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T8 @3 WY S My Ko bTiias T—oTR S8® 3-9fb SR (536 % | &ffom 9ol g SyifHcRer a1 Somiv
RS T (576 FF: (TN ST 2, ST (T3 (55 SR, S St F1a7i 7w | @it 2w 56-34 A/B
(B2 Bot 2t | (it Prais s e (i [ b eh ooy, aasia odl [beiznby @77 [$fs $0e 9ias ST HeFael (off F6 |




Key Points at a Glance (&1 “ICIC54 ICH)

m fogyR 2RI oo (Visual hierarchy principles)

m 01C Fe16 45+ (Ad format selection)

m -5 w3y (F¥e (Thumb-stopping design)

m R17(( M A3 e (Color psychology in ads)
m Frbe shificem (5552 (Testing creative variations)
m 307 9 f$fEe =71% (Image vs video ads)

m TS (IRl 3561 41 (Brand consistency)

m I3 30 (S (Al image generation)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Canva, Microsoft Designer

Pro Tip: Use Real Customer Language in Your Creatives (¢t f5st: Stisiia fascafoce aizeova aed ot
IR FFA)

w2l BICal SGCAcaT oS, S0 @2 GTiiet ST (o5 Tt A | Oil OItHs TP 932 SFTe! 25 909 B9 (I
AR A2 FE—CTBTE 2L N2 G [FRH TS I-RE FACEA, O S Cofd ST (I ICAT AP H2 SR (HTT SCAe ([
eI OIs N 715 FIHeA |

Today's Practical Exercise (S&#a IAR17E SIAEt)
Canva 305 3 932 S5 A2 ece! 9 el T (IR Sy G G opices Sb o7 Aewae tofi Fw | 2fSha oy
AT FIETR Z3 932 B4 IRR 96 | G377 930 (GG ™10 /2R I G9i3-bifers Res==g 2R (o 909 Microsoft

Designer 3721 75 | @3 ol G2 9ol T @32 (D FRCEC SICE 2R FC 8 (T, ©f 11 I ol 767 org |




A ¢ — SHIC FHTHET GOSN @2 FIHICT (DAY 5 — Ad Campaign Setup & Structure)

et fqet9i = (Online Advertising) | X 961
Overview (123 4iae)

HAIPT Rl o720 Gl AGIRCER ST W1g | A ST 0 SN FHC=2A0 ABFSI (Ghenst 531, IS 26 Ao 2A0H
AP MR FIC AN [eatoi (Airg T #i1ea | @3 A1 Sty 93w w (A 9ah Praifds T (Meta) 103 tofa fa
A (I—T1F S04y TS, (P00 32 SPGB e (b2 Sew @ IR |

Core Concepts (1 4IF4PTR)
The Three-Level Campaign Architecture (fo-TafRf*® FHT=12v F151CM)

BT BTG (432 (et et 2iibees) aolh fox-BafRME SO 52 Fe: Campaign (S 3T 7557 G2 e
&), Ad Set (SR 51Cabe, ATB, (2P €32 TP, @3 Ad (S e frrabe—aR, fofbe a1 G35 3) | «3
T S A3 FICHI3H ST LTS SR [Fom S (16 @i Gt (55 F917 @32 &S Se C1ha (oog @i
(@b (535 317 At (T3

Budget Strategy: Daily vs Lifetime (&5 (St Crie I SI3HH1R)

« Daily Budget (¢v{a< qiteb): 215w aifsie simife 3 At 5iet 455 Sa—aib beriey 4 Ry Shcssi3es
G SICeT! (TR SN 2 griaifes 2ot bl

« Lifetime Budget (F1351%3 ) 205w SioR s 0137 CRIthd SIxy (N6 A0S’ 236 FE—ab
TR (R AT ARPT MBS THICS (@ 235 T T (03 | F9=10v1 &=y Advantage+ (PTG Ace (=

JCETs G2 P FRCEC R @37 2T |
Ad Placements Explained (S7TS c2-c5 ifdioio)
o Automatic/Advantage+ Placements: a3 5T Sieiafaus s Fral® (1 (Foge, SP5Ia, (NOTgR @92

SIS (FHSACF (FIAT R0 (LI TR— @RS FIC21301 &=y @b 3 KRS FRC e AR [egy |

e Manual Placements: 941t S fN0er3 (W8 Sieil (0R (I (CTT (31 351 378 41 (pet (3517 | 72y
S FICR (PICA (WM E TGS Gy RIS Cof fF e 20 A1 (It Gl (A0S ST (50 SICel e

TR I (TOT LA, TUN3 (T ST (2D /2R 331 |
Optimization Events and Bidding (S{f6=12tem 3te @3z fAfey)
ST SFEBAZCETH 208D 2THFAGCE 90T (A3 S B (I Fereceta &y b SEBNIe FH0s bl | AEe 2reboE:

Landing Page Views (§5<), Purchase (3w*H), Lead (® (ewica=) | [fGe (Freiete 2eem: Lowest Cost
((CFT—AQA &) R F1ed), Cost Cap (93h W 5itals CPA 16 %+1), @32 Bid Cap (A1 [Rtws e fsizet

340 | ©3Co Lowest Cost T uF F3 432 2o ST (TbT 2183} 7 Cost Cap-9 I+ |




Key Points at a Glance (&1 “ICIC54 ICH)

m I3 S0 Ieifefs (Campaign structure basics)

m JICes ffces (FepTE (Budget setting strategies)

m TS CZPICCHe P9 (Ad placement options)

m RfGe (Fepr2 (Bidding strategies)

B TN I SE (16 391 @76 (Campaigh vs ad set vs ad)
m SFBRISCE 2re 5o (Optimization events)

B I3 e “wfe (Campaign naming conventions)
m FJIC37 blefd (5feps (Launch checklist)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Meta Business Suite

Pro Tip: Name Your Campaigns Consistently From Day 1 (c2t 55i: 2= a7 itz sTisiessiysjefeid st
FICTHIZI T A=)

GF (A3 G0 W8 I (TR T A1 Fcs*+ (W 5ol [Objective]_[Audience]_[Date]_[Creative] |
Tuzzermsel: CONV_WomenAged25-35_May2026_VideoV1 | T2 S @105 2038 (@ #1013 Afbem1 303,
O 3 XS SN GBI 2 W51 N JBICT G2 TE (FICA 9T L&A (AP T ST |

Today's Practical Exercise (Seaq 3217E Spiie=)

Meta Business Suite-4 [T 93 S AT o=y 9@l 574 #1124 F13ica (Campaign Structure) GBI
5 | AT P (00 COfF S (G0 SRCSF® 1 o7 (A0 (), G919 G SIS (315 CofF Fee (SGCT Bicallbe, Aees
@R CZPTCD el F36), 992 (AT @ ST Cofd w36 (82 Tt Cofd v @b T aibe wiieitate 56+) | 2folh (Freter it e
932 (FH G0 1 et 3¢ ©F b2 T AT o | 93 SR Sy AR [RGa=A 2R 90 A1 (AT BT 276 FACS 207
F—ab (T 96 G SegHie |




Ffoed 3 — et syIEGH (MODULE 2 — Web Analytics)

A9 v=> | D b TBT

S/ SGCIHICEF I3, ARFINT GIIE P @32 (BB1-bifere Frais & |

3 Rals e 2/t 9t Grie A0S AR I, ©f &0 $418 WG 47 | $TTR SyRIfh 3 fSfGbacns ARel (Th1F FIF 3-0112b 4t
O FABS FE—A SANE QI T S 715 FSfErs S0, Sl (FIRA CACE SR, HIZCE AT O] FT FHCR G2 S ST

FIfesrs arzte (Convert) #ifFes 2% =t | @3 SfGG et St S8R SrRiFh 3R 3ol oS 216wy Google Analytics 4
(GA4) I-ZICT AN 2T SO |

What You Will Learn in This Module (9% SfSSteT Si=ifS 2t faraica=)
oV INRHICR AL Google Analytics 4 (STt @32 IR T4
e V (W (Sessions), 28GR (Users) @32 2N ICaeCs s CAGHSTE! R
oV AT &4l Giftrs I At TroAetent fofere e fReeae w4t
oV I[TRIINF MG AR T (User journeys) &3 SHICR <39 i 41
oV ISR &%) A1 ColleT (Conversion goals) G« @3 sifwisf w41
oV SHIFIHCHER ©ACT NCHH LT Prarg a2ref e J& w3




A © — eTIeTIRChA fofebatna (@i (DAY 6 — Understanding Website Visitors)

ST SIS (Web Analytics) | R 961
Overview (S12fFd i)

Afol SPTEE O fSfEh3 I T=FCe ST SRT© (TB1 A1 927 (ofd 7 | Google Analytics 4 (GA4) &3 3 (ThT 1282
T 992 (T TTICE Sl RUsAeh STifercy Soigrsi wea | @3 Al SieHice GA4 FHRE @32 Afel fSfabier NE5icad Sraj3 e
The a3 g (Tfers (WG 770F @b A= €i=7elT (qed |

Core Concepts (1 4IF4PTR)
Sessions and Users: The Foundation (G™ 932 38w1R: 3+ fofe)

93Fe User 20 36 Jifer [ S5 7125 [Sfet e | 917 b Session 20 AB6 OF @3 (AT ffers af TS |
GG ZTGICIH G (1A ARFCS M (T O IBRTRIT @R S AIZCE AT A2 I SRS () |
GA4 1o "Engaged Sessions"-a3 951 fof@ 01 o1a 33| 99l OMRE 23 G raiens el 203 T2 G do CTLHres

R 1M 7%, SR T SE© ST Feia 306 905, et w@w b (51w ST a1 (w2t 23| @b @iicor SyifEh 3y Aewaces sTriaer
'S (76" (Bounce rate)-as (5 S (I 1255 (BT emi< e |
Traffic Channels Explained (§if%< shice #ifafofe)

GA4 S#17 13054 Gifea (e FRfFeicd Fah bIitace ofsf $C3:

o Organic Search: %4 31 Re-a3 CS! A6 3= (A @il & G |

o Direct: 5®MRF URL 5137 (3 121 I31% (A &1l fe e |

o Referral: S (I STIPNIGT 120 (<6 3 oipil fefetq |

o Organic Social: (7, 3P5Ia 1 FTFC 3= TR (25 (AT AT Gife<r |

o Paid Search / Paid Social: %5 3 (W67 K& #It=1 Nies Sk (236 §ife<r |

AT ANZCE (F BT (AT IS X012 Fifzrs S0 O [REE=e F0e13 (I A SR (I AFBL 206 B FACHC SIe Fie
szl

Engagement Metrics That Matter (8%%7« avta&ess GGH)

o Engagement Rate: (315 (T(1 304y 370 *oie (7 "engaged" et o 215 | @fb aTs1 (057 (50T St (f

3T G
« Average Engagement Time: IR2RFRA 9T BF IO 5T 2R FCHCHA AL IF I SHRETE FACZH|

PSS

o Events Per Session: 2fS fSfe(h IR2AEISR1 50T FORE! SR I F1er 7511 F90= | 93 fodb (MG v

SIS QIR S SO0 SHGCAC 217w 2057 e I e Teifs F1 e |
Navigating the GA4 Interface (GA4 FH1CH (HfSTaiv)
STRCE 6 T & (T RCADS T JNE S ARCH:
« Reports > Acquisition > Traffic Acquisition: [Sf&GRT (11 (AF TP ©F (TR &=y |
o Reports > Engagement > Pages and Screens: (F15 (e (e NN FRCHCT R (TL0R O Gl &y |

o Reports > Retention: FOG IRZFFR A~ SR AIBCE (FF PR ©F GIiF FIC |

o Realtime: 93 (S H#ANR MG FOG (GGG AT ©F &3S (TR Gy |



Key Points at a Glance (&1 “ICIC54 ICH)

m T 31 2891F (Sessions vs users)

m GifFe BIiccer 1 wica2i (Traffic channels overview)
m IS (A5 €=l (Bounce rate explained)

m G CGFPTIR (Engagement metrics)

m 97 I 3R @I 38w (New vs returning users)

m GA4 T (et (GA4 interface navigation)

m RCEIG13S RG> (Realtime reports)

m S ¢SRS A1 7% #ifHfbfS (Audience overview)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
Google Analytics 4

Pro Tip: GA4 Looks Different — That's Intentional (c2it 51: GA4 (qAte Sisvi—a32 aft Srwaceins)
@or SIeb3 8 (GA4) 2RaS! TefeRie SiwifeibH-aq ezl ez | Si=if 3 THREACE &=y (I SRR B CGIReE

SR

(T, O(R A G A | GA4 CRIGR SRS '2reh-fefe! (event-based) JTwa IR2R FE— HPHIE IRTRIGT
S5 FHCE SRS TS 8 @ (GBI (W, O K &) g (67 BifC1eier a1 sAferan e (et efcare | @3 Tge AfRad+be

BfOABFSIR el F=; b AoT2 Tl |

Today's Practical Exercise (SIetad 33217E SAe)

Google Analytics 4-4 &0 34 $%+ (3124 analytics.google.com-a Pt @l (ST S s 97214 3%6) | Traffic
Acquisition RToiCE I | S STaezed M o §itew o (Traffic sources), &f$B g et s @5 (Engagement
rate) 93 51C UCAGCITD B3N (Average engagement time) e F% | @3 (ObT SR SIGCIST TACE FT SRR 932 (1

BICACE SRR @119 (3 Ricaie w31 Sho—uf 1l FCF 936 deo *TAR AT org= |



A @ — Gife= o1t f[Acetwe (DAY 7 — Traffic Source Analysis)

ST SIS (Web Analytics) | R 961
Overview (S12fFd i)

AT ST S AR Gife At fSf&he S ©f ol ne<eiis | o3 afoh fSfen e (il (A SPTE @32 B G0 (o
W63 FACR O FRMESIR Gl S @ =i (et | Fifes Gt Rieaae SiieRice @b iz 330w 112wy w1 (3 (@H AEhe
BIICETR AT (AT SN (T SRR SR, (FIAT F2E S8 (@ [icamer w31 She @32 (Fi Site g #3 @ of Si95% 205z |

Core Concepts (& 4I94PTR)

Why Traffic Source Matters More Than Volume (S8t ot Gifes Gt (1 i @)
3] §ifeess o 72| doo & Tro5® WNai2! (highly-engaged) ol fSebe Tua S (35 ¢%, ORI ,000 & (3T

fEfGb T (BT S (I TR TR 2B G2 AN I 50T A% | Fifes (7 Rae) S (et Giiecea eyl =3, 9 &
QNS N CTAT— GG (35, 2 T (o6 FESTTF 724, FTSRHH (I5 92 BIiiefefas (AfSe Qemi Fa0e ARy 3| @3

(GBI PRI I OO ST 371 FICO AZR FCH |

UTM Parameters: The Key to Accurate Attribution (2SBas s7RIGE: I+ GRS 61l7eid)

UTM (Urchin Tracking Module) »r=if3Gi 2tet &g Ror Gyief 1 @i si=ea URL 31 o2 (e & 36, [0 GA4
BOI JACS A FRFD (1T (A0 APz | 93 UTM-Breige [@ess (90e @ 23
yoursite.com/offer?utm_source=facebook&utm_medium=paid-social&utm_campaign=may2026-
promo | €3 UTM IRZR 71 FICET SR (3T FITHEE S=F §ife GA4-9 "Direct” R (WXITR, 7 FC&T I3

FDE ARFI SAf F ST 20T AT |

[Image showing a complete URL structure with UTM Parameters highlighted: Base URL, Source,
Medium, and Campaign tags]
Analyzing Paid vs Organic Traffic (co13® 31 wisfifq@ Gife< o)

wpafifae Giftee (3116 3fes (s ST 3P §ifre) Siieiig @3¢ (SEQ) ¥R *ifer @32 TS I 2 37 | 37 (o3 Gifess omm
S IR Rt Ricce ST | 98 02 R GReed SR (15 Qe 0T S FPEIE AMe T o 215 (Cost of

Acquisition) GRS | 3w Sffae GiFea FTSRAN (F6 9% 23 92 (AT 3.¢% 2T, B0 0O 20F T7HF D138

RSB 2 SabR fpwe s (it |

Referral and Social Traffic Insights (@FIE @32 G GifFs 371135)

(ST GIfFe ST S (FICAT STIAIRDG CATP—CT (I 390, forasf, ce faferer at ofbafeicsts fores (At | Sieet s
(IS (T (AT AR STl (A2 a2 AT (pre-qualified) SEbR1 S | G GifFe Smite S (i
AHFAGTTT (A AP GGG SR S (S et (A @y ©fif 5 (Vanity clicks) 31 e {5 Sieicz | st G
G 25T SRgRi ST I (NI (T SR SISTIS SACETs (1 260 ([ Al |




Key Points at a Glance (&1 “ICIC54 ICH)

m wfifae §ifee Riceaer (Organic traffic analysis)
m (7130 §ies §iife (Paid traffic tracking)

m GFIEE §ifes (Referral traffic)

m O §ifF<s (Social traffic)

m TI3033 5% 391125 (Direct traffic insights)
m 35hus “RiGE (UTM parameters)

m FIC71%7 §7ifFe (Campaign tracking)

m G/ &b (Source/medium reports)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
Google Analytics 4 & Google's Campaign URL Builder

Pro Tip: Build UTM Tracking Into Every Campaign — Always (cait 5st: 2ifsf Fric=i3t sefbas e 3o
PEA — APTY)

S FICeR Aafore UTM ARG 2R 10 937 TSI 713 R 3@ T 7+ | (ICPICT FIC3 bie] S Sicaf
93 UTM Fiifere C=IeAit 31 Siferet (ot 39 | afoh Reatem, aifoh 3rw3er uge oS cimie fifSwr coiieba et @l wta UTM
Bl Y@ et | G X[l SIPICS SIHIFGUS CF0a G ere W (oI fROTCT 9It® Qe1Cd, [ FCe I8 IO SIS HIZC

S FifeFs Faree B3 (PRl (ACF Sz |

Today's Practical Exercise (Se#d IAR17E SIAlEt)
GA4-4 T4 @32 Acquisition > Traffic Acquisition CR*RT et7q F%-| &fSh s1itate™ (Organic, Paid, Social,

Referral, Direct) &=y (b3 ©25% (@l (396 A1 (16 I%: Sessions, Engagement Rate, ©32 Conversions (3@
Ay 23) | @919 w9iteis Campaign URL Builder 55 3729 w03 @31 Fiafae 3031 SI0>1301 &= @36 575 UTM
ARG 6 CoR T | Tk a1 575 URL-B @21t (o5 T3+ 32 2ffSfh #5RifG (7%= source, medium, campaign)
0 1 GIIF FACZ S AT A F6 |




A9 b — RS SABA §rifF2 (DAY 8 — User Behavior Tracking)

ST SIS (Web Analytics) | R 961

Overview (S12fFd i)

G SN GTIRAIRCE AT T P02 O Gl B TOB12 @golel, TOG! Tl STl FSIC (RN GO0 | IR
wib=e ifee (User behavior tracking) fSfebaat 2053 (1 2120 403 GCallthes, (I Ol ORI J&F 2007, (I Sialy

ST ST DT (TR G2 I SR (FAPIGT FICS (I 35 (ZCT 5T (FCO) 4] FI0Z—T S I |

Core Concepts (1 4IF4PTR)
The User Journey and Path Analysis (28eid if @3z il SpiEEHoI)

GA4-93 "User Explorer" @32 "Funnel Exploration" RTsCE3 S<iCs = SHioiig A1306 @< 1 A IR
JSAICSF A GI FCo A | 9 et 3-w w1267 2@ @il @i 209 #iits: Homepage > Category Page >
Product Page > Cart > Checkout > Thank You | @2 Ii@i#(2% 53 (I GriRalisl IR2R G- FRCCT (@ 135 (R0H 5CeT
1o (Drop-off) ©f fbfes Fh0w ARe S SIS SFBAZCeNs FCECT I8 AR CeT 0o 2 |

Page Performance Metrics (¢ s a0 (IHH)

S STAIBCET 2ol ot &y fNeber Rae tet Rese s

e Views: (?Gh (G FO7 (@1 202

e Unique Users: 96 Seml STl IR (ST (ATHTRA |

o Average Engagement Time: SRl 5[(F 9% @3 (TS SZIN FICRA |

o Exits: 727G 9 919 93 B (o CATF 126 (RCL 5T (A=A |
(PR (51T ST S R e@ @Toretsrs 513 27 I, (TR TENCS SPRe 30575 ARFCS 211t | SR (T (A0er @36 (35 (Exit

rate) @, CSTEITS IRTRFINMA 403 LR &= S8 @ CTA I I FCH5 & 41 2TIe |
Scroll Depth and Engagement Patterns (F& (S92l Q32 A CASCCDA 439)

e (G GIifFe ST S IR S Coers 0 Forif s 5168 ootz | 1t @b 30 J09% 1T 9o % e 2&

0% IR G (20T b A, OCI SN FACHCH @l CTA 1 IS (Arere 82 W ©0% WL M43 A1 Thw | GA4-9
JRFFIRA (PICAT (TS 90 % SRCH (AR FALAFTSIR Fel 3080 JIF 29— FCHC07 20 ISl SE(2F Gl 5aRF i |
Event Tracking for Deeper Insight (51817 395113069 &=y 3095 GrifF2)
GA4 FRIEFTSIR SRS 305 A1 & JIIF I (T (35, Fel, Sf0e (3, 1261 GGG a2 T MR | @g 313038
I 30854 (Custom events) ST S SN <P G 2T CICFICT (WU E T GIiF S0 ACEH: (TN (PICAT
RO A6 359, (2Tl [G63em [$C A ee-5-31b (Add-to-cart) Sy | @3 TS5 EN3 el PTSAN GiifFe G2 Fa
Rescets et fefa |




Key Points at a Glance (&1 “ICIC54 ICH)

m 30oR @i e (User journey mapping)

m fST&G 311 Cofwr Grife2 (Pages visited tracking)
m 5133 o (7t Resel (Time on page analysis)
m %51 (G712 G762 (Scroll depth tracking)

m 5% 355 §7ifee (Click event tracking)

m T fegpEnzreH (Funnel visualization)
m S0 (ofer A1 &g Cofer (Exit pages)

m 25310 479 (Heatmap concepts)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
Google Analytics 4

Pro Tip: Your Exit Pages Are Your Biggest Opportunity (c2it f5ot: SToima affit cierstaTis Siemg sy I8
)

SR ACHBTH OICHT STIPAZCE (9T e 1 FSEBT AN @2 T (v | g 1 (50 I8 FpeTo T S{BC SR IO

G 31 fefebaat B (P S @07 136 (FCE bCet vz (Drop-off) (12 eeiil B F317 W03y | SNiHig 213-@fH0 Cofrers
(High-exit page) IS (35 W@ d-3% ST FACO AT, Resi#(F SSR@ (I i1 296 f FCI2 HA A7 Fifewo
e [yl PO (FEICO Al |

Today's Practical Exercise (SIeaa I3217E SA==)
GA4 Explore-4 T4 @32 (ZHICoe (Homepage) (A % 363 93h Path Exploration Ritaiib tofi s | (2ieie
(TR 2 AR IRT ARES (T AT 0f5 212 31 C2fCer T, CTatet bies e | == SRR FRO6 T (@ af$s 2631 Cofels

(Highest-exit page) J0e (35 F= G2 (AT (P (13 (A (AT 5L Ao OfF 45 ARy S9! I 2ISCANRRT Sy et |
72 213-9fF5 (o et ST 399 & g ARG SPGAETer R fera |



A » — FSI™ Grife: (DAY 9 — Conversion Tracking)

ST SIS (Web Analytics) | R 961
Overview (S12fFd i)

PG (BBT RIS (91 FIRPCa (BT HTRZ S5(e(fer | Serotaeiat Grifee S s Sy SR Faife 519 et
T A Y& FCE—CIAN A=W, (FAFIGT, T 20 992 S (ASfS 11 rers | a3 2M1eo St GAL-a FrI(F Ty izl
fveffzef, (T @32 KRR FH0S 27 ©F FRRICI, [ SN SRR A Whe Prais e ey w93 |

Core Concepts (1 4IF4PTR)
Defining Conversions for Your Business (ST#H1a I35 &) IS (i) Si=19 G717 &= 3

AP 3OS F&3 20 Gl Pt |
e Macro Conversions (It&s! FTSI#H): Q@S B0 QAN PR L T555; (TH—HA (Fell, 718 5 St (et
31 SRR e |
e Micro Conversions (3@t S IH): Q@ 20T UG SCwIE e Ay TS (R6 (=16 151 CTTF—CICAT
CTA 360 353 21, #Itai fofSe (rait It FIch 21efy caf +t (Add to cart) |

93 M3 {EO FAOIHNL TP S G2 FICIA FIRSGIST S A2y 0 |
Setting Up Conversion Events in GA4 (GA4-a I3 3095 GIoNl) GA4-a (T AR ST H(F

FASRH FH218F P00 Admin > Events-a &Y O AC*d Gaiet 60 o (Toggle on) F Mo 23| 114Rers (I 3CSH e
IR R (6 341 23 purchase, generate_lead, form_submit, sign_up, begin_checkout @3 23i%-3%

(Thank-you) c*iters &=y U2 page_view | 2fof S StoThe (g 30oTh4 1, ©jie] I 3&0 (37 2icarey 27) «3e afb
(PRI [oli 2057 ©f AT Jiw 31 20 611 (R T3 |

Attribution Models: Who Gets the Credit? (SHIG RSN TCTe: Twerold $og F17?) T GFa- IR A0
SR G (PP (8121 (O, SRR @AICeT 1 FCI SR ({812 (356 P 492 SReAICE “Ho0ffh (Feaim—w2e @3 Riere oy
(P BICRT M2 SRS WCwet 93 (3% Ted (3

o Last Click: S 03 SR (317 [ 77f Ffog ux

o  First Click: 213 S 31 (3 BIICAISR MG JRIL I L QIS A, Ol Ffog (7 |
o Linear: i@ =tas &S Bipecars a1 s s gfog cuxl
o Data-Driven: 4t GA4-as 9%12-5171® (Al-powered) TS, I AfSH HHCACeTH AP0 2ol Ruse Fia TafEaeid
o 3677 S0 | (PEST! GTE Ty @B FCeeH Son |
Conversion Rate Optimization (CRO) Basics (TSR (36 SFENIZCTHAA w2l S STRRAI3067

Your conversion rate is: (Conversions + Sessions) x 100

3TIG (SN 93 91T 2 SFMT 2T: 3-FACHE G 5-9%, SaaS F FrRIER & 2-6% 932 foT6 (ST = T &= 9-50% |
AT FTSTH (6 T I3 (IR (5CT T 2, O(F IfSL (S Sfowsl, FCE (ML, (AT (316 28R 21T W2 o7
frestoita eifSusfog s wifSe Coiter 5053 e (T "Ad Scent" 31 27) 2fSta (3 |




Key Points at a Glance (&1 “ICIC54 ICH)

m IS4 S (What is a conversion)

m GA4-9 (iieT T o7y 6N (Goal setup in GA4)
m 3S5-ffGs Grifee (Event-based tracking)

m foTs Grife (6%l (Lead tracking setup)

m 3-39 §7ife (E-commerce tracking)

B S3(&F I WCF FIeR* (Micro vs macro conversions)

m SIGRC*H JceepE (Attribution models)
B TSR (FCGF (IRF 91 &= I (Conversion rate benchmarks)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
Google Analytics 4

Pro Tip: Conversion Rate Is More Valuable Than Traffic Volume (c2it 5o1: Gifscaa sifasnices coea
TSI @6 QP TFIN)
IR STIRANLC6A G A1 fSferba fgae 0T S 2358 el 203 | g SR SR (36 1@ FI0S 2RCeT Reai#ity

SfofE (FICAT 26 N P2 N (@SHE A1 T el 203 7| ©1F ReeT=I= TS GBI ST TN FASRH (6 A6 126
T A (AR A RN 61 | 93 9T T Soi1g G379 2I0% S 93 |

Today's Practical Exercise (SI&#d IA317E SIoAlet)
GA4-9 I @32 Admin > Events G+ ST (3 (Y7 (17 (FH 30S6 IS oA 2013 bfze (Marked as

conversions) 1 Stz | ST G AR, P &) GG CFIAT G SPERE JCSTH ST BaieT A6 S T G
IS TR (6 334 | G977 AN STERPTIB06 A Gifes (Aeia (Top traffic source) TSR (F5 2377 FF @32 AR

RISTCT BI3C7R TG (LTI A O Qo] 6 | FRCAT SN2 SRRPTI6 SR (F5 &0 31 &y of5 AfWe ofzrsf 31
AT ferg |



ACTH © — ANFH: e a3 Ty=icaré (MODULE 3 — Marketing Reports & Dashboards)

A So-d3 | CIG 8 TBT
S (GO fSGIEIZe: I3, AR 2B I G2 SRR AL Frais &7 |
5 frsiiBe 3t fFeeth Toft 1 =TT @ (I MCFH2 FICHET SAfTBIT 31 N (G 0 S 9N HA @62 F2A | @2

AGTHAD F2ICE Gbet MFH2 [ANb ST SBS, TN (ACF FIIFI 3125 I 9] (7 FACS G2 T (T SIHEIG Cofs Fa09
CTICE T SR FICTFS, ORISR 1 oy B S0z AT 0T ©a =~1BeiE 9 1 |

What You Will Learn in This Module (93 SfS3ta sisifa Tt f2ea=)

v G5 B (TP ST FICEA oAbt o it w1

vV (AP A Gy (6= Sifreais] 3G Ce0e 1 2w speorz (KPIs) fofers i

v 3R 756 (Looker Studio)-C® Co#MIF TG Cofd w4t

v &3l 933 TIHRICER AL IR (BT TR 1 SAT J& ol

v (TBR (7207 59 (Data stories) @ISt TogieR T4 1t Frafs re 712w 3
Vv G2 (THR 0 (G @32 (I ereiRe #7e= (Anomalies) J20e 4709 At




A Yo — CH2 e’ 2iet (DAY 10 — Reading Marketing Reports)

AFH: e @3z Tp=cars (Marketing Reports) | R 961
Overview (S12fFd i)

Gl NHH2 A 92 FETRI 23 72 S1Af Gilb ADFSIC AT a2 [T TS AT | G 410 Sty o Meibe

fRCAEF 90w, (PN (1 24 CIFTIR @27 Jord TS 203 932 GheT (BT (16 (A IS FRFF 397125 1 O (IF FIC0 2 ©f
frCaT |

Core Concepts (1 4IF4PTR)
Anatomy of a Professional Marketing Report (93 cortimia e ioe fReaieha so=)

2f S S e et Ros Rawe e swve 2i:

o Executive Summary: 1< 24< TR G b HHRG AR |

e Goalvs. Actual Comparison: Siifd =% fNifis o7 1 G10sl 30 “Ares el 17 et |

e Channel Performance Breakdown: 2fsl 652 51t (w3 #fiszesl Ta07 ©f [Rwifse [Kawe |

o Trend Analysis: 1] [t = To 205 «ife SR O 26! |

o Key Insights: 292 (G5! 91 97 & & F|

« Recommendations: 93 7RIS 2MCFA 31 FIT 1 |

ST I RIS 21T G {01 (T (5 4 Fo—ia ~armire @l Reaib 2eet oo el a1 2eofies|
The Most Important Marketing KPls (Reot @zgs Tebe @Henssmy)

o Reach & Impressions: oG e A= SR S0 I e (qrdte" (Reach) @32 @b (16 39317 FFi

emf*o 237 (Impressions) |
e Click-Through Rate (CTR): Rei7Hib (737 2~ 3 *iexf Wy «bre (e Frace|
e Cost Per Click (CPC): (73T =21 &l fFa oy It +© 416 202 |
o Conversion Rate (CVR): {3 3317 519 370 *SieH [T SO FGMD (CT3N (FIFIOT T HA1ZH-SA) T2 FICRA |

o Cost Per Acquisition (CPA): 2fsf o7 SPENIR 31 ST (90T IO 23 20% |

e Return on Ad Spend (ROAS): R+ 235 371 2ifS TelR 31 BIFIR [RAANCS 0 bIpl (@SS 3T o3 Spicz |

o Customer Lifetime Value : 935 S&e ai2d I 57} GIRwpeI1 S{HI1 G (N6 F© BIF T SR T4 |
Comparing Performance: Period Over Period (awa=51s1 geri: fHifame eoiq ffame)
(I IR MR SAAMTSICI I 9PT G 1T FICI T | FTN Qo ;G2 AR I 91T 71T, A 3 I 91 A,

RT3 (FRBGF I 9 IRFF 93 (FHE | @2 PiaTe eor #REe (PoP) RUXe 2 I (T SRR ARFITNIR (GS 2T
I QCoR, IR AE IF ST [ 20 S| (R IT ARRS R (21R01 " @ (Why) 3 SR e (77 F7—
ATBFCH ST WS, Fiemie 9T dgfefas oo, w1t e He s |

Extracting Insights from Data (CSG1 (¢ 301120 Al (SO ©Uf (AT F41)

IR AL RTAT T3 FIFI 3PAIZCE FoBHS 77 T2 S AIE 2 FAC AE: "3 AT CTR 00 % FCH (of (Fo1?"
((Fraibe et 3 e @33 fEei3a IR (0L F1@?), "7 CPA TR (ITT Cof (2" (CFICTT AfSTRIEN AT 2t FC0Z?),
"epsfife GifFE 2% e (92" (CFICAT 9 97 I CAPD ©I241 2CACR?) | & STl MCHBI FTH AL (AR 9 rietit
Gy (P! AT |




Key Points at a Glance (&1 “ICIC54 ICH)

m FIIC137 ReaAicha 9= (Campaigh report structure)

m P13 (KPI) fofEos=el (KPI identification)

B AT AR 9ol (Performance comparison)

m (G 1 2Refof [ee=er (Trend analysis)

m R0 Cofea e ica™ a1 sricas o1 %1 (Report frequency standards)
m (G0 fegReizce=ics ¥l (Data visualization basics)

B ([ A goil (Benchmark comparisons)

m 37135 I (So(dd 92 (39 41 (Insight extraction)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
Looker Studio

Pro Tip: Always Lead With Insight, Not Data (caif 55t: (51 ¥, 371135 ey uF F+)
T (I R Torgioi 903, O ST I @RHAFSHSA AF9MMT CHTAG A1 72K T (TS BT F—S I (FI SIS bl
ST R oTeret 2foR? NI SRRST AT F 267 Shw?" ©fF 2feh [y weros aibe w1 36 30 9h ~fRFH @32 72w
AT A1 AR Qe 436 | (1S (U1 (GReeten KU CAras =iz 31 SicefSs® (Appendix) &= & g |

Today's Practical Exercise (S&#a IAR17E SIAlEt)
G (BT T A4t AHH2 [ 28z T (SR FF (ThT (o Fce ChatGPT I[2F I3 #AEW) | G (e ¢F

o

2i KP| fofes 33w 132 2folha oy HiHTe eoiz PHiRe (CIom: @3 5157 391 o 317) SARe 2317 361 | 937) SA9- FI06T

PICY (7 FARA—ATSI(R (C51H 897 [of@ F¢a ofb AU E sfarmf 9f (GRS *12 @b 200 *(17 Executive Summary 4|

ST GG 0-9F 22 e (¥ FC3fR | 2731 %116 Day 11: Building Dashboards in Looker Studio, (1t it
%S (Th! fogyREze Fa1 423 | S [ 2738 Mt FI0T (@ 2ge?




A 55 — CTB1 T=iTars ¢ofd F4t (DAY 11 — Creating Data Dashboards)

AFH: e @3z Tp=cars (Marketing Reports) | R 961

Overview (S12fFd i)

GFT HIARPI SIFCIAG GF &2 =1 AT oveilb FHx coreet | &S A e yigaifer 1 21ce T feals tofk T e, a3l sprafve
19 9568 (Looker Studio) TG FILEFTSIT SATTE 27 G2 SPHICE @ AN PICTHCP NP2 ATV 9D RI-5127 1 7ige
foa or2T | @3 #A1Cy S GT TG Cof At RITRH AT G6E AR A7 99 SOfs S|

Core Concepts (S 4I94PTR)

Looker Studio Fundamentals (5517 >5foea Jefefe)

PR P68 (S0 @9l (BT 356 1T #fdfoe fow) 2ten woiters awh & (wh fSgpaiiarei par| b 3, 000-936 R (GBI (TR
31 SRET A J&F 20@ Als— W4y Google Analytics, Google Ads, Meta Ads, Google Sheets, BigQuery 932

TR T [T ABO | (I (FIMTL 2ITI3 A @3 Freic Rfew 616, (BReT @32 (FRAG Giia-Sne-g2f (G G PAH]) IR
S (TOT TP FICO AT G2 9D 12 ol (XF FICO 2MC [ FRAFTSIR R 31 SA4h 23|
Connecting Your Data Sources (S19913 (¥61 G J& F41)

Looker Studio-(® e w% F3Ce 220 "Create > Data Source"-4 33 33 | @32R S7417 2SR S (CTT:

Google Analytics 3 Google Ads) (g = @32 Al SCARIZe 31 SRCae T3 | Siefd @3 < RUAh W2 a3
(GBT IR @3ice fif&e (Data Blend) 09 AAE—CT @33 (Ate GA4-99 §ifrs (BoR A= Meta Ads-«a3 43054

CObT (LI | Fot- et RTSROR &y 93 F1-205% [Seh ooy =@ |
Choosing the Right Chart for Your Data (S1%H13 (S511 &) 5110 516 [R415+)
o Scorecard ((F1FF1E): IS (I g HE &= (CT: (G WS, (3 fore) |
o Bar Chart (312 516): RfSa F751ifR7 047 T Gl F91F & (CT3H: Biites e AReasyi) |
e Line Chart (7135 515): 533 AL AL ARSI (G A 2R (TS (CTT: MiET Fifes) |
o Pie/Donut Chart (#13/(SIH15 5156): SIS I o2 (TS (CT5: Fifdee BIees Craie—as 51 5929 w912 1) |
o Table ((BR#): (T REifTe (FFoie I Sifeme (FRiTs |

o Geo Map (fere pi9t): Seet 31 (eifSTas siRer™T (riCe |
STPTI G b1 (02 1 A1 Z1135H T @ilbet 1l TR 208 FCK "8 S (o1eet |
Building a Client-Ready Dashboard (FITICH3 &5 SIS (o)
Gl CAHE SIICATCS fehe R tet 2t Tbe:

o (EIICAN @3 (OD (3 Preergai2 (Date range selector) @3 (2O &2 |
o UFHRFTHE AN (FRIFIE @ (A 8- a4 KPI) |

o RTINS (G bib (1T 1 A fSfas 113 51b) |

o HIIHE (IFCICH (I 516 AT (BRe) |

o NI FTEA I FCHCOR OlfeiT |

o SIFIST AT A (RFCACHF T |

TG @aeiC] g T3 (I (T (FS T bo (LRGSR W1y 57 Rl sizer e s #iicz= |



Key Points at a Glance (&1 “ICIC54 ICH)

B IS [{f$T Toimie (Dashboard component types)
m =319 3568 B (Looker Studio setup)

m (SO O a1 B=o1 & <4 (Connecting data sources)

m 3103 516 11 & =164 (Visual chart selection)

m (FPRIE (FFIGTE (KPI scorecards)

m 7017 W32 (S0 (3% P1te1ga (Filters and date ranges)

m SIS C*E w919 e (Dashboard sharing)

m PraTs &20eR B2l feeis (Decision-making design)

Al Tools for Today (SISt &=y Q13 §1)
Looker Studio

Pro Tip: Build the Dashboard Your Client Actually Uses (2t 55t FITI5 3183 71 FAIF 95
TIHTATS Cofd %)
TG ¢T3 ST FRCHCH AR Gl RCA—NH B Fh (MRITS AT O @21 oG 03 fTerizn w1, FIICEHI B &=t 2CAGT

O @97 fSfe F3 77| IS WF ST A APTI 2 F50: " 03 TIHEIEH FoRICE B 4101 Pai® fNTe ARy F93?" 9991 (12

TB(RF 97 g $F (7xa Mt (Backward) ez s1eri= | @3 izl 5@ Frais (81 SARAN Si*Es, 2eRo! eiber @

Today's Practical Exercise (SIeaa I3217E SA==)
Looker Studio-(® faicx @3 g+ 51ew MG (Blank report) W | S Google Analytics 4 (1231 @9I(e17 (we

(I AT (GhT) FICAE I3+ | SIFICRICE FNTEe SAMH ST (19T 3o

o &3 (TG (3% TG (Date range control) 31 (zeiF Preerg |

o 8 2 (FlPeNE (FRPG ((T9: Users, Sessions, Engagement Rate, Conversions) |

o SO AETCET 51 (FTNCTF AT AT G 51zS+ A Sessions over time (72TS) |

o MBI HI0 (T S §ifes At Traffic by source (72iCs) |

P TS I SR 2 ace! I W8 @ SRR IR fF (9 FeT @32 (@2 IREETH) 921 T 2> SHEsh

FAFSICI G | Tk Tt TICAITES @ Cifie o1 Cofd et 132 U2 TIHICISTH (A FT 0 ARTINICR b0 FH Ty, ©f
R I G0 N SAftar o |

ST WMGGeT ©-9F (TBT TIHTRIG Cofdd ASh @2tz ¢x7 2t | it 5 273S] o Ao wF F900 2Fo?



AT 8 — ANFH2 I[{H 93 SFe=s (MODULE 4 — Marketing Metrics & ROI)

A 53->9 | CI1G 8 TGT
sIced AR @19 S, RO #Hfaw17 T 992 (5F12 2gfad &y SBNI2e el |

3 31 AR =IoT ACFHL 1 S ORI et A1 @2 F2AT | 93 FETHD SAICE FPA PO PR I S @ IO
AT — CRICA 23, 2R NG @2 {51 oA et et Syieify Sisieysr MeFHe SCh B Fo oy 2 S0 SR 132 SIS

o o

e e Prare [es 2R |

What You Will Learn in This Module (42 SfS®T sisifS Tt fii4c=)

oV FIPLIAR I IMCH 95 4T &2 #A1eTR 25 (CAC) HYweita R =1

oV WFBHCT KON O 3CeH 5 (ROI) IR @32 ©f $iike Tqo 4

o Vv &fPD W& @32 Rl ACECHH @21 G 2O SLIR Sl

o v I AR W1 T4 (Underperforming) FIic>3xa e fbfze wei @92 ©f HecHiye 41
oV WO fiiTIeT 1 S RUSCes ey a3 (Al) bert G921 Sl

[,

oV T RARIRE SIS Gy SPGB (FHSAF Coff T




19 53 — =S, 4ab 932 Few2-97 J=fefe (DAY 12 — Profit, Cost & ROl Fundamentals)

THBe A 93 ez (Marketing Metrics) | { 961
Overview (S12fFd i)

ACFHLCIR oS- 51 271 T TT013 P T FHCIACP GFG A CEes I A AFHR (A Sl S | 93 Ay
A (312 TG 2 RFapifETRieT 3 S (AGHST SRS FAE, T @ FICHAZ AT ST STeG==e 303 Bl ©f (el T30

IR P — G2 FIOIE FICFD 9 CHICITIRAL IR TS S FCHHLCI 2P o1 QLT 4= A3 O e |

Core Concepts (& 4I994PTR)

Customer Acquisition Cost: CAC (12 “18HIi ¥b)

T GFE FIHA I (PO SR (R S 9T F© U6 20 O (I FIK b ZC:

CAC = Total Marketing Spend + Number of New Customers Acquired. &7/27% Sli7if4 Reai#((=1 >, 000 Gl 235
T 20 G T IO (54T, SIRCET SN#HE CAC 2 o BT | I35 Fo2ifa (53912 ©f JA0w W3 721 AT S5

FFHI2 fie] (CLV)-a3 A 9ol Fh0© 203 | @3 377 @ 575et 511d CLV:CAC S S[ws ©:) 26T Bib® — 17 o2 20T,
GG FGARCP (AT T 230 27, o MG O SRR O (5TT T80 © @9 ([ S O (A= |

Return on Ad Spend: ROAS (351 293057 fR9ite =)

freatoit RINC 341 Bt [oiRice o @t @fSNE a1 qiery wIPicy, ©f @3 (W< o et 2

ROAS = Revenue Generated from Ads + Ad Spend. %7259 »,000 BT Ria1#i= 235 F(3 ¢, 000 GiFT (ST ezt
¢olteT ROAS 203 ¢ %4 (5X) | SIC™120e ol e &y b3 24 (3§ | ©ta 3G 712e, ROAS (391 (S 1 (316 &
Ao 3, &S (Profit) 77| SR #iteli7 &5 e 3t 47 397 27, 903 5x ROAS eI’ 578 FT={2Ab (1 AFCo AF |
o2 23 b (10 FETR 2ifeh &R o1 fifeie ROAS 2o s |

Marketing ROI: The Complete Formula (Mit#f52 Siaeiz-ag 57 )

TMCE B 2 (B O BCSIEERD A 11 X010l AR 1= 74 Zee:

Marketing ROl = (Revenue Attributable to Marketing - Marketing Costs) + Marketing Costs x
100. @b S St Ricaices RPARIce sfices 219 a1 Aese e | 200% AEB2 ROI-93 @12 3ee], S et 2fe s

BT 43064 R0 & BT <ifb &re Faces | ferorf* el B a1 FIToma FI0R ARTINH™ [Feellb (or 339 7o @b 3777 %4 — ab

DL FERFE IR ARG S FA1E7 A |

Break-Even Analysis for Campaign Planning (F710137 sifaaa=ia o) (J3-30o [Reaa)

(AR FIC=12 F12S 3 Bie] 9 SAC9AB OF (FF- 208 AT (AS-Flo o=%]) IR I (763 The: BF 7 IvoR*= (76
932 51T G ©Fe] (AOV) BT FTZAD FASE 20 BF FACI?

Cr7259: Q> ST I Soo BIFT 92 &3 & ¢o%, TR & [T oo 23 ¢o bet| @2 [wsi=its et W S, 000 BIFT 27,
O (I3-308H TG 203 200 [ ($20 \times 50 = 1,000$ 51=51) | FTIC134 @53 ST @3 KA SN (TGOS (TR
B0S AT G FICZC BT SAGY 1 (AT 7561 S|




Key Points at a Glance (&1 “ICIC54 ICH)

B 5 SFAE F95 31 &lize 2T 296 (Customer acquisition cost)
m NFHe Swews 5@ (Marketing ROl formula)

m &G W& e (Profit margin basics)

m Iea93 (ROAS) %1 #mfo (ROAS calculation)

m 9= ¥32 F1efy S (LTV to CAC ratio)

B (33-309 3 effe- 02l RUeel (Break-even analysis)

m 310 HA (e 3 (Budget allocation logic)

m 13- fofes wifde foeme (Al financial analysis)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Claude

Pro Tip: Know Your Numbers Before You Launch (2t f591: F70+12 51e7a wnicai2 feera fonaestett o =)

(AP P BF FAF S92 AN (F- 300 9foh I [ | So17 e cence [Tehi-3fga® (Reverse-
engineer) 1 (AR(NF M (AP 23R F3e; "G 200 20eT SN 2ol FP6 I Aeaa 236 T CPA 209 203 9o Gl | S
S0 PG (5 2% [RCIbeT ST, SN 2o fFea 296 1 CPC SR 0. o Bl fWTh AP0 203 | 3 410we 7~ i3

GG (GBI-b1feNs ACFCRCI SN 397 (o7 T4l TG (AT STl FCH |

Today's Practical Exercise (SIetad 33217E SAe)

ChatGPT 3 Claude-y Pty @3 Fifie 31 #ifaf3fol e "l vo Biet e @3l ey fifer Sfs 7% 2ifeG &= 80% | ofw e
SR Reai7i 236 a1 %,000 BT @32 HfST 06 & Fg FPHR Coitafz | =1 CAC, ROAS, witEbe ROI @32 LTV:CAC SH#e
T ST (HTF 1@ 2ffS a2 IR0F % IR IR (A6 R 329 (T ) | WifSr 5 e oif?" @wnz-«3 (e R Sier 33 o7y
T @32 @ff ADw [ of B2 FICS e Aiaifer At 2re-Fees ars ZRh T |




A >0 — FHCT=1z wtoace™+ (DAY 13 — Campaign Optimization)

AFH {H 932 sz (Marketing Metrics) | X T61

Overview (S12fFd i)

G5 PICIZ bIe] T (P B WG | 2 F© ACFH2 TS| T A 7 (RN SBAIZCE I Jf FCATACT W04y — il
TSR L (37 F1I (G ST Pier FA0R, GIba #IfHfd AT 932 I 3T 0% 1 ©f I (783 | 93 Aol =411 P13
qRRIES THfoq Gy b Piesld® (FReIE I TSI 2l F4Cq |

Core Concepts (1 4I4PTR)
The Optimization Mindset (SIFB2Ce™ita M)

SEBAIZTEH A WY ST FLCHI 31 47 — b 20T AT Ffae e Txo 41 | 2ffolh w2+ @b 2z
{7917 82 Sf S T AR T "= T 37 X oA F20eT Y-93 Feiwat Z sifzsiet TFo 3 | el o305 5 | et

A Feeet | & eFell Fiew Feeet | @2 (el @ RIkIRS SffE13 aves A AR W MCF61E RO o0 Coiee |

The A/B Testing Framework (a/R (6552 cFre <)

A/B (5552 (31 7205 (B5F52) 2teT oy 7RiFg s1iRRfee (Re2 «ah Wte SoAmicas qib 7ewaeR Wy Qo w41 | effoqm @3 wig
SIICEET A SAM SR Feeel: (T RGN (212, [eatoitad 2, Bieall Sifbea, aifee ¢oited (2eiiz @12t CTA 5
B30 | CICPICAT poTs Praics CHAfRicas wice #i=fie (ot 1 By FefircesT (Statistical significance) acey —
AR 2O FFICR T TS Soo+ IFTSAT 283 N ST F1 THw | (FICAT A1 47 T 39 S0 1 |

Budget Reallocation: Feed the Winners (I1t&5 946: Tt ST [FC A181w)

oifS AT AT AN 2T Tt |

o BIftha (5T ¥ ROAS AT FHTR: TSI 9 (Pause) I3, Tonih AfSTT (W G2 FRTH1K FCF 5> bie]

34 |

o DICofb BT AT FFICHEN: IO 0SB & 4|

o DICAftHA (BT S SITHAT FAT FFICRA: [T A IICSH AP (SR FreiRe IR (39 kg 1 906, 913
GFICH $0-20% JMCEB ITH) |

AP FOSII SJTS FIC=IZCR NGB e 8 NS FICATTG TS ZHET 3o |
Creative Fatigue and Refresh Cycles (f&txifos wrifoer a3z fAc= s1iacae)
T SR G G353 {7/ IR (TUCS (MO P 20 208, O oIt 'Iyis fecabe wiber' (Ad creative fatigue)

N 2T — & T PICABCA ARTFI I AW, CPM 31 RS IATR 4176 (AT I G2 IFCSTTACHd 2 FCH A7 | @b I
'Frequency' (936 (& (T FOIR AR ReaI7H (MTCR) CFI0F @27 T63 AL | (T 3l 3BT [FCRICI™T 0-8 21
B0 (T S fecaibe 11 foeiae s (Refresh) w6 | 2o -8 Q12 27 2K A Mg [Fib® SyfRerH I& F91 &= 9o
FCHD PSR COf 1Y |




Key Points at a Glance (1 “ItIC5d M%)

m 791 Ageiao fofeesse (Identifying underperformers)

m &b (P52 (Fwea (Creative testing frameworks)

m SIS R0 9 e (4@ 1 (Audience refinement)
m TS0 K6+ (=T (Budget reallocation)
m /[ (552 IR (A/B testing methodology)

B IS (F06F NI (Conversion rate improvement)
m T FIICABCR (Fere 1 “Aff Arwiear (Scaling winning campaigns)
m SFGIN3CEH (5Pt (Optimization checklist)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Looker Studio 3t Google Sheets

Pro Tip: The 80/20 Rule Applies to Campaigns (Caif 55t FHT=13CTa CF7q bo/0 AT 2raen)

S ACFHE TP b0 Yo AT ST TG 20% FICHAZ @92 fF b (20 | ©1F 77 v<eT 31 Sgere F1013 0 w1
(ORI SIRAS T 8 1 FCF, TN SH AT P17 15! o0 77 I3+ (73 (T SR 31 20% FITHHBAE 0 ([F FACS G2
CTterR “Afdfd 91 IS’ eI (Scaling) |

Today's Practical Exercise (SIetad 33217E SAe)

SRS (A SJAETCAR FICZ (GO (BT T F1~<) 77 @32 Looker Studio 1:R1 Google Sheets-4 a3 72w
"B (FAFE COf B | AN 3754 (oI (A b CRT A w31 =© (16 (Best-performing ad sets) @32 3
SR v3et =7 16 (Worst-performing ad sets) bfee s | 2ffol 13 1w GTi5w ~iReaist e F30s @36 FCa e
SFEAZCCHI SR It AMCFCoR S T8 | FROICT, SN R 2w 31 S1e e et @ -« arsice aah Ffafie
Scaling Plan (o $%|




Afoes ¢ — AFHL =BT (MODULE 5 — Marketing Automation)

A7 58->q | GG b TbT
G PIB T S A AN SRS ACNS FPHACAS - AT, 7@ 932 Fols FCH|

D2 AGICHE S2RICE JOF fea FiCg, oF TN, AT Isih Az e TRy FE—nfaTer | @3 SfEoE e
PO FCEA-SA! PP (7 FAER, 12 b5 HEHT (OO FAR G2 G3-51feTS 571536 ¢Of A T -0 38 Tb1 e
287 @ (Tt Afst (Nurture) 9|

What You Will Learn in This Module (93 SfS3ta sisifa Tt f2ea=)
o v foTT arfife A1 Sifma Pt fownisa  ge A w4l
o v FNSFT BCATE U2 T SNFCFT O T4

oV STIPNICE DS BJIG 36 G2 TP T4

o v ICORTCED A1 I BIIGIC SNSRI (1 Cofd Fl
oV IPLAR (AT @32 @ UFT (FAQ) TCNSTR0 ey B3t
o v ST SGICHR SHAGTHE WS TTo F00 G (Al) 927 T



A 58 — FIHAR FCAl-SN1 6 (DAY 14 — Customer Follow-Up Systems)

AFB2 SCHIC (Marketing Automation) | R 961
Overview (g qi7eh)

GRANCIR ST HIFeT] SPCT SR FCA-SN A1 TS CATCICa 0T | STl (i (F, 0% R (Fig S8 ¢ 19 31 ©IF (I FCer-Sief
GG/ AT 27, S (ST <11 3G -2 T (BB AT 2T (R0 (| ACEBL SACGIrIT g2 AN a1 FCF I3 @ Il
G ToF© FCT-SN17 P COfF SR MG, Il TG I MG (PO (PG &y AT =l 263 7R ©icws Ao v |

Core Concepts (3 4IRAR)

What Is Lead Nurturing? (5@ arfifaz $1?)

foT AR 2T (12 3T BT (FOIHH AT TPT=IF T (O 2, TR 92 Z0S A6ty A ORI (R Gely 77 2 | A3 A I 11fes
g T @ 2fI1fors Oy ST IH- 2MICE MO S OICre e T (I, S TG FLaw G2 JCe A0 SRS RHae e <afayea ez T | sfcaeiry cnst
ColtR, it #ifap(t i 618 7 CFoTat YR (FOIns QeI 89% CIf LT (FAIPIT FCa |

Designing a Drip Campaign (g F11t==12 fSwnize)

Gt FICEABT ZCAT ST (AT o0 4T ST AT SRR P IET, 1 (I @b Hfe Gona 3rscoa (CT9=: AZT-99, (St RIS,
16 TG F41) A7 2T 13 gl gl Treiea o A | 9 @ S SIS HTp (e e

o Day 0 (22 f=): ST (OIS @32 AT S (FI! ST A [ 27 (re |

o Day 2 (991 fax)): e S0 1 136 |

e Day 5 (% WR): G &5 31 (91 551G (S AZF R AFCeTR 973) |

e Day 8 (7= f=): IO T ARF AT gig=g 1 S Gt i |

o Day 12 (qciw f=): @36 15 STlF 1 2FSIR SFIF SoE=H |

e Day 16 (13w =) &= oz (Urgency) @b *fe=iet @ smid CTA i o |

2folh SNZER GIh 18 Ty 12 @3 Rne Fe-5-Spie*ie (CTA) 4=t 26 |

Trigger-Based Automation (fohz-fSfes SBicmm)

BoiR-fof s SICBTCMI (FeT A0 FRAIR @2R) (WO 1 $CH, IR ANME (I FICSR 897 S5 weg ST #Mfor | (To:

o (I TTGI S #1407 (o ST = T BT TSTR S 9Bt 2 'Abandoned Cart' 3T3e o1 |

o (I T ARG F70 A A "'Welcome' BILpicast i 2|

o o = 407 % 2 3TERCE #1027 'Re-engagement' I ZE1% 7@ S48 303 AT |

o IPGACH GUMC R fEABITD (TS AT |

93 QR [oR-fofee SRR QT (F5 €32 FTS (F5 IR 9/%- 3TN 1 T SCHRCER (5T S (¥ 203 AT |

The Nurture-to-Close Framework (A{13-5-(Fe cFoe i)

IR BB PIEEE R o1 410t Arern=:
1. Nurture Phase (sfast €19t): SO0 N I (e, Rt Cofd ST 992 O10va (IR I—a=I SRR (et [ 31216
CAfere 4t TR |

2. Engagement Phase ((P™&33 417): TORSIIES S50, A0S I SRIRFICH 98] F9—I09 %0 @i e 23|
3. Conversion Phase (FTSI@ q19): 215 SPRD ™8I0 9ieT <1, SIS S G eTR FNLIN Fh1 992 SFR S0 (FeTR &y
@35 erefq ifw (Urgency) tof il
ST ST 716 @3 (7 Ce o o7 ifoTs #if F9CS AE—ah SICal SIHTmR FEb 2R SIGACeR @27 [ofs F0a =11 31 giftes
(Behavior-based branching) tsfss e @2 Rz Haae s



Key Points at a Glance (&1 “ICIC54 ICH)

m oG wifiecas 391 9=l (Lead nurturing concept)

m G S>30 S1oic (Drip campaign structure)

m T(EFW 33 PRI (Automated email sequences)

B SICGICTITRR &= CTaICes < 4 (el (Segmentation for automation)
m foR-fefes Coifee (Trigger-based messaging)

B S-SR Ao g izl (Follow-up timing)

m 050 e st 9= e [ie (Nurturing vs selling)

m P ICsT foersts 3 oz (Sequence design principles)

Al Tools for Today (SISt &=y Q13 §1)
Claude

Pro Tip: Value First, Offer Second — Always (c2it fo5t: =titet S7ie] @, 2ita SrHiq — 7T)

FCHDH2 SCHTCTHCT (LG 9P 7 9eTb 20T W03 [ (6B S 1 Ot Bib (ne 3 | Si=ir &2 © (S ¢fb Caaeaices o

Ty 2831 Sfo© FPENHCE &F© ©ffe] 1 [l (SN (TN STAGA B2, SA1E6, R feear Sieng Muiee! eeietens Seg | 22
SRR 36T SIFIEID ST A SIPICE, TOTHCe fo16 I FABI A2l ST [T FHCS W (I — I P [ 28167 SRS 728

BleRn|

Today's Practical Exercise (Set#d I3217E SAe)

SPI AZCHR CACPICA 21907 A ORI &y 66 3T30ea @i (Gt Feeicast ez 330@ SR ChatGPT 592 3%+ | 216 R
9> I92RF FICO AEE: "Write a 5-email lead nurturing sequence for [7WR %45/ Include subject lines,

email bodies (150 words each), and a CTA for each. The sequence should move from educational to
soft sell to strong offer." a®3-&3 (e ASHAGH SICESIR 2REb T @32 Claude-a3 A=y GG e WY Fa

Sogl




A9 >¢ — FCHO 2w 316t ofsiwt (DAY 15 — Chatbots in Marketing)

AFH: SCHIHH (Marketing Automation) | X TGt

Overview (S12fFd i)

S JOoF SR AR 9 1, 8 B2 (W ICA! ferea i Ol Ted ST S | FH2 SribIbR e e 2 o6
Mel, T (FRIFTIZ F91 @92 FHLFTSICI (AN O 72482 S NG 93 RAAHC 72@ T C91eet | @ #A1Co St &

TRFH R CFC BT PO TG I U2 FISIR ASTEF FAFITSNE 2R F 1 7 |

Core Concepts (& 4I94PTR)

Why Chatbots Are Essential for Modern Marketing (St{& TtH BT 571536 (I SAfARIY)

G STIPTIBET (I fEree 117 Ted MTo e T SITT 8% Wb 5T e | T 571536 T (0 g I (S |
GG @3 5fSq FICS 616 AN 2 AGFRSIE I oA | a0 A=A, H7i55 G =0 2 T A F2 109 20, FLCA
FCEA-S FICS G IR AT G2 (FICAT IFN (FACTF B3 (HRIRFSII SN2 4o (Tert aereh ]iE 10z CAicR (i3 |

Marketing Use Cases for Chatbots (& 52ca 5716364 I7214)

+ Lead Qualification: (o3 [Fg AR &% (ICHD, T, 2CAeH) frrees F0q &F© 1 26 Foe =i (Hot
leads) PR T B 1CR A (rexr|

o FAQ Handling: S50 FRCHCY (I ferestsit 41 20fb AR 2iCae Sag Fafeeid (red|

o Appointment Booking: SI#NF SIIESICEE ALY J&F (A FAPAE SHACTCCNRG A1 RGTe (620 A2y F41 |

e Product Recommendations: (FSI73 517 ¥ Fb3 @517 fefe w0 o401 Lrer (o1re o1z = |

e Post-Purchase Support: #47 (Gfereifs i o deF® ot S My FHONR AfSTR biof w1 |
Designing Chatbot Conversations (571636 SN feenz)

93T BIIGAG FObT SICE FIE FAC ©f (67 B O FASRCTH I FLAAFAC GG @27 | 2w g oz
o WF(O3 T I I b &I BIGIG (CTI: "213! S GG GNZ SHPEIG, SHHICE FreICI A2 FHco 2Af7?") |
o TEABTH! TN (G W] FRCE ATH SAWAN (Scannable) 4|

o (NCHICAT GBS PR CFCQ HIGIB (A GF& ST A (Human agent) S 321 96711 31 GISTeR 919 35908 918 |
o JIRIFTFIN ARG (T RATSTE SHCS 5, CTRTH 71K SACa! fCerize 56 | T3S T ST TR IR eg @b
SIS 2% 3¢d e |

[Image illustrating chatbot conversation tree flow showing a path from user greeting to FAQ routing
or live human agent escalation]

Measuring Chatbot Performance (57153056d A awa=1s1 sAfa=iel)
BIGACOT SRS (AR &= (T (NGB TR 7 e A

« Engagement Rate: STI135 ST (6 SGHTaa 04y 7 A1 HIGICHH AT F 02 |

o Completion Rate: 39 *[SIex JRZRSI HIGICHH I FCAMPA A1 (Fi-T (17 02|

e Lead Capture Rate: 5jiG3C57 SIICS I *IS1e*! efa SICHE 1%, 3CN3e At (P 19 MevzsT |
o Deflection Rate: (I 12R] 2ITI IG5 G123 T *SIL STA A FCO ARCR |

« Customer Satisfaction Score: 56 (<03 gRF (re 3l 31 T3Eq 2R |

JRZRFRE BIGICER B (I ST @07 2T I 37 F¢a vz (Drop-off), ©f R 307 FHeREHH (F-F ke T 33+ |



Key Points at a Glance (& “ICIC54 %)

m 5753CH FR4PTR (Benefits of chatbots)

m 5753057 I92ICaE f4f$a (g (Use cases overview)

m 5JIG]CGR WiiCH fore 12a12 (Lead capture via chatbot)

m 9T (FAQ) SICBITHW 1 Fxefesae (FAQ automation)

m 57153069 AfwEh 3t afey s (Chatbot personality design)

m FY A3 5i1b @32 FU A5 92F 3363 (When to use live vs bot)

m P77 G130 91 Siewiae Sete 4P (Response time advantages)
m 57103CGR At Ao G (Chatbot metrics)

Al Tools for Today (STSCFA &=y QI3 H&7>)

Tawk.to

Pro Tip: The Human Handoff Is the Most Important Chatbot Feature (c2it f5%: s itz 5316

GTIE T4 1«15 2 BHBICE ST @wgsf [wo1d)
G (I BIIBI0 (O FACI T A GARRIICP I TSI 71 AT bTehs A SGCF (FCE G (I (AT ([ 28 (AT S

2iC =11 | BII6ICE e "Talk to a real person” (& ST MHCEF A F2A I6) G J@ A4 | 992 273 (I 2w

3 SRR FICH, T (T {7 T 932 [R&0G 5766 (I #113® Grectd F02 G a1 Proes 207 17, ©f N s T | 3
el 2l L 20T &2 HIots S HICTH G S5 AT (P G2 S 6 11 fore 2= |

Today's Practical Exercise (SNet#a 3217E SAA==)
Tawk.to-(o 930 f&F SIeIGS Cof T+ | @ TIHRISH 93 (g @32 SiCel (A Cofd A1 316 ©3ees (Chat widgets) @

FTG (715 (Canned responses - SIital (ACF (TS F(F I OGF) ST SICE B0 o5 336 | SR R (I 9
RPN Gy G BI1530 fabe (eTer (Firow ST @32 ¢fb 2ita) @b fore aizs=e (¥l (Qualification flow) fSeizs Tz |
[ARFFIRICHR FTIT A TSR (IR 84 S8 S 057 2ol a1 Tad (7 23— Srad I 7> Gl FHoRE™H &5

(Conversation script) &t (e |



A Y& — STAIIRCE G716 3F5ea= (DAY 16 — Website Chat Integration)

AFH: SCHIHH (Marketing Automation) | X TGt

Overview (S12fFd i)

93 5IHI HICEEr T #Hfamamt 2wt @3 f&fasT — @i Ciff S S TERAIRE ARSI IR Tt 5=pef et f&fast | @3 2166
SFICE FIZS 511G €2 BIGIB BT (BRI @ SACHIET CIBRITAT KIS TAT (I, T S fery B3 @32 @iz is

o o

fSfehq TORE Gj3 Al A2 8 FAFH Hfowes! [H*ew T4 |

Core Concepts (& 4I994PTR)

Installing Tawk.to on Your Website (S5 eTaa11305 Tawk.to 35651 F41)
Tawk.to SI5ItE @&l (=16 el (1 o (JavaScript snippet) 2= 303 T 9" eTId113053 </body> Gtk
2% @ICel (o FaCe 23| Sl 3t @3GTeRT (WordPress) 921K F0EH, O SiRe*Rie Tawk.to 2152+l IR2R 90 A& |

«=el Shopify, Wix, 3l Squarespace 305 2IbwCal fFerg 2Fora S 792 303 Ol Y& 41 IR | SP5ceri (<1 29[
AT ACLE 5716 SRCGBH ARG FZS Z0H T | GF4 SI#11 IS A (0 5516 2o P, #Afersier a1 Sz, S @<
FRG IS FREALE FC ol |
Setting Up Response Workflows (1951 eTFCRT GToeIi= F41)
ST 5315 SHATC Freica #ifivifere 2 of e w6
o Business hours: (¥ (T I S oT13© GUerse! 2T @ Gy S2fefg T Sefei |3 AHCa |

» Offline message collection: (I UET SIeTI3 T ARFCET AR AN, SCAZET A2 (NG A7 PR Gwf G
¥ (o161 |
o Routing rules: (¥ R &% (1N G&r5 I [GHABTACEGT F0T AR ©f e w4
e Canned responses: 05 FRCECT TR AT &) A (AF T@F (TS ¢ I (I TSF (M8 T 9lfS @32 gz
JBFTSICd AT (7F) |
Proactive Chat Triggers (c2e13® 5316 {o17)
cefeniEe byt 2eer fSfabtsm Sibacer @27 fofa S bIbI0 i (AT PRI BF 99 93 A&l | o
o (P FSMEHT SR 2ifZF1R 3 T (TS Wo CTPTSH (AR SREI FIC FIEFT (AT ATSICAT (CTH: "SR /{312
R 1o CRFICAT 2t e 52" |
o (I fSfEba @ 07 R Cofer (THteT (NETer (rae T (CT=: "S5 e g Jercee? Sifs stziay wace i) |

oo w [Ny

o (I FSTGHH (GFITE CHEr (RCT b IS JZCS & P! (TN " GG ST o] — GG 57747 F409 &ifl 5

AN CFICAT MRy I AF?") |

93 (IS 5115 ~Mfoh 718 72el0=d 21 wo-¢0% *7fe AGCx e it

Chat Analytics and Continuous Improvement (5316 SyRIEB3 @32 MRS S3w)

Tawk.to S+t Reifis SrifEha et v e, T19 50y I0a02: (N6 571063 71227t (Total chats), 5TS 5716 at (1
5Tb @R Bad (res 73 (Missed chats), Go1si1 5123 (S8 3 %), 5763 st (Chat duration), €32 QU&HMA
AT G752 | 2ffS iz FrTe Bibe e Axitesat F5- — ket efoh fSore 5115 Wewz e h R fore 3t Frbw 2R |
foferb et Fafire S =ear 2n forTsest TR Ol 4390 %) e G2 (ST A2 T SR 57156 &5, FAQ (e 92 SRR

T FCHHCE S TTO e |



Key Points at a Glance (&1 “ICIC54 ICH)

m 5715 S3eh 396 (Installing chat widget)

m 113 5I16 WSS 1 26! (Live chat management)

m G ey fGwiss (Response workflow design)

m SR &=y (b RFcz=w 6w+ (Team notifications setup)

m (RIZ SR W0 5316 #7571 (Mobile chat management)
m C2renEe oy Geiere (Proactive chat triggers)

m 55 Sy 3t o207 Reg=er (Chat analytics)

m STETIEA (e 16w (Offline messaging)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Tawk.to

Pro Tip: Chat Window Appearance Affects Conversion Rate (2t f55t: 5716 ©3t@id Aif5s Fot Faeias
@OCEF YSifFe F07)

fSeh 31 TRl EAoICT A et 7067 5315 AT FPTN Ol 212w 16 20 ATCH | S=ieiist 5315 SICeCBe 76 Siwietis v e
T ARRS T | BIICE IF e Te=lel ACeChe 2 (SIPTET e = ST SANCG ) G2 T | ST ST Fl5row 16T 1
falfe CaIeTer MR 21 T3 (MY (TG SIeT S 902 | SR 5315 S3Cerchd @3 (RIGUCE! 57T (Visual) @32 =14 (Copy)
ARISTS T FOT fSGTH HATR I FIi6 FICS TR 2, O 3949 I 2SR (FeC0 A |

Today's Practical Exercise (Seaa 3317E Spiiee)

A T (FICAT STITPNBCE ACHA ACF, S0 1A Tawk.to T3CEHH 37566 T3+ | =117 ©F 71 A6¢et, WordPress.com 3t
S (I 2GR0 G P (535 STI0M30 (o FCR A | 9317 93 (2reiEe Fork CIose I3 I (FRCATe (I fSiena 20
CTFC SREH IR 27 TISFTSI A6 (R | SoHIF TSIRG AR 2R Ter FA A (@02 ¢b F79e 1™ (Canned

responses) Sl (ACF (T 31 T@F (O T3+ | FRCA, (THL @32 (ARITTF—T©Y G137 (73 77 b11lbC3q sfeweoih
e e S5 30 (g |



A9 59 — 913 571636 Gbest (DAY 17 — Al Chatbot Setup)

AFB2 SCHIC (Marketing Automation) | R 961

Overview (g qi7eh)

SIS B3GIG S T e ey @5 1 e (3w vt | sfuess, i3 (Al) 3ibbete N FrelRe oiaf (Natural language) T i1,
TR ST (Intent) 4309 71T €32 O 59 208 It Tad T #11T3 1 e (A CeNial= 31 et 71| @3 oMo S @ = st
=13 51630 ot Botpress-«3 At #ifibe 203 @32 O3 FTSRE™H (Fi Cofi F11 it 31 fefebaums sforer Sieal 2wy $C3 @ ©id

OB FISIb FAE|

Core Concepts (T 4IF9TR)
How Al Chatbots Differ from Rule-Based Bots (F5-[SfeF I06a AT 9112 5715364 2A12f<7)

wol-fefas a1 A BIibbe e «h 2 Frars-3w% (Decision tree) (I bre—a= TR 3 X' I, O Tea 27 'Y | 57
12 BIIBRBE T IR s etz (NLP) 921 S0 81 (1Riee 2w Sy 31 'Intent’ IR 2, 9= G fomsica g a1
8 | G N 20T, GG 3G [ TS S "GBR T F9?") " F?" w2dr 95! F ARR?"— a3 556 @3 oAb IF5ees W h

G Sy SR 'pricing inquiry' (T TS feresp) fReT biee F9re sl
Conversation Flow Architecture in Botpress (I502-Q TSR GFl SNFEFH1)
Botpress-4 SR 516510 G fogmiet ¢ a1 fhrag eo! IR (o 341 23:

¢ Nodes: F=RFAR [RfST 417 7T 5=737 |
e Transitions: @3 g *$ I IRZRFRAE IF (AT (ATF RS (AT ez T
e Intents: IR SHCE 1 5 ©F (I NLP-93 S0 fST5% 1 *=re 1 29) |
o Entities: 32T ST (A L& (@A RE @2 (CT: SIF, 7 1 3C02) |
e Actions: I05h SN F P SR (CTT: ST ARSI, (I AP a1 311 1 (BB (T 3:71) |
w7 Botpress Studio-3 (SoF @3 TAMNSTE Gt SIS G5t w03 foeaifer e (3l ASirs A== |
Designing Your First Al Flow (ST=i=1a 221 =113 Gt fewrizs «41)
SRCHTA ¥ GFgell ¢ soee Fa—"oTe (SRR E' Mo o7 2423 (Fl-T @ o | @ 93 (7 fGeis a3
1. JRRFRE TS TN &I OF 1 &cees Fa3 |
O &I ARG (el &S warg, e’ i A3HR) bive sl

2
3. OF AER @57 fofa F0a 2-ofF RIZHe A1 (Ffereise e Fca |
4. SR 33 Sigh ez (Capture) IR |
5. ofPERe 92 2 FhC3 S2R_T 93 FCerR FfSTer 3 39 |
A FCH, ST (F1C (X (e 93 WME 2 31 TerRa T3 Ae A E—Oe Giberel IR 9O ST (T 992 FASHETHT
ST 919 219 3T A |
Testing and Deploying Your Bot (S#1a 35 SI3r#t 932 Zioi F41)
12T FAF ST FCAPRFLARTE 21 3919 & Botpress-4 @3 [75-24 203 (Built-in emulator) 30z | IRZRFIRR ARy 77 H
12 3t A1 (Path) 2R S0 (73
o TR OIS (FIT Ted et I q5?
o ORI AW STCH-SIF-GIF N S (HICT & FC O 6 (Fo S5 FCH?
e  JG7 (meq 'Fallback message' (321 30 g A0S #A1Ca =11, O (T T3Sy 91 (2) Ifeger a0 61?2
AT TSI 3 297K ¥, Botpress STIbIG SFBTalt=a TICT B SoE SIS & 91 (B2 T | I0F (I 60 a1
TP ICACE [Pl ©F KA 22 A2 2 SMCR FRAPFATG TN NRTSI 2RI T3 |




Key Points at a Glance (&1 “ICIC54 ICH)

m 913 57154053 aer< 1 F1< el (Al chatbot logic)

m F7RF2 (1 fSwigs (Conversation flow design)

m 39060 I IRRFERF ST =g 3 (Intent recognition)
m SCGICTHH GeieTi2 (Automation triggers)

m 9913 (R =2 (Al training basics)

m 350207 #ffbfS (Botpress overview)

B TSRO (1 51971 31 (Testing conversation flows)
m 36 B @32 2RI (Deployment and monitoring)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Botpress

Pro Tip: Start Simple — You Can Always Add Complexity Later (c2it 591: Sioreita v# F&4 — Tibaret
AT CICFITAT ST 9 F41 TR)
Q13 BIIGI6 CORE (FFCd ARCHCT I8 BT 20T IRZFF IR ST TG B O GG A2 93D SToT@ Gibet @ I *MRM#E

(Branching) ¢! o 33 (petl | &=ea 71q ¢fb (A1ted (Nodes) 93 el 36 i3S I8+ | STeT IR IS A0 6
ICAPRFATGCE o] I+, @b 3 AT OIH FRCHC AR &% I 2G]RS AZRY I | 9377 (12 (THR @7 g 3
SIS (-7 2R AT | ST DETSRET (A (O I GheTo R (5T B (ThT RTA I O T3 72 ey a FTa (I
BaRCl!

Today's Practical Exercise (Senaq 3317 Spiie=)

Botpress-9 &3 f3F SFITH (O I3 132 I@W ¢ (e [XE So7 22w A 57660 (ofF 86 | |77 (o BhHro
fCra s el Aece 3ea:

o JIRIEFFRCE FI© G (Greet) |

o OIWA I frcess w1

o OIWE N ATIEHD b w41 (o o 31 Rvg =) |

o fSH areR ReRics wah gmf 3t wreifs Teg crew|

o I 3N WG 242 (Capture)

T T4 77 069 Re0-24 2 (Emulator) &ifSh SR 2112l 3 A= ey 51 I3 (14" 932 SR 77 341 (-5
Gl b e g |




Afoes v — qen3 JHfe 751 (MODULE 6 — Al Marketing Research)
A Sb—5S | GG 8 TBY

3T 9IARelT 992 ST (HTT @Iy AR Sbfefrer Srhlerremt 3t a=iE I3z F |
(3 IR AR (Market research) ¥6ifog @ mRee 2f@RGE I o8 To @32 AReeTe] *%fors Fd TR0z |
Ao 2B @32 [orT ARRICIR AHICT SN @2 903 3072 2fSeaidl Resel (Competitor analysis), IR 9 (G 31 2Reo

IR @32 SIS 3135 1 i ARibS (77 TS AREA—IR &y STt 5724 @36 Gob FGABTRS A ottt Reicers acare

zo|

What You Will Learn in This Module (9% SfSSteT Si=ifS =t faraica=)

v 13 (Al) IR FE (TR 3G @77 REiies @ 2[Rzl sig=et w1t

v AR T @32 TR (5T @ it b w3t

v ST AHHL GICEE T (Pt I8 SAf1a [os=e w4t

v IE FFIER (SO (Large datasets) (A SR 3011305 1 ©f (37 41
v 2ffS NGIZ IR 27 9BT ;7 GICS M0 93 oAb (Fwend cofk

v NI AT Il FIBGLASTE (RIS SoF7 Pl




A Sb — @=N1R I3 I EG @516 (DAY 18 — Market Research Using Al)

aeiE cHfoe @16 (Al Marketing Research) | & 961

Overview (g qi7eh)

SICo! (T SMCED A1 3T IS TN FIC0 FCIF AATZ EI09 (T, G513 (Al) 9247 O FCIF GBI AT Qe | @3 #110o oA et = iet-cas 3t
COPITR TR AR 79115 F9% & Gemini @32 DeepSeek-9d ol w@iie q@iiz FeT 9214 F1 R — 7 G A Tge et

bl FA0T #IRGH, SGER ey (Audience psychology) TS ARE G2 ISR I3 31 (FS SCHIHN FICI A AR ACHHL

B AFei AfRpem 9|

Core Concepts (3 4IRAR)

The Al Research Advantage (@it6a c%ta @=ii3-a3 i)

AFS 3T 5T A o srore fzeifog ¥3e e | sy, aSi3-5ifers b (T9 %9, (T3 3T SR SR @92 QAR AT
QLGS SACTE 31 IR | 913 Gl (e Aq FCIF NG 0Ly 2 2SI (TB1 2CT6 RS FACS #A10d, (FId SbACd €9 (Consumer
behavior) Bz IS ~Iit7, I© IT TG FATCHT ARPRTF (S FICO AT @2 AT Gy 1@ A+ 2RI 1 gi=eit Cofi F309 it |
(T AFHR @13 RACE T 516 303w, o eifScaifron et @ At 2|

Prompt Engineering for Research (f@1t6a o=y 2=15 2fesfamifae)

SR G@IE RIS W Tl o S0 SPI 4067 FAe 8927 | S o1l e bt gois e

e Role (2f¥=1): "Act as a senior market analyst" (4 H7 MHE SRS REIE Fe 30 |

e Context (ca%15i5): JRMe TTiy, Colalilere SRgH @32 TR Srard 311 |

e Specific question (FR@E 2): 2020 AT T-F WO A ¢ AR (Fo F 12"

e Output format (SIEG2B FAIG): "&fSh ACET FATH (CHPR 4D I [oHb HAPICH T euiv wear|”

ST 13- FI(Z OCAF T (Sources) SIS biv @32 el ke et fNeer qi512 Fea N |

Using Gemini for Trend Discovery (5= cdiena &7 Gemini-T I54214)

fACeT-513% 1 SRR (B SR &= Google Gemini oys *feiiel | @btz =y (To1C3 59217 90 I3

o Y @ Gibet IR RCAhd 72er ARRCFA (Summarize) toR 3|

o IR e o (Niche) (Gfoe Razeten goer 31 4 |

o IPOAR ST W32 IR SR (BT (A (Foitnd WPee! 31 B (Consumer sentiment) Ricase w3t
o NI HHHEINS (BN 871 e wca Sfeast AT (Audience personas) ¢ofd 4

PO 8 e (§@ REARceR &=y Gemini-1 2P125% e Google Trends-as (BBR A Rfercy ar<2fs w3 |

Validating and Structuring Al Research (a2 f@1It63 sToye! TH1E @ FISICT ¢ofJ)

(3~ (NS AICHH Fereet 91 SMSHZBe T T A512 41 Gbw | 361 ©27 A ARG T 2fffse T (ram—a4ey 3w [eeilb,
STEIF (BBT fFeT R ICEA=r 2CRelf A @F-(FFIEST (Cross-reference) 31 ey R | SoH@ pors {oib Reoibbes @3l sBiehG A e
JTSICIACS ATGTI:

e X5 eSRST (Market Overview)

o IfGCIs SyHIERHT (Audience Analysis)
o 2 24 (5 (Key Trends: 9-¢T)

o T rAMPTE (Opportunities: 2-ob)

o IR 4F (Threats)

o (IS #elT (Strategic Implications)

a3 AT PIOTCH ST IR O ACFHL (T R oy OIRFFSIF IRZIEF SACAN I (ST |




Key Points at a Glance (&1 “ICIC54 ICH)

m 2oIg 31 Aefefee oiteeei %S (Industry research methods)

m 9 (G a1 2Rerst Cierd (FeT (Trend discovery techniques)

W I3~ 93 MG SGCIsT 3135 41 2z «AffbfS e (Audience insights via Al)
m fP1CHR @y 216 3fgfaiie (Prompt engineering for research)

m 4SS (T =Y @ TP (o (Data synthesis)

m {115 fRCsiicha sl F191CaT (Research report structure)

m 913 SGH2(5F oyl AEIEwIe (Validating Al outputs)

m 2RI CACF B2 (e 710 F# (Research to strategy connection)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
DeepSeek

Pro Tip: Al Research Is a Starting Point, Not an Endpoint (c2it fost: a2 @it zeat wwea 75, o i =)
3 TS FBICNCE AT R S (I G 8 APCHH S (7 — Al e (0 g (et (Ob1 o wea =1 | ©f3

GE[3-9F (NS CACFICAT TE A1 g7l Wi 7 361 S (Primary sources) (S 612 S e | S oicqaefis sifo do wel
(10x) G NTo @3 IR F96, (57 (13 SMTHHHCE AP (TS PTG TSI FHCO SN2 ferg [ordfar, Toig wiv @92

I RET oo (Critical thinking) et s

Today's Practical Exercise (Set#d I3217E SAe)
il ACHHL FICO AL OF (AR AT G5 3SIG I 2 ([0 7| 937 Google Gemini-(9 93l Reifiw 215 My e
R TeT ST gl F:

o I WP 3 2% 219 (Market size and growth rate)

o A o> FEEA CTICTG AT &2F (= (Top 3 customer segments)

o b TARN (G A1 2RereT (5 emerging trends)

o b AW AFHe 5l (3 marketing opportunities)

93743 (13 ¢ (TSR T4 (A (AR @36 (GO0 oRe R @ aelqeita [ieawe $9ce DeepSeek 3927 w5+ | S/,
TeY g3 (AT Al (e sfR0Td Ao 3l Market Research Summary (JICFG 3115 A10fR) SHErs tofd w6 |




A 35 — a=1? IR I Aferad f[Reaser (DAY 19 — Competitor Research with Al)

aeiE cHfoe @16 (Al Marketing Research) | & 961

Overview (g qi7eh)

S AT TAE ST S TOpF ST, O (FTIS A I To el I IR (g @ Rt Irefs At (Competitive
advantage) 9= (q¥ | @13 G Ce SeNE 17 Fo 2SR b Wibier RERe FA09, SIE FIER (SOEE T PP T qGoeTe
(Gaps) Bfes F9re 992 ST (T GRENSCEICS K6, CTRIC S e Hres e SRE i S0 AZRy S |

Core Concepts (3 4IRAR)

What to Analyze in a Competitor (AfStatiicna @iv @i f7aw [Resas Facaw)
@l sfeffor efforani Resacem siesr Hovs Reae e 4re:
e Messaging and Positioning: Sidi RTs(a @32 SItd SIERDE FISIR ToFE=i T 391 FI0R?

e Content Strategy: ORI FI A0 00 (OR FACR, (FIN (I IS MR @32 Foe #47 77 MeR?
e Ad Strategy: ORI 43 Y20 F {4 Keal=i blerieor? (4 (wite Meta Ad Library 3926 $5) |

e SEO Performance: (¥ (4 FeITET R ORI @4i(a Suffae Giws #itg? (b &wce Semrush 3t Ahrefs 3921 %) |
e Social Media Presence: S0 (I G (HIGra (et Ataiaess (35, FEHEHT 479 G2 TXFIR AT (TR T (=72

e Customer Sentiment: %9 fif$T, Trustpilot €32 Reddit-4 SR T(F (FOIUT TOINS | ZFF (FAN?
Using Claude for Competitor Strategy Analysis (AfStaificaa (Friet fResacs Claude-4a3 3329)
(TCFIAT TG SIFIC GFE RO FACS 992 TR (TSR (IS 4390 (Strategic patterns) e (39 F3c9 Claude S1oy@ #iw |
Sl 241 AfSTRENE e, 'About’ (ofer @32 &3Rie (2t WS (GG 1 3¢ Claude-3 (2P5 I+ @3¢ f&reest T: "Analyze this

company's marketing positioning strategy. What is their unique value proposition? Who is their target audience?
What pain points do they address? What objections do they handle? Where might their messaging be weak?" @3

RCEeIl SR A58 At 03 S0 SRFAPSIa S0 Ao |

Finding Marketing Gaps with Al (Q®112-93 STIRICTy CFH2 27t Yoo @3 F41)

SCEB 1A' ZCTT SBT3 (I W 2fcamer, 055 b Reear siferfae fece—ar sistie afSeaiier ASeeied s a1 = Face
ARCZ 1| ChatGPT-(+ 9sit férress w3+: "Based on what I've told you about my main competitors in [Si#17 2],
what marketing angles are they all missing? What customer pain points go unaddressed? What content topics
could differentiate a new entrant?" @3 (e s1e T QGRS A1 PSR @ A A FRCGTH A=A MCFH2 Fearar |

Building a Competitive SWOT Analysis (2fetaif et SWOT e ¢ofR)

ST A -0 G 2SN Gy 93 SWOT SiHifeifsit a1 SISt Coft F0o aeii2 <2l S

e Strengths (¥&): ORI (FH FGS T SRS FACZ |
e Weaknesses (9To1): ©Itng AHH2 1 CRTGICET (IR (AR w1 73z |
e Opportunities (JCIM): IAGIER (FIN (P T CFUS AT Ol (N “AcR 11|
o Threats (§F): 2fSIPISIETRE AR (TN b2 TR AN O Jie24 sz qeacz |
G377 @3 2 ANFEABE S frew e 4R = (Flip it): 9w a3l sifemifae 5515 coft v 31 efSridiom i itz Sice i
92 SICne *fes SRS IfSed bercd |



Key Points at a Glance (&1 “ICIC54 ICH)

m 2SR (et Reaer (Competitor strategy analysis)

m FC00 97 1 916fS fbfewwzel (Content gap identification)

m [ei7i (FIieT 12 1s Il (Ad strategy research)

m G2 97151 A1 FRCER fbfewsas (Marketing gap identification)
m I3-93 AT SWOT Reswet (SWOT analysis with Al)

m (T q1 e Aeme fdfse (Benchmarking techniques)

W O ACICIR MifHe I it Cofk (Opportunity mapping)

m AfSrafenETe el e sg- ¢ofi (Competitive positioning)

Al Tools for Today (SNETFA &=y QN3 HoT>1)

Claude
Pro Tip: Spy on Their Ads Legally and Ethically (c2it f55: si3=ere @ (AfoFsita Aferariitns [Restoie Tora
1Y)

(B1-3 971G N33 ([facebook.com/ads/library](https://facebook.com/ads/library)) 2@ @3 3 @32 Fe=
G GG (GOIC, (LI (FIRF 32 SPHISCH A3 20 Abet AT 75 [{esi=i (il I | A= (1 2ffSTiag =i fered 11
IACET2 O 0F T G RSl BIFITrg, FCI (A HIFIER G2 (FIN (I CHACACH (CT: e, (hifder 31 [{em) (raive—of

A ST TN 2RI | MCFBIHCE &y @b Srors *fe=iel s12b 3 7o G ATl w2y 324027 bai |

Today's Practical Exercise (SNetaa I3217E SA==)
woiIe RS So1RGa { o AfSraiices (U W | @I FHTbe 19t Te SR T6:
1. Claude IJARA FF: 2STINWF (AT TS (GO 1% 7 Claude-9 (775 I 932 OITe STIIARCHF (A2

M (TR 45l Rese weeet|

2. ChatGPT I3 F31: T 2SI FIETH 470 AT I3 ©ICd FGFI S@w ofb MO aipi=f (Marketing
gaps) 31 9I6fs e (79 T |

3. Aferifae GBECIE yw: AT, St S 1 ey greh Freid 83 12 AfSraiiy faemor Siee bl e ord
FI—OT TR I 2¢o0 *1e 93h "Competitive Positioning Statement" (ZfetaiforET seg K<) tofd

|



AfCCe q — MHMe2 Fricser (MODULE 7 — Marketing Strategy)

W 20-35 | 1B 8 TBT
S SIS 73 TROIE Gl FPaide AR F5f e T GIEE qeRizE 29w (Sustainable growth) [#5s wa |
ST SeTmT CPHL TFelate 9392 e (Exponentially) e 203 815, T2 GTRENF 9Ih J1TE @ JPIafs (ST

pa

SR S 27| 93 AGTHAD AP (FIHEIOSIE BT FICO AT — TR MK FCACE A0 BT Wbl ST, AT I ST
g (Positioning) IRISICT QLT 41, Irald A ACGD 1% F41 972 G AFH2 27 1 2A7e=1 Cof w31 A AT

AT TR G FICS 2NH |

What You Will Learn in This Module (9% SfSSteT Si=ifS =t faraica=)

vV SR BTCob SGCst 31 e (Foitms oty biew a2 siewiie w1

V SR AR G FRCHCR 0P @ SSGE DL HIICeTe e (0T (F e

v &3l FRFEA @ (SrHICe e Afe=fe G55 (Brand positioning statement) o w31
v ST BItACeR IR SRS (SRS MFDL I0es =% 40

v 93l 7 A He FICiET SiiceTs R (Campaign calendar) tof w31

v RPAICHE e Gy e Cof 2Gi1CBTer a1 (R ARSI 932 F 19 Tefo <l




a9 Y0 — NCH b2 *Grichfer ¢cofd w4t (DAY 20 — Creating a Marketing Strategy)

AHHe Gricefer (Marketing Strategy) | & 96t
Overview (g qi7eh)
a3 NEFHe GG 2cen 72 TgefaeaaT (Master plan) T Si#R 5@ M6 Praigce siiivemt w0 | «fb R 0 oy w1 ort

frTrR, SIS O FICR (IR, SIHR I IETCRA G2 ISR SR AIwen 23015 0% | @2 #A10o S @3 (Al) §ort @32 (Freeiore
(TSI IR IR G0 57 e Fiesler cof w1 B |

Core Concepts (T 4IF9PTR)

The Strategic Foundation: Know Your Audience ((Frre fefe: st sifecmsies wie)
2 B2 (T ©F 27 AR S (ST AT FEHR FAE G 757 @ N €170l A= W00 | @3 o=y @3 [wifze Ideal
Customer Profile (ICP) i S SE5AR C2iri3e Cof Fe:
e Demographics (TAfSfS): 331, SwEH, I, (o |
e Psychographics (F®g): S04 @ FEHRN, SFes], ©F 91 1%63] |
e Buying behavior (& S6a%): ORI FISIR 2Rl N AT FCF, (PRI AR (P, (I RITSTE OF Pas geike 33|
e Pain points (3071 3t 91519): ORI 0% (I AR TTI e IR 2% |
e Goals (77%7): ORI I GFCe TP 1 AN ez |
o[ ICP T & e 203, S 2fsl WEhe Frars oo @ errrent ¢ F1ee 26|
Channel Selection: Where Your Audience Lives (55ta [R3157: S#ia SISt it SA=s F161)
S 4R BT I TR &) 16 30 11 | SR SHGCIT 932 Rt T Cerd A (Ser #3e byfceret Mo waeet:
o B2C 2y/Gat (T AT SNFEAm): TG, (R, B |
o (oMW GTAY/B2B I3 o (Linked|n), ot o1 |
o FIAIT A PN FPI: @it A3 [FeeedT (Google My Business), (@i @5g¢ (Local SEO), R |
o Z-FBT: @l ¥, (BT IIIGA (Meta Ads), 3tz |
o FICHT-YYIN I @38 (SEO), 3THTT, 3rwze NewcenH|
GFCO3 I GV 21O 1 FCT 2 T 2-0fF HICTeT (0T 7 932 IR TEITS wrs! S6 F419 27 S bIICCe #iffd |
Crafting Your Positioning Statement (sife™ifS: GEoCS Cofd Fa1)
ST “Aferifae GHHCFHD e F0 (7 AW S FISHTE A FISIC (I 1 FHR 0| G G Sl S131ca1 05 (et 2e=r:

"For [target audience], [your brand] is the [category] that [unique benefit] because [reason to believe]."
Grrzger "8 SUTeind &), SMARTPRO Al 2CeT @3 @35 HCHDL QBT 256w [ g 3¢ M BT 903 ACF0e 7t emiv 3,

Il 9 2ff Sl (o COf PR MOPRACT FICAZA A1 G S S TPty 77eet ACFBHT "
93 UFHAG CEETD ST 2ifSh [eseH, fFrbe ude brits NIv s Pl J0F o1 (i |
The Marketing Funnel Strategy (W52 FIta= 5716 e)
AIRCFA (PHPIGE TG (Customer's journey) i S=HIE AHHL G @ e e
1. Awareness (oS! - FIACETA ST M) I AR AL IR CHARICA — It RS ST, FEo5 MCPH2, @726 |
2. Consideration (RGI6A! - FIAETE TFS): (FOIE 7F)@ Fa — [GIabe Reew, Trazet feeicsy, safianm|
3. Conversion (F183/R{& - FIACEA OIF =12H): TR SO (Fed — FRUE SR I FEARSD, (ST 2o, FATCH* I
araref|
4. Retention (40 A - RGTAIGA SLH): S50] I THEID (ST — TCAZT FCA-SNA, FEHARF T
SRR 2O BITRT 932 (T (I FICACER AP ATl ARSI 2R F41 27, ©f [#6o e |

~

e, aarghre 3 Ko seo5 |




Key Points at a Glance (&1 “ICIC54 ICH)

m S Gitefbe Giithfer (Audience targeting strategy)

m 5JICeT PIceie =i (Fwedid (Channel selection framework)

m e XGTIChTer 3t SR ffael (F1ieT (Positioning strategy)

m ©Jie] ZCHAiferiv fSeriz (Value proposition design)

m ZfSCaforET ety Togel (off (Competitive differentiation)

m B2 T 271 At #fig=t (Marketing funnel planning)

m TS SR T 317 (FNeTF (Budget allocation framework)
m XIICGTer a1 (et THCICEE (Strategy documentation)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Claude

Pro Tip: Strategy Without Execution Is Just a Document (2t f5o1: BT QST (FHE (FIH3 9F 0 Flare)
G el @ fRTIiEe g1 216! 2R AT H3eFR MCEH2 GICHTE 91 (FIHEDS T2l SE2i | St Giieier o =
A, GBS SR MR NZAETTR 93 So MTT S 21T 487 e | 9 A8 TP 2ifS TRR=si (13979
CFB R SAMT SR TR A FATE (01 I, O (AT T (P SFHAT (AT o (o0l ¢ |

Today's Practical Exercise (SI&#d IA317E SIoAlet)

ChatGPT -2 ¢ SR 2R (AP I TR Gy Gl 571 A2 AicGTer i3 (Strategy brief) tofk w1
93 0 2 TFO @ S |CP-93 72!, (qfe TR A ot MEhe o7, @l #iferife GHors, it 2ifoh ek

Gy 241 ST (Key messages) @3 AweTy ARGNCaR oy A1 KPls | 9327 (@i 2={erb= 900 @32 @3 (ST qi6ie a1

e Qe o fifew F9re Claude 729 T3+ |



AT 2> W TBT
FIACTA &= NP2 A7 (Marketing Plan for Business)

AFH: Gricefer (Marketing Strategy)
Overview
@ NCFH2 FICERT ST 30T (T Fa00 27| GFH AFH2 A7 SAPITE I (T PSR, FT 2 (P KA At 57917

TR P O FAC0 21 | 93 AT FA TR NFHL GICEE ANUE T, IS G2 AP I8 2ARAF77 @b 6T @
ABIRCN MCFHL 2 TS S |

Core Concepts
Marketing Plan vs. Marketing Strategy

Strategy = "% @32 (" (5icafb SSCsT, Aferife, brice, efscarfisners 3R |

Plan = "o, T3 @92 (" (A2 FIC13, ST, et €m, How 71y, KPIs) | 163 araem: 47 2ot Hrice
12 43 ©g; FICHTE TG 27 20e S (g feaeenil A | @miice Neet St 9l 7pieaie @ eFeyrsil MCFhe IEIRE
e s

Campaign Planning Framework

WA A 2fSh FT=E3 o HE T Objective (43 IITHEER T A7 E FT werrret wiftre 203?), Target
Audience (S1#H ICP-«3 (i (78 312%1?), Channel(s), Creative Requirements (1 $30°R S5 ATE?),
Timeline (w3 Sif¥¥, FIfg, 249 T2EE), Budget (CII6 235, iitet SRiS 367), Success Metrics (FWg ¢
A= KPIs), 932 Responsible Person/Team | 2o Suicars =y b @ Campaign Brief-a wfas s¢a 4+ |

Budget Planning and Allocation

ST (G ACHHL ICED MR w7 w6 | v KRR ey 8o/ [$fa 301 biiter Sl 31m I RS ARTicsH (O (M
), FELAR AT THIIGT, HIAER SISO (IR | G A [SEEI-F 05 % @3 20O AR 80% (213 (AHI7ie,
3¢% 6 (SEO + PPC), 5¢% 55 (4, 50% 2CH3eT MCFHHE FoPT @32 SCHITTH, 0% Siieiba @3 (G52 | g Biiter 41
(P &l AR Ty FRETI d0-5¢% ITEE STl I AL |

Building a 90-Day Marketing Calendar

I8 AN G FICTGIR AN IR FCHT MG e | G N TGS St FCH5 BRI TP,
JIC2I3H BF G2 (¥ 297 ©ffFY, RIST 1 AT 992 SAFGHZCEH NZAEH, RCAHT ©ifFd, RO (FICAT 35 @32 T

C (PAIFTBI 8 9 | G TSI SIS PGS 2ifS MER=s! O T, (1 J20SF UTIRT FAIT 2 A IS 7o
T WRo® 03— T MFHLER (HCq Sow @3 = e s SREpize Ffk|




Key Points at a Glance (&1 “ICIC54 ICH)

B FIC1ET 272 (Fwe3F (Campaign planning framework)

m 0G5 27N (NS A #iafs (Budget planning methodology)

m (N1 OB Ter foersa 1 egfa (et =<6+ (Growth strategy design)

m W32 FeTeR tofi (Marketing calendar creation)

B COICRTIR ST 3t Seemiong A2 caelicatl (Stakeholder communication)
B 27 SHCHACHAA 1 Afiee=i aRa@wel (Plan documentation)

m % SHIOPICTS 1§ Joie (Risk assessment)

B RO (G (O 31 o1=eCers #ifiwieRe Hdfae (Success metrics definition)

Al Tools for Today (Snea &=y @@z — L)

Claude
Pro Tip: Plans Change — Build In Review Points (c2it 5o1: sifasamt sifafee g1 — srficais=ia st [Refiae
T A

rer SAFRMOw 27 | Sy Ao 23| eforaiiar o= *Mews! (73 | Si= " A2 2 DI 2Riem== 7 i {feT

A COf P AIY: BT FICIBAGTER Gy AR (535-3, o GICHTer RIST @32 (oo 2iyiet eI A1 Afsmemi i |
T (GO AL A RFH0 263 4T GRS Wit FTN SCHI NCS! PR F1 G SA~1 T TS 271077 (HTT ST FeTizpet

el

Today's Practical Exercise (Set#d I3217E SAe)

20 ©F 4 (Day 20) (72 7R &= G316 o T AFH2 27 Tofk w56 | @31 T4y @@ F3ew: of5 ANUME FHC>13 (ST,
BICET, STNEAN @32 ACGHoR), G5 AR ACSRCET [, 8 AART G FCH IS SR I (b G AN AfPg
Apey AR T ¢ KP1 31 Sl G5 @703 | Claude 3727 33 A @3l 2tm*=iet 27ifHe SHes Rt Tt 56 |



AfSCH b — ST JrifSe ¢ F7ifama (MODULE 8 — Personal Branding & Career)

A= 33-38 | CNB © qbY

AN (7R 2IfB TS 910 weiw @< feferbier NeFHe Siag wyifaaia w Fe |

S TSR I TLND G AT T2 SA Of ey 32 SR I QLA 470 A | 93 WS a1 SARICE @ ot
oIS Tofi S0 (TR T SPHIE FIG(F 2 F9(F, GFh SFEANT @G 31 S o 300 2Ry F93 @32 MHH2 THRGT

@ T FICFHHR A SACHBI G S SRR S0 Qe |

What You Will Learn in This Module (42 SfS®T sisifS Tt fii4c=)
oV G CoXimIE NFHHL CAbCrIeTS s T
oV SARISCIN TR AT AT F ST 2l Fel
o Vv @3 (Al) 9T MR @ T B (FGCH O Fa1
o v A2 THRISTA AR 2N TR G 2Fo (el
o v IO FE-BIZT IS HCACHR &) (WGP 2GS a1
oV AT FHGLCIR AICH fNrer FSacane! A1 (FERieh tof w




A 23 m R 9BT

AFH: conbrrifere ¢ofd (Building a Marketing Portfolio)
sicii=et Frifee (Personal Branding)

Overview

Gl MCFB2 CAABTIeTs FCel SR SR & Cof a1 FRCGC *feiia 2fon | aff SiwwE vt (9 I3 11 (AT

IER S FATEI PR | A (I 5RARE Gy SN S, [FETH FIICH IR 16 YeTCR [5231 NS AT Jre tofd
FARA—a3h A coibrifene ofsh Jramr stremr ofers Igadt e x|

Core Concepts
What Belongs in a Marketing Portfolio
S CHABTRITETS SRR ORI PSR e e AT Shw: Campaign Case Studies (Stw#y > (F*e > IR >

Ferret), Analytics Reports (ARFIIIR Safo (205 O3 TIHaes a+G), Ad Creatives (S5 (ofd (-1 sFeiae
fqesrits 24 @32 3#), Content Samples (37 (75, 3TN3e BRI, CI*iie 065), Strategy Documents (FEGe
2, SIS RPib, eforadt icee), @32 Certifications (Google Analytics, Meta Blueprint, HubSpot Zsifu) |

The Perfect Case Study Structure
oAb rifered offSh (31 3511 W3 FSICH SpiRel 31 Tfvw: Background (31 siicetg 1 fzer?), Objective (si=icioy

TPHPIZ S FT G FhC0 bivRe?), Strategy (= (FH 2l 879 FRREH 932 (I747?), Execution (e (= e
CFETRCET AN FRREEH?), Results (225751 Feiieet: 716 712251 X% Jfa, $Y At 2fef7s, CAC I Froa 93 3femiv <5
Z% 3P7) | TolFeTesCe TR S GUeT G — FIRE FABRY RIS @32 FIFGRT @b 3 HRCEC @ (A4S bl |

Quantifying Your Results

12271 1 CBBIRRN ACFHL CHABTPITS 74T 2Fow 23 | FROT 2Ll MO FoieeT el Fea: " Resro it Sl Tmo SR

779 (50 "CTR 0% (X0F MG 2.9% FCAR (Sbb%o )" o1 SR (A SFEA | "9 e 716 CEreTCai FICi2e
BIfeTCRR" (TR (5T " ¢o oy CAC-9 980f (FITMETFIZT oG (o FRR" o | "@aige Tme Iy @3 e "so iy sefifazs
G Se0% 3 TR o | Sivi F10g 3 I3 FICZCR (BT 1 ACF, T G2 (AT SR ecs "G 2res” Re
< T, (TR FICGH 2O G2 S STl 2Cerw i 1 S P te =Beiy Srag A6 |

Designing Your Portfolio with Canva

FSICe (Canva) bIFR 3 (Ab T (5eb 03z | Si7me cAiibrifene feiats 361 Ao te 2t a3 I S
3T 31 069 992 (-9 F8), 2ATFHHI Bireialzr (= o6 F5), ot (2135 oo 3t 2ifer wrreht 30t (Sl o woier), Tw-

AR s @3 FEeaet 92, 132 @3 {2 2RIRE It & I6 T (TS AT e3[R 2L (F F2¥B (72t 707) |
BTN AR &y @ h Pifas (PDF) S @32 (it RSy (i 31 STEReiRis @ F91 & @3 (a3 fors erfi—Tox3
[SSEREEIRC]



Key Points at a Glance (&1 “ICIC54 ICH)

m Cviibciferes Fo1Ca e (Portfolio structure design)

m 2% SARIPR 16 (Project presentation format)

B TAFCEE LS &< (Results quantification)

m (31 351G Cofd #4f (Case study creation)

m Se13 Coiiberere 2ibestrE (Online portfolio platforms)
m Coiibriferes foge fGergs (Visual design for portfolios)
m CAibCriferes FKC o1 <=1 (Portfolio storytelling)

B PICICHA A SoE#e 23S (Client-ready presentation)

Al Tools for Today (SNETFA &=y QN3 H&T>1)

Canva

Pro Tip: Your Portfolio Should Be a Living Document (c2it f55t: Sioi iz coibrifere aa e wise et
o)
AR CAGTFIETS TORT IT6 TNGT2 WF T3+, (P S FICR (AT ST BY (FiL 2TEE I SRR I AP |

WA T 4T 2 AR 2w b rEifEiers el T @ BifE R 37 2@ | 2fS fox w57 o) o7 @b Sieitet % | SR
eIl CAB TS (PR CFBR A0, ORI 4 G=1Ce COf Pl 792 ST Sitel (AP O (S Fahrosicd aib 5w

AR |

Today's Practical Exercise (SIeaa I3217E SA==)
Canva-(S &R M H2 (AGTFIRTed o2 ofb Sl (o T | 93 T4 TBO @ I36: IFH ISR (o (T SN 1 @32
"Digital Marketing Professional" (741 203, @ AT (2eT (AT SR [Z6eT @32 Perias (e Srae AT, a2 @3 (e

31 (I CACF 71 e GR2 FCF AN 220 (337 3618 | (797 5B6i6h Background > Objective > Strategy > Execution >
Results FIC P 3¢ forg |



v 20 m S BT

ANFHRAMA & (I coid (Resume Creation for Marketers)

Fjifama 9@t (Career Preparation)

Overview

Wi @G (Resume) 3T P 20eT SR s 302 3t 2irfame sl | &G aedbcmm ot 9 sz 3t

FOHSF (HGCT AT R T (A0 R A — I 9 A2, TP 932 G913- 97 FTO COf (TG
AR Gy Tl A AR 7T YT (0 | @3 Ay Sty @xiwy @3l Sies@ e (g Cof w3t féreae 71 @33 e enifzesrs
G2 BIEB (ATS) 71K I309 3R NHIRMSIIE 32 FACO 757 |

Core Concepts

Marketing Resume Structure
G35 * e MFhe @R My T@ee AF: Professional Summary (9-80 #1380 SR [T, 24 ST6w @32

PICeR el FH e (of), Core Skills (BT Ze: Google Analytics, Meta Ads, Email Marketing 5emT; @32 16
f&eT; PN MGG, (BT SR, F#R1362), Work Experience (WRICgd (503 352 214 Sé(+1 @77 fofa (3 Tofd
616 #itx5), Education and Certifications, Portfolio Link (3720er3 (5104 20T @3 Gl Ar4f), @32 Tools &

Platforms-9gs wiferet | 2jcat e 1o d-3 SAtor scdy A 4w |

Writing Achievement-Focused Bullet Points

weT 1y " ATt RS Sy s ice weafz "

eI 1 "Rl CAPBE ACBTer @92 GRUAIETCITDS FLCN b AT BB FCTRIE 89% I FCafR, [ Fress i e
00% MG ez "

RGN (TR FHA 20T Sie*iy O (Action Verb) + jwe wter (Specific Task) + sy wewe (Quantified

Result) | 362 e o=y ox *fe=ie spe== ©& 2o Launched, Grew, Optimized, Generated, Increased,

Reduced, Managed, Developed, Analyzed, Implemented, Scaled, Converted |
ATS Optimization: Getting Past the Bots

TR (BT AT SCor SifReTr5 Grifes BFose (ATS) ke A6 8T ([OCR [FeTGE T F7H w0 | b Sf6w3e w3 fa:
(34 R0 (Job description) 3% (7 S qR21F 41 20 ©f 232 720 I ((T—fdl 7MW "paid social advertising”
(@14, O3 "Facebook ads" 7 #1040 €3 JRE 3e512*ih 2 39217 F36) | &A1Re prem A el =geiq S % (Google
Analytics 4, Meta Ads Manager, HubSpot) | GECITs (5@, Ie, (TOR/ToR @2 Sfsfae aiiFsy IR2R F1 @G 5o

— 313 S @B (ATS) PICE Qe ABCs A 25 S A |

Using Al to Draft and Refine Your Resume

ChatGPT @32 Claude (I (o7 &= Srore *ife=@ #ib=a | @o1ta 215 fa=: "l am a digital marketer with
experience in [# &=PTE]. Write a professional resume summary highlighting my expertise in [
fq*g]. Then create 5 achievement-focused bullet points for a role where | [S1I7H17 Sfeee 3t (GfNCTR o1

~c ~

] " @3- 93 (e GIFbhHE B fofG ROIR I92R I3, SRR AR BT Ao @ HeLR FITCY GG FR7R e
TS S Al |




Key Points at a Glance (&1 “ICIC54 ICH)

m WA &y R 110 (Resume structure for marketing)
m %P1 31 wreT Ofe=in Sifhaisteria (Skills section optimization)

m SIS Reeie 2 (Achievement quantification)

W I3-9F TICN (@GR 7ol (o (Al resume drafting)

m s 3t pifeerS Grifeee Sebs SifFG=iceH (ATS optimization)

m foT%G 34 (RIS CeR o1C ANt (LinkedIn profile alignment)

B TSR (FH1F 2fse asiket (Cover letter basics)

m O3 e SRS (9w ¢of (Tailoring for job descriptions)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
Claude

Pro Tip: Tailor Every Resume to Every Job Description (caf 5o1: 2fSfo sz fAaae st stsiva e
AT F77)
Q5T AT (RGN MO 74 SN SR FCET SICETT e SATSN IR T | (I SR S I S, (12 & [

(Job description) ¥ 3%+ @32 S#HIF (IR M G Claude-4 (1% F% | @317 ferteest T%+: "How would you
modify this resume to better match this job description?" i@ ¢ FG3 A2 ARTEG Hi=HF FHERIGTR TIF AST[

217 37 IMGT (M|

Today's Practical Exercise (SIeaa I3217E SA==)
Gl I ACHH2 G WPTe! Cofd F900 ChatGPT <2l % | a5 04y I AFIeT A, b-dolb o1 vl (Core
skills), 9FCARTIS R (TP 1 ATTERTENT (G GFCARCIS RO IR 964, Frwiore (s, bR @3

T[S PETR Ol SEe@ 3% | 932~ &1 (@geib Claude-4 (P85 $03 farress -1 "Review this marketing resume.
What are the 3 weakest areas and how would you improve them?" G2 (At 2 R T sfarsef Siieig

RTINS J&F 1 SAATHS T3 |



fit=r 38 m 2 951 (DAY 24 m 2 hrs)

351afeT oBfe (Interview Preparation)

Fyifai 2Efe (Career Preparation)

Overview (S12fFd i)

ITRICCER TIF 21STB13 U610 &F | O3 (313 FHRSTIo 7re 28TF &+ ACAG ADE 2B, ST @3 fres
marketing value 31 (I97oR I MBS Qe AR Forol | @3 541 SieMie MFhe TTRGT T 2o 9 — (T
AR 2P TG (AT WF IO FICHEA RO G2 FICTH P67 (e we s a0z |

Core Concepts (1 4I94PTR)
The Most Common Marketing Interview Questions (SRTCT STIqe TcFH2 TH1A[CS A3PTR)

"SR ST (AT FICB 77 e Al e @iy o | (@9 Ted tw STAR (Fws T IR2F F%: Situation, Task,

Action, Result|) "3 ACFHe FICI30R 11weT AN FIOICR #Af171 FEF?" (516RE RRICR 10 2f1fre 78 KPls-9g w2
Tl T |) "[©9 (A Trafe 25 -aq A SHIE Fices Sfeses! (52" (18 932 Towlq A Tag )

TCHHLCR H0ge CGUed A i o1 e oie-5-ceb ic2=?" (N2 g MEatetr, SRS a1 Beiem 15 @ 3t o=
RS e S0 1) "SR (HATTICE G I FICEA ISR o738 FAE ©F IR I | (2T A1 (Freierers fowt e
AT ou*iey 33 |)

The STAR Method for Interview Answers (351afS8ta $&tad &=y STAR 41%fS)

WG9S T IHFI-TREE A3 TG (WeTR & STAR G 5RIFF (FoeTRF: Situation (TTHC FICeE (196 T sifdfzo
Q0 §3), Task (O SR e wifthg S [2e1?), Action (#f&ES e e i e T oMot Rafze=?),
Result (T FeTret $t 20, HI ZCE T &F ™ 556) | S oAb criferes ot ¢-af o1 55157 oy @3 (e Teg
AT ST 5o, (T 2O ol Wiy & WG W0y @R @ SR AL IS 2N | G THRISGRR ST (I
2E T4 FA A BT W7 FORFSII 2 211 |

Portfolio Walkthrough Technique (ColiGTFIfETe SorgIoica (FieT)

FHRSTCS PR CABTRITS THZIP S T Gl FHEF 167 MO B el " SN @7 2-0f6 TS F SN (TS

BI3 I S 75T TG T SIS FHC COICeT | " G527 ST FACH T ==t (w1 511 My e e | 7 S1aieanb ey a4=:

SICaeh 1 foe, S ST SR @32 O TP B QU | T GFp CATH 2% I "SHANRT 0 (T <R0e07 FTer YerCs, ©fF A
f @b feTeR?" @b SCeTb=1E el Cofd FF 92 e FCF (T S (5 (e F2T 0= I, 32 S0 2GS Nt facy

Gz |

Preparing Questions for the Interviewer (3513fS® az4F1a7 &=y 2% Cofd F41)

THRMST a2oFIRT FICR (G SR Gy TP 0-¢5 REel 2% (R AL | ST 2% SR (Fers bISR-IR 2R6% (73:
"SR (A Gy Q2T 51 CPI FCH B BIICTTR TS FRCHTH (I I 2R 92 AN (I (PG SN 2 I@ Ferst
CTCRA?" " 43 AT G 22 So M AP AR F1 22" "W BN FSICI G 11 (TS Boa Ay awiiee F1e Fea?”
93 ePIGTET SN FCH (T ORI (TN AN AGI3 FACR, ARG B 93 3SIT FICEH (b JoRA FHCRA — A AN (AT

SR 3R e |




Key Points at a Glance (&1 “ICIC54 ICH)

m ST W FHRSSER 2Pz (Common marketing interview questions)
m (31 3516 3B1RST (Case study interviews)

m CoiibcEifere T2 (Portfolio presentation)

m FIIC73 Resel (F#e1 (Campaign walkthrough technique)

m IIRAPT Cofed (FepTR (Confidence-building strategies)

m f&eesT 317 WCoT 2ke (Questions to ask)

B (XS SEBAR 2= awiet (Salary negotiation basics)

m f3FeTisT FIRICET SR e ANSTR (e (Freelance client pitching)

Al Tools for Today (SNETFA &=y QN3 HoT>1)
Claude

Pro Tip: Confidence Comes From Preparation, Not Personality (cait f5o1: stsifaaist siet ogfe s,
Ffery AT =)
SR 1 SCETSIs G SR FHRISE M AEN — SR 23 31 9FGSb AfF1S THRGTTS 72 200 A | ST

ARG ST (A FPTN Ao 2GR | AN (31 S5 TG el GFas 2F YT | By T N 77, 92 THFH OB (WS S 5 |

e 27 (736 I3 932 AT O (&3 @ | Sioi7 2ol 96/ 2o FHRIGS T SN2 SRt v @ ISy (re |

Today's Practical Exercise (SI&#d IA317E SIoAlet)
"Digital Marketing Specialist" #t7a &=y Solb FHRGT 237 @b it (o 90 ChatGPT 53921 3 | 1IN (I

5 27 SO STAR #%(S SRPRE FCF Sl P — aAfoha Taq (i ¢ o4 | @377 a3 7% ToEfe 71 Faw
FoRMSSE &=y Claude IRZR F6: 9T @G (55 $0 Claude-(F &3 ¢- 2R WEFhe THRIST o 9 932 SiemR

CET (IR FeIIF A1 AN FHCS e |



xfe%e1 > (MODULE 9)
A 3¢ | R 961 (+ T ATECSa F1E) [Day 25 | 2 Hours (+ independent project work)]

I oters (Final Project)

G I, SCEFHIIeT @S NCFHL s MG FAegCs GFACR e S |

SR TSI AErE 20T 28 MCR RS S 92 SRgRiefeas MG (AT 167 @l pors af2ser | S ol 575,
CoMTIR @N3-218G (Al-powered) FFH2 27 CoR FICI Al 2O ATSTR @27 SHIF ol 2o FICT — AGCIST (A @3
fGa17/ (FTIeT (AT ©F B SICTLH, SHICHHN a2 FIHTR wAfersfae 2= |

What You Will Learn in This Module (42 SfS®T sisifs Tt fii4ea=)
o Vv I AN ATSCF (AN 7 wiws! A F1 (Apply all program skills in one integrated project)
o Vv I (M, FICFG-THN AFHe 27 ofd vt (Create a professional, client-ready marketing plan)
oV AV AGTE GLT GI3 pre “Rm*for 2w+l a1 (Demonstrate Al tool proficiency across all modules)
oV IR (AN (ol @l 2fterg Cofs vt (Build a project worthy of your portfolio)
oV IREPT G2 IS A H#HE AT T2gi# F11 (Present your plan with confidence and clarity)
oV G0 T fefebier MFhe Gl 712 aygeb 2e3 (Graduate with a complete digital marketing toolkit)




A= 3¢ m 3 ¥51 (DAY 25 m 2 hrs)
TG @eNig MHHe 27 (Complete Al Marketing Plan)

TIg1E 2ters (Final Project)
Overview (S12fFd i)

e il S5 R FIE (masterpiece) (o S0 | SR 'Fufzih @i NEhe 27 20eT @5 @Fh CAME THCFS At

wferet A 915 T TR O 2ifias &=y 92 FACS Al | b WD f[o1ib, SSs 12w, S Giiser, syHikiba chen,
SICHTCT AR 992 ICEE I G FPi2ors @ FuFeI(F SHFS 2T 0y GFiqo e |

Core Concepts (1 4IF4PTR)

Section 1: Executive Summary (GiF* »: afsifFsHe siwifd)

SRR T WHHe 20 B S-ATSI AL A1 1 GHFCHe A o | a5 T3y S@ge Feew: T A2
et (2-ofb <i), WCEBecaa Somy @ ST, B1esb SGeaesta Mo, e M sicerE, b Aracss Rase a3
arojifre Ferreet (2tecae KPIs) | @23 Ciesiah qobiz =18 283 Thw (3 MtEhe IS res 131 (@It e @b 2tws 27w
ST G2 IS IR SR ORTFHEFSI(I A A |

Section 2: Market and Audience Research (G 3: NF6 @32 AFSTHH 7715)

SRR Sh-55 O T {3716 (0P &lfef TPt (et IR SBYE I+ O 7Y HACT S A4 (G A 2eoPTE,
136 SO C2ASe a1 ICP (i Aeer), #iferifae ai=pie afscai [eer a3e SemE ey Fog Aferfae GBoeTs | ot
GEI3-(ERICACGS AT TR T 203 [ S 2ff2if3e TRAB R N4 T513 (validate) Fcace |

Section 3: Campaign Strategy (Gie*I¥ ©: FJT=12 G716 Te)

SRR 7o FICZ 20 SoFgI7 Fet: Sy, BICofb CToICrs, BIitwet I-2iCa (Afes a1, ferabe fBre @32 AMTesorg
of5 ANME I3 | @3 04 Res12/(7 FI2R TI=1 (93 AR Fwr), fFabe wvef (82 Mo 1er), ST Gialbe CHRIRFR = ({3
TR 31er) G2 FICHZCR FIOICHT (¢ AR I1%) T@oe 336 | @b fogifer Sy 03 9o — (Bfe, (T 132 fogie
I 2w |

Sections 4-6: Analytics, Automation, and Timeline (G7#* 8-¥: SHINIFHGH, SCHITHN 92 FIREIZ)

« Analytics Plan (Sy_ifafoa ani=): @i (I (19 (3§37 GTe 72 (I GeTatea Te? Siomi KPI
TRV P F1? 90, Lo G2 Ho AT ARFET FoCl (T 23?

e Automation Plan (SICICTH 2719): =i (I GHCIR FCE-S PICF IS IR FARH? 678 F1761 @32 A5
(nurture) IR = (I BIGIG (F IS FARI? (P [l STSHRTER TGN FIIEFT G0N AT 2032

o Marketing Timeline (M@ BIRNENE): 9P T So M FICETCR I T2 516, FTHH NSO,
fifeTrm oty «a2 SFBAIZren (FHTTbe e e s |




Key Points at a Glance (3T ACICHA STIBRTH)

m “f15 TCEHe (e (Full marketing strategy)

m SR Afsegi (Analytics plan)

m FIC=137 &BR (Campaign proposal)

m 3T % (Budget allocation)

m [P 3F5cei S (Tool integration plan)

m ST @92 MESBPR (Timeline and milestones)
m KPI (a3 31 s (KP1 framework)

m CATSCHH A1 GorgieHT s (Presentation design)

Al Tools for Today (SIS &=y Q13 H&11)

All Tools

Pro Tip: This Project Is Your Proof of Mastery (cat f5=i: @2 2tes53 Somia wwoia o)
AN (T ACIEFST I FICACHT FR2 PGS AT 0T T T (P, ORI AL FIFCS B3R Sl & o7 Fiees @l Svimae (reits

AEA?" 93 T3 ATTEH3 0T (73 SUIRZel | O3 @F ToFRPIT @S T (AR SOR@ AT el — (TI (oMM oz, 18 ©rar ¥3e
N oGy | @3 THCICH B i FPIR Feigel F903 (T @b SR Gy FO5T SIET P FCol (o FACw AR |

Today's Practical Exercise (SN&Fa IRR1EE SIAtet)
3 CEIaS I (IR TG @13 (Al) 5oTT T2 FC S 'F20 @3 MEHe 27 (of 3561 | (I @ I 31 e 07 (@R
= | 2fol G RRIRFSIE (o w3 | TFCD [Tzt &y Canva =2/l Claude I92R F0F GbE (MRS TN F6 | SAFN-

POTS ARTFIG r-52 A0 297 BHw @32 ure 5 HTTeR 2foha oww aaf 33 Tv2se SWee AR 307 | S#HF CHbTiners 3

AL 24 (1 551G (flagship case study) ROTR @ 3 |
Final Project Submission Checklist (F1375 ATerS &=l (META (GFFT0)

1 Executive Summary (5> 731) — =, ARee, Feea-@iue

(1 Executive Summary (1 page) — clear, jargon-free, results-focused)
2 TES oAl GTIA — o123 TIITE aoiiz- Tty Cof

(2 Market Research Section — Al-assisted with validated claims)
3 ST AR — SibAeTe SevieTs [Reifde =gk (ICP)

(3 Audience Persona — detailed ICP with behavioral insights)

4 AT ey — e 3 Afsraia foere

(4 Competitive Analysis — at least 2 competitors analyzed)

5 FIITE FICH e — srpef fqmorz of6 w12

(5 Campaign Strategy — 3 campaigns with full briefs)

6 SN AN — @foren? (KPIs), Bept @3g sifaieea ceeid

(6 Analytics Plan — KPlIs, tools, and measurement framework)
7 BTN AT — SE© QF b PFICIST 932 aF b 571636 GFt

(7 Automation Plan — at least one sequence and one chatbot flow)
8 o MTTA MCHFHL FFICTSI — AL TRFACGHITR TATAIA AT

(8 90-Day Marketing Calendar — visual, with key milestones)

9 ITECHA ATt — (Tfes TR ATITIS AW

(9 Budget Breakdown — realistic allocation with rationale)





