPI to measure marketing success would be:

The number of new readers | get for my blog www.sampathmk.com

D

emographics
Male, 36 yrs old

« Married, one child
« Works as a midlevel manager in an

Indian IT company

« Interested in technology, but job role

does not entail much new learning

* Income is around INR 30,000,00 per

dannuim

Hobbies

« Travel, Photography

» Watching movies

» Reading about technology

Target Persona

Sam
IT MidManager
Chakravorty

= Learn some technology and

earn credible degrees outside

of job

= Turn Freelancer in a few years

= Be able to make time for
himself

N

eeds

Would like to pick up new skills, at his
own pace

« Would like it to be credible
* Would like to get connected to

industry for freelancing options

Barriers

» Travels quite a bit, and hence time
is premium

» Age/Stage of career - a perception
that it may be too late in the
career for such kind of a ‘hands-
on' course

» Does not have too many contacts
outside of office, so does not
know where to start, how to start




Market your Content (Contd.)
The theme for my blog post:

Why have you decided to take the Digital Marketing Nanodegree Program?

The framework for my blog post:
SCQA also called the Pyramid Principle

A preview of my blog post:

Why I signed up for Udacity’s Digital Marketing Nano Degree, and you should too

The IT industry seems to be at another major inflection
point. Every other article talks about how jobs are changing,
how mid-senior managers are going to be an extinct
species soon, what new skills will need to be picked up to
be employable and how specialists are being sought after. |
found myself suddenly confused, and slightly nervous
about what was to be done to negotiate this turn that the
industry was taking. What was | to do? Read on:

https://goo.gl/DZglyP

Source: https://pixabay.com/en/person-human-joy-sunset-sun-110305/

Promotion of my blog

I will promote my blog on the following three social media platforms because these are the main social networks
where the target persona hangs out primarily.

- Linkedin: Since this is a professional network, professionals use this to exchange information, ideas related to
various industries. Since my blog post is about jobs, skills, trends and personal experience it would be of interest
to Linkedin members, particularly the section | am targeting. | have used a very sober, professional tone for my
Linkedin post.

- Twitter: This is another platform cited as being used by my interviewees. Twitter is a great platform for fast
information exchange, and is used by most professionals and brands around the world. | have used a short note
for Twitter in keeping with the character limit constraints

- Facebook: This is another platform used by my target persona, and a place to exchange news and information -
both personal and professional. | have used a semi-personal tone for my Facebook post. -



Market your Content (Contd.)

Linkedin Post

How can mid-senior managers (like you and me) thrive in an
industry that suddenly demands a new set of skills? Here’s my
new blog post on how | am negotiating this challenge with help
from @Udacity. Please read and comment.

#DigitalMarketing #Nanodegree #IminDMND

Why | signed up for Udacity’s Digital Marketing Nano Degree,
and you should too




Market your Content (Contd.)

Twitter Post

Want to know how @Udacity is helping a mid-senior IT manager
like me thrive in these challenging times? Presenting my new blog
post! #DigitalMarketing #Nanodegree #IminDMND

Why I signed up for Udacity’s Digital Marketing Nano Degree,
and you should too

Facebook Post

The IT industry seems to be at another major inflection point. Every other
article talks about how jobs are changing, how mid-senior managers are
going to be an extinct species soon, what new skills will need to be picked
up to be employable and how specialists are being sought after.

| found myself suddenly confused, and slightly nervous about what was
to be done to negotiate this turn that the industry was taking. Enter
@Udacity. And suddenly everything fell in place. Read on.
#DigitalMarketing #Nanodegree #iminDMND

Why | signed up for Udaclty’s Digital Marketing Nano Degree,
and you should too




Run a Facebook Campaign



Run a Facebook Campaign

Campaign Approach

I have chosen the ‘Marketing Challenge #1: Digital Marketing Nanodegree Program’ challenge. In this
challenge, I need to create a Facebook campaign with an objective to collect email addresses of potential
students, who could be interested in taking this course. For this, | need to create and display ads targeting
potential students. Clicking on an ad will take the student to the DMND ebook download landing page
(http.//dmnd.udacity.com/ebook), where the student can download an ebook by registering her/his email.

The approach | would be taking is as follows:

- will create adset and ads

Target Persona

Demographics

Male, 36 yrs old

Married, one child

Works as a midlevel manager in an
Indian IT company

Interested in technology, but job role
does not entail much new learning
Income is around INR 30,000,00 per
annum

Hobbies

« Travel, Photography

+ Watching movies

* Reading about technology

Sam
‘IT MidManager’

Chakravorty

Goals

« Learn some technology and
earn credible degrees outside
of job

« Turn Freelancer in a few years

+ Be able to make time for
himself

I will base the campaign on the customer persona | had created earlier
I will review the marketing objective and plan a campaign to match the objective
I will define the primary KPIs | will be tracking

I will monitor ad performance against these KPIs daily, review and modify the campaign if needed.

Needs

Would like to pick up new skills, at his
own pace

Would like it to be credible

Would like to get connected to
industry for freelancing options

Barriers

» Travels quite a bit, and hence time
is premium

» Age/Stage of career - a perception
that it may be too late in the
career for such kind of a ‘hands-
on' course

* Does not have too many contacts
outside of office, so does not
know where to start, how to start



Run a Facebook Campaign (Contd.)

Marketing Objective

What marketing objective did you aim to achieve with your campaign?

| have chosen the ‘Marketing Challenge #1: Digital Marketing Nanodegree Program’ challenge. The
objective is to collect email addresses of potential students, who could be interested in taking this course.
In order to do this, potential students will have to be guided to a landing page

(http://dmnd.udacity.com/ebook), where prospective students can download a free eBook if they provide
their email address.

Objective: To collect atleast 50 new email addresses of potential students interested in DMND course over
period of 5 days when I will be running the ads.

Budget: Lifetime budget of $125

Timeframe: 09-june-2018 09:30am to 13-fune-2018 21:30pm

KP]
What primary KPI did you track in your campaign and why?

| will be tracking the number of conversions, i.e, the number of emails collected through the campaign
because this is the key objective of the campaign.
| will also be tracking ROl and cost of customer acquisition.



Run a Facebook Campaign (Contd.)

Campaign Summary

1. Who did you target with your Ad Set and how (demographics, location, interest,
behavior etc.)?

| targetted men and women who are in the 28 — 45 age range, based in India, with

interests in Digital Marketing, Entrepreneurship, Freelancing.

2. What Ad Copy and Ad Creatives did you use?

For the Ad creatives, | used images of happy Indian professionals in the age range
mentioned above interacting with a computer to go along with the Ad Copy that
went like: ‘Learn to advertise like a pro! Topics hand-picked from the Udacity
Digital Marketing Nanodegree Program’

3. If you made any changes, please describe them.

At the end of day 2 of the ad campaign, | reviewed the results to see how they are
performing. Based on the review, | tried pausing a high performing ad to see if
some of the low performing ones will pick up. Later, | also changed the image of 2
low performing ad units based on the high performing ad.



Ad Images

@ Digital Marketing by Udacity eoe
Sponsored - @&

Learn to advertise like a pro! Topics hand-
picked from the Udacity Digital Marketing
Nanodegree Program

L
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Free Social Media Ad guide

A comprehensive overview of th...
QO 32
U,:) Like

1 comment 3 shares

() Comment £ Share

@ Digital Marketing by Udacity voe
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Sponsored - §

Learn to advertise like a pro! Topics hand-
picked from the Udacity Digital Marketing
Nanodegree Program
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Run a Facebook Campaign (Contd.)

@ Digital Marketing by Udacity

Sponsored - @

Learn to advertise like a pro! Topics hand-
picked from the Udacity Digital Marketing
Nanodegree Program

|

F
~ W
dmnd.udacity.com

Free Social Media Ad guide

A comprehensive overview of th. ..

[1’_5 Like

() Comment £ Share

@ Digital Marketing by Udacity oo

Sponsored - @

Learn to advertise like a pro! Topics hand-
picked from the Udacity Digital Marketing
Nanodegree Program

dmnd.udacity.com

Free Social Media Ad guide

A comprehensive overview of th...
Q4 1 share

o5 Like () Comment £ Share

dmnd.udacity.com

Free Social Media Ad guide

A comprehensive overview of th...

Q7 1 share

o5 Like () Comment £ Share



Run a Facebook Campaign (Contd.)
Ad Images

@ Digital Marketing by Udacity @ Digital Marketing by Udacity

[ - - SN nred p
Sponsored - @ Sponsorea - ¥

Learn to advertise like a pro! Topics hand- Learn to advertise like a pro! Topics hand-
picked from the Udacity Digital Marketing picked from the Udacity Digital Marketing
Nanodegree Program Nanodegree Program

dmnd.udacity.com dmnd.udacity.com

Free Social Media Ad guide | LEARN MORE Free Social Media Ad guide | LEARN MORE

A comprehensive overview of th... A comprehensive overview of th...

Q3 O = 168 7 comments 9 shares
o5 Like () Comment 4> Share o Like () Comment 4> Share

Key Results

Campaign Results (eBook Reach Cost per result Amount Spent
downloads)

Ad #1 36 9,856 $0.51 $18.27
Ad #2 - 266 - $0.38
Ad #3 3 1,132 $0.52 $1.57
Ad #4 8 4,032 $0.75 $6.03
Ad #5 6 1,855 $0.44 $2.62
Ad #6 293 53,634 $0.33 $96.13
Overall 346 60,415 $0.36 $125




Run a Facebook Campaign (Contd.)

Campaign Results: Performance

n = Ads Manager

Udacity 3 US (1301402149895420) w ©)]

n We are removing some metrics thatietel |I|I |

From & May, we will be updating what impression
included in reporting. You won't be billed for thes

Q) Search v Y Filters + Campaign Name: sal

e @ £ B8

Ad name

() % SamUdacity - eBook - Image 3

'u SamUdacity - eBook - Image 2

SamUdacity - eBook - Image 6

©-
7

SamUdacity - eBook - Image 4

Results from 6 ads

[ Performance Demographics

346

Results: eBook
Download

60,396
People Reached

$125. 00

Amount s

86 Results: eBook Download

Jun 1 Jun 3

Custom

Placement

$0.35 Cost per result

Jun 5

Jun7

This month: 1 June 2012 - 13 June 2012

0.35% Result Rate

Jun 8 Jun 1

o~

Jun12  wn 13

Campaign Results: Demographics

n = Ads Manager

100

80

60

40

50.50

5040

50.30

Udacity 3 US (1301402149895420) =

n YWe are removing some metrics that are redundan I|II

From 8 May, we will be updating what impression
included in reporting. You won't be billed for thes:

O, Search = Y Filters Campaign Name: sal

e @ £ 8

Ad name

[ Of % SamUdacity - eBook - Image 3

'u SamUdacity - eBook - Image 2

SamUdacity - eBook - Image §

SamUdacity - eBook - Image 4

©-
Yy

Results from 6 ads

Performance [ Demegraphics

346 Results: eBook Download + 60,396 Reach +

=

L3

=
Women 35-44
7% (24)
7% (4,128)

$0.38

Placement

4554

55-64

65+

This month: 1 June 2018 - 13 June 2018 w»

[}

Men 35-44

40% (139)
29% (17,807)




Run a Facebook Campaign (Contd.)

Campaign Results: Placement

n = Ads Manager garch . sszv QA B £ Hep @

Udacity 3 US (1301402149895420) w

n We are removing some metrics that are redundan -I|I This month: 1 June 2018 - 13 June 2018 =

From 8 May, we will be updating what impression Performance Demographics [] Placement
included in reporting. You won't be billed for thes

Qsearch~ || T Filtersw | | Campaion Name: sa 60,396 Reach ~ 346 Results: eBook Download ~  $1.11 Amount spent Device type
Mobile and desktop «
=5 S0K 400
e: ©2 == a 40K About placement results
300

30K Ad delivery is optimised to
200 allocate your budget to the

20K placements likely to perform best

with your audience, based on
Ad name 10K . .
0 F— [ | —

your targeting and bid amount.
1]
() SamUdacity - eBook - Image 3 Learn more
Audience Network Facebook Instagram Messenger

’u SamUdacity - eBook - Image 2
/

SamUdacity - eBook - Image &

[ @) SamUdacity - eBook - Image 4
iy

Results from 6 ads

Ad Set Data: Summary

'i = Ads Manager
Udacity 3 US (1301402149895420) w o
n We are removing seme metrics that are redundant or out of date starting in July 2018. Learn more. x |I|I
ra
From & May, we will be updating what impressions are included in reporting. We will now report on impressions that occur when Facebook delivers more impressions than you've budgeted for. Previously, these were not b4

included in reporting. You won't be billed for these additional impressions, and have not been billed for them in the past

Q) Search = Y Filters = Campaign Name: sam X + Save Filter Clear This month: 1 June 2018 - 13 June 2018 w»
- . - [=]=}
B)= Account overview B campaigns 1selected (& oo Ad sets B Adsfor1Ad set
Duplicate w " Edit w s :_'L Py Rules w Columns: Performance w Breakdown v Export w
v Ad set name « A Delivery ~ Results Reach Impressions cof;:j: Budget Amount spent Ends
~ () IND - 28-45, Manager, Indian IT @ Recently Completed 346 60,367 97,921 $0.36 §125.00 §125.00 13 June 2018
eBook Dow... Per eBook Do... Lifetime

Results from 1 ad set 346 60,367 97,921 $0.36 $125.00
X P e Total Spent




Run a Facebook Campaign (Contd.)

Ad Set Data: Performance

“ = Ads Manager
Udacity 3 U5 (1301402149895420) w & (
Q) Search = ¥ Filters = Campaign Name: sam X + Save Filter Clear This month: 1 June 2018 - 13 June 2018 w |l||
B Account overview P2 Campaigns oo Ad sets B Adsfor1Ad set
'Q_-)' Rules + Columns: Performance w Breakdown ~ Export w
Ad name - a - Results Reach Impressions EEiE Amount spent Ends R Link clicks LIEE
result SCOl purchases
() fi SamUdacity - eBook - Image 3 36 9,856 12,685 50.51 51827 13 June 2018 [ 147
[ @] 0 SamUdacity - eBook - Image 2 266 277 5038 13 June 2015 2
5.1 .
O SamUdacity - eBook - Image & #°, 3 1,132 1,195 S157 13 June 2013 5 13 —
! View # Edit [
[ o). a SamUdacity - eBook - Image 4 8 4,032 493 5075 $6.03 13 June 2018 5 69
[ @] 'k SamUdacity - eBook - Image 1 6 1,855 1,959 50.44 5262 13 June 2013 5 17
() rii SamUdacity - eBook - Image 5 293 53,634 76,564 50.33 596.13 13 June 2018 [ 832 —
u i eBook Dow Pe: ook Do

Results from 6 ads 346 60,372 97,929 $0.36 $125.00 1,080

Ad Set Data: Delivery

'i = Ads Manager Search
Udacity 3 US (1301402149895420) w o
n We are removing some metrics that are redundant or out of dale starting in July 2018. Learn more. x |I|I
ra
From & May, we will be updating what impressions are included in reporting. We will now report on impressions that occur when Facebook delivers more impressions than you've budgeted for. Previously, these were not b4

included in reporting. You won't be billed for these additional impressions, and have not been billed for them in the past

Q) Search = Y Filters = Campaign Name: sam X + Save Filter Clear This month: 1 June 2018 - 13 June 2018 w»
- . - [=]=}

B)= Account overview B campaigns 1selected (& oo Ad sets B Adsfor1Ad set

Duplicate w " Edit w s :_'L Py Rules w Columns: Performance w Breakdown v Export w

v Ad set name « A Delivery ~ Results Reach Impressions cof;:j: Budget Amount spent Ends

~ () IND - 28-45, Manager, Indian IT @ Recently Completed 346 60,367 97,921 $0.36 §125.00 §125.00 13 June 2018
eBook Dow... Per eBook Do... Lifetime

Results from 1 ad set 346 60,367 97,921 $0.36 $125.00

eBook Dow... People Total Per eBook Dao... Total Spent



Run a Facebook Campaign (Contd.)

Ad Set Data: Engagement

“ = Ads Manager
Udacity 3 US (1301402149395420) w &+ (
) Search « v Filters = Campaign Name: sam X + Save Filter Clear This menth: 1 June 2018 - 13 June 2018 + .“I
B: Account overview P Campaigns == Ad sets 1selected () B Adsfor1Ad set
'@_-)' Rules w Col Er it B - Export w
Ad name - [ Delivery - Deopiel v bt S Post shares Link clicks Page likes ErE f:m“ PEr o
action reactions comments link click)
[ @ % SamUdacity - eBook - Image 3 ® Not delivering 185 24 3 147 23 5012
? SamUﬂamty eBonk Imaga 24 ® Nol delivering 2 2 50.19
Lol ('] S e ey
[ @) ﬂ SamUdacity - eBook - Image 6 ® Not delivering 16 1 — 1 13 1 30.12
a SamUdacity - eBook - Image 4 ® Mot delivering T4 2 1 1 69 2 50.09
[ @) 'i SamUdacity - eBook - Image 1 w® Mot delivering 26 2 17 5 50.15
[ @) rs SamUdacity - eBook - Image 5 ® Not delivering ag2 84 3 a 832 100 50.12
s Ad set co pleted

Results from 6 ads 1,249 113 4 14 1,080 13 $0.12



Run a Facebook Campaign (Contd.)

Campaign Evaluation

a. Which ad performed best?

Ad # 6 performed the best since it had the highest results and a low cost per result.

b. Was your campaign ROI positive? Please use this equation to calculate ROI:

The ROl is: ($15 * 346) / $125 = 41.5. This is a positive ROl campaign.

Additional Recommendations

Following are some ideas that | would implement if | had more budget:

I will do a more segmented targeting (using separate ad creatives and copies for different

segments). For example:
- Since my campaign shows a greater percentage of men were converted, | will try to

create different copies for men and women that would resonate better for each group

- I may also choose to create segmentation based on certain other parameters

- lwill choose more interests in the Detailed Targeting section

- lwill expand my locations so | can increase my reach

- I will experiment with my CTA (For example: use ‘Download now’ instead of ‘Learn more”

- lwould refine the Ad creatives so that some are matching the high performing creative from

this campaign. | will use a combination of those, and new images



Search Engine
Optimization (SEO) Audit



Search Engine Optimization (SEQO) Audit
On-Site SEO:

Keywords

Using Moz Keyword Explorer tool, identify the Keywords you might target to drive users to this page. Be sure to
use a mix of branded and non-branded Keywords.

# Head Keywords Tail Keywords

1 Digital marketing online digital marketing course

2 online courses best online courses for landing jobs

3 Digital marketing selfstudy best digital marketing course online
4 digital marketing certification become a freelance digital marketer
5 best online courses digital marketing classes

6 Online certification Digital marketing online course

7 Udacity DMND what is digital marketing?

8 udacity nanodegree courses how to market my blog

g9 Learn digital marketing how to market my product online

10 udacity top 10 digital marketing courses

11 Digital marketing eLearning digital marketing certification by google
12 udacity Digital Marketing NanoDegree
Note: Keywords in biue are branded keywords -

Keywords with greatest potential

Moz Keyword explorer gives various metrics to identify the potential of a keyword. Higher priority
represents a sweetspot of higher volume and organic growth with lower difficulty. Based on this, | have
identified the following as keywords with greatest potential.

Which Head Keyword has the greatest potential?

Ans: Digital Marketing

MOZ Metrics for this keyword:

*  search volume: 30.3k-70.8k monthly,
*  Difficulty: 56

*  Priority: 85

Which Tail Keyword has the greatest potential?

Ans: digital marketing certification by google
MOZ Metrics for this keyword:

*  search volume: 100-200 monthly,

*  Difficulty: 41

*  Priority: 61



SEO Audit (Contd.)
On-Site SEO:

Technical Audit: Metadata

Perform a technical audit on the metadata. Create a table, like below, to enter the current metadata for the page you
choose and your proposed revisions.

DMMD URL: http://dmnd.udacity.com/

Current Revision

Title Tag Lidacify Digital Marketing Nanodegree Program Website | No change suggested. (The current one is regsonably brief and describes accurately what the page is
obout]

Meta-Description Blank A nanodegree progrom that gives a 360-degree understanding of digital marketing by providing real
world experience running live campaigns. Course developed in gssociation with Google, Hubspot and
other feoders
in this spave.

Alt-Tag = «img src="Av fastodn.co/whebb0d3 8 138157630 Obsenvation:

medium jpg” style="margin-top: 0px;™ alt="" 4 = The alt tags for the images are all blank
= =img src="A fastodn.co/whebb0d3 8137184630 = The file names given for the images are reasonably descriptive.
horizontal-primary-b.png” style="margin-top: Opx;”
alt=""s I howe filled in possibie it tags with appropriate text for each of the .‘mc[ges.
= =img src="A fastodn.co/whebb0d3 8137 20038-0 = <ME5rC fﬁrfasrcdn co/wheb&0d38/1 38 15763-0-medium, jpg” style="margin-top: Opx;”
logospartmers. png” style="margin-top: Opx™ alt="" /1= olt="students with a tahlet™ A
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Suggested Blog Topics

Write three Blog topics that incorporate the highest potential Keywords. Include a short summary (150 - 300 words max) as to why you chose
those Keyword topics and what you might write about. Note that you don't have to write these blog posts, just a very brief summary (150 -
300 words max) and a motivation about why you think they would work.

Topic 1: 5 Online degree courses that can supercharge your career

In this blag post, | will highlight some of the online degree courses (including DMND), talk about DMND is a very credible devefoped in association with
Goagle and other leaders in the Digital Marketing space, how it affers real-world experience, and how easy it is to learn from the comfort of peaple’s
homes.

Topic 2: Degree Marketing made simple!
In this post, | will talk about how the well-structured, fively DMND course is engaging, effective and industry-acclaimed; how it can help anyone master
strategic marketing concepts and tools to brand or sell their praducts enline, and how great self paced learning is in making education effective.

Topic 3: Looking to ride the digital wave? Check out this top rated course from Udacity
I will be targeting professionals who are fooking for learning new skills in the digital age. | will talk about why Udacity DMND is one of the best anline
degrees that can help professionals further or switch their careers and how the course offers flexibility, credibility and engagement ta learners.



SEO Audit (Contd.)
Off-Site SEO:
Technical Audit: Backlink Audit

Using the Moz OpenSite Explorer tool, perform a backlink audit on the webpage you have chosen.
Note: Since dmnd.udacity.com is a new site, perform this exercise on Udacity.com.

List three of the top backlink URLs you discovered for the website. These backlinks should add value
to the website and not be spam.

#

Backlink Domain Authority (DA)

1

hitp://www.nytimes.com/2012/11/04/education | 99
fedlife/massive-open-online-courses-are-
multiplying-at-a-rapid-pace.html

http:/fwww.nytimes.com/2012/03/05/education | 99
/moocs-large-courses-open-to-all-topple-
campus-walls.html

hittp://www.nytimes.com/2012/07/17/education | 99
/consortium-of-colleges-takes-online-education-
to-new-level.html

-,

Link-Building

Using the SEMRush tool and research, strategize a link-building campaign.

DIGCITAL MARKETI

Identify three websites that you think would be relevant, high traffic sites that you would like to gain
backlinks from to help drive traffic to dmnd.udacity.com.

Site Name Site URL Organic Search Traffic
1 entrepreneur.com WwWw.entrepreneur.com 3.9M
2 | nateliason.com www.nateliason.com 770K
3 | yourstory.com WWW.yourstory.com 88.4K




SEO Audit (Contd.)

Performance Testing

Page Index

Using the Pingler tool, research how many of DMND's website pages are indexed by Google. Explain why the number
of pages indexed is important.

Ans: For search engines to drive traffic to a site, it must be indexed. The more the number of pages indexed. the better
probability for search engines to find your content. Hence the number of pages indexed is an extremely important

parameter.
I have pasted the screenshots of both dmnd.udacity.com (for which there weren't any indexed pages result) and

www.udacity.com:
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Page Speed

Using the Google Page Speed Insights tool, perform a speed test of dmnd.udacity.com’s mobile presence.Explain why evaluating the Page
Speed is important.

Ans: Since 2010, Google uses site speed in its aigorithms as one of the parameters for ranking search resuits. Hence improving page speed improves
ranking potential in search resuits and also improves the user experience (which often leads to better conversion rates). | have pasted the page speed
for both dmnd.udacity.com and www.udacity.com below:
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SEO Audit (Contd.)

Performance Testing

Mobile-friendly evaluation

Using the Think with Google tool, assess the mobile-friendliness of the dmnd.udacity.com website. Explain why

having a mobile-optimized is important.

Ans: Having a mobile-optimized website is important in today’s times since more people search on a mobile device thank a
desktop. Google also makes use of ‘mobile friendliness’ as one of the parameters in its search ranking algorithms since 2015.

Below is the report for dmnd.udacity.com:
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Ans: Below are the results for www.udacity.com
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SEO Audit (Contd.)

Recommendations

| performed Content (Onsite, Offshore) and Technical audits for DMND.UDACITY.COM, with some of the key assessments
captured in the preceding slides. Based on the assessment, | am listing below three recommendations to improve the website

from an SEQ perspective:

1. Modify the website content to include key meta data: The Meta Description tag and alt-tags for images used are currently
empty for the home page. These could be modified so that Search engines could use that information.

2. Start a Link building campaign: | have listed three of the most trafficked pages with good authority in Slide #9. We could
reach out to them to link to DMND site through a blog post.

3. Improve page speed and Mobile friendliness: | would work on the website to implement some of the technical
recommendations provided in Slides #12 and #13 to reduce page load time and improve mobile friendlfiness.



Run an Adwords
Campaign



1. Approach Description

« [ have chosen the project ‘Option 1: Help Udacity democratize
education worldwide’

« Inthis project I will be setting up a search campaign using Google
Adwords to try and bring more students from the United
Kingdom to the landing page for the Udacity App Monetization
course (https.//in.udacity.com/course/app-monetization--ud518).

« [will runthe ads for 5 days. The total campaign budget will be
$75 with a daily budget of $15. | intent to get at least 25
signups to the course.

« [ will target people who are in the Interest and Desire state of
their customer journeys.

o [will 2Ad groups, 1 each for the potential candidates in the
Interest and the Desire stages. For each of the ad groups, | will
create 2 ads matching the stage of the customer journey.

« [ will use the appropriate keywords including a mix of Generic
terms, Brand terms, Related terms and Competitor terms.



2. Marketing Objective & KPI

1. What marketing objective do you aim to achieve with your
campaign?
Ans: The ‘big picture” objective is to help Udacity democratize
education worldwide. Specifically, through my campaign, | intent to
collect at least 25 signups from interested students in the United
Kingdom to Udacity’s App Monetization course by running the
campaign for 5 days with a total budget of $75, and a daily budget
of $15.

2. What primary KPI are you going to track in your campaign?
Ans: The primary KPI I will be tracking is the conversions, i.e: the

number of signups to Udacity’s App Monetization course



Ad Group #1: Ads & Keyword Lists

Ad #1

New text ad

Finat URL

hittps.//in udacity. COmVCourse/ app-monetization-uds18 ®

Heagiine |

How to manetize your apps o
) 4 {

Haacine 2 =

Learn from Udacity and Google ®
29/3

Display path D

inudacitycom / Fath 3 Path 2

Description 15 0715

Learn app monetization strategies through Udacity's FREE App Monstization
course

S0 /780

v Ad URL options

1of2previews ¢ >

Mighlight ad ‘

Mobvle

How 10 monetize your apps | Learn from Udacity ©
and Google
(23] Inudacity.com

Learn app monetization strategies through Udacity's FREE
App Monetization course

Your ad might not always include all your text. Some shortening may also occur in some formats Leam more



Ad Group #1: Ads & Keyword Lists

Ad #2

New text ad [+

Fl URL

https./in udacity. com/course/app-monetization-ud518 ®

Fsaanne |

AP Monetization Strategies @

Hsa0ing 2 Y

Leamn from Google and Udacity @
29/30

Display psth @
in udacity com / Path | / Path 2

0/1% 0/158
Description

Leam how to develop, Implement, and measure your app monetization strategy ®

7€/ A0

v Ad URL options

Tof2previews ¢ >

Highlight ad ‘

/ : N

App Monetization Strategles | Leam from Google ©
and Udacity
(3] Inudacity com

Learn how to develop, implement, and measure your app
monetization strategy

Your ad might not always include all your text. Some shortening may also oocur in some formats. Learn more



Ad Group #1: Ads & Keyword Lists

Keyword List:

Ldacity uk

"Monetizing apps"

"learn how to monetize apps"

[learn how to monetize apps]

‘ways to effectively monetize apps”
“Google App Monetization strategies”
Android app monetization

fos app monetization

monitizing apps (Speiling mistake intentional)
"monetize android apps"

“monetizing ios apps”

"monetizing apps”

“courses offered by google”

“android app ad revenue”

‘mobile app ad revenue”

“how to monetize your game”

“how to monetize your mobile app”
"how to earmn money from android apps"
Ldemy courses

"how to monetize a game”




Ad Group #2: Ads & Keyword List

Ad #1

New text ad [+

Fing URL

https.//in udacity com/course/app-monetization-ud518 o

Meadiins |

App Monetization by Googhe @

Hoodine 2 6/ 30

A free course from Udacity @
H730

Disptay path @
inydacity com / Path | Path 2
3} 15

[ I8
» “ - L

From ecommerce to games, this course covers strategies for monetizing your @
app.

T80

v Ad URL options

1of2previews ¢ )

Highlight ad ‘
Molile

s - N

App Monetization by Google | A free course from ©
Udacity
(23] inudacity com

From ecommerce to games, this course covers strategles
for monetizing your app

Your ad might not alwiys include all your text Some shortening may also occur in some formats. Leden more



Ad Group #2: Ads & Keyword List

Ad #2

New text ad
Fimal URL

hitps.//in udacity com/course/app-monetization-ud518

Headiirw |

Udacity App Monetization Class

Headline 2

free course by Google

Display path
inudacity.com / Path 1 Fath 2

Description

Your first step towards a new career with the Android Developer Program

v Ad URL options

Tof 2previews ¢ )

Mobele

@

@ =

rightight a¢ (il

Google
{&d) inudacity.com

Your first step towards a new career with the Android
Developer Program

Udacity App Monetization Class | Free course by ©

\




Ad Group #2: Ads & Keyword List

Keyword List:

Google App Monetization strategies course
Udacity App Monetization strategies course
Udacity free online courses

Udacity App Monetization nanodegree
‘Best app monetization methods”
“Learn app monetization techniques”™
“Free udacity courses”

Admob ad monetization

“learn how to display ads in apps”
“Top app monetization online courses”
udacity app monetization

google app monetization

‘Learn ios app monetization”

“Learn android app monetization”
“skills for app manetization jobs”
“learn how to make money from apps”
“app monetization for dummies”™

‘How to monetize your mobile app”
‘How to monetize a free app”
‘Building and monetizing apps”




Key Campaign Results
(Campaign & Ad Groups)

[ ] Ad group Status b Default max. CPC Ad rotation Clicks Impr. CTR Avg. CPC Cost  Ad group type Active bid adj
e O Bﬁgtg';m 1 CemeEan (enhaﬁifd? - 3 123 2.a8% 5109 5506  Srandard Nane
® gj;?rzegtdag:”p e g:;ﬂ"ig” (enhaigénd? - 6 244 2.46% §1.40 $8.37  Standad Mane

Total: All but remove.. Q 367 2.45% 51.59 514.33

Total: Experiments 0 0 - - 50.00

Total: Carmpaign 9 367 2.45% §1.59 $14.33

Samz Ad group 1
- InterestStage 3 123 3 2.44% $1.99 0.2% 0 $5.96

Samz Ad group 2
- DesireStage 3 244 6 2.46% $1.40] 0.2% 0 $8.37

Total 367 9 2.45% $1.59 0 $14.33




Key Campaign Results

(Ads)

[ ] Ad T

Ad group

Status

Ad type

Clicks

Impr.

Avg. CPC

App Monetization Strategies
Learn from industry leaders
[ ] wnw.udacity.com
Learn how 1o develop. implement, and measure
your app monetization strategy

Free class on App Monetization
Skyrocket your app earmings
@ ~  wwwudacity.com
Your firat step towards a new career with the
Android Developer Program

How to monetize your apps
Learn from industry leaders
[ ] wianaudacity.com
Learn app menetization strategies through
Udacity's FREE App Monetization course

Make meney from yeur apps
Take this free online course
[ ] www.udacity.com
From ecommerce to games, this course covers
strategies for menetizing your app.

Totl: Ads

Total: Experiments

Total: Campaign

INTEREST

DESIRE

DESIRE

INTEREST

Campaign ended

Campaign ended

Campaign ended

Campaign ended

Expanded text ad

Expanded text ad

Expandad text ad

Expandad text ad

41

202

mz

367

267

16.67%

0.00%

296%

171%

245%

2.45%

§287

§1.40

$1.54

51.59

§1.59

287

$0.00

$837

$3.00

51433

$0.00

£14.33

Samz Ad group 1 -
InterestStage, Ad
#1

(@)

16.67%

$2.87

$2.87

0.20%

Samz Ad group 1 -
InterestStage, Ad
#2

117

1.71%

$3.09

$1.55

0.20%

Samz Ad group 2 -
DesireStage, Ad
#1

41

0.00%

$0.00

0.20%

Samz Ad group 2 -
DesireStage, Ad
#2

203

2.96%

$8.37

$1.40

0.20%




Key Campaign Results
(Keywords

O » Keyword Ad group Status Max. CPC Policy details Final URL L Clicks Imapr. CTR Awg. CPC Cost
Total: Al but removed keywords 9 367 245% 51.50 51433
D o soyie  smaws. S SEN s - ¢ m am we wms
O e F;\f':,ﬂ:: pp d ,Sr:ﬂ“;:tgg;:p 1 ::;Tig E (enh aﬁgﬂ; Approved - 1 15 6.67% 5287 5287
Oe f;“.,f;:&;;iw SZ’;;‘;S&EE’”" - EC: ;Tig & (enhaﬁiﬂ]' Approved - 1 16 525% 5115 $115

Udacity free
courses 6 239 2.51%| $8.37 $1.40 0.20% -
mobile app ad
revenue 1 15( 6.67% $2.87 $2.87 0.20% -
Building and
monetizing apps 1 16| 6.25%| $1.15 $1.15 0.20% -




Campaign Evaluation

Evaluate how successful your campaign was, given what your Marketing
Objective has been.

O

Unfortunately, my campaign was not effective - it resulted in a negative ROI since there
were no conversions (I assumed a conversion rate of 0.2% since | didn't have the exact
data of how many people who | brought to the site finally enrolled for the free course)
Though | had data to calculate the CTR, | didn't have the exact data to calculate the
conversion rate (since | had chosen Lead genertion as the target, | did not have the
data for how many students who clicked the ad and landed on the landing page finally
enrolled. The impressions were less than expected though.

| had to spend in the range of $1 - $3 per click, which came close to the manual CPC
bid of $3 that | had set

The Ad group for the interest stage (Samz Ad group 1 - InterestStage), the ad Samz Ad
group 1 - InterestStage, Ad #2, and the Interest stage keywords brought in the
maximum clicks and CTR. This could be because the audience is already interested and
searching for such courses

Keywords that are more exact for the audience and use of branded keywords are
probably the reasons for some keywords performing better than others



Recommendations for
future campaigns

Imagine you had additional budget, how would you use it, given your campaign
evaluation?

e | would focus more on high performing ad group (higher CTR and conversion),
and optimize its maximum CPC bid value to increase its ad rank.

e | will pause poor performing keywords and ads. | would add more keywords and
ads to my interest stage. | will also add a few more long tail keywords with
broad and specific keywords

e | will perform a A/B test for my text ads on two elements: Headline and
description, which will help me devise better performing ads

e I may add a short video that gives a sneak peek into the course, and probably a
video of testimonials from past graduates which will convince more people to
enroll.



Evaluate a Display
Advertising Campaign



Evaluate a Display Advertising Campaign

Assumptions

Marketing Objective: You are running an advertising campaign with the goal
of signing up students for the Digital Marketing Nanodegree

Cost: The cost of the degree is $999

Profit: For the purpose of this assignment, assume a profit margin of 30%,
meaning that Udacity makes $299 in profit per student that signs up.

Campaigns: We want to aggressively grow the program, but, we want to do it
without losing money. We ran two different advertising campaigns. One was a
display advertising campaign, one a video advertising campaign.

Formulas

Conversion Assumption: 0.2% Conversion via Landing page

Calculating #of Sign Ups: Clicks to the landing page *0.002 = # of Student
Sign Ups

Note: Please round to the nearest whole number
CPA: Cost of Campaign/# sign ups = CPA
Note: Please round to the nearest cent

ROI: [(299 Profit) - CPA] * # of Student Sign Ups = ROI



Evaluate a Display Advertising Campaign (Contd.)

Part 1: Evaluate a Display Image Campaign
Ad Results

] Ad Status * Ci ign type Ci Clicks Impr. 7 CTR * Avg. Cost
? subtype CPC
n la ‘.’sx:kv,w Campaign Display Drive action 1,531 216,199 0.71% $0.45
) advertising projects paused Network only
Leam ! m r t ggest nam n and gain experiance with real-ive projects
M Campaign Display Drive actior 442 65,887 0.67% $0.42
yugh real-ive advertising projects paused Network only

Ad Performance Analysis

Present the results of each ad by completing the table below.

Conversi # of New
Creative Avg CPC on
Students
Rate

Creative-A 1531 216119 0.71% $0.45 $686.27 ' 3 $228.76 +210.7

Creative-B 442 65867 0.67% $0.42 $186.24 ) 1 $186.24 +112.8

2. Creative A outperformed Creative B? Why?

As can be seen above, the ROI on Creative - A is much higher than that of Creative - B. So Creative-
A performed better.



Evaluate a Display Advertising Campaign (Contd.)

Part 1: Evaluate a Display Image Campaign
Top 5 best performing Keywords (based clicks to the website)

marketing online 236 20750 1.14% 0.5 116.6

online marketing
course 226 38259 0.59% 0.28 63

digital marketing

training o7 8224 0.69% 0.54 30.75
marketing courses 19 1999 0.95% 0.27 5.14
marketing careers 14 2998 0.47% 1.68 23.5

Optimization Recommendations
Provide at least three suggestions to improve this campaign.

Suggestion 1: Pause keywords with high CPC (Eg. marketing careers), so we may be
able to generate clicks with cheaper keywords.

Suggestion 2: | will pause the ad that is not performing (Creative - B), and keep the
better ad. | will then try to create a better ad than the one that's performing well.

Suggestion 3: Expand the list of keywords with keywords similar to the best
performing keywords



Evaluate a Display Advertising Campaign (Contd.)
Part 2: Evaluate a Display VideoCampaign

Overall results of the Display Video campaign

® + Adgroup Status Max, CPV  Ad group type Impr, Views View rate Cost Avg. CPV Clicks CTR ~ Avg. CPC

u short trailer DM education Campaign $0.10  In-stream 54,312 10,622 19.56%  $290.21 $0.03 453 0.83% $0.64
keywords paused %)

" short trailer DM large keyword list Campaign $0.10  In-stream 103,205 19,261 1866%  $535.40 $0.03 1,439 1.39% $0.37

paused

Total - all but removed ad

groups 157,517 29,883 18.97%  $825.61 $0.03 1,892 1.20% $0.44

Total - all ad groups 157,517 29,883 18.97%  $825.61 $0.03 1,802 1.20% $0.44

Showrows: 50 + 1-20f2

ROI Calculation

1. Present the results of the overall campaign by completing the table below.
2. What was the overall ROI of the campaign? Was it Positive or Negative?

Campaign Results 1892 157517 1.20%

$825.61 $206.4 $370.39

« The total cost of the campaign was $825.61. The ad was shown 157517 times, with 1892 users clicking on
the ad to land up on the home page. This comes to a Click Thru Rate of 1.2%. Of the 1892 people who
landed up on the homepage, assuming a 0.2% conversion rate, we could find the total users who ultimately
signed up was 4. The Cost per accusation thus translating to @206.4 (Total cost of campaign/ total
signups).

« The overall ROl is $370.39 — positive.



Evaluate a Display Advertising Campaign (Contd.)

Part 2: Evaluate a Display VideoCampaign
Display Video campaign: Ad results

° Ad Ad group Status Video Impr. Views * View Avg. Cost Clicks CTR » Avg.
rate © CPV CcPC
short trailer DM Campaign Become a Digttal 54,312 10,622 19.56% $0.03 $2%0.21 453 083% $0.64
education keywords paused Marketer
short trailer DM large  Campaign Become a Digital 103,205 19,261  18.66% $0.03 $53540 1,439 1.39%  $0.37
keyword list paused Marketer

Campaign A - Short Keyword List
Campaign B - Large Keyword List

Ad Performance Analysis

~_ 1. Present the results of each ad by completing the table below.

Conversi # New
Creative Clicks Avg CPC on ROI +/-
Student
Rate
.2%

Campaign A 453 54312 0.83% $0.64 $290.21

$290.21 +8.79

Campaign B 1439 103205 1.35% $0.37 $535.40 2% 3 178.47 +361.59

2. Which ad performed best Video A or Video B? Why?

As can be seen above, the ROl on Campaign B is much higher than that of Campaign A. So Video B
performed better

=



Evaluate a Display Advertising Campaign (Contd.)

Part 2: Evaluate a Display VideoCampaign

Keywords

L] Keywords ©

L] internet marketing program
L] online marketing course

- web metrics

L] weD analysis

L] online marketing stralegies

Max
CPV

$0.10

$0.10

$0.10

$0.10

Ad group
Video DMDN

Launch

Video DMDN
Launch

Video DMDN
Launch

Video DMDN
Launch

Video DMDMN
Launch

Status
Campaign
paused

Campaign
paused

Campaign
paused

Campaign
pausad

Campaign
paused

Keyword Performance Analysis

Impr.

View rate

0.00%

0.00%

0.00%

0.00%

0.00%

Avg. CP‘:R‘ +
50,00
30,00
50,00
50,00

§0.00

Clicks

CTR *

0.00%

0.00%

0.00%

0.00%

0.00%

1. Present the five keywords you consider most successful based on the

results of the campaign?
ad advertisement, digital learning courses, online marketing video, course
digital marketing, seo

2. Highlight the best performing keyword from the results. Why was this the
best performing keyword?

‘ad advertisement’ is the best performing keyword because of its high ROI -

$219.4 (CTR (2.11%) and low avg. CPC ($0.17))

ad advertisement 510 24172 2.11% 50.17 $85.58 0.20% $85.58 1.0 5$213.42
online marketing

video 495 42440 1.17% 50.51 $253.23 0.20% $253.23 1.0 $45.77
digital learning

courses 207 14198 1.46% $0.31 $64.99 0.20% n/a 0.0 -ve
business training

course 163 17437 0.93% $0.63 $103.43 0.20% n/a 0.0 -ve
course digital

marketing 106 8726 1.21% $0.43 $45.50 0.20% n/a 0.0 -ve




Evaluate a Display Advertising Campaign (Contd.)

Part 2: Evaluate a Display VideoCampaign

Optimization Suggestions
Suggestion 1: Pause the adgroup that doesn’t deliver as well (Campaign A)

Suggestion 2: Pause keywords with high CPC (Eg: advertising online
marketing)

Suggestion 3: Expand the list of keywords with keywords similar to the best
performing keywords



Evaluate a Display Advertising Campaign (Contd.)

Part 3: Results, Analysis, Recommendations
Recommendations for future campaigns

Imagine you had additional budget, given your campaign evaluation, how would you use it?

e | will focus only on the Ad groups that have high ROL. In this case, | will continue with Display campaign A and
Video campaign B.

® | will adjust the keywords to remove low performing keywords, assess it a bit further by pausing high CPC
keywords and try to arrive at a list of better performing keywords. | will also ensure adding keywaords that
include brand, competitor and long tail keywords

® | will further improve the ads by changing the creatives, doing A/B testing to ensure the new creatives are
performing better than the existing ones

® Currently we have assumed a conversion of 0.2%. Looking at the landing page of DMND, it follows the best
practices including matching the ad messaging, clearly explaining what DMND is and its benefits, setting clear
expectations, has a call for action, and has messaging that creates an urgency for conversion (the timer for
course signup enrollment). | wouldn't change anything on the landing page.
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Market with Email
Part 1: Content planning

Target Persona (Revisited)
Target Persona

Sam
Demographics IT MidManager’ Needs
Male, 36 yrs old Chakravorty Would like to learn from basics, at his

Married, one child own pace
Works as a midlevel manager in an Would like it to be credible
Indian IT company Would like to get connected to
Interested in technology, but job role industry for freelancing options
does not entail much new learning

Income is around INR 30,000,00 per

annum

Hobbies Goals Barriers
- Travel, Photography + Learn some technology and * Travels quite a bit, and hence time

+ Watching movies earn credible degrees outside is premium .
» Age/Stage of career - a perception

» Reading about technology of job _ that it may be too late in the
* Turn Freelancer in a few years career for such kind of a ‘hands-

. B_e able to make time for on' course
himself Does not have too many contacts
outside of office, so does not
know where to start, how to start

eMail Content Plan

Master Digital

Marketing Engagement Open Rate, CTR

Ravi's career switch

story Engagement Open Rate, CTR

Enroll Now Conversion Conversion




Market with Email (Contd.)
Part 1: Content planning

Email #1: Master Digital Marketing

Email Content Plan

Udacity logo
in the top part
Master the « Learn from the masters: of the email,
skills for a Google, Hubspot, Udacity and a banner
successful etc depicting Learn more http://dmnd.u
Digital * Gain real word experience  Digital dacity.com/
Marketing * running live campaigns marketing
Career «  Prepare yourself for jobs of with some
tomorrow social media

icons

Email #2: Ravi's career switch story

Email Content Plan

From cubicle-dweller to a
Digital Marketing
freelancer: Ravi’s success
story

Engagement Watch now



Market with Email (Contd.)
Part 1: Content planning

Email #3: Enroll Now

Email Content Plan

Become a Certified
Conversion Digital Marketer [Last Enroll Now
Day]| Enroll Now



Market with Email (Contd.)
Part 2: Calendar

eMail Campaign Calendar

Week 1




Market with Email (Contd.)
Part 3: Crafting emails

eMail Copy #1

Subject Line: Master the skills for a successful Digital Marketing Career!
Pre-header: *|Fname *|, learn Digital marketing from the masters!

Body:

Built in partnership with industry pioneers like Google, Hubspot, Moz and others, Udacity's

Digital Marketing Nanodegree program allows you to explore the full range of digital

marketing specialties building a broad foundation for digital marketing expertise.

* Getaunique, 360-degree understanding of digital marketing

* Develop and run live, real-world campaigns as you master the skills and tools you’ll
need to launch a successful digital marketing career.

* Build an extensive digital media portfolio with 6 projects and be industry ready in 3
months

Over 5000 professionals have enrolled and benefited from the course globally. Would you

like to join this amazing group and supercharge your career?

CTA: Learn more

Link for CTA: http://dmnd.udacity.com/



Market with Email (Contd.
Part 3: Crafting emails

eMail Screenshot: Email #1

Master the skills for a successful Digital Marketing career!

a Udacity <sampathmenon@hotmail.com>
Today, 5:45 AM

You ¥

Y ubaciTy

Digital Marketing Nanodegree

DIGITAL
MARKETING

campaigns
sful digital marketing career

5 projects and be indust

® ® @ @

Copyright © 2018 TBD, All rights reserved.
You are recoiving this email because you opled in via our websdle

Our mailing address is:
T80
#702, Deepa Residency
Mangalore 575003
India

(sampathmi us 18 lnt-manage comiveard 7u~1865145¢523690690132a0a885xd-9514a4338 1)Add us 1o
your address book

Want to change how you receive these emads?

You can ypdate your preferences or unsubscrive from this list

© Reply

v
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Part 4: A/B Testing

A/B Test the Subject Line and Call to Action in Email #1

Become a Certified Digital Marketer Tell me more

Explain why A/B testing is important and how you might A/B test each of these two components of your
email in an email campaign.

A/B testing is important because it helps you understand which email version performs best.

In an A/B test, one component of an email is varied. One version is sent to one-half of the

subscribers, and the other to the other half. The results and analyzed and used to better the

email.

In this case, | will A/B test the subject line change separately, and the CTA separately

The success metric | will choose for this will be Click rate, since | want the users to come to

DMND site for further action.

The steps | will follow:

1. First I will test for the Subject line

2. | will select a smaller sample of subscribers from my subscriber list (I'll use the free
calculator from Optimizely to decide the size of the group, so results are statistically
significant)

3. I will send the email to one half of this group. I will vary the subject line and send to the

other half. I will analyze the Click rate to see which performed better, and stick to the higher

performing subject line

Now I will test for CTA

1 will select a different sample group

I will send the email (chosen in step 3) to one half of this group

I will vary the CTA and send to the other half. | will again check the Click rate, and choose the

higher performing CTA. This will be the mail | will send to the rest of the people in the

subscriber list.

NS KA
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Part 5: Sending & Analyzing Results

Open Rate

Results and Analysis

“ L -

2500 2250 495 22% 225

CTR and Conversion Rate

Results and Analysis

Clicked _ Take Action Unsubscribed

8% 3%

* Itisimportant to provide our subscribers a means to unsubscribe, which we have done.

* Now, we must keep an eye on the Unsubscribe rate — this should be kept at a minimum (ideally,
<1%).

* If our unsubscribe rate is too high, we need to consider analyzing how the content could be made
more relevant and engaging to subscribers, or reducing frequency.

* If we do not do this, subscribers may consider our mails as Spam. If we have many users marking
our emails as spam, we may get flagged as a spammer. This will negatively impact our reputation
and in turn, our business.



Market with Email (Contd.)
Final Recommendations

Based on the work you did throughout this project, what would you do for Emails #2 & 3?

I will analyze the results of previous email campaigns, specifically:

. Track the reach (for email #1 and 2)

. Track Clicks and Open rates - this will help me understand how the subscribers are
engaging with the campaign, so | can use it to refine the messaging

. Track unsubscribe rate - to ensure there’s nothing alarming there

. Track bounces - this will help me prune my subscriber list; to remove any invalid
email ids

For emails #2 and #3, 1 will refine the messaging, imagery and CTA based on the findings

from email #1. I will also send out emails #2 and #3 to the pruned subscriber list

For email #2, | plan to send it out in a story format recounting a story relatable to the

audience. This should increase engagement and translate to better CTR and action.

For email #2, | will also include an additional takeaway - a booklet on a specific area of

Digital Marketing that will be useful, or a sneak peek into the DMND course. This will

improve CTR

1 will definitely continue with A/B testing for both #2 and #3.

For email #3, 1 will include copy that creates a sense or urgency (Eg: ‘Last day to enroll’),

which could result in higher conversion

For emails #2 and #3, 1 will continue to align with the brand and theme guidelines, so

there’s consistency






