


1.Customer Journey Based Marketing 

Plan





What: your offer 



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. 



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.



Who Are Our 

Customers





Target Persona

Target Persona 





Phases of the Customer Journey



When+How+Where = 
Marketing Tactics

Customer 
Journey

Awareness Intent Desire Action 
Post 

Action

Message 

• Describe the need 
and growth in 
demand for digital 
marketers

• Describe how DMND 
course can help in 
gaining these must-
have skills, and why 
it is the best

• Explain about 
the program 
(360 degree 
approach 
with live 
projects, 
Created by 
industry 
leaders)

• Offer free 
ebook on 
social media 
marketing to 
generate new 
leads

• Explain 
program 
key benefit 
through 
online 
webinar 
with 
experts

• Reason to 
enroll now 
(Enroll now 
and get to 
run live 
campaigns 
on major 
marketing 
platforms)

• Reinforce
ment of 
program 
benefits

• Thank 
you

• Trends and 
News about 
digital 
marketing

• Information 
regarding new 
courses

• Career 
support 
services 
updates

Channel

• Informative landing
page

• Social media
• Display & Video ads
• Content marketing 

(E.g: Blog)

• Search
• Social Media 

(FB, 
Instagram 
etc)

• Social Media 
advertising

• Display and 
Video Ads on 
Search 
channels

• Email 
marketing

• Search
• Re-

targeted 
display and 
video Ads

• Email
• Social 

media

• Email
• Social media



2. Budget Allocation 



Digital Marketing 

Nanodegree
Budget Allocation for Media 



Awareness: Budget Allocation for Media 

Channels
Planned 
Spend

Cost Per 
Click

Number 
of Site 
Visits 

Average 
Conversion 
Rate

Total Sales 

Facebook $4,000 $1.25 3,200 0.05% 2

AdWords 
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

Total 
Spend 

$12,000
Total # 
Visitors

6986
Number of 

new 
Students 

3



Interest: Budget Allocation for Media 

Channels
Planned 
Spend

Cost Per 
Click

Number 
of Site 
Visits

Average 
Conversion 
Rate

Total Sales 

Facebook $5,000 $0.50 10,000 0.1% 10

AdWords 
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

Total 
Spend 

$13,000
Total # 
Visitors

14,045
Number of 

new 
Students 

15



Desire: Budget Allocation for Media 

Channels
Planned 
Spend

Cost Per 
Click

Number 
of Site 
Visits

Average 
Conversion 
Rate

Total Sales 

Facebook $18,500 $0.30 61,667 0.3% 185

AdWords 
Search

$2,500
$1.50

1,667 0.3% 5

Display $2,500 $3.00 833 0.3% 2

Video $1,500 $2.75 545 0.3% 2

Total 
Spend 

$25,000
Total # 
Visitors

64,712
Number of 

new 
Students 

194



ROI: Budget Allocation for Media

Phase
Total 
Spend

Total 
Number 
of Site 
Visits

Total 
Number 
of  Sales 

Profit 
Per Sale

Total 
Profit

ROI

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



Additional Channels/Recommendations: 

• I 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 I will include is LinkedIn; I 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 I collect from both channels 

will be later used for remarketing. I would use my target persona and add 

several others like: 

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

o Small to medium business owners 

o Entrepreneurs

o Front end web developers 

o Copywriters 

• I will optimize the landing page in terms of SEO to drive traffic and increase 

brand awareness. 



3. Showcase Work



Market your Content



Market your Content

Marketing Objective

KPI



Market your Content (Contd.)

The theme for my blog post:

The framework for my blog post:

A preview of my blog post:

Promotion of my blog



Market your Content (Contd.)

Linkedin Post



Market your Content (Contd.)

Twitter Post

Facebook Post



Run a Facebook Campaign



Run a Facebook Campaign

Campaign Approach

Target Persona



Run a Facebook Campaign (Contd.)

Marketing Objective

KPI



Run a Facebook Campaign (Contd.)

Campaign Summary

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

behavior etc.)?

I 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, I 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, I reviewed the results to see how they are 

performing. Based on the review, I tried pausing a high performing ad to see if 

some of the low performing ones will pick up. Later, I also changed the image of 2 

low performing ad units based on the high performing ad.



Run a Facebook Campaign (Contd.)

Ad Images
Ad #1 Ad #2

Ad #3 Ad #4



Run a Facebook Campaign (Contd.)

Ad Images

Ad #6Ad #5

Campaign Results (eBook 
downloads)

Reach Cost per result Amount Spent 

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

Key Results



Run a Facebook Campaign (Contd.)

Campaign Results: Performance

Campaign Results: Demographics



Run a Facebook Campaign (Contd.)

Campaign Results: Placement

Ad Set Data: Summary



Run a Facebook Campaign (Contd.)

Ad Set Data: Performance

Ad Set Data: Delivery



Run a Facebook Campaign (Contd.)

Ad Set Data: Engagement



Run a Facebook Campaign (Contd.)

Campaign Evaluation

Following are some ideas that I would implement if I 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, I 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

- I will choose more interests in the Detailed Targeting section

- I will expand my locations so I can increase my reach

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

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

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

Additional Recommendations



Search Engine 

Optimization (SEO) Audit



Search Engine Optimization (SEO) Audit

On-Site SEO: 

Keywords

Keywords with greatest potential



SEO Audit (Contd.)

On-Site SEO: 

Technical Audit: Metadata

Suggested Blog Topics



SEO Audit (Contd.)

Off-Site SEO: 

Technical Audit: Backlink Audit

Link-Building



SEO Audit (Contd.)

Performance Testing

Page Index

Page Speed



SEO Audit (Contd.)

Performance Testing

Mobile-friendly evaluation



SEO Audit (Contd.)

Recommendations



Run an Adwords 

Campaign



1. Approach Description 



2. Marketing Objective & KPI  



Ad Group #1: Ads & Keyword Lists 

Ad #1



Ad Group #1: Ads & Keyword Lists 

Ad #2



Ad Group #1: Ads & Keyword Lists 



Ad Group #2: Ads & Keyword List 

Ad #1



Ad Group #2: Ads & Keyword List 

Ad #2



Ad Group #2: Ads & Keyword List 



Key Campaign Results 

(Campaign & Ad Groups)

Ad Group
Max. 
CPC 
Bid

Impr. Clicks CTR
Avg. Cost 
per Click

CR 
(Assum
ed to 
be 
0.2%)

Conv.
Cost 
per 
Conv.

Cost

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 Clicks Impr CTR Cost
Avg. Cost 
Per Click

CR 
(Assumed 
to be 0.2%)

Conv.
Cost 
per 
Conv.

Samz Ad group 1 -
InterestStage, Ad 
#1 1 6 16.67% $2.87 $2.87 0.20% 0 -

Samz Ad group 1 -
InterestStage, Ad 
#2 2 117 1.71% $3.09 $1.55 0.20% 0 -

Samz Ad group 2 -
DesireStage, Ad 
#1 0 41 0.00% $0.00 - 0.20% 0 -

Samz Ad group 2 -
DesireStage, Ad 
#2 6 203 2.96% $8.37 $1.40 0.20% 0 -



Key Campaign Results 

(Keywords)

Keyword Clicks Impr CTR Cost
Avg. Cost 

Per Click

CR 

(Assumed 

to be 0.2%)

Conv.

Cost 

per 

Conv.

Udacity free 

courses 6 239 2.51% $8.37 $1.40 0.20% 0 -

mobile app ad 

revenue 1 15 6.67% $2.87 $2.87 0.20% 0 -

Building and 

monetizing apps 1 16 6.25% $1.15 $1.15 0.20% 0 -



Campaign Evaluation

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

○ 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 I didn’t have the exact 
data of how many people who I brought to the site finally enrolled for the free course)

○ Though I had data to calculate the CTR, I didn’t have the exact data to calculate the 
conversion rate (since I had chosen Lead genertion as the target, I 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.

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

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

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

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

● 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

Formulas



Evaluate a Display Advertising Campaign (Contd.)

Part 1: Evaluate a Display Image Campaign
Ad Results

Ad Performance Analysis



Evaluate a Display Advertising Campaign (Contd.)

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

Optimization Recommendations



Evaluate a Display Advertising Campaign (Contd.)

Part 2: Evaluate a Display VideoCampaign
Overall results of the Display Video campaign

ROI Calculation



Evaluate a Display Advertising Campaign (Contd.)

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

Ad Performance Analysis



Evaluate a Display Advertising Campaign (Contd.)

Part 2: Evaluate a Display VideoCampaign
Keywords

Keyword Performance Analysis



Evaluate a Display Advertising Campaign (Contd.)

Part 2: Evaluate a Display VideoCampaign
Optimization Suggestions



Evaluate a Display Advertising Campaign (Contd.)

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



Market with Email



Market with Email

Part 1: Content planning

Target Persona (Revisited)

eMail Content Plan

Email Topic Marketing Objective KPI

Email #1
Master Digital 

Marketing
Engagement Open Rate, CTR

Email #2
Ravi’s career switch 

story
Engagement Open Rate, CTR

Email #3 Enroll Now Conversion Conversion



Market with Email (Contd.)

Part 1: Content planning

Email #1: Master Digital Marketing

Email #2: Ravi’s career switch story

Email Content Plan

Subject Line Body Summary Visual CTA Link

Master the 
skills for a 
successful 
Digital 
Marketing
Career

• Learn from the masters: 
Google, Hubspot, Udacity
etc

• Gain real word experience
• running live campaigns
• Prepare yourself for jobs of

tomorrow

Udacity logo 
in the top part 
of the email, 
and a banner
depicting 
Digital 
marketing 
with some 
social media 
icons

Learn more
http://dmnd.u
dacity.com/

Email Content Plan

Marketing Objective Subject Line CTA

Engagement

From cubicle-dweller to a 
Digital Marketing 

freelancer: Ravi’s success 
story

Watch now



Market with Email (Contd.)

Part 1: Content planning

Email #3: Enroll Now

Email Content Plan

Marketing Objective Subject Line CTA

Conversion
Become a Certified 

Digital Marketer [Last 
Day]| Enroll Now

Enroll Now



Market with Email (Contd.)

Part 2: Calendar

eMail Campaign Calendar

Week 1 Week 2 Week 3

M T W Th F M T W Th F M T W Th F

Emai
l #1

Emai
l #2

Emai
l #3

Planning Tests Send Analyze

KEY PHASES



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.

• Get a unique, 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



Market with Email (Contd.)

Part 4: A/B Testing

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

A/B Testing

Subject Line CTA

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, I will A/B test the subject line change separately, and the CTA separately
• The success metric I will choose for this will be Click rate, since I want the users to come to 

DMND site for further action.
• The steps I will follow:

1. First I will test for the Subject line
2. I 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

4. Now I will test for CTA 
5. I will select a different sample group
6. I will send the email (chosen in step 3) to one half of this group
7. I will vary the CTA and send to the other half. I will again check the Click rate, and choose the 

higher performing CTA. This will be the mail I will send to the rest of the people in the 
subscriber list. 



Market with Email (Contd.)

Part 5: Sending & Analyzing Results

Open Rate

Results and Analysis 

Sent Delivered Opened Opened Rate Bounced

2500 2250 495 22% 225

CTR and Conversion Rate

Results and Analysis

Clicked CTR Take Action Conversion Unsubscribed

180 8% 75 3% 30

• It is important 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 I 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, I 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, I 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, I 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

• I will definitely continue with A/B testing for both #2 and #3.
• For email #3, I 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, I will continue to align with the brand and theme guidelines, so 

there’s consistency




