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Program Structure & Your Learning Path
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Daily Lesson Format
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Al Tools Quick Reference Guide
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ChatGPT

e Company: OpenAl

e Use Case: drcc ST, TS 1Y, Wl SMefEux, SR, $Hd Wiehd, Hde Rad Iuet 3R ITH AT e

T3S AR |

Claude

e Company: Anthropic

e Use Case: TIT-BIH dre e, TRIS HAIBICT ¥ecoll, HIfAIfCex TR RUcH, TRied TS gue 3R Sfed du-
W SlegHcH |
Meta Business Suite
e Company: Meta
e Use Case: 1hug® 3R ST TS &0 fh U, HfSdy erafe, Te Rw iy Hife iR oiR drere Mifsar
RIS
Google Analytics 4
e Company: Google
e Use Case: d59T3C ¢ftheh T, IoR fasfamr e, i Aorie, sifedy sargcy oik 3-srmy Ruifé|
Looker Studio
e Company: Google
e Use Case:mwm,éﬂﬁﬁm,ww, KPIE’%’[@TW—WWWI
Canva
e Company: Canva Pty.
e Use Case: TS fhufesy, Oera Hifsar fageic, tidmifer fEwmg, Ioiewm wsed ok 5 Tl fhue — IR-
eI & forw ot
Microsoft Designer
e Company: Microsoft

e Use Case: TRd ¢aRe UIFZY T SUUN b TS fobufead, Teret Hifgam Ui SR s fagsred & forg wsrms-uras
U SRR |
Tawk.to
e Company: Tawk.to
e Use Case: dG9TSC IR, HEHR JUIC IR 3R T HTR Jatrll & ol R A1gd de 3R dedie Wewhiy |
Botpress
e Company: Botpress

¢ Use Case: JaIGIc UdTE (F-a9Ld Tall), Sec NBRITM 3R 3iTeIHe s HieHR Seav Red §9H & forg
TSqiEs YafTs dedie fowe |

Gemini

e Company: Google
. UseCase:Wmm,%w,m&mﬁwmﬂ@ﬁqaﬁﬁmw&%ﬂq&ﬂg
e sifee |
DeepSeek
e Company: DeepSeek Al
e Use Case: E—%Wﬁﬂ?f, Wmmﬁﬂ, m"uﬁa:aéasaﬁémq ﬁ?ﬁh—ﬁﬁ‘lﬂé-mm
TS|



MODULE 1 Days 1-5 | 10 Hours Total

Online Advertising
Master paid traffic and reach your ideal customers with precision.

TS fARTU (TR Tsarersiom) sy feforea Arhicn &1 e 8 | Hel gy SR T Tgd

O U8 Tl o A1 ¥, a9 oo d Tat 9Ha WR ARy siifsdw a% uga uehd ¢ | S AlSIa |, 3
TGN b Fefored Ue 3o IRreH $8 B0 BT 8, THIED (compelling) [ITTTH 4 R fPT S 8, 3R
ST I ST (B UH) DI v 3T 3R T b Srar g |

What You Will Learn in This Module
. v TS TR (Ao Hiarh) iR Us ¢fthe RReA $a dH IRd &
o v ST ATHYA 3R eRATET oot
o v U B} foRaT S Thid ol s 3R ey sgTu
. v U (3MHYP) TS fhufean feeme—
e v HUTERR, ToIc 3R HPHZORA & giard Rigid
e v ZAUHATS G HH DI ol B P [o18 T3MTS (Al) TR BT YN HAT



DAY 1m 2 hrs
Online Advertising
Overview

39 Uga fob 3119 fagiu IR U 4t STer @ &, 3imuep! fefored faqmuei & diss &t wravonet (Hef-e)
B JHSHT SN | SIS fAFTU HTaH-9%S (Har-3murid) RReH & 710 Q BTH Hd & STal
faqTuGTaT (Tedelzord) faRkiy siffeds ol oo fagmoe fawm & for ufaeef & § 1 78 $Q S
2, 3D G YS! A 3R AT U (@ 1e-3Whided) &O- a9 H U Hedqul ded gal 3|

Core Concepts
What Is Paid Traffic?

TS ¢ftheh T dTcqd 3 fafvred 4 € Sl US fasiu+ & IR S| dadIge a1 dfedT Il IR 3d & |
31 ¢fthes (S sSEO a1 Tiwra wifsan § firerdn 8) & fausia, Us ¢t iUl dapTd, SrHTHd
OfSaead) 3R Thaad Ugd UeH ol ¢ | ST AN ol SO =T feam & forg Her ar ipra o
QIR DI YITAH HRd &, T o AT Py TR o b — I8 98 WRIGR] BT &I, A15 30 HIAT T,
1 factes HRATT|

How Ad Auctions Work
B IR 5d Bl IR Ueh U] IS PRl ¢ AT DTS QU Giera 8, ot firehiadhe § ueb et (3ifeer) gl 2|
faRTITeTdT 3ra1 fagTu faRam & SiaeR & fore dicht (S Td € | gTailtep, fasiar R Iy 3ife aiah
AT a1 & Tt 1dT 8 | HeT 3R T oI WethiH 3HTYas fagiae & Yaidd WhR (Ioiy gRT 39d 1Y
SIS Bt foral GUTTAT 8), AT alch 31 AR (s 3Mde) 3R ST TaR Yed & &9F B @ g
ST HAAd Ug ¢ fb Uoh 3t ke & U fova T, 3reafiies URifiies Raidie) o aifties @< e
ard ufaeeff & i Ara & Tpar g
Key Ad Pricing Models
« CPC (Cost Per Click): 83 IR 56 P13 3T (a3 TR fFaidh H3ll g ol 31T YT Bl & — T8
deTge ¢fthes SgM & o Saxi gl
e CPM(Cost Per 1,000 Impressions): 3{J ENELE] URdle mﬁmmﬁﬁrﬁﬁzﬁ (ERYdI) &
7T LT Rl § — T8 7S SATRAY & U SgaRH 7 |
« CPA (Cost Per Acquisition): 3T0 T8 3T $Hd g ofd s (A1 TaRM (G BRIGR a1 it
SFRE B R BIdT & | I8 GHA1 T § fob S W1 AT d 3 o & ded I A [IaT g |
Campaign Objectives
BT TS e HIR HU- Bl A& (HTealideod) P YR TR IR Hd o:
. Awareness: 3 ¥ 31 AT db Ugd ST
. Consideration:%,@ﬁﬁ?mmﬁcﬁml
. Conversion:?ﬁ@ﬂ, @FHZITQ'C[‘{;%CTG S NE AT
SHRIT 370 o0 1 YB3 Fa| Sfieoliaed dhR B — WehIH 341 & SIAR faqmo &1 feeiast &1
SHIPHTSS BT




m U8 ¢ltha DI SHTYRUI (DH1-HY)

n U 3R (faqma= e Ren
n U3 HIHCH BT qdih (3R
m CRAST SR BT Ul

a HUT 3Teolfgeod (AT & T&)
a HIIC THR R IAAT (Ui firean)
m CPC, CPM, CPATISH

 US WehIH & fdhey

Al Tools for Today
e Claude

Pro Tips

m Bidding on Relevance, Not Just Budget

U faqueTarsii ! @vrar § fob ufaeg el ava & fore 38 Ueh 9gd 53 aole &1 STavgdhdl ¢ | T a1 g
TS WehIR] Jor &l gYRYd Jad TRifTe cide) fa= e amed § — Safid Ue Anet! sole
T, Tt &g J e s 3R Safies Urifiies fagi aaR Ue Iy 3R T faqmo 9 9gaR
TS ST | Ugd fo U 8 ¥aa¥ IR & dhfad B |

Today's Practical Exercise

ChatGPTWWWWG’E@L: "Explain how Meta Ads auction works in simple terms, and give me 3
tips to improve my ad relevance score." sﬂ%aﬂ‘c{, errrqfraﬁﬂ@% ﬁ?gﬁ@ﬂﬁﬁ?{%%&ﬂmm
R TR 31U 8 AR B, THBT 200 Ueg] BT AR TR B & [T Claude HT STATT HR |




DAY 2 m 2 hrs
Audience Targeting Strategies

Online Advertising

Overview

ST BT T WG faxa= Ut St g1 SITe afe 8 TTed A o Ugadl § | 3iiTedd SRATCT
GHad: FfTed g 1 9o wfdaTelt & § — Sif 3TaH! U1 3H, ™I, Sfod, fUzd gagr
T8I e b 3D 1S & 1Y I Aa el o SATYR TR URUTIIT AT ! ST Ao faam™ Bt Srgafe et
21U UG H, AT e ST 1 B! el 3R a7 T HeRd giikid S|

Core Concepts
Core Targeting Dimensions

« Demographics: 39, T%i"T, YT, HIYT, @T&IT, GIT@E'IE’E’F[ 3R NARARY Wyl H—S’W‘Lﬂ
TRAAT R eoh B +id § 3R R IHR & W I A+ | Heg HRdl & | rmnftee erafdr
(HIferes deditern) fardt =1 foram samues ar ferdt Wifaes R & aRY 31k 1-Htd & graR fora
ool i BT gpar gl

Interest and Behavioral Targeting

HeT ol Weh I o U1 Ty o 7181 ogdeR daeh (o faord) SeTgldr g — oY d Ul fofg o URig &vd
g gg e RIS B, 3R 7 gRI P! 1 arell TRIGRT | 3110 I Gl &b eRife B Geha & ol
e, Taaral, cad, oMy SR BoTRY o A0 & Bt TEd § | 5 Seeie T &1 Uh & HIR Uh
e (@RI H3A) F TP Teh I i, BIS-3c ¢ (IT-3X0< arah) MTSIg TielH A Heg fiedi g

Custom Audiences — Your Most Valuable Asset

HeeH TS YS! 31 AR DI TRIC B DI STAL ol § foTa I Ugd 4 &1 AT foomy o 1Y
gevae fhar g: deuge fafvred, Sid veumedy, difsal agard a1 aRra Hifsar R S8 ara a1 3 ard
3ifedd (Tgd | uRfed div) Bics 3ifedd &) o § agd 3ifiie R Y H-ad gl & Fifd d 3ATTP s I
NS Tgd URRIT B &

Lookalike Audiences

TS TR Ofd 3T U HieH HTTSHY g1 Sl §, A WehiR] ¢ TY AN & ge qdbd g off JHH fa=ivdry
AT HA G | 3HTUD ATED! BT 1% THICTID 3TSUY (Lookalike audience) SRR U T FHRA
HITe-3Ted TRATET Lol il § | Jarad URumHY & forg gH= /= S=ady-Tura< aTd TTeh! & el
& 1Y BT 3T hTS D SHTSTY B! ST (1S) B |




n SHUIh AT AT (S-YiReadh! dedie )

m SCXIC-STS TRANCHT (FF-3eTRT Aeiano)
n HeH ST (FHeH axih)

n THIATSH ST (FAM e I axian)

n JFicT o g Rigid

n TGRS 3i1TS Y (ATeR W O aTdl GR()
m TS IR (G=ID| BT ARy g

m B2B S B2C TRAfT

Al Tools for Today
e Meta Business Suite

Pro Tips
m Narrower Is Usually Better

[T I 99, G Pl THle HRA & AU 1 9 | 5 ARG SIS UNIRTS (Xeide) Iord &1 U
HIHES ST, THR 50 ARG HH-TaG Ior DI ATIH ST T dgdR TR BN | Habiof (3RY)
IS BN, T fob T HTH Bl 5, 3R R I I8 UAH R IgI¢|

Today's Practical Exercise

Meta Business Suite @d 3R Audiences R I qqawﬁeﬁl Wﬁﬁlﬁ% YR YR Uh hIcH
SHTTSTT TI¢ (@1 Th BT ST TRHTHT IR H3) | 3T 901G, 3701 Tl & bl Msae & fag
T faqd (f3ees) erAfET e R & — forad g T (TS 397), ®IF (@heH), 3 3l @etie) 3R
1 399eR Yaeh (foafaera) Femt AfEy B3 | 3 Yy &1 T o $ik Td® cRAfT fdwea &
fore uep dférd ad M) ford |




DAY 3 m 2 hrs

Writing High-Converting Ad Copy
Online Advertising

Overview

3{TAD! TS PIUT (AT UTS) MU U+ Bt SHTaTel 5 | Tl g o STgt gordt ufdie Jas! Harl ol
ThIA DR 6, 3MTAD eq] Pl HS 5l DS P HIAR qrd S B BT, TWBT Ul HRAT AR TaRH &
forg ORd SR AT | S UTS H, 3110 YA ShIaRTS [T thAds ARd T 3R a8 it o i prraagde
BTe-H-a1c T TS BIUT SIFRe B 3R I RT3 3 o Tl T3MTE (Al) TR BT SUTNT o6 fHaT AT 5|

Core Concepts
The Hook: Your Most Important Line

3T b ARITTH o1 UGt UfeR 81 §eb (Hook) BTl & — Ue! I &U1 B Il & SIdl his Yok I8 T8 BRI § fob 31
TG SR W1 8 TT EpId HRab 3T 9 ST § | THTE! §R U ‘U 3exy (Ue § vabrae) UaTavd 5: d
PO ATATRIT BB 8, Th IAoID U IS d &, T WIEID s &d 8, I qd U T &3 foig (U Uige)
&) YSIIT R & For UTE e TexTs o HEgH Rl § | STERUI: "SI TRI HIdhed 30 TS §olc BT 60%

gdic PId ¢ | TgI oI R |

The AIDA Framework
AIDA FTRIS HIURTZ T U1 8:
« Attention: 3TU®HT g (& THINd HN)
Interest: THET IT TR o1 fITIR Q guiF AT (3f ST
Desire: UG 3B S SGdATd T AH U Bl & 39 f@HT (3537 Ul )
« Action: UT3® P U8 TaTT o 31T &1 BT 8 (TR & forw URa &)
g5 ThHad 9l U8 HiHcyH IR $HTH Bl § — ot bhagd URe, T cae U Y, I&Id [Rped SR of S
U |

Emotional Triggers That Drive Action

TRT HTGT3M & YR TR WRIGRI B & MR deh (@lTorn) F I Tet 38T & | AT e BHidt § 4
A foRf & 2nfire g fieR 3ifes R 3i18e (FOMO - e SM &1 8R), TRARTM (3 &1 &=+ I1gd
), T YO (ST oI 3= AT+ THT PR @ &), RN (31 BRI ord & a1 a1gd ),
3RO 3ATTS Y (3 THW Q HSd 811 8 ) | I8 U1 WS foh 19 1 TR 3imuapt fafry
ST & 1y o 31 Ad W2 |

Writing Compelling Calls-to-Action

3TYHT CTA (BTa-2-TaRTH) Jord Bl eldh U I FdTdl g foh 31 T BT 8 | HHSIR CTAs Hed & "Tg!
et B | Holgd CTAs fafRIy 3iR oH-S=a (@fRfthe-3ikies) §1a §: 3101 Wl A1 e 3iifSe ure
BN, "I 5] TAd DHRAT LT B, 30T [SIBTIC Feid < 1" HRT U CTA Dl 314 TR oA o T
PHRUT P IIY SIS — Th JHY AT (S SAsH), Tierd A, 31 e Ry 311w drepiierear (i) Uar
Rl § ol faadh-3{ 3¢ (CTR) HACH I U Y YUR HAT g |




n U3 T 3R SATUY (3R Seh BTl Ufdkerd)

m U3TSSIT (AIDA) hHAD
m SHIYAA fOTR (HTaATEH feT)
m USRI TFR (GHRT-HHIT R
n %WW(WH?D
m QA Y (AT THTOT) 4 HIdt
m DIA-C-UaRM (CTA) ST
m HTRICT (GEHT) 3R 3ol (dTehTerdsdn)
Al Tools for Today
e Claude
Pro Tips

m Test Headlines First, Then Body Copy

WS 37T 30 AUl 71 fRefe-2e (A/B X)) HRIQ Bl, i diet HIUl e I U SHT SITH- 3T
SSATSY 3R GHRT BT UL HR I YT B3 | faqmoei o fafire =t (@Resi) & st 800 Wb &1
3R TSR & HRUI ST 31T g | 3T faSidT gSarza W, 3R IS 1 91! St HId 1 AP
B

Today's Practical Exercise

ChatGPTWWWW%ﬂTU P "Write 5 different Facebook ad copies for a [your
product/service] targeting [your audience]. Include one for each of these hooks: question, bold
statement, pain point, social proof, and curiosity." s%lab dlq, H(QIOb d\rfﬂ quqiow ObQ:I %%I'Q Claude

BT IYTNT B3 3R g RIBTR UTed B3 b g goi-1 1 uiequr (2%) Ia2 ugd foham S anfeu 3k o |




DAY 4. 2 hrs
Creating Winning Ad Creatives

Online Advertising
Overview

feforea faqu 8, A s /R Wea! I U8 e TG HRd & | Th Aolgd [hufed Bhid $I Il §, AT
TS B! UgaT VAT BT &, 3R 3D W= P Yeg Rl 6 | Sgaii U8 fehufesd a1 & forg !
TP MBI (SR 8H B STIRIHdl Tal § — 31191 & LTS (Al) fSHe e & 1y, 1s off
MR- S & fAS[3cd TR IR TebdT 8 | T8 UTS M]3 fSwireH Rigidl 3iR o &l Rrarar g
SiI foRITa! &1 Ue R HR arg A1 B |

Core Concepts
Visual Hierarchy: Guide the Viewer's Eye

fag3ra TRIP| (TR UaTIshH) dwdl d! U HaRIT g oI gRid WIHTde U 4 Tak] Agayqul g ol
Ugd ¢d o | fau=t o, 39et 31 §: 3Muht g a1 g oy e 98T, Y& U dd 8141 e |

T qaRUT S F1G 3T & | SATUHT CTA TS AT S AN [STIE Bl U SMUR Ue H31 Algl | T
fagaret T R A & folT SR, hgRe 3R T &1 STURT H1 |

Thumb-Stopping Design Principles

HISISA-HRE g-aT H, 3T AT & U Whid Bi b+ o 1078 THIT 0.8 Yh S HIAHA G5 |
oIS RIGid Tl S8 AGE R & 8T8 HCRE BT STAN B — ST IHUTIS IR FIEC Hary I 5P
ot | SO 9ex 1 MAA B — STH Sfddh T 0 W R IS DI o9 & [ IRA 81 8| ST JUI &l
AT ARE (1) BT ST B — TBT doh fob GeobT T YRATH Ht wU e Bl Aleh i U 9¢1 ¢l g | TRe
HI 3T R BIC ATHR H i Uo1g (@fTaa) T — SHfIHT Iord i whi- UR faqTo- <ad g |

Choosing the Right Ad Format
e Single image: e, W@Qﬁ%ﬁmﬂa@gl
. Carouselzwmﬁﬁ H\ISOIQHZIT%EN-I ﬁﬁ@ﬁ%%@%ﬂﬂm
« Video (15-30 sec): ©RICIAT 3R Ui & forw I=aw wiviHe|
. Story/Reel: F0-Bp 1, dlchd, SARIT — JaT TSTH o [T SHT&i|
« Collection: fST {3t Tdh1ae & Uisaed & FHedn ! UaRid Hd1 g | 30 BIHe B 30 e
3R FUA sffsoifaeg T faamy|

Testing Creative Variations

FHt TP 3o ar fhufcd 7 ey — GHRNT HH I HH 2-3 ARTR BT IR 61 | T GHT H TP ol
AT BT I B SHAT-3IT SHY, STT-3T] g S AT CaRE 3N, TT -3 HeR Wb IR |
YT wehR 7 27-fdee A/B LRET T BIA B | ST P T8 T HA ¢ fob DI w1 fpufea shiaarg,
o5 fasTaT OR 30T gfd GRIAT &< SR 981 ¥ 3 a6 |




Key Points at a Glance

m A3 SRT] o RIGTd ([ 3 Urdfirean)

n YT ST (Bh1d b+ aTd fSHg doa)
a US ThlHc &1 994 (30, difga, HR9d 3nfe)
u AU § HeR TrsHIars (331 T HAITG)

n fhufea avueig o1 aierun (a/B SREM)

a SIS HRICYT (3118 Pt AR

m U37TS (Al) SHS ST

Al Tools for Today
e Canva
e Microsoft Designer

Pro Tips
m Use Real Customer Language in Your Creatives

3Tt erfe siffeda & Rog, HHcY SR A HifSaT URey &1 Ue | SO oS 3R Zw3131f &1 qui
TR & e 3 o 91 W] BT SUAIT &vd § — TG 31 AT U fohufcd H §ag (verbatim) STANT
fohT ST — A1 A 3D GRT TTS T3 [t o ATHIET U B o1 H gl SHTH fFa=imell 0§ THE
S|

Today's Practical Exercise

Canva I 3R 30 U & foraft tisae o1 afdq o fore Tiwra Hifsar ts & 2 aRueid s9 | vds &
foTT U 31T ek WHIH 3R AW BT STANTHY | 3YP 91, Th o U BT IUTNT b T3HTE-fhues
TS THS SRR & U Microsoft Designer &1 UG &3 | i fSoTE b1 JaT 3 3R 3 AT feraax
T {6 11 1 fS s 9ad 3T Ueef & iR & |




DAY 5 m 2 hrs
Ad Campaign Setup & Structure

Online Advertising
Overview

FCR faqTo fera Had 3neh AT g | 3l TSTS 3197 HU- B! Tal &1 Y Y37 HA1 8 dlfs
WY 3T fORTI= &1 T8 arTd TR Tg! @il adb Ugamd | $9 U1 H, S WRd¥ fs aefe, s 3R
3P HTESIA A Tfed Yesid I Ueh IR U Q Wi (eads) Hel Hu- &1 FAufor 3 fpar s
gl

Core Concepts

The Three-Level Campaign Architecture
AT TG (3R AR TS W) Ti--TR 1 U1 BT ITINT B &
. Campaign:wwm(&mﬁmﬁ?wml
. AdSet:WW,W,@@Eﬁ?WI
. Ad:wmm—m,m,ﬁﬁl
g TIIT 3T Ueh &) hU HTeaifded Bl AIei HRd §U ST-3eT TS g A 8 HTTSHT BT usiefur
B R TS TS Je & iR Fs fpufesy o1 miemr = of srgafa i 3|

Budget Strategy: Daily vs Lifetime
. DailyBudget:WWWW@@W@#W%—%W%(O@M@)W%
T 31T & STgt 3TU TR &b feefiadt Tga 7
« Lifetime Budget: WY 3% gRT AUiRa 6509 &1 3afy & o A W a1 s — T8
TENREH ) IF-3aTR a1al fa1 & 31f¥eh T B3 ot raitara (wafaafaferdh) edarg|
Wﬂ'l?ﬂ?ﬁ"'ﬁ%ﬁ’lﬁ, Advantage+ THe & 1Y e T (Daily budgets)mw&lﬁﬁ&ﬂ?ﬂﬁgﬁl
Ad Placements Explained
e Automatic/Advantage+ Placements: wﬂﬁaﬂﬁ%’m B %{ﬁ? l\ngd?, ‘{;%CI‘/{IH, ﬁ@ﬁ?
3R ST Aead IR faqmom wei foam S — I8 SR R ST &u- & fore gad sifiew
I Td-P Rl (cost-efficient)ﬁﬁq@?ﬂél
. ManualPlacementszmﬁmﬂds\f(ﬁabdﬂé%lﬂlHW,W@ﬂﬁ)ﬁﬁ%lﬁq&lﬁ
WHE BT STTNT Id B3 O 3P UTY ARy =0 A 39 Wide & fort fewg- fasar m fpufea gt
g7 3T I U7 ST 81 off famTd § foh U widic gaRl &t o1 § Tth! 98k UeR- Hdl g |
Optimization Events and Bidding
3TUSPHT HPATIHINA 3de WehIH B Jardl g [ 3T I fory = & fore iTfpHss ST agd g |
TG 3de9: QST U6 e (¢fthe), TRa (=A%), TS (SIS S REM) |
fafT I eoldl: Lowest Cost (FSWhiec — YF3HTAl AR o foll Yo HRe), Cost Cap (T Al&T CPAHT
ﬁ), Bid Cap (Hﬁlﬁﬂ@?ﬁm) | Lowest Cost@%aﬂﬁﬁ 3R B ST fie & &1 Cost Cap R
g |




n HU TR (AT TR & garel Rigid
m &0 §H TS IT I TS (- IeT)
m §oIC YT B DI ATl
n U8 WHe & fddhed
n TS I eSiie (@Il A &1 XU
n SHTTPATEHIRA Ay (IR HRADH)
m U AT HOY (ATHHRU 61 URUR)
m A1 dobTerRe (FARTUH R B o1 )

Al Tools for Today
e Meta Business Suite

Pro Tips

m Name Your Campaigns Consistently From Day 1

Ugdl fod U 81 U WY ATHGRUN GRURT (ATHT S0 M) 3[UATE: [Objective][Audience][Date]_[Creative] |
I8N & foll: CONV_WomenAged25-35_Jan2025_VideoV1 | T8 3MTT 20 T 3{fdds 0 Il I 8111, I8
g SR 31U Hel &1 THY FaTu 3R HgH Tafadl 9 A |

Today's Practical Exercise

Meta Business Suite H, T ®Ieuf-d UISdc & o Teh Y0l U WaeR T3 &3 | Jad Uga i
qAqd ST (U 3fTsaifaed ), fhr T T8 e IR &Y (@RI, Foic 3R WadHe uRHTRNd &), 3R
3 T Uh TS S (3T 4 BT ST 8341 T fohufed SUats &%) | U dad &1 Shi-Rile o 3R e
ferge T P Ud® AT T B Bl B 1 3TUD! 3T UfRT B TTUY W B Bl SATaLTHdl
T8 8 — U8 Had U Y30 3 g |




MODULE 2 Days 6-9 | 8 Hours Total

Web Analytics
Understand your audience, track performance, and make data-driven decisions.

3T I Aol T YR 1 = Tehd o1 3T WU 81 ¢ | 99 TATfaife s fafsed & 37 3eT (raw data) B1
It Gi?l%f@(actionable insights) ﬁwaﬂ'{%—\?ﬁ WQ’G’W%% WWW@?&W
g, APl A 3MTd g, d RATHIA 5, SR KT HAC Bld § | 39 AISY H, 37U 99 TR & SSKT WK S,
TS AT 4 (GA4) T H=Id 81 SITa |

What You Will Learn in This Module
v X TATIYT & T T[T TANICHT 4 (GA4) I ATHIC 3R START H=AT
v I (sessions), ToT 3R F WieTHe Al e & gHgAT
v gt e ¢ fthes TRIST (aramaTd Hid) &t ugaH SR faRayor dA
v goR ST (SUTRTEH A MR fogfaeR U &l ¢ ST
v B T (FUTRUT &) 1 Y3y 3R AR HRAl
v TIfafeaT § fireh siaef® ol AT & fAufal & Sirge




DAY 6 m 2 hrs

Understanding Website Visitors
Web Analytics
Overview

T dauTSe 31U fafoTed (Mg & aR W STl &1 Udh MRaR UaTg SIRe HRd! g | THTd THTfee e 4

(GA4) TT STT &I HER Hdl g 3R 34 T RUIcq & o7afyd HRd1 ¢ | I8 UTS GA4 TcBd &1 3T
AT T SR 3 A A e &I R Il & o R fSfored Hidher B 3fa=d ST a1

Core Concepts
Sessions and Users: The Foundation

. User (guIX): 98 SATGa7Td SA1ad & Sff SHTID! T3¢ TR AT & |
. SessionW:WWWW(WW)%—WﬁW$ﬁ®WaW%(@,a
TR 1 31T 3R R YHAR BT 3MMY) |
GA4 @%’@w (engaged sessions)WWW%—@mﬁl}f 10 Y8 ¥ 3P I dH
I 8, A B o= 3de giar e, a1 o 2 71 399 31fieh U9 s 81 | 98 /M AR sIeg ¥e
(bouncerate)a@ﬁmaﬁWﬁGA4$@ﬂﬁﬁWﬂTWW%I

Traffic Channels Explained

GA4 W%’Wﬁ&@ﬂ%@u@rwmﬁqu@d HATe:
Organic Search: T[71d, @T&Wﬁﬁx}ﬂe{wml
Direct: Ergqmg&n URL T 3{3ITd A1 |
Referral: ORI T3] TR Aol foiakd § 311 aTet ¢fthep |

« Social: HhUg®, SR, feides e
Email:éﬂﬁ%ﬁqﬁﬂﬁ?ﬂaml
Paid Search: 1[I Ugd |

Paid Social: ﬁETQEﬂI
&m%ﬂaﬁaﬂﬁﬂ%ﬁﬁa@wm%ﬁ? 3T DI J AT YT Ted waTal ¢ fthdh AR g |

Engagement Metrics That Matter

« Engagement Rate: 3- QX0 &1 UfA<Id Sl "I S § — U8 SIS 3 B! o1 7 HfH T 3R
SERARCH B
e Average Engagement Time: WW'& 39 e & 1Y fd-t R db 5&@(1 B %I
Events Per Session: Ufd fafsie fiw{-f fop o] R (‘Tﬁlﬁfﬁ)@ﬁ%l
Y AT e 3! siaTd & b ST dhee Ut ey Bl Uxic 311 6T 8 a1 398 JUR Bt
AHAT B |
Navigating the GA4 Interface
gHHTD B A T Rl
Reports > Acquisition > Traffic Acquisition: ﬁﬁ?ﬁﬁ@ GHQ%%I
Reports > Engagement > Pages and Screens: ﬁ?@rﬂx—rﬁwwﬁmﬁmmww%
Reports > Retention: fhdm izl\w{-lrdlq%l Q'?ICWGTR%%l
« Realtime: 3TY®! JI3c W IdHH H Aiv[g @134 fafsied |
HcH TR (A=Y fa=eivon o fofe s-afteiic/ TRy Ta=H 9 ge &1 uRfid B |




Key Points at a Glance
n WWW(SeSSionS vs Users)

n ¢fth e TG BT 3T (Traffic Channels Overview)
n T3 YT B! RS (Bounce Rate Explained)

] Qﬁﬁlﬂfﬁ'@aﬂ (Engagement Metrics)

[ WW?ﬁfﬁaﬁuﬁﬁ(New vs Returning Users)

[ ] GA4WW (GA4 Interface Navigation)

[ mm (Realtime Reports)

m ST FT @D (Audience Overview)

Al Tools for Today
e Google Analytics 4

Pro Tips

m GA4 Looks Different — That's Intentional

TS TATIC N 4 = T 2023 H g{Ha¥d TATCa (UA) 1 T ave O Rwer &= faar o1 afe st
PIs U1 IR el 8 o U S1aT Sex Wb QW ST RET 8, d THS b a8 IR (33T Scs)
D8 | GA4 Y-S HISH P FolTd Udh 3dC-9%S (3dC-3MTRd) AT ST BT SUANT HRT g — T
D! gl TIPS TG 3R fa¥gd sgaeR daeh (foefoera) Se1ddr g, Afd 39 forg 3ge! U Xeq|
(HAGTST) B THSM &1 ATTRIH T g | TRa B 31 UfshdT B 3UATY; I8 TR ke J s g |

Today's Practical Exercise

Google Analytics 4ﬁFIU'I"T3:TEh_\\’ (UT analytics.google.com WWW@ﬁ[ B3 I | 5{-I8b diq
Traffic Acquisition ROIE TR ST | 37U €1 3 ¢fthds TIRTS! (AT W), Tdd & fold WieiHe ¥
(Engagement Rate) 3R QOI:\&\SI Q‘\I\ﬂﬁl'c CIQH (Average Engagement Time)?ﬁeftlg?ﬂ?ﬁl a's'éa&rrm
ST & IR B F1 FaTaT ¢ MR b o e H 34T a1 fpan ST 91fe T, 39eT 150 Xea! o1 U Wiad
RIS ford |




DAY 7 m 2 hrs
Traffic Source Analysis

Web Analytics
Overview

3! for a1 ¢t A |1 €, T8 ST SUANT g | A1 U fafulex (3MMided) Tcid &0 3 &gl 4 31
BT g 3R IUDT HGER BT ¢, TE ST 98¢ GaITel 5 | ¢fthds T AT (GTdTaTd Hid [a=ets)
3! TE UgEIH a1 3 3T B b I | A T A7at 3T Yol 3 UTgeh o e &, bel 3
AR BT R, 3R BB 3T 30 T 3R U gafg PRIB & |

Core Concepts
Why Traffic Source Matters More Than Volume

TR ¢t Teh TH -Tai 81T g | 100 3D TS BU (highly-engaged) 3T fAfTed STl 5% 1 & 4
H-a< gld §, 4 3 1,000 US fafsTcd T Hal 31feres Heua € ol Y18 R 3Md 8 qRd da oiid & | ¢fthds
I TR 3TUeh! had dieqH &1 &t e, Sfew Sifeict &1 4 a1 o34 H Hag ddl 5: oY WieHe
e, Uol Ufd T2, H-a=iF ¥e 3R 990 & SUR e arar Y9 | T8 STl WHIE gole Taih e (Sofe
3fTded) & ol o & Aeg aRaT 5 |

UTM Parameters: The Key to Accurate Attribution

UTM (Urchin Tracking Module) TRTHIed 3 @ gld & fS 3110 307 URLs A Sligd & difds GA4 &l Tl
U Y IR 9P b ¢fthh Hal o 31T 8 | b UTM-<1 aTell feidh 39 ave faadn :
yoursite.com/offer?utm_source=facebook&utm_medium=paid-social&utm_campaign=jan2025-

promo| UTM %ﬁzﬂ, &wa{fﬁwﬁ—s’m GA4ﬁ“Direct"$Wﬁﬁ@|§aﬂT%, SRR
R IHY bl Il U I HIYAT R-THI 81 SiTdl g |

Analyzing Paid vs Organic Traffic

T ¢t (FSAT YT T Tl S ¥ 3T aTdll ¢ ftheh) ST SEO dTdhd 3R SIS HI UasT ol
AT R | U8 ftheh 3MTTah faTa faRT (TearersionT S-avetic) &l a=IfdT 8 | 37 &ari- ey & o]
P T MU MG &I IRdeh ARTd (true cost of acquisition)WqﬁTaﬂﬁT%l uﬁ&ﬁ%?;’m
3% TR $-a¢ Idl § 3R US 1.5% W B¢ gidl 5, Al ATYHT SEO 3w ufal fafsrex St geran

S RITH) SHe FR @6

Referral and Social Traffic Insights

IR ¢ fthdh I 3T deTgel I Tl g Sl 3MTUeh! A1ge I fofeh Bt & — ofd salT, STaRaes!, U ey
3R UIERIRT | IF-T[0rd a7 YR TR 3R Ugd § g s fafered ¥ord & | Tivrat ¢fthes 9 I8
U1 Idd1 g o B A wiewiH dfe fade ([Garadt faaaq) & aomg arde T8Td (meaningful
engagement) TR & | I8 ST & forT St 3iifsd arda H wgl gl &, 31U Jrerd efthes Bl
ICHhiH & SIER faHToTd (@He) L




Key Points at a Glance
m 3D A J Q:ﬂﬁ‘lm(Organic traffic analysis)

] ﬁ—s'%;fﬁm%%rr (Paid traffic tracking)

n W%ﬁw (Referral traffic)

n W%W(Socialtraffic)

n STRAE ¢fhd STAZCH (Direct traffic insights)
n ZI:C%@:[a?'l'l:ﬂ?ﬁ(UTM parameters)

[ ] WW (Campaign tracking)

[ Fﬁﬁ/ﬁ%ﬂﬂw (Source/medium reports)

Al Tools for Today
e Google Analytics

Pro Tips
m Build UTM Tracking Into Every Campaign — Always

3 h A H UTM TRTHTed 1 3RS (non-negotiable) STE | fhdt 4t 50 1 Al B3 A Ugd, T
UTM ¢fhT Treefie TaR &9 | 82 faTma, B8R 394, 3R 8 UIRIe URE &1 T UTM 71 e et | o8
IR 3T Uh TATICT o TaIUS ST G ofdl FaTg ey ST Gl fob 3-1ch UIRUMH (results) 81 A
MBI

Today's Practical Exercise

GA4 T, Acquisition > Traffic Acquisition TR ST | U TTd (Organic, Paid, Social, Referral, Direct) &
%Eﬁiaﬁr@aéaﬁw‘ﬁs‘aﬁ @'5217\‘:[ (Sessions), Qﬁ\_rl'ﬁ_c’i_c’ (Engagement Rate), GﬁTW'-‘ZfTH
(Conversions - If¢ AN 8l) | $Yab 1, TTA & Campaign URL Builder €& &1 SUTNT Rch U HIedl-dh
$Ud B0 & oIt T UTM TRTHTER e TUR B3 | Se fHT T URL 1 T8T U B 3R IHEM fh T
IRTHCR ford T 1 ¢h PRl & |




DAY 8 m 2 hrs
User Behavior Tracking

Web Analytics

Overview

3TYD! dETZE TR Iold o1 HRd ©, T8 THSHT 31 61 HE@qUI & [T I8 ST foh d 981 »d Ugdd
¢ | IoR faefamR ¢ (SuaiTadl IagR ¢fdhiT) 39 HF DI Udhe Bl g o1 [aTeled 3U-d &, d el
TERTE AYSA T, Bl ITB! BT HH B oIl 2, 3R 138 B¢ 81 — T3 BIg: o & farg IRk
FRATE|

Core Concepts
The User Journey and Path Analysis

GA4 B! "User Explorer" 3R "Funnel Exploration” RUICH 30! {01 WS¢ TR SAfGavTd a1 AMH[gd ol
7Y (SUTNTHT AT BT 8 HRA BI 3A et € | T AP §-H 1 S+ 39 UHR 8l Tdbal §: griuel >
BRI TS > YSae U > HIE > AH 33T > AP G (U=l Uol) | 3T T H Iold el IU-3i1h (A3
BISN) FIIB 8, TYP! UgdH BT 3TUD I I8 H-ax YA & TR ol < 8|

Page Performance Metrics
A% Ul o ford Faferfed &1 fazadwur s
. Views:ﬁﬁﬁ@—éaﬁml
« Unique Users: fam 3eT-3@T goid A 39 ¢4l
e Average EngagementTime:aa\_ﬂWﬁTcFﬁaTW%I
. Exits: oI fha- IR 39 fafTy O & Wige Bl v g |
3 o Qb1 HH Tt T aTa Uoll TR ST (3Rede) dee gl vl § | 8T8 Uie 3¢y (3
I &X) 10 Ul 1 o ! S G o ol ASTgd CTAs T dgaR dhec &1 ATTRIH T ol gl 6 |

Scroll Depth and Engagement Patterns

ThId ST <] 3ATUSD! Il ¢ fob IoTdl ardd H 3T Ul &l fobaT el dd Ugd & | A 80% Joi U
T ST URE & hadl YT 30% TR B Ugahe g0 5ITd €, df 3TIehT Jad Hedqu! cTA 3T e iy
A AT aRT | oTa gord fhaft U & 90% 3R e Ugdd &, o GA4 Tl &0 9§ hid 3dcd &l ¢
W%—Gﬁ‘ls\i dhee Y[STd (deep content engagement)WWWﬂW%l

Event Tracking for Deeper Insight

GA4 T3 Ay B JHTIACH YT ¢ Bl §: oIy (o, ThIcy, ST, WA SIS 3R BiH
SR | HEcH ey 3! 30 foo9 & for fafRry farsht ot et &1 ¢ v ot srgufa < &2 o

e fade, Mede fSed o, TS-2-HIc TR | 3y & - ST 3R Tad TR & Hayd

e (building blocks) |




Key Points at a Glance
[ Wﬂ:ﬁ 1O (User journey mapping)

[ ] a@ﬂﬁﬁﬂ%@% (Pages visited tracking)

m CIgH aﬁ:rﬁryrw%m (Time on page analysis)
[ ] WIVFT@'W%%T(SMOU depth tracking)

[ Wsﬁzé%n (Click event tracking)

[ Wﬁﬁ\}lﬁm (Funnel visualization)

[ ] Q'%I_C’a@ﬂ (Exit pages)

[ ] Bﬂ?ﬂ'q?ﬁ:\efgﬂ (Heatmap concepts)

Al Tools for Today
e Google Analytics

Pro Tips

m Your Exit Pages Are Your Biggest Opportunity

ST HTched had U ¢Ithdh A TR & hisd HRd 6 | ST TS| oild SR 34 16! B 31
HA T Bl & O81 U IdHM ¢ ftheh STU-3HTh (ATSC BISHR ST 81 38T ¢ | 30 TFie U & H-aH ¥e
DA 1-2% BT FUR R AT faqmo IR Te i sifafkaa Sier W ot fomT Sra= kot &1 G
THd gl

Today's Practical Exercise

GA4 Explore B SITdhR 30+ GIHUST ¥ YR= 814 aTell U Path Exploration RUIC &Y | §HUS & TG Jot&
GRT 3(UATT SH 9T 219 3 UTY (AT ) Uga B2 | 3 Jad gTs-Tfiie Ul (G181 ¥ Jad SaTe] Al 915 e
BISd 8) B WS 3R & YHTFId HRUT (TSR FaTd fob gord 39 U1 9 i ST g B | U gTs-ufivre
U o ford e e SifpHrg iR Roeiier (=i ford |




DAY 9 m 2 hrs
Conversion Tracking

Web Analytics

Overview

H=aRH ST P [T ¢ftheh ST LRI B | BRI <11 b IS T Tafa e ot e ST
OROMAT (S 3T3eHh i) o SiSdl & — oi AT8H-3U, WRIGRT, i gui dHAT 3R ¥a-g ([To7%) | T8
UTS 3TUHT GA4 H a2 &1 aRHIIE BT, T3 BT 3R ST fazavur -1 fRardr g, forad
3D T STATTYT & 1Y HIB T o 0 o1 & foIe siaxass ser fiaang |

Core Concepts
Defining Conversions for Your Business

H-axi BIs Hi 8T TaRH (Tfafafd) g o 3mueh foema & for 7o (deq) 1 ufafAfea s g | et
HgYT (Macro conversions) MUTHE deT Bd §: S8 TSR, TS WIH SR, 1 GeTfh WM | ASH)
Hag (Micro conversions)@ﬁ%éﬁﬂ?ﬂwwgﬁf%z S fopdt CTAWWWW, Usde
ST ST/, TWHIE A Dls MZTH SIS I UHR P H-a- JoR b 310< (3¢ C) AR HUT Pt
TYTaRierdT & IR H HeddH ST UM $d g

Setting Up Conversion Events in GA4

GA4H, Admin > Events H ST ! Y 3dc &l =a2i- & =0 H feifed (ela 3i1) fear s gedi g |
WW%%’Q P S XHIY Ob-d-‘ilcf{-lz purchase, generate_lead, form_submit, sign_up,
begin_checkout, 3R ¥ J (U=TaTe) UST & [T page_view | T® H-a=iH 3de & forg YA & fob
3{T9 dc &1 =M, 9 (Afe AN 8Y), 3R 98 U1 7 foTR FR FR 3@ & o1 98 BRR gl 8|

Attribution Models: Who Gets the Credit?
O Pl gl SHTIHT B ge fARTU- <ad 7, fthe TTe O fa- R fdass axan g, 3R iR -ac g 8
— 1 ford 91 1 30T 9T (hfge) firemT Tnfee? T e His e 39T 3R &d 6:
« Last Click: 0% 3 31% Ugd &I 3ifad cadise|
«  First Click: 33Tt WISl &I 9a|
o Linear: 9 caUlgcy &l 9HM 991
« Data-Driven: GA4 T T3{TS-UIGS Aled (DT AU o g SRR |
TSR &1 T T 3170 I B! SaTHdT I 3feeh T HH i A TI S = |

Conversion Rate Optimization (CRO) Basics

3T H=a=i ¥< B: $\text{Conversions} \div \text{Sessions} \times 100$ | TSI TALST (ST & 31
i BId & §-BIHY 1-3%, SaaS ! TTAR 2-5%, TS S BRI 3-10% | A 3T SIS 4 1< §, o 3aA
AT O & UG, BIH &I daTs, Ul Al TWs 3R 3uA faqua & ar¢ aur df$n i dhde & s & Ad
ﬁaﬁraﬁ—%ﬁ"@@? (ad scent)ﬁT\_rﬂFlT%I




Key Points at a Glance
n HaXH T (Whatis a conversion)

m GA4 H T He3rg (Goal setup in GA4)

[ ] @f-@%éﬁﬁﬂ (Event-based tracking)

[ @EW@EW (Lead tracking setup)

[ ] g-ﬁﬂﬁ% (E-commerce tracking)

[ WWWW (Micro vs macro conversions)
m UfCSgRM HISW (Attribution models)

[ W%W(Conversion rate benchmarks)

Al Tools for Today
e Google Analytics

Pro Tips

m Conversion Rate Is More Valuable Than Traffic Volume

3 ¢ P QAT HRA T 3T AN (B1ee) GRIF! 8l Sl ¢ | 3P [AURId, 31U H-a=i ¥ Bl QN
R Y fomT ot sifafvad Te o & STaeT Xa-g T 81 ST & | 31U fasiTo §ofe &l 96 3 Ugd
UM 3T H=a= 3T DI SRS B & THT (a1 B3 | THHT IO SH 3T U&f & HTH Hdl g |

Today's Practical Exercise

GA4 T, Admin > Events TR STY 3R U89 o IHM H 1 ¥ Sy $-a3H & ©U | fafgd g | afg sk
T TR &, A U Ui (Xaide) 3dc &l H-ai- & =0 H AT B3 | 3P d1G, 30U <19 ¢ftheh Y &
oY ear=f=T X BT UM 63 37R 310 fooy eT8U & SR S| SaHID 1 SUH! JaT B | 30
H-a ¥e H JUR - o forg 3 fafRry Rl (Redeswr) ford|




MODULE 3 Days 10-11 | 4 Hours Total

Marketing Reports & Dashboards
Visualize your data, communicate performance, and make confident decisions.

YMER ATHICT & STa9lg 3R RO SgaRi -1 81, 1 T8 3Gl IR US| i el Ia- o g | I8
HIS MU Sifed HIb 1T KUy ol UgHT, 379 Trfds (=i (insights) FepTarT 3R T8 Uith =
SYETS T RIATAT § SNl dI5cy, Kha ey IT MUD! U A B IRBIHY &1 WY TSGR ¢ b |

What You Will Learn in This Module

v Tala Wew IRl § Hu- RUrdy o1 fa=eooT 3R e &A1

v Tt oft foore & for g ue=i= ddbad! (Kpis) & Ugar oAl

v Looker Studio H T EAd STEIS ST

v TP Bl SIS U Bs ST RIS (Data Sources) Bl BT BT

v Q?ﬁ@ETWTﬁ'QTW(Data Stories)ﬂﬂﬁmﬁﬁﬁmaﬁﬁmﬁ
v H@%T@aﬁaﬁ(m) Bﬁ?ﬁ@m(anomalies)www



DAY 10 m 2 hrs
Reading Marketing Reports

Marketing Reports

Overview

TS T it RUIE dHadt it Teaa gic & OId 3MT0 3 el o719 U 3R SUHT [G=Reo0] d3-1 o 8 | T8
TG SHTAH! ThRd ATehfe T RUICH &t ReT, & dfad B J o Afce iR sifed Se1 9e 3 Suanht
G‘T?ﬁc@ (actionable insights) Wﬁl’@'ﬁ%l

Core Concepts
Anatomy of a Professional Marketing Report

Td 331 Al feT RUIC & M gl &:
e Executive Summary: H@IWWI
e Goalvs. ActualComparison:aﬂTGﬂUF{&?ﬁaﬁWW@%’?
e Channel Performance Breakdown: W%WWW@%I
e Trend Analysis: WWﬁﬁW@W%"
¢ KeyInsights: ST BT Hﬁ%l
Recommendations: WWW%I

ﬁmﬁwﬁmﬁ A Sey) areht RUIET FHad Se1 A § — RIwTRe & Iy arelt Ry arRafas gfga
EERER

The Most Important Marketing KPlIs

e Reach & Impressions: fod= @ A 3BT e ST

o Click-Through Rate (CTR): fdha- Ufai=rd @Rl A faae fbar|

« Cost Per Click (CPC): US U 1 garaT (3R |

e Conversion Rate (CVR): mﬁéﬁwéﬁaﬁrmuﬁmm

« Cost Per Acquisition (CPA): T® H-a= &I AlTd |

« Return on Ad Spend (ROAS): 9 fhT 7T Td® SIeR IR I a4

« Customer Lifetime Value (CLV): T fhU 71U TS T8 H1 S dbI0Id Jod |

Comparing Performance: Period Over Period

Afeey Pl Haft off e b (SMSHIAA H) 71 3G | SR AT Y 39 U I S 8Ud, 3 HEH a1
s e, 39 farel 99 e av &1 33 fauret | difvas shar difvas (3rafd ar siafd) fawasor 3 uar
AT 8 b UeF 9 X818, e 8T8 U1 RR § | Ay seaal & Ui & "ol Bl Wiol — S et
TENREH TS, ToHd UHTd (HH 3RR) a1 oic § dead |

Extracting Insights from Data
e (P 3Hihs) e AP Td § OId 31U Tl YaTd YBd o "5 8% CTR H 30% Pt FARTIe oy 3mg 2"
(fopufea YHH/YHTae?), "JUIR BT CPA SIS 1 §¢ 712" (HIdbe H far! Ufaat = wa fawae), »siiiie
fthe o 259 B g T g5 2" (s e U IRRE 1 TT?) | 3 HIdhed gHRI +ar) & Ui fdt wart &t
S & oY I W 5 |




Key Points at a Glance
a U RUIE &t G (Campaign report structure)

m KPI &1 U89 (KPI identification)
n Q@ﬁﬁw (Performance comparison)
[ a_s'Q:ITﬁ'ﬁH (Trend analysis)

a ROE wigsdt & A (Report frequency standards)

n @Hﬁ@ﬁ@?ﬂ%gﬁﬂﬁ RIGIT (Data visualization basics)

[ ] a'dl-llc‘r; | dd-l (Benchmark comparisons)

m 3fd=P FBTE (Insight extraction)

Al Tools for Today
e Looker Studio

Pro Tips

m Always Lead With Insight, Not Data

e 3y RO g R IR &Y, o) Felrged 3R ifreiial &) Siewie 78t iU gl @ — 3 99 I8 ST
AEA §: "FTSH S I8 82 B 31T T BT A8 T?" YA RUIE B L3 Uh WY, o1 dapeiiapt
IATA (SIH-I1) a1 AR & Y B | STl o B Jufsay affRy) & for s W |

Today's Practical Exercise

Th JUA HIeh eI RUIE TSt T ST (BTed(-eh ST SFRE B b 1018 3T ChatGPT BT YN HR Jbd
8) 1 S99 5 KPIs B UG B3, Udd & forw fiftgs-siiar-thifvas (3rafdr gz 3raft)) uRad=i ot o &,
3R ST YR IR 3 fAfRTy RBTRE & A1 200 Weg] HT U Tollagfed TR (GRIGRT IRiR) ford |
39 39 e URgd B ol 3T fordd} Ferge &bt R R @ &l




DAY 11 m 2 hrs
Creating Data Dashboards

Marketing Reports

Overview

TS SERI ST Ud o1 ToR H 1 BT ol 6 odl ¢ | % 8 H-g3fd =0 3 RUIC R $= & Foll, THIY
&N (Looker Studio) 1T SR STIEIS TSR U J HTST BT I8 § 3R 3MTUD! qUT TP Faecy
1 AIH T RGBT &1 RIA-CTZH T 31§ | T8 UTS US| T SIS ST AT § S SHThY D g &b Ar-1d
T TRE B (Gharrd) W8l

Core Concepts
Looker Studio Fundamentals

Looker Studio (SR U8d Google Data Studio & =T I ST ST UT) TS &1 Tk Wi Sl fag3ageiR ¢ & | I8
1,000@%% {-I\I{:I(w @@ Hohdl %—WGoogle Analytics, Google Ads, Meta Ads, Sheets, BigQuery GﬁT
I5d $ MR | 31U TI Y, TR 3R THRBIGY Bl B R J7-US-3T0 HRd §, 30 ST B! BIBTR
HRA B, 3R T o134 fofeh R B & SNt 3HTe)-RIG ST Igar g1 59 fore fpddt IS o) siazassdr 8t giat|

Connecting Your Data Sources

Looker Studio 'Ef, WWW%%’Q Create > Data Source UR fadd &3 | 3[04 Hdex (Google Analytics, Google
Ads 3TTE) B T 3R HGRM B AP (authorize) B | 3T TH & RUIE T 3 ST IR oI a H e (&'
) Thd & — oY U 51 Ul TR GA4 BT ¢fthds STl 3R IUP 31 S H Meta Ads BT I (A1) Sl flG@m |
Bd-TTd TR (Ul wd fazaryon & forg U8 shra-Wiew H of Sifaya-ig U 3 wifdaee 81

Choosing the Right Chart for Your Data

Scorecard: WWWM%W (@@ﬁm ﬁ?ﬁ@ﬂ) I

Bar Chart: f[af¥a 9T0rd} & oTa dogsT &1 AT 3 o oTY (oI oTdd TRWIH) |

Line Chart: T99 & T §GAd ¢ gd &I [G@H & foT (S AR ¢fthap) |

Pie/Donut Chart: 3UTd a7 fRRGR] fe@™ & fod (o ¢fthdh Id TR — BT SUANT HH 51 HY) |
Table:ﬁﬁﬂﬁ?wm%ﬁagﬁﬂl

Geo Map: REIREI] ﬁ?ﬂmu@h (Regional performance) %@ﬁ%ﬁ‘lﬁl

UM I A DI A Sl 3RV (insight) B G SR AT T WY R <, 7 [ Ta oifed i ard ard o1

Building a Client-Ready Dashboard

Teh Tt Te dellSc SYETS | AMHA Bl 8: AT 3R S ¥o1 Yalaex & TTY Ueb 382, Teilag[ed GHil WhRaBTS
(@14 4-6 KPIs), IRWGIAY ¢ ATCH (TIT8/Hg M & STIR AT AcH), Id Sh SIS (R ITE 1 ¢ad), T hu=a
EITEI'QE Sﬁ?w'W@@'WW(Recommendations) BT IR | s@ﬁ@rmﬁﬁ wﬂﬁw%am

& o o R U bt TgM & o dhadt 60 Adhs ST THI B



Key Points at a Glance
n 9IS BIAHCE b UBR (Dashboard component types)

[ Wﬁ%ﬁ[@?&l’q (Looker Studio setup)
m ST IS B Hge HIAT (Connecting data sources)

[ ﬁ@\}lﬂﬂ'léﬁﬂ'q:f (Visual chart selection)

m KPI Eﬂm (KPI scorecards)

[ ] W@?@?m (Filters and date ranges)
IWW(Dashboard sharing)

MCbEEE:) G{W%GIE:T (Decision-making design)

Al Tools for Today
e Looker Studio

Pro Tips
m Build the Dashboard Your Client Actually Uses

STES ST THT Fa HTH T I8 Bl 8 o 3110 98 99 $o fear <d & Sl 3 e weha &, A fr a8
Si 3T FATEC Pl S B SAAHT ¢ | FHI0N [ B ¥ Ugd e 4 I8: "I SXEle MUHI dF A
fyofg o & Aag B fR S0d SR & YR W Ul ¥ YE3Td (R Soi=aian & | T W,
-3 SUEIE R IR T Tfed, SHTHN G- ard SXETs &I Ald Gl g |

Today's Practical Exercise

Looker Studio ﬁ, Wﬂgmw (blank report) SHTY| Eﬂﬁ Google Analytics 4 (4T Jud éCI) Pl Hde
HY | SNS: Uh ST 36 dhald, 4 TRSBTS KPls, 1 AT ¢S ATC (THT & 1Y I &1 T, 3R 1 IR 3
(O & IR Sftheh) | 3T §I7S TT SMARTPRO Al 11 &1 SUTNT HReh Udh T (HRIC ) HaR Wb 1A
AR D3 | RIS &1 e AT oy 3R I8 SEIS 1 ST 8, ST U IRIITH H fazayor ford |




MODULE 4 Days 12-13 | 4 Hours Total

Marketing Metrics & ROI
Calculate profitability, measure return, and optimize for sustainable growth.

ST AT & HIB T BT Had U SIHM T oIl 6 | T8 ATegd 3D TaTies YoMt (e
feoTeea) Pt HTST SeT Rardr & — ford arTd, HfSH 3R R @ 701 -1 A 8 o 3
AT YTt & Hed o1 ITfed BRd § 3R W1 W & (0ial o1 Anfesi— ava g

What You Will Learn in This Module
v TCHR TR B (CAC) P ITOHT HRAT
v T e 3 gavedie (ROI) Bl HAIUAT 3R ITH YUR HAT
v Ulfthe A1foi 3R TS oie TR 3% UHTE &l GHSHT
v FH YR B dTd (underperforming) U=H &1 UG BT 3R I8 S 1 BT
Vﬁﬁﬁ?ﬂqwmnancialanalysis)Wﬁ%mQHﬁ(Al)@Wmﬂm
v TR QUR & forg 3P Hg eI thrad daR &A1




DAY 12 m 2 hrs
Profit, Cost & ROl Fundamentals

Marketing Metrics
Overview

AT 1T D1 ATHIGAT (Wit e faTerct) @1 0T SR @ &HdT 81 RUMITAD (I CToIdh) ATy dl claedmd
HTdhed ¥ AT HRAT ¢ | TH TS H, 31T 37 g fa<iig ey (wre-Rrad Afee) H 7eRd g1Rid &
SN I8 T P & 1o DIs U Ia A7 & AT o1 — 3R TSl AU oIy Pl Uifthe BT TS H
AT D1 dog THSHT WA |

Core Concepts

Customer Acquisition Cost (CAC)

$\text{CAC} = \text{Total Marketing Spend} \div \text{Number of New Customers Acquired}$ | 3algUl
& fore: afe 3y A oR $1,000 T B4 & 3R 20 UTEH U HRd 8, T STUHT CAC $50 B | FRRaT
(ERefafereh) Reifd B & o 39 W & Ja-1 SHR 3% HeR ARbhelgH de (CLV) ¥ &I ST
e | T WY faoiAg 1 A HH 3:1 BT CLV:CAC IR 1T 1G0T § — forgapt 314 § f ude uge
3Ot SITRRTGUN AT ¥ 3 AT 31fefeh deg i ie axal g |

Return on Ad Spend (ROAS)

$\text{ROAS} = \text{Revenue Generated from Ads} \div \text{Ad Spend}$ | W%ﬁ‘lﬂ $1,000 37113
T W $5,000 BT YA fHTT = 5x ROAS | U B G&fdT (3T RITHT) BT Hedidh = o T ug Trufiep
Afew 81 Fic: ROAS XA &1 ATUAT §, Wifthe &1 a1 | A 3T Wede &1 Aol 9gd HH &, dl 5x ROAS
T oo i a1 7 81 uehar § | aRdiae U ST o fore g8 Uifthe Ao o T 8 ROAS &1 Tl
B

Marketing ROI: The Complete Formula
$$\text{Marketing ROI} = \frac{\text{Revenue Attributable to Marketing} - \text{Marketing
Costs}{\text{Marketing Costs}} \times 100$$

g U] MU a9 R Ufawrd et (uraest few) Tar8 1 2009% HIh T ROI BT HAdd & [ 3 T
fHT T UA® $1 % Tadl $2 BT UIThe HHT| TSI 3R FaTgcd b RUIE B & fIE ST ITanT
B — Tg AThIcTT RGN &I JAad ooy dias & 9gd T g |

Break-Even Analysis for Campaign Planning

Wéhalrl Pl i B I LIE'aQ-'\L WW-WW(break-even point) CARIUGIGTE mm%\ﬁ?
TS 3SR 9eg TR g HUH ATHEAH & SITET? I&TeR0T & [o1d: UTSae B HIAd $100 &, ATS 50% §
=7 faspT $50 BT UTMRe | T8 W $1,000 B 1 §b-3a = 20 f5hT (20 x $50 = $1,000) | A= A Ug fbar
ST a1 I fa=eyor §fard U 3 g1e a1 600 R g ald dhR W4 B AHhdl 5 |




Key Points at a Glance

[ WWW (Customer acquisition cost)
m AT ROI BTG (Marketing RO formula)

[ ] Wﬂﬁ%mw (Profit margin basics)
m ROAS &1 TTUFT (ROAS calculation)

mLTV ﬁ CAC T 3UId (LTV to CAC ratio)

m W%Tﬂwm (Break-even analysis)

m Foic TAIh YA Aloid (Budget allocation logic)

n qaﬁﬁ?ﬁnﬁw (Al financial analysis)

Al Tools for Today
e Claude

Pro Tips

m Know Your Numbers Before You Launch

foreit ot U P & H=A A UGS GHRTT -39 BT TIT0TT T o | S0 A& BT Rad -S04 Bv:
"ATIHETH BIH & foT8 T $30 BT CPA TR I TR 2% & TGRS H=a=i 3¢ 1 S/d T, TRTCPC $0.60
@[W@Fﬂ?ﬂ%ﬁl" g&rmﬁﬁ-wﬁﬂﬁéa-wﬁa (data-driven)mﬁm?ﬁﬁﬁmma
S A SITHM SR IHIE & R Ed g |

Today's Practical Exercise

sﬂqﬁ?@ (ﬁﬂﬁ’@f) & TTIY ChatGPT T Claude BT ITART H: "I sell a product for $80 with a 40% profit
margin. My ad spend last month was $2,000 and | acquired 35 customers. Calculate my CAC, ROAS,
marketing ROI, and LTV:CAC ratio assuming each customer buys twice per year for 2 years. Am |

profitable?" T3S & 39 fAeITUT BT LT B, 3R U IfY FH53A & o Bgera U I AT SIaRT Y |




DAY 13 m 2 hrs
Campaign Optimization

Marketing Metrics

Overview

TP hU Bl Al BT Al RID BT ¢ | ST HIeh 1T DI (R % (Continuous
Optimization) H Ffgd 8 — STafUT &U T I8 g1 foh T HTH HR 8T 8, 39 IR YA &I BI GIAT
AT 3R S HTH 8] HR X81 & 39 el ol | T UTS 3MTUHh! FRAR o0 JUR & e Uep TRfad Thdad

(Structured Framework) Ul & dl % I

Core Concepts
The Optimization Mindset

SHITPHTZSIH HT HAAE SRHAAIS Dl 31 BT 16! & — deth 39b] HIad hadrsil § FRaR JUR
FRATS | TAD U & YB3 U URBTHT (Hypothesis) b T1Y B "TRTAFAT G fb X Bl I Ay
Z TP YR BT | S URBH T T URI&0T B | TROMH 1 AT | faoidT ! Ar & | I8 ax+e 3R il
ufhar gt fafIT (Elite) AThed &l 3Md AT ed 9 ST Hdl g |

The A/B Testing Framework

A/B i (Rete SRET) Tt U $& fRR T g a3l Teh ded & Gl IRbUMl (Versions) B el Hall
1 T GHY T ael Ueh &1 IRTS BT TR - O TS 38 aIsH, US 38w, Trie 3iifeay, g i
SIS U7 CTA S CaRe | TiRSTah 19 I (Statistical significance) & ot Taftd SeT bt STaxaasd
gl 8 — @is v Feend eTe T Uga SHdR IR ufd AT 100 ¥ 31f¥e Haxi—g g =i farst +f

S B IHI A UgA §C The |

Budget Reallocation: Feed the Winners

IR 0 T HU IR IHY Bt JHIAT DX | AT ROAS T HH UG B T HUT B UTSl (Sb) B,
ST B 3R IIRT Afohd B3 F UGA 38 o1 Y | A&d] ! IR - aTdl U o] Joic I-TE X | el
QA BIB! M AP e ard HUg BT Foie dR-R IgT (TeEnied & gHIfad 89 T §9M & fAT 10-200% @1
gfg ) | HH TR HRA aTal fagToHl  §oie &) gaiyd 0 § geTdh JHTId fasidrstt (Proven
winners)aﬁwmaﬁl

Creative Fatigue and Refresh Cycles

Q@'WW(Ad creative fatigue) mﬁ%wwm&mmﬁw 3P IR G
I Bl & — o Ry AR W 8, CPMs ¢ O g TR WSHe HH Bl Sdl 8 | bl (s
o GRT 30 fARTI &1 Sxd ST 1 ST T TR AToR 38 | 56 g/ HH R Biea! 3-4 9
3R BT MY, A Su fhufed S AT Y | Teh THTdhc e hatex R & off 8 2-4 FITg & ¢ fobufed
IRTRF U |




Key Points at a Glance
[ wm&ﬁwﬁaﬁﬁmﬁw (Identifying underperformers)

[ ] mﬁa?ﬁﬂﬁmaa# (Creative testing frameworks)

a 31T Nprg-He (3MTfSUT &Y 3R e §7r)

m I91¢ JUAIHRH (@I BT YARTde)

m A/B CRET DYSIATSHT (A/B testing methodology)

[ W%ﬁﬂm (Conversion rate improvement)

[ Wmaﬁa@,aﬂﬁmm(&aling winning campaigns)
[ GFT@IIE@QHW (Optimization checklist)

Al Tools for Today
e Looker Studio

Pro Tips

m The 80/20 Rule Applies to Campaigns

3T 80% TRTMH MTHAR TR 3MTTb 20% HU-T 3R fohufesq @ 3md g1 U= ifepiwr ifpaseIeH
AU B 3 TVl B 31ch B H gaie h- P SOl ol TWRIS UG- PR I 8, I 20% IT-UeRH ardt
B0 ) Uga 3R IV §S THMR W T (Thd Hq) H fSar|

Today's Practical Exercise

O foredt 3ramg T 3T H 0 SeT (@RI U1 HTUP) T 3R Looker Studio TT Google Sheets H T
TR ST THRBIS T | 3T 2 T 3T YE R HR Tal TS Yo 31R 2 Yo WRIE U
P Tel TS Ul &) UgaM Y, 3R WRId YGRH H- a1 U Ue & fore Ta fafiy sifprmgeem
UM (JURTAS HeH) ford | 3% ST, 397 Y U2 H34 aTa TS e &l 98 THM R F¢ & fog
T Th ol WM (Scaling plan) IR &I |




MODULE 5 Days 14-17 | 8 Hours Total

Marketing Automation
Build systems that nurture, engage, and convert — while you sleep.

HIhTeT AT MU TEl GHY IR, et fdk &l, el GeW 37 Y Al e — ag i kg @
HTEAe® | T HISTA H, 31T HEeHR BIal-3T Terds] (HeHR Bl SIS aTd H) B U0 63, agd
dc Red Yeam o, SR dietd] ge tiey &l =R 3R TR (e i) #5341 aTd Tes-uras dedicy
IR B |

What You Will Learn in This Module

v ?ﬂg:ﬁﬁ"{%(mad nurturing sequences) ﬁ%ars’q @TW’C’W
v 3RS 3UW 3R BIal-30 TH T Y3 HAT

v f} deaTge IR @139 Ie S%Td 3R HIBTR BT

v 3eferoie dedic HaueH Tl (Serfded d1dsiid &1 UdTg) duR BT

v R T 3R FAQ (SR U O aTal U%) B SIeT I 3ficiie AT

v U 3CTATM TIUISe &l 9gaR §-114 & [oT8 TSATS (Al) BT SUTRT HIAT




DAY 14 m 2 hrs
Customer Follow-Up Systems

Marketing Automation

Overview

AT SHRI Ial-31T (3ddl BRaTs) A gl fur giar g | Rad & udr aaar g f& sow fawl & e esn s s a1
I 3P BT U eT DI SaLIHA Bl &, bR Wt 1T soamg Hae 1-2 Tl & &1 81 gR A
A & | AT SRR SaafRUd 3R afadid (TRaESS) Wial- 3T Wl §-IhR 39 THAT &1 8¢ Hdl 8, St
T B! qd TP TR B & ofd A b d WIGRY & foll T TRE IR A g1 M|

Core Concepts

What Is Lead Nurturing?

S TR I FHIad ATE ! b T &Y T D1 WichaT § SNl 31+ WRIGRI - & ol TaR 7181 ¢ | Tet 9Hd
R IR AU oI aTdt Hed ™ SR Ui (Xade) Ha=i &1 Ue §Tal & ATed , 3110 3+ RIfed o3d &, [aym
A g, SR AT & fR- R Fax[ F HUIG A € | TR Bl T8 A1gd, TR 4 B! T8 A8y B a1 H 47% Tt
1k‘“;RQIE'RQfEIO_{T"F[%(Annuitas Group) |

Designing a Drip Campaign

w%n%ﬁq(onp Campaign)G%sﬁwwueﬁ@rﬁwgww@m%ﬁ%@msﬁ?(ﬁ&ﬁ@ﬁ%ﬁ
3RTY, THTSS FIC) & 916 U AT e TR Woll ST § | ST TR b 3IHR, Day 0 TR WRT TR & 1Y
A BIS Hega It (@asH + ST dw) € St 8, Day 2 TR Qe It (T Rd d5ec), Day 5 TR
IS YW T HY ST, Day 8 TR AT BT THILT (3foiaRI g8, Day 12 TR Ueh T HTHR (Sedh] UdTd),
3R Day 16 TR dThIfeIahdl & 1Y Ueh HSTgd CTA (hId-¢-TaRT) U far o 8 | 39 g ufehan & SRH Uds
SO 1 T WY I 3R Th WY HIl-¢-TasH g1 AT

Trigger-Based Automation
feTR-SRE ST TH SIARTd & Soid Jorki gRT b T ST aTel fafRIs TaRmg (Tidfafer) & SR R Ho=T Hord!
| JaTeUI & for:

o  ToR GRI ST ERIER] U A1ge BT & 1 6¢ 9IE TEISS HIC' (Abandoned cart) SHA Yo |

o B/ YUY gRT ISR g aTel deehH e |

o 30 a1 4 e gori & fog - Tiede saa |

o UEH & S W IS fSxprde HomT|

3T XY SR H-a=T & TS H fOTR-9%8 SHA I SiTSHRE SHTH &1 g1 H HTh] Sgck UG A 7 |

The Nurture-to-Close Framework
30 TR B i TR H fAUTRTd oy
¢ Nurture Phase: aﬁmﬁ %%nﬂw @TW&H&—W%E@W (GW@T:FIT) :@[Eﬁlﬂl
e EngagementPhase: ﬁ%ﬁ?, Fﬁ, IfAR — deei Bl SﬁTTI_E!TTﬁI
e Conversion Phase: mmﬁwwﬁwﬁ MUl BT T @Tm(m) aﬂT
Gyl
S{TT-31ETT TG S TRUN T S-S T F MY §¢ el § — U 33T AT fogfaaR-aws sife
(ATBR- TR RMRAT3M) & 1Y SHhT & 3T ¢ |




Key Points at a Glance

m OIS TINIT P SR (Lead nurturing concept)

[ ] %'q zhal'-l CARRER] (Drip campaign structure)

| H@ﬁé@@ﬁ?ﬂﬁﬁ (Automated email sequences)

[ &ﬁaﬁmq%m@@%mq (Segmentation for automation)
| %ﬂé@ﬁ@ﬁn (Trigger-based messaging)

[ W-Waﬁm (Follow-up timing)

n TR § 9 AfeT (Nurturing vs selling)

[ Fﬂﬁ%ﬂ]’{f{%m@ﬂﬁ (Sequence design principles)

Al Tools for Today
e Claude

Pro Tips

m Value First, Offer Second — Always

AT SR & qaY Fo e ST | &l Ied U (aa &1 BRI TR 1 6 | 3P TSI
3-5 ﬁqmaﬁwaﬂ(genuine value)wmam: @ﬁs@ﬂ%&r, ERRIETSH ﬁ?ﬁﬁ\_ﬂtﬂ
3T ATl o STaTd | STd deh SHTUHT TS B 3-Tds A 31T, dd deb cilgd BT 3T IR HRIGT a1 ST
IfeT — 3T [Sh] T 98e ST gl SdT g |

Today's Practical Exercise

3T TiE o ford! s de a1 afay o ol 5-30d aTal o U Hiehd f&9ie- ®-A & ol ChatGPT HT SUIRT
P3| SATTDT 1;lVTl:Er G\I"II ElT%'Q: "Write a 5-email lead nurturing sequence for [product/service]. 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." mﬁﬂ_d Claude ﬁm@rsﬂ 3f13cyc ﬁﬂjﬂ&ﬂﬁ 3%?3@
3R 9gR (RWB18) 17|




DAY 15m 2 hrs
Chatbots in Marketing

Marketing Automation
Overview

3TN & UM qXd Uldfehan ZHIfSTe Redr-g) &1 Sl HRd 8 — Tile & 7 fad, Teigi °ge | ATebieT
Jeqicy 3 ATd! B GHADR, ATSH B! HIAHTE BIP, 3R Hicde STBIHIA HI HlcHlcd wud
HER HD 3 TYT T4 ¢ | T8 TS 3! RIGTdT 8 fob AT 1T & e H dedicy 8 S Hd § 3R
DT THTE! &1 STINT b fhar oy |

Core Concepts
Why Chatbots Are Essential for Modern Marketing

T TR 3T aTel b TS dTa (Z-PTaRY) TR fohait foror s 1 3fivrd Redr-g ez 42 9 BT & | 9%
faudid, Jeaicy $© € gy A ofard ¢d ¢ | TS &1 78 Brel 3dhd gl tie F=R ¥ & Aeh g T J
g ar g | TIfd & ST, Ieaicd Uh Y Adh s araeid SHIT Jdhd &, HH Bia-3T BT 78] Yad,
3R fo1 foreft eeima & 3Mud AT HAS B! AR fSaaR HA B
Marketing Use Cases for Chatbots

« Lead Qualification: I ST dTdl TaTd IS (oI Soic, STHAR, SRexd) 3R Hgdqui

NESEIR PR HECR ISR TSI

« FAQ Handling: 3T0% UT &Y SATGT 3T Tt 20 TH FaTdl & S1d1d 3ileHfcd 0 J o1

« Appointment Booking: W@Sﬂﬁﬂ'{%m WW$WH@W(W) HIAT|

e Product Recommendations: @ﬂaﬁﬁmuiﬁwah @TW% STYR U d%ﬂ’&ﬁ NS BT

BEIEESI
« Post-Purchase Support: RIFUT T T[S TaTa! HI FHIAT 3R B JfaY & 11 I HH HAT|

Designing Chatbot Conversations
U dcdic Had a1 ol 351 81 hdl g I S8R SUDT H-ad e [SHIg (STaeid P TudT) gidl
%I $Hah qJ3 Rigid % wmﬁﬁwaﬂﬂ%aﬁﬁ (ﬁ“@r "Hi, I'm an Al assistant — ask me
anything!") | REOT-0 &1 BYeT 3R AT U T (Tp-aa) I | Sfed Jg & ford gue o 7ra
TIC (human agent) ¥ S[S- &1 fadhed SReR ¢ | oY Uge o 3 ok 3ccd (STANTHAT & I1G1) &
oy FETT ¥ | ATEd H U Uga AR Jordl o A1 SHDT 0D YT BN |
Measuring Chatbot Performance
% B TG A Jedic HICHT:

« Engagement Rate:@ﬁWWW@W%WﬂWW%I

« Completion Rate: 37 gl &1 UfIRId S STaid & X el bl T HRd 5|

« Lead Capture Rate: GU% SHGRI (Bi-cde 3h1) U H- ard Zoly &1 Ufaerd |

« Deflection Rate: f§TT forafy AT 508U & dedic gRT IHTR 7T U4 &1 ufa=rd |

Customer Satisfaction Score: %W@ﬁ%ﬁﬁﬁﬂe{mﬁ URe- %?fiﬁ'r[

WHstﬁqmuld BISHR (STU-31h) TG §, ID YR TR H-au<H Ual bl AT Y |




Key Points at a Glance
m ] Ry o TTH (Benefits of chatbots)

a TN & HHA! BT A (Use cases overview)

a ICSlc & ATHH T oIS FER HAT (Lead capture via chatbot)
m FAQ 3T (FAQ automation)

[ aﬁuﬁmﬁﬂ%ﬂﬁq (Chatbot personality design)

n W%WWWWW@ (When to use live vs bot)

[ ﬁmﬁm%uo‘m% (Response time advantages)
n aﬁuﬁﬁﬁaﬂ (Chatbot metrics)

Al Tools for Today
e Tawk.to

Pro Tips

m The Human Handoff Is the Most Important Chatbot Feature

Hff +ft T Tedic 9 ST S gord &1 Ue Side i U | BT ¢, S81 4 aTeR Haar &l ol AFa Il
E»P[I E’ﬁ‘-?ﬂ "JRAfd® Afad I FTd B (Talk to a real person)WﬁW’ﬂT&lﬁﬁ, aﬁvgﬁﬁaﬁ%w
or DT SRIY B3, <l I8 88 311H T A T gl 3R ol 81 | Th 3B 88 3H1h W DI T IR
&g SR offe &1 gHEn & faw @l & |

Today's Practical Exercise

TH Wi Tawk.to SBTIC b o0 T2 30 H< | TP SUATS Bl THIER P 3R Uga I 94 gU dc favleq
SRIRCESIECASEIE] (canned responses)aﬁw&ﬂaﬁl GN:ﬁW%WﬁW%WWW
T B (WA TSR 3R 5-US BT St el fSois &3 | =g IR & ford dfe & Ragi=g
fgd G3I aTadid &1 f&pp ford |




DAY 16 m 2 hrs
Website Chat Integration

Marketing Automation
Overview

TH TICqic UM BT Udh d1d § — Qb 39 37U daTe IR el 671 9 a1 (SR He) BT gurl a1
g | I% U3 30| A13d dc 3R dcalc RIReH &b a1 3R URETa (TR Jedd & R § [
Y A1 8, ST 3T SIH 31R 31T fafsted gl & e Ueh 9e srjyd gRfidd axar gl

Core Concepts
Installing Tawk.to on Your Website

Tawk.to U BIeT SITATFERP RAUE (JavaScript snippet) UG &1 g ol 310 30t d9dIgE & FAlfofT 71
@rtra@rﬁwao—eﬁ%l a'é'aﬂ(WordPress)W, m&ﬁﬁm?wmwk.to Wmmﬂﬁl Qmﬁ'q?[é
(Shopify), faaRT (Wix), T TTIRTY (Squarespace) UR, WEWhIH & 3T fAdbedl &1 SUIRT &N |
IR & 15, SMUPT o favic qid [GTs o aiTdT g | 310 siTe o Hd @M & forg faeie & 3, Rufa
(TISTIRI), HTYT 3R WRTd o= e B3 &) HeHIse B |

Setting Up Response Workflows
3T dc TR B TR B
« Business hours: 9§ T13d USicy U &l |
. Offline message collection: SI§ s Toie AT 7 8, dd TH, SHd 3R Y U= R aTall
TH B |
« Routing rules: &8 UHR o ggare ford Toic a1 faumT &1 ure git|
e Cannedresponses: 20 {-IGN-I\ AHH Hdlcﬁ%ﬁﬂ usa ﬁ aqli vidld (H_S’Qﬁmﬁﬂ% GﬁT

RAOAT A ATed g TU A UR Hd18) |

Proactive Chat Triggers

Uufded dc fafsier & SadeR & YR TR WETfeld 74 ¥ STadid Y[ ddl & | 3aI80l & g

OTd PIg fAfTer 30 Tahs T USRI UW WR g, A Udh Yo foTR &A1 (‘USRI 61 AR 13 Jard 872"),

o DTS TR 3 A1 IR 3H¥eh Uil R ST @ (“3RIT 31U 3 W ¢ 3R 82 H Ace B ghaT g!"), AT o
5 [AfoTex AH TS Ul § d1eR e aTe &1 ("3foh T — T H 3MTUHT 3{Tex YRI B | 3D Hag B
Tl §2") | Miufaed e s F@R T B 30-50% A% o1 Tl |

Chat Analytics and Continuous Improvement

Tawk.to fa¥qd AT RT U &l §: 1 I (Total chats), 1 §s 9CH (Missed chats), R
T3H, I &1 3AfY (Chat duration), 3R Toic TRWGIHY & | 8 W Bl g3 Icy ! HIET B — UddH
B S T TP W1 §3HT TS AR 8 | I ST Xg JaTdl o Ue bl o SR Ih! SUANT 3U- deale
f&PY, FAQ TSIl 3R JHY TS hec Pl IgdR S b feld HY |




Key Points at a Glance
m I fdule 3XTd BT (Installing chat widget)

m Igd a? EI'}I\ﬂq‘d (Live chat management)

[ ﬁwﬁqﬁﬁ%ﬁm (Response workflow design)
m T AfChh g T3 (Team notifications setup)
[ Jﬂw%ﬁﬁaﬂz (Mobile chat management)

| q‘rqi%a%‘c’ﬁjﬁ (Proactive chat triggers)

[ a_C'Q:ITﬁ'ﬂ%W (Chat analytics)
[ G{Wﬁw (Offline messaging)

Al Tools for Today
e Tawk.to

Pro Tips

m Chat Window Appearance Affects Conversion Rate

fShice &0 ¥ e aTe & de 9ad SHRI e 351 fadhed g1 aIdT ¢ | 37U de fasie & T &1 30+
§E H TN A AT B | T ISl Toic Bie! (AR 1 ST CS) BT STTNT B | SeH-3E W Tl
R B HT RSO 63 | 3P de favie & fagerd iR S1dt H fpy U BIe-BI sead 30 ad R
HE@YUl GHTT ST b & o fba- fafeled Taas Jr JS1 RiE Hd ¢ |

Today's Practical Exercise

gfe 3P Uy fHdt IaTTge o1 TR 8, d STH Tawk.to favie §xeTa &3 | afe T8l 8, ol WordPress.com
T3P JHM fhd WehiH IR T Wi ¢ e ST | BIHUS IR 20 V&8 dia- & §1¢ Afshd g1 aral
WWW@E&NﬁI &rtFﬁss«fl & gMHE= Hdlcﬁ%%ﬁS%@ﬁEW(canned responses)
IR B | STHe] 3R AIESd Gl IR 39 QR IT 31U HT TRIEUI e |




DAY 17 m 2 hrs
Al Chatbot Setup

Marketing Automation
Overview

g} SesTed HR 3R Hfrd fEpY o1 U Bd & | 39 [, T3NS desicd ~eRd aidol (Wb dd HTH)
B gHA &, ToR & S (30¢) I UgDMa 8, 3R 37 arel o1 1) FHeiaR) I oare 3d & i Stk 7 » R I=
WY FU Y TR e a1 UT| U8 UTS 3! §1cldy (Botpress) — Ueb YfIRITeH T3S dedie o — 3
ORI AIaT ® 3R 3! WY H-ad g Ul §11 Riardr g Sl fafred & aRdfde TU A Aag dhid 8 iR I
Hac PR G|

Core Concepts
How Al Chatbots Differ from Rule-Based Bots

-G (FH- ST deaicd fSUoM ¢l &1 Ua $Rd & — dic gok X Hedl g, dl Y SId1d ¢ | THTS dedicd
e & R P IS B THSH P 7T RS 73w TRARAT (NLP) BT STANTHRA §, A 81 39 SHiIe I e ¥iep
I F A oI T B | ST HAT g [ DIs GoR IS Ahdl § "1 G (a1l 52" AT "HIAd ol g2" a1 "F1 I8
fmracdt g2 3Tk TS Jedic 37 diFl 1 U gl §ec o U H Tl 5: WISRAT S} (Yot Usars) |

Conversation Flow Architecture in Botpress
Botpress ﬁ, WWW@@W@%WﬁWW%

« Nodes: STqTId o aRUT I RUfAT (F-a=1H W cH) |

o Transitions:aﬁﬁhaﬁ?aﬁw:ﬁg@f W%“ﬁﬁﬁﬁ%l

e Intents: JoR 1 ATEAT § — [orIHT TdT NLP §RT TRTIIT STl |

« Entities: J9R & TGN 4 FabTel T8 fAfRIE SHGRI, SR TRIG a1 |

. Actions:aﬁwma—aﬁmm, AP| 1 BT, JT ST d HAT|
U Botpress Studio H mﬁﬁﬁﬁﬁ%ﬁﬁqm%l

Designing Your First Al Flow

3T Y BT8-deg IUANT & HIHA (IS ) T YSATT B TS SHICth b2 | Teh U1 Tell F[STIS B oft: IR bl
W B 3R ITHT A1 U, I Ui awadmdl (Misae § S, Juid, TR ot ugdM &1, 396! Ted
F ATYR TR 2-3 HITHT TaATd I, ST SHA U9 H&R 6, 3R TR SIHERI S a1 hid Vegd HR | A
IS B Had T gl Jard a1 R0 R Hiod I — Sifedar gord ot mfa o e 2 3t 8 3R FwlizH e Sl od
GG

Testing and Deploying Your Bot

fswrgHe (W)@WWW@W@%W Botpress ﬁWE—ﬁEW(W) Eﬁ?ﬂ%l SR
U R UTY &7 URTE0T B T GBI & ofd JoTs ST SIaTd &l 62 T8I ¢ old d 3f3e-3Hh-e i
(ﬁWﬁ%’W) WW%” WWF@’QT (fallback message) Tl 31’&3?”%’7 %@‘T%W Botpress CEEM
SRR o T1e0H T 39 3{UAT davrse IR fSwiig o1 | 304 Tl H HiEd] o1 Ugd dHR- o fol Uga e T AT
STadid &1 FRHT @) H



Key Points at a Glance
m U3{TS dedIC AN (Al chatbot logic)

[ ] d>rd@ir-‘ll'-| tl?ﬁ %\,fils'-l (Conversation flow design)

[ W%G%W/@?wq (Intent recognition)

[ Gﬁaﬁ"\’F{Eﬁ(Automation triggers)

m T3S ¢ 1 gl a1 (Al training basics)

m SOy &I 3ddih (Botpress overview)

[ amﬁmq%ﬁmuﬁ&rwm (Testing conversation flows)
[ ] ]%lf‘l'\rqﬁ? Gﬁqrﬁﬁﬁﬂ'ﬂ (Deployment and monitoring)

Al Tools for Today
e Botpress

Pro Tips

m Start Simple — You Can Always Add Complexity Later

T3HTS dedic o B Iad g1 T 98 i § (9 310 I8 o a1 81 fob 31U gord &1 arad 3 a1
1o, T Sifed 3R Fg TRarsi (sTifi) Il tefl FIR R e & | & Ugd U TRA 5-A1S (5-node)
T Sic Al B3 | IRAGD Joid o STdeid B Ta SHTH I b1 ISR B & | 3P TG B 3 Il
DI II-THFHR M FGT¢ | ST b AT § IRAT 175 SIfeddT gHR HeuT & YR R JH ot T3 Sifedd
SEFIERNNE I

Today's Practical Exercise

T Thl Botpress 3BTIC T 3R HH Y HH 5 AI1GH & 1Y U] Ul T ITqic dIR B | ST
Sic: GOk &1 WRTd B, S0] ATH Yy, 3D G- MaRIHhdl i UgdH & (3 f[dbeu 3), gl
TR & foTE Teh RIS SaTa UeH &Y, 3R SAHT AT HtaR B | TR 3 g draie urey
(ST & ) BT U0 B 3R 30 R 8 b Tl BT Tpi-Ie of|




MODULE 6 Days 18-19 | 4 Hours Total

Al Marketing Research
Use artificial intelligence to research markets and outmaneuver competitors.

T3MTS (Al) 3 ATche Rad &1 e et ok Tifeht uforan @ seaes ue 98e au 3R gau sna A g
fea 5 | IE Ui d SR o &1 HGa 9, 3d 31U ST I PHITRfc e’ AT (Widgal [ARAwoT) $HR Fohd
&, A ¢ g8 1 Udl AT Fohd g, 3R U SHTSTH STHISCY (GRID] P! ) UTd PR Hebd & [9db [T
Tgd QR o feurdieq &t simaaedr gl ot

What You Will Learn in This Module
v Q%WWWWW G@W(Industry Research) dxA[
v 3R GUHATDHC ¢ &Y 3R IR DI UgaH HRAl
v §8 T R SifRIfeed B ATh T T eoiTo o [aRayur ST
v a@@a@E(Datasets)ﬁmTﬂ ﬁ?W &ra%‘@ﬁw
v U8 RO Thaeh R A1 S 8 80 310 Tl &1 IHd 91y
v W$W(Research findings) ﬁ@WW@WW




DAY 18 m 2 hrs
Market Research Using Al

Al Marketing Research

Overview
Ugd ATdhe R (SR SFI8ET) B Ul o1 THg Tl 1| TS 34 RidbIedhR $o gl Uel A e adig | 39
1:|'|’o“f[', WW-‘)@WWﬁ%WW (Gemini) 3R Sufie (DeepSeek) BT ITANT HAT
T — o 3T faRY Pt UG HR b, HTSTY b AT hlarol (HAIR) Bl TH o, 3R 3
Y P ISR R Tt Sl 3HTTeh HIh T ool Bl SMHR S & |
Core Concepts

The Al Research Advantage

URUR® Alhe ROd B1th! it 3R Tl UfshdT ¢ | 38 [auRid, TSMR-urae Rud o, Thaad 3R AR
TST &I ST b aTctl aldil ¢ | T3NS ¢ B3 gl fIe A 89lR| Sl Uiged HbI YA (synthesize) TR AHhd g,
W%W (consumer behavior) H O &l Jedlq g&hd %, @@ﬁ@éﬂﬁmmﬂﬁ%
@T%@T%Wqﬁmqm(hypotheses)wwmgl Q%Wﬁmsﬁamﬁwmw
9gd g8l difefed Tsaies Sfaeusf arH) urd HRar g |

Prompt Engineering for Research
3! T3S R 1 Piferc] YRl e A MU UTHE i siferc] R R &t ¢ 1 310 R uigy &1 39 kg
TR HY:

Role: aﬁ "Act as a senior market analyst" |
Context: B@"T, H}'ﬁﬂGﬁTWFﬂﬂT (industry, geography, time frame) |

« Specific question: 91 "2025 T 3-HTHY ATH AT H ST 5 G’WE’Q?@FW%’?
. Outputformat:ﬁ"ﬁﬁg%%éﬂ%@qmwagwffmmﬁl"
TR T3S T RIS (F1) o IR H g 1R R Agaqul gral & Jamiud (QRwrs) B

Using Gemini for Trend Discovery
T S (Google Gemini) RUd-eT3H 28 R o fore fawiy w0 O wifad=imelt 8 1 314 39T IUART 3 HIHl
. ol TSI RUICH Bl ORISH A1
o 30 =1 (niche) T <FET iU & Uga= BT

fYoget 3R e SeT § drogrR YA e (FUHedT HIaHT) o1 faeewor BT

R daelt o= & YR W ATTSTg ugiT (Audience personas) TAR BT
Wﬁﬁé@ﬁﬁm (validated trend analysis) %m@@'«ﬂaﬁsﬂﬂmﬁ Google Trends FICTH A
oy

Validating and Structuring Al Research
Qmmﬁﬁlﬁ Wﬁwﬁaﬁe‘mw Cﬂﬁaﬁf%l sﬂ%q@laﬁﬁmuﬁm@a‘r (primary
sources)@@%é@@w, WHRI gl @TWW%W”%—W (ﬁ-ﬁﬂ:{) P3| 37T SifaH
maﬁwmm(standard format)ﬁmﬁﬁ:

WI%_C’SW(Market Overview)

m‘;’mmudience Analysis)

1 (3-5 HEaYU 05 )

UGS (2-3 3HAIR)

Iy (HHTfad Tav)

WK eI SMRAH R RUMHIfAS UHTd)

g T 31T} R B ol STaurc & fort qRd S8R (actionable) T il 3




Key Points at a Glance

m 3N WW%W (Industry research methods)

[ ] Eﬁ@ammaﬁ% (Trend discovery techniques)

m U3TE & HIeAH § 3{TSTY 3TAI8CH (Audience insights via Al)
[ ] ﬁﬂ%féﬂ%wﬁgsﬁﬂﬁwﬁﬂ (Prompt engineering for research)
| @ETW&UT(Data synthesis)

[ ﬂﬂ?fﬁqﬁaﬁwm (Research report structure)

m U3{TS 3T3CYCH &1 T BT (Validating Al outputs)

[ ﬁﬂ?‘f@[@éﬁﬂﬁ\_{l@a (Research to strategy connection)

Al Tools for Today
e DeepSeek

Pro Tips

m Al Research Is a Starting Point, Not an Endpoint

T3HTE Had Ugd 9§ AN BRI & faSeivur iR HIAWT (synthesize) HT § — T8 41 ST -Tg]
W%I WWWW(primary sources)%ﬂwwaﬁfﬁm(ﬁm)ﬁl 30
T P BT 10 TAT T & U T3S BT IUTRT HY, Afch1 T3NS 3M3CYC Pl dRdIdd UMD
ZYIST (strategic insight) T G & fATT 3109 g & fade, I & I SR STAR-IAS 9
(critical thinking) T UTNT B3 |

Today's Practical Exercise

TP T I (industry) T ORTH 30 ATH T 1 & 33 ¢ | 39 IR R v & foe ues fawga
1;IEII'J:E%ﬂTHG‘T&Fﬂ(Gemini) BT IYLNT HY: HIb T BT ATHR R[5 aX (market size and growth
rate), T10 3 HEHR WHEY, 5 IHA §UTIY, 37R 3 AT I AR | 3P d1¢, 370 I frdd T <8
D1 TP TERTS T U & o1 STAIP (DeepSeek) BTITANT B | 30 37 JHt fAsh Sl ol firete
1-091 BT AT e RO FHRY (Market Research Summary) ﬁaqﬁﬁwﬁl




DAY 19 m 2 hrs

Competitor Research with Al
Al Marketing Research

Overview

3o wiifeed mfagfeal) o I & dgaR T — a1 37 o SgaR qHgHT f1d-1 3 g & 9Hek §
— U Sgd ST HIefed Usarest (Viaae{ @) 8 | TS T SHTudh! HIIe ey Bl (i RSl
BT it 3 faT B, I BP0 H BT (716 B IgaH B, 1R 30 Ga & §1S B 981 Sia- &
fore i o3 Bt SrAfa 3 & el 3 preiR B

Core Concepts
What to Analyze in a Competitor

TS TS PHITTe e’ T (Mg gt favayon) & fafared i 6:
e Messaging and Positioning: égaﬁsﬁ? 30 Wﬁ%ﬁﬁ”@ﬂﬁ%”
o Content Strategy: 3 d?l'-l e s % m%:lﬂtﬁ ﬁ?ﬁ?_d:ﬁﬂ’ﬂﬁ (311@[%{) & gIY?
e Ad Strategy:éﬁﬁ%ﬂﬂ@%—mﬁﬂ Meta Ad Librarywmﬂﬁl
« SEO Performance: ®I- 4 ®1agd 3% 11 ¢t Pl dgTd & — 9P 10T Semrush TT
Ahrefs BT START &3 |
e Social Media Presence: Q‘\I\vlal.c \QC\{-I, Hec b YBR 33? &r”r%mtr%muaﬁwmm
o Customer Sentiment: 7[d], Trustpilot 3?[? RedditWW%W @Tml

Using Claude for Competitor Strategy Analysis

FAIS (Claude) TSI AT H CRE HT fAATUI B 31R 0TI Yo &1 Ugd o A S P g | forait
aﬁ@ﬁa%%ﬁﬁaﬁfaﬁﬁ,&IEI'IB_C'(About)aﬁﬁmaﬁﬁmaudeﬁaﬁﬁﬁ?@: "
ST P HTh T TISTRITT T ST BT [ARATT BX | ST Pt dog WU 3T 82 9] TRie 3fifeda
P 82 A P Y U Ul (GHET3M) & GHIYM H3d 82 A fob Simufral &) GuTerd 82 37T Je= el
HHSIR g1 Dl 82" U8 IR0 R AT &0 J ITIRT g

Finding Marketing Gaps with Al

T HIICT 11T (Marketing gap) T QT HICHR 1S, Shec Sitie a1 QSI=HT Trel T & ford
HIfeey Ugid U 9 TS H (Jalferd) 78l I8 & | ChatGPT I U: "33 [SENT) H TR I3 hIaIfeey &
IR T YS! S ST 8, ITP YR TR A YT B A T T U BIS 8 82 Ueh I A U
Uigcd YA T8 T &2 B § e eIiay Ueb TU RIS &1 (e Ug< feel Tebd 87" 3 ey 3udh
T QIfGTRITE AT T TR §9 S B |

Building a Competitive SWOT Analysis
3T 1T 2-3 HITAIeed & [T SWOT TR dUR B & ot T3NS BT ST Y
. Strengths: 98 ®TH S8 I SRATYRY U Y 33 g Y HA 5|
. Weaknesses:ﬁmﬁ%mm%ﬁfwg’l
. Opportunities: ATHT & 3 ¢ ST BRI T8I ISTUIR ] |
« Threats: d Bifefed IR (ufawslf gara) 5= ufa 3 Gaga=ha g
2P 91E 39 UdE &: 3D HHGIRE] 1 BRIGT I3 3R I0! dldhd! ° g9 & folu 3191 g &1
QT ol R &L




Key Points at a Glance
n ﬁ@ﬁa@%ﬁﬂ@m (Competitor strategy analysis)

[ ﬁ?ﬁqﬁw (Content gap identification)

n Q‘s’éﬁﬁﬂﬂﬂ# (Ad strategy research)

[ Wﬂ%ﬁw (Marketing gap identification)

m U3{TS & TTY SWOT TATRIRIT (SWOT analysis with Al)

[ ] WW(Benchmarking techniques)

[ &Nﬁﬁlﬂﬁﬁm/ 3T BT TTP] (Opportunity mapping)
 HIRICfed TiforRifT (Competitive positioning)

Al Tools for Today
e Claude

Pro Tips

m Spy on Their Ads Legally and Ethically

ATT &1 TS AZSR (facebook.com/ads/library) A H hagH 3R S IR 9d 3¢ Gt faqmoi &1
TP JUd, TTaei-db 0 9 JaH Serav g | fod! it piifeer ol @ief ek 3 fr A aRaa A -
IO T T8 §, I17 P YT B 31R b wadey R faqmuA ¢ @ 81 U8 Aichey & forg Suas
e o=l (3R T S IUANT fhT S arel) dimifefed s i A U&7 |

Today's Practical Exercise

3T A §UIANT H 2 BRI g | 3% dauTSC AT 1 fARaw0 $H5A & fort oS (Claude) &1
ITANT B (37 BIHUS BT TR U HY) | S piiefeey H 3 AT 6 Pt UgTH 6 & g
ChatGPT &1 IUTIN &3 | §TP d1G, 250 Yea] &1 T "HiRIeIed TSR I eHe" (Competitive
Positioning Statement) ﬁ‘l@, WWWW@% 3HUP] BT D TS ﬁﬁ@ﬁ?ﬁ%@ﬂm
Sita & fore ford ok e &1 RTfd (AifSr=HE) S|



https://facebook.com/ads/library

MODULE 7 Days 20-21 | 4 Hours Total

Marketing Strategy
Synthesize your skills into a cohesive plan that drives sustainable growth.

SfRITTd HIh [T DI (Individual marketing skills) T8 3R Ht 3if¥e Tfd=ime 81 9d & e S Uh
RATA UM (coherent strategy) & d8d UdhIghd [ahdT ST & | T8 HISgd U] U &Y I HIeHT
RaTaT § — forad & I &1 90 631, (U4 1S &1 THTd &7 J RIfUd (DforRM) =1, Ifaur 4
golc 3fdfed BT 3R Sidaiiers gy Il ol UTd R arel ATH il W duR ST M |

What You Will Learn in This Module

v U eTife 3ifedy (@féra aviel) BT Ictddr & Iy URHINT 3R WY BT

v AT foog & fore a8t AT T Teetl ot o T

v metﬁmﬁﬂ@ﬁ? (Brand positioning statement) IEEARGESS]
v Tfie Iaf IR YU =0 T ATh T gofe Srdfed wrAm

v T YUl 1T &0 el SR R HAT

v FRER faera @) & fore st Rurifar &1 AT SR S8 GUR (SeX=H) HAT



DAY 20 m 2 hrs
Creating a Marketing Strategy

Marketing Strategy
Overview

T HIHTCT R (HTh [T W eoll) a8 HReR W § STl 3T Alehied ¥ 9 gyt Fuial &1 ArfexH axdi 81 98
TR Bt § 3 31ma foret @il bt Yar v §, I db b Ugaid §, 79 FT hed o, 3R ST Aohardl &l
YA E | U8 UIS SHTUH) TS 2o 3R Ui DrHaeRt T SUaNT i Ueb TYUT HIdbTeHT T sl &1 Riari 21

Core Concepts
The Strategic Foundation: Know Your Audience

T AT T X ol Bl BT 3T e A (ATSFSTA HEIR) DI foepd WF THH & I gl ¢ | Th
ﬁwm%uamu‘rm ICP) IR &x:
Demographics: 34, &I, 314, :ﬁﬁ (age, location, income, job) |
e Psychographics: HcY, 3HTDHI&TU, EX (values, aspirations, fears) |
o Buyingbehavior:aﬁmmé,ﬁ@mﬁﬁq?ﬁ%ﬂ@fﬁquﬁﬂmgl
e Pain points: éﬁmwﬁwéwaﬂﬁ%l
Goals: 3 T URUTH I1 A& UHT I8 B |
eﬂwmpﬁﬂms{%ﬁm ) BITTT, SHTTSHT T HIb T 01 ST a1 AT Tt SR YHTdT ST
ST

Channel Selection: Where Your Audience Lives

it e Tt TR & el & ol HTH el d g | U= Ia bl g9 U= ST 3R faog Arsd &
mﬂfb_}

o B2C Misaea/Afdas (fAgara 3rdier & A1Y): Instagram, Facebook, TikTok |

o« Wb GfdAS/B2B: LinkedIn, Google Search!|

. WW(Local businesses): Google My Business, Local SEO, Facebook|

o S-PTHY (E-commerce): Google Shopping, Meta Ads, Email|

. Wee-fFATTIGH: SEO, YouTube, Email newsletter |
3T faIR B T UBd had 2-3 I UR & dhfgd B 3R I8 HERd g1 o1 |
Crafting Your Positioning Statement
S{TIHT QTR TeHe T8 TR o3aT § f 3 R # Ge, & fod U feam1 a18d &: "For [target
audience], [your brand] is the [category] that [unique benefit] because [reason to believe] "
IETERUT & Ty “foroh UeRt=aI & fiTE, SMARTPRO Al Tdh THT HIGh (ST TR WIeWhiH § il dhad 25 fa-i &
feoret-aes o ATeh e feh e TeT Rl § b SHBT Uich AT THIIOI 0 SITHd TG dTal afebT Arcbed
SR IR fHa1 T g 1" g8 WeHe 3 g Hue, fhufed Sik oa 4 g8 fufa w1 arfeF #rar g
The Marketing Funnel Strategy
3T ATh T Tall B 30 U Pl AT (IR STHT) B SR TR By

e Awareness (WWU@?%%’Q—WQW ﬁ?‘f SEO|

. ConsiderationW):W%W—Wﬂ,gﬂﬂ,ml

. Conversion(W):WW%W—WW,@,WI

e Retention mﬁaﬁaﬁmmﬂn W%W—gﬂﬂ, Wﬁ_cp[, Q@Hﬁ@lﬁﬂ@fl
TA® I AR UM DI TeTet B el RN TR Wid-THSIHR T o1 Mg T




Key Points at a Glance
m TSI erife @Gﬂ (Audience targeting strategy)

[ ] %ﬂa%ﬁwﬁmﬁ (Channel selection framework)

[ ] 13hﬁ|">2Tﬁ|"‘T@%Trﬁ(Positioning strategy)

[ é?lcrchﬁm:r%am (Value proposition design)

[ ﬁ@%@a%m‘&w / qi%lm%ﬁ%r&rw (Competitive differentiation)
[ ] II%TWWI’&PT (Marketing funnel planning)

m oI IR ThHA® (Budget allocation framework)

[ @éﬁﬂﬁ@@%m (Strategy documentation)

Al Tools for Today
e Claude

Pro Tips

m Strategy Without Execution Is Just a Document

ST SRR S (Vi TagR) & Ta [FER HIdb (¢ UM Hi SBR 8 | S0 T eol §H &
XA 91G, 38 AIg s A&l (HIgee -8) & I 90-&1 & TR wiF H §6d | Toh 3 se o ufd
SIaTaea! B 3 HTdhed P 3T B & S URUMH <d |, §TH I S e UHTIRITG UoleR= s ] |

Today's Practical Exercise

ChatGPT &1 JUINT b U UG & foret forer 4 o Ty Uep Tguf H1eh i ool St (Marketing
Strategy Brief) dOR &< | 3TH AT B3 ICP BT TRHTNT, ddb AR &b 1Y €1T 3 ATH T T4,
QTR WeHe, Bd & U IR0l & folt T- TSR (@1 o), 3R Ywhardl A0 & fod i
KPIs | 3% ST¢ 39 UM ) THTem o3 3R 399 foadt +f it an fadgnfaal o ugam & & forg
Claude BT ITTNTHI |




DAY 21 m 2 hrs
Marketing Plan for Business

Marketing Strategy
Overview

TS AT (T ol (VM) MTUeh I8 STl ¢ fob o =1 8 | Teh HThie T W (@IoTT) 3TUdh! T SdTa ¢ o b,
B9 3R 7 TR & AU IY RIBATS | FTUTS H, 3T 30T UM B FH- T (STEH ), Soie 3TR WY
TH AT AT & Y U 314, e ard (Taeiaicad) Al et Wi J Saali |

Core Concepts
Marketing Plan vs. Marketing Strategy

. Strategy="Wﬁﬁ"(ﬁm,m,w,mmﬂ

« Plan="%4d, B9 AR B (AT FU, TZAAR, Ioic TAIHTH, 1 P SRR, KPIs) |
I Y SHTa=g e &: 91 W & Ui Rt wes Rigia (A1) B, famm Romiifa 3w Rk wes wfafafdr (ufaefad) B
G AR U YT 3R Ie=aqul AT e drf-aa (TaeliagR) &1 Ao &vd g |
Campaign Planning Framework
3T T o YA U o foTd FafeiRad & aiRIig &<

« Objective: I8 HU I IT fAfF gRomy g1RId B>

« Target Audience: 30 |CP T I IT fgxr a1 He?

Channel(s):mﬂmﬁlﬁaﬁmml

e Creative Requirements:mLIObR%chCﬁ&IIdQLIdWII%?

o Timeline: A< & ARG, 3af¥ 3R g HISAC |

e Budget: I W IR ITal b HTIR IUHT SR

« Success Metrics: [ARIY 3R AT T (ATRE) KPIs |

e Responsible Person/Team:mmmmmmaﬁl
A% Ued (3MRINfed) & foru 38 T ‘U s’ (Campaign Brief) H SIaHE H |
Budget Planning and Allocation
3T G AT Fole Y YB3 B | Id1 o SIHR Foic Bl e 7 SYRI R BY:

. UfeRie meIHY gel [@fe Suasi g)) |

o TR UGORE S qed|

o T SRR P ST |
T I fSRSed- T Jeie 3iTde 39 bR 81 Thdl 8: 40% US TR, 25% I (SEO + PPC), 15% dhec
foPURA, 109 SHA HIhTT g 3R TR, TUT 109 Ty 3R &1 7u e iR fpufea v &
URI&f0T & foru §HRM 10-15% Soie YRIEE W |
Building a 90-Day Marketing Calendar
3T HUT P WY TZHAZT b 1Y Th haie R TR B | TH A B
e Ui ASTd (Bec URE B &1 THg-gRuM) |
FHUT A= 3R I B} R |
Tt (Reg) SR SHfPHTEeIRM & ARawy|
fraifén ot aid |
T gd ey 3R HioHd Ui (@leR a1 faviy Siaww) |
T WY ¥Y 3 feRan a1t e Sa1aes] 99 Hdl g, 3R fie &t UiTels I arar 8, 3R S9R H Sues
ﬁiﬂ?@q@-ﬁf(ﬁ@?ﬁﬁﬁ)WW%—@[WﬁWWWﬁﬁaﬁmﬁfﬂlﬁ(competitive
advantages)ﬁ@@ﬁ%l




Key Points at a Glance
m pY 1F‘ITiél"‘Ta'ﬂ:ITJI$(Campaign planning framework)

m FoIc W1 HYSTAroit (Budget planning methodology)

[ ‘;ﬁ?{@%ﬁﬂ%ﬂﬁq (Growth strategy design)
Wﬂmﬁﬁm (Marketing calendar creation)
@ﬁ@mﬁw:[/%aﬂreﬁﬁw Stakeholder communication)

IIFI'I:TS'IGI{@%W:[ Plan documentation)
IWG@W/WW Risk assessment)

n W%ﬁﬁaﬂaﬁuﬁw (Success metrics definition)

Al Tools for Today
e Claude

Pro Tips

m Plans Change — Build In Review Points

SR SCAdl 38dl & | TANNGH SGad o | HIeey s d1d gdd ¢ | ST 39+ HIhfe @H #
ey eften fogell (wiia Reg Uiged) & TRex e 3 S Tfaed HU-0 IR ATalfed afdh T,
ARy U e (FHeh st Rag), iR 3RS TeH SRy (@Tee WH Rater) | T siidd
TIATA (living document) ST T8 ST & 1Y TR fawRId g1 8, 31Rd §1¢ b UTel fhT 54 aTal
fordlt 1t HER WM U gHRM SR UG BT

Today's Practical Exercise

Day 20 AT fooT=g & feTT 90-fa &1 AT T Wi R 3 | 39H a3 3 fafRy $i= (Ie=g, 394,
CTSHATS 3R S9ic & 1Y), U HIRID Tolc S SI3, 4 g & ol U hee bl &l gl (e
FASR WhaleH), 3R 5 KPIs fSTg 3T R @M &1 el &1 AT & i ¢ B | Claude BT ITIN
FRh 3 TP NHIAA W SIagAC & =0 J hHe He |




MODULE 8 Days 22-24 | 6 Hours Total

Personal Branding & Career
Build your professional identity and launch your digital marketing career.

3T DI HIA I 81 HeddH g [ora-1 30 TGIRId B 3R 3% IR T AATE B B1 SUDT &
| T8 TSy 3! Th MR GICThITor ST RIATaT 8 S 311U T o) UeRfd g, te
THYH g TR AT R ], 31K AT 1] §exey adl hidiy dalec STadid & g STy &
TR FRATR

What You Will Learn in This Module
v T UTH YA HIch [T UIchITordl fSeligd &
v HIUA IRy gfkoma; (measurable results) %qumﬁmm
v T3TS (Al) ! TETIAT ¥ U MR ATh e Regd feramn
v THG {1 Seeg & Uil & forg dart &=
v T a1 G d-CTgH S{a¥R] o T8 GG BI IR (TIST=) FH=eAT
v TS ST ET & HregH O fasgiadn sprefaferdh) s



DAY 22 m 2 hrs
Building a Marketing Portfolio

Personal Branding
Overview

TS AT (T QI Ta Rifaa=iTell HRER ol © o) 310 ST b € | T8 3P DI B dhad aral o
D e THTUN () H Sl ol & | =18 3T fpeft et & forw 3mae- = 3R &, fohdl thieria aemmge &l o
& B, 1 3T U §7S 9138 B, Ueh 3] ke A R fhar Tar tiEwiferd) g 3faTR &l doll T 3 Serar g |

Core Concepts
What Belongs in a Marketing Portfolio

3T TICWhITer H 3T ey 3wy H1H & qad M g1 d1gy:
e Campaign Case Studies: B%'Q'q > U > FTE > afvome (Objective > Strategy > Execution >
Results) |
e Analytics Reports: Wﬁﬁﬁﬂﬁ@ﬁﬁﬁ%ﬁ@é%@ﬁqﬂﬁl
« Ad Creatives: 30 I WWW@W%%(imageS) 3R P
e Content Samples: G_Cﬁ'[th?, @?‘[m, QA el
e Strategy Documents: II'I%—%‘TW, &ﬁ%ﬂﬂm, WQWI
e Certifications: T’IF[Q:IT%I'I%W, ﬁaﬁfﬁ?, EWV'I_C', e |

The Perfect Case Study Structure

D UIChITor) &l el Bl 38 XD () B UTa BT d1ey:

« Background: TG T AT JHET T Y2

« Objective: AT I AL o T 3T FT GTRIA DR DI DI PR IE A?

e Strategy: Wﬁ?wmmsﬁ?mﬂv

e Execution: Wﬁ@ﬁﬁl’g@ﬁﬁ'ﬁﬁﬂlﬁ’?

Results: TS RO (SR 1S H X% B 3G, $Y BTG, CAC H 2% B B |

Bﬁwmﬁ Y UEd 3R T SR I — JUTAd Faiad (employers) 3R g ed e Sa1&T 34T aTd TR
SiEkakd

Designing Your Portfolio with Canva

$1dT (Canva) TR S8R TICWHITCIa STded SUAS g | 307 UIEhITera) &l fSwig id IHg 34 Rigidl &1 eaH
G

o I TGS (2-3 HAd) |

o TR CISUUTG! (3MTewHdH 2 BicH) |

o U @Il OVI8 U1 g5 WY (tfa-Sifeaar ar sisyrs T &) |

. TR-HIfac] Thiie 3R fagsre |

o WY USHHH I BT8R (dllfeh TS ! Ul Tt fob T U T a1 3) |
3P & TR TR H3: Ueh PDF I (SHA gRT HoH & frg) 3R T IRa feieps a=f (arera wifsar oz
B 3R JTITZC H TS D P (o9 |




Key Points at a Glance
m TR TR fol IS (Portfolio structure design)

[ mﬂﬁﬁfm (Project presentation format)

n URUTH} &7 AEEER / 94 | g=IfHT (Results quantification)
a Y TS BT AT (Case study creation)

[ mwmmnline portfolio platforms)

n Wﬁﬁ%%ﬁﬁ@&m%ﬁ@ (Visual design for portfolios)
[ ] W@w (Portfolio storytelling)

[ Wﬁﬂﬂﬁ (Client-ready presentation)

Al Tools for Today
e Canva

Pro Tips

m Your Portfolio Should Be a Living Document

3T TR B B3 TS 51 A B, Ul 81 3MMUD I fd@™ o [orT dhad ¢+ Uiolac s &1 i 4 81 |
3T GRT R a1 9 aTa Tde dRdfdd Tiode 398 Udh -1g &y el Siadl offdl & | 39 &R fammg!
(BTCT) TS B | I Holgd UICWhIferd) arel Hidbed - 39 9gd Ugd ST IR a1 U7 3R d TR
ST T BT S5 8 — 7 [ 9 56 U g IR H]

Today's Practical Exercise

W(Canva)ﬁﬁ%W%WBaﬁwaﬁl wﬁmﬁaﬁwwﬂﬁmﬁ
"Digital Marketing Professional" %@TE?[, W@Tﬁﬁa\_ﬂﬁlﬁﬁf&m P GﬁT o[5S P SHBR] E?f, GﬁT
ST UIUTH & HTH BT SUANT B F13 1T 3MUD! Ugd! bg sl | 39 Y el B Background >
Objective > Strategy > Execution > Results &1 IRAT (R dR) DT UTeiH dhRd gU ford |




DAY 23 m 2 hrs
Resume Creation for Marketers

Career Preparation
Overview

3T RogW STUdhT Ugal UHTd (HRe SHIRM) B1dT ¢ | fSfored A1 e & &x &, T I (generic) e SiTua!
I 31 T8} o ST Ul — Afp U 33t ave A daR o mar, aRomel R Ffgd 3R T &1 Geradr J s=mn
T RS 3T T T ad o exaTel Wid oIl | I8 UTS 3! Udh TN HIdb e RogH ST Rardl g Sl
ufterdre efd Ried (ats) H Srert fa@g < iR SU UTa ! ! THTfad B |

Core Concepts
Marketing Resume Structure

anﬁéﬁﬂﬂqﬁﬁﬁaﬁ@amﬁaﬁaﬁu
Professional Summary: 30! [GRIVT, H@IG’W@I@[ ﬁ?éﬂmﬁmmaﬁS 441 |
e Core Skills: Th-ilch] hed a@Google Analytics, Meta Ads, Email Marketing ¢¥) 3R Ao Reved (oI
HU HISTHE, ST IR, HIURTE ) |
«  Work Experience: fSTGIRIT & IS ST (ACHIEVEMENTS) IR dhfgd §aic Uiscd |
« Education and Certifications: fRI&T 3R THTOTH |
e Portfolio Link: 38 J&Y T RIMH IR W |
Tools & Platforms list: W%Qﬁlﬁa'lﬁ@?ﬂ @T@E’Wﬁﬁ?ﬂl
sﬁ&rfélwm 2 Uil e BT Ao T |

Writing Achievement-Focused Bullet Points

. WB‘C{IETUT: "Managed social media accounts."

o HYId 3aIeXUI: "Grew Instagram following 47% in 6 months through consistent posting strategy and

engagement, increasing link clicks by 230%."

sﬂmsﬂqﬂ”ﬁﬁwwaﬁ Action Verb + Specific Task + Quantified Result. WW%%’QW
Wa&‘f% Launched, Grew, Optimized, Generated, Increased, Reduced, Managed, Developed, Analyzed,
Implemented, Scaled, Converted |
ATS Optimization: Getting Past the Bots

S o o I Ugd URTdhe SfdhT RIeH (ATS) Blagy o o1t RogH &1 Wb Hd o | 3 STPHTES B & [T
. mm(W$W)ﬁWWWWﬁ(ﬁa"paidsocialadvertising"m%,ﬁsﬁ
WWWB‘C@‘TH&,:fﬁ?"Facebookads"W)I
. WQ‘W%W@E’W@W&(@@ Google Analytics 4, Meta Ads Manager, HubSpot) |
o TG, DI, 3SU/FeY IR UMthad ¥ 99 — ATS RIeH /iR 3% Ue 194 (parse) T8l UM & |

Using Al to Draft and Refine Your Resume

ChatGPT 3R Claudeﬁ@m?mmmgl 3D YT BT ITRET: “I am a digital marketer with

experience in [your skills]. Write a professional resume summary highlighting my expertise in [specialties]. Then

create 5 achievement-focused bullet points for a role where | [describe your experience or training]." QGHBC%%F

ST P T YB3 g &b =0 T ST &Y, fhR 30 aRafdes SHd 3R 3idhs! & W1 38 T Rg
RS B |



Key Points at a Glance
[ Wﬂ%%ﬂﬂm{ﬁﬁw (Resume structure for marketing)

a TEE@ IR BT &ﬁf@'ﬁlﬁﬁﬂq (Skills section optimization)

n SUATRA] T AEEE / Fa | g=IHT (Achievement quantification)
] Q@ﬂéﬁmﬁﬁqﬁwwwm (Al resume drafting)

m UETUY SIDHTESIRA / ATS 3% (ATS optimization)

[ %agsqu‘rméswnﬁaﬂ (LinkedIn profile alignment)

[ Waﬂﬁmaﬁ (Cover letter basics)

a 1§ fSRpwE & &ﬂﬂﬁﬁ@ﬁm (Tailoring for job descriptions)

Al Tools for Today
e Claude

Pro Tips

m Tailor Every Resume to Every Job Description

T® 51 U (generic) RogH 3TUD! 9gd 3111 6] o off Gaba | Tt off g & foIY 3iae &< 9 Ugq,
Wﬁ%@ﬁ&ﬂﬁﬁﬁﬁ?&ﬁﬁ@%ﬂﬂ@maude ﬁﬁEW?{I ﬁ?{q@’ EFGFTG%WH
Y dgR Bd G o o8 3110 39 Rogh T o1 S ard dhil2" Regh &) e HIgs 6 &1 I8 5 e &1
3T 3MT0P SR HIdl 9 B YHITH B ACH I U I TgT a5 |

Today's Practical Exercise

T Tquf A1 RegH &1 S0 R & & AT ChatGPT T ITANT &3 | TH Ueh WhHd THRT, 8-10
T r e, TaRTIRa YaRM (39 UHITH & Uioided &l ¢ Taquiiey & &0 I ST &), Te[dh M,
ﬂmﬁ?maﬁmmaﬁl sﬂ%wsﬂﬁqﬁaﬁ Claude H U Y GﬁTq\@' S HIBTTT
oo &1 THeT HX | 3P 3 a4 HHOIR G DU ¢ 3R T 38 ol YUR Tohdl 52" UTed Jmdl 4 4
Y 2 BT A B




DAY 24 m 2 hrs
Interview Preparation

Career Preparation
Overview

SRS (ETHTR) P feTT FTT ST 8T 30 31U T Teh oiid & | Afdh] Sea B uhdl giH o fod damsy, ety
3R 3T AIHTET T (marketing value) B WY FU Y YU B BT &HdT BT HTIRIHT gl & | T8 UTS AT
1T §eeg & fort R Rl § — IR Uil T AR U aldhy 3R Farge i ae |

Core Concepts

The Most Common Marketing Interview Questions
o el et TH HUT S I A AT for W SAMIRI 7Td 8 1" (3T [T STAR ThHdD BT SUTNT
Situation, Task, Action, Result) |
» 3 ot ATH e HUT B TP adar &1 HJ JATYd 32" (39 US J Yaifdrd faly kpis w1 3@ HY) |
"ol fEfErw (p) ¥ Sfcafae [wiewiH) & ATy STueT T 3gYUd 82" (AR 3R SR W) |
"3 HIH T ¢S b ATY Fe B TS Hd ¥@d 82" (3 A1y Yuraied, FHRIAET 3R ¢ & 91
ST g 310 Blel B B) |
"gfe TUH! AR MEae & o1 1S HUT AT 18, o 3muast Far ufspar ghfter @al st
orifae T @) ufsar B ueRia &) |
The STAR Method for Interview Answers
IERIF® (behavioral) 3 & ITRI & [oTT STAR 3D T TrHIS o
. Situation(@fﬁ):ﬂ'éﬂqﬁﬂdﬁmaqmlds@?aﬁl
o Task (PT): 3Mue! ARy et o dt?
o Action (PIATS): MU (You) faRiy =0 I 71 fhar?
o Result (URUTH): 1 gRomy e, afe Tya 81 dl 38 4ad ([ETE®) J adTd|
3T U IToral o XY 5.7 H WSISl & ol STAR ITRI &1 31T &1 T 317 TP HaM & 2 e A &H
TG STARIYT 3R W&T T AT | Yo 3w SRIGIR 3 81 & et arf=at famm 3¢ g8 o, WrHifas &
Y vaTfed gidt o |
Portfolio Walkthrough Technique
SR H T TICHhIferdl TR B TH:
o U IR S & AT BT BY: H UD] 2-3 T TIoiaed GG ATg T S ART &Harstl o oy S
RE TeRfd B g1
o 3O oY Holgd B4 Tal H AT D1
o UG HI U B AT T o, 7oA g o, SR aRRom g |
. SH TP AR UY: " T8 HTH IY ARE b HTH I U W1 & FTIT 31T o= R R §2" T8 ST o
AT AT R 3R AT 2 b 3T Had Uolex T & R &, feep I I g N R &
Preparing Questions for the Interviewer
3o T aTd SAfad (STRS3R) T IS & ol gHR 3-5 faaReiie U8 daR R | Aoigd U 3! I A
CAKNIGES
o [BU P AT 3 TH B Y HIHET o d Jad THTE R &, 3R 3T fIHT & Jad 98 3aHR Hgl ¢ud
77"
. "TUUG P o el 90 A & Toharar st fgatte:
o OB AT A TTUSaT A B 1Y HY eI Bl g2
U T8 I B & b 3110 1 37 U BT ST € HeiohT IR IS 8 1T 3 SHTUhT R I8 & — off 3 3
MATIY BT U |




Key Points at a Glance

[ Wqﬁﬁﬂw&q’}[ (Common marketing interview questions)
a HFI TSl éd%oﬂzl\(Case study interviews)

[ ] WWW (Portfolio presentation)

m 970 AIh3 dH1d (Campaign walkthrough technique)

m THATIYTT I B JUHHAT (Confidence-building strategies)

n Wmﬁuﬁaﬁa@u&r (Questions to ask)

[ ] ﬁaﬁﬁﬁﬁwﬁgﬁuﬁraﬁ (Salary negotiation basics)

[ ] WWW (Freelance client pitching)

Al Tools for Today
e Claude

Pro Tips

m Confidence Comes From Preparation, Not Personality

SIAHTN (Introverts) AT Ht SRATURUI Eere S Uhd § — MR SfRFHWT (Extroverts) T Hi g H 3T
B TP & | IRT SR UM TR A AT BT B | 30 $I TS I I Re A A (o B ) | ITRI
BT had A 1 Tal, dfeh IR I AADR NG B3 | GE B NPl B2 3R Ty IY 109 W | TR BT e
TS U1 SR H B 310 AN &1 g AT gl Sar g |

Today's Practical Exercise

U "Digital Marketing Specialist” UG & e 10 S U &1 Th et dR 6 & o7 ChatGPT &I
SUIANT R | STAR HYS BT SUTNT HRh 318 T 5 ITR &1 DT AT B — YD o [Tl (U1 IR IR
ford | S §TG Hidh S (T Ahall IETDHR) o A & AU Claude HTITANT DY 30T RegH Ue
aﬁ@?Claude®5-U%ﬁWq%TmaﬁaﬂT 3MTh ITR| P THIE (critique)W%ﬁﬂﬁl




MODULE9

Day 25 | 2 Hours (+ independent project work)

Final Project
Bring it all together in a complete, professional Al marketing plan.

3T BIgd Moiae 24 fe=t & e sreqge 3R 3/ & SR W 778 8% I 1 R
(culmination) & | 310 Teb Tuf, TIthI-Tel T3TE-UTaS AT Wi agR & 31 il Udidh HiSel UR MU
HERd & T RId HIM — e R iR T Lot I AdhR TAIdiead, i 3R SRR
BlISRIGHGED

What You Will Learn in This Module
v TITH & T+ I (skills) BT TH THIPd (integrated) Toide H AN HRA]
v T Th A 3R TS c-Sl (FASE bl & TNY) AT (¢ W JIR Bl
v Gt AT Se T T3NS To i ST GefdT TR UdiurdT bl JTferd T
v 30 UICHITerdl o A1 T YMHER Uioiae ol (AT Al
v 310 W B QY STATIYT SR ST & 1Y T HAT
v T Ui fSfSTed AT I gafde o a1y I[uc 8T




DAY 25w 2 hrs
Complete Al Marketing Plan

Final Project
Overview

3TN 31T 30T FalPp P Hid (HREIYN) dUR BT | 3TUHT HIC TIHTE HIDb T W' (Complete Al
Marketing Plan) Td U1 YT Rd STagHc & forIerT SUaN i W arafdds faev 319 fasr (@) &t
G & oI IR Ahdl § | T8 Hidhe R, Sifedy SfF=M, Hu RS, THIfafead Yearm, sfeiem
AT 3R SoTe TRl 2 1 U T SR GeERa! ¥ URd ArorT d siear g |

Core Concepts

Section 1: Executive Summary

3T R ATHICHT W DI 1-U9] B TaoiIagfed THRT (PRAGR] AR ford | 39 MiHe &

« Business overview: 2-3 ATaI § G &1 Tferd faarur|

« Marketing objective and timeframe: AT ¢ BT I 3R JHY-HHT|

e Target audience summary: erfe 3HfSTY &1 aRiY|

e Chosen marketing channels: %ﬁrmwﬁ?ﬁﬂmwﬂ (%:IFT)I

« Total budget overview: ﬁWWﬁWI

Expected outcomes: 370ferd gRumH (TiSiaes KPIs) |

%Wﬂmws‘mm%qﬁ?ﬁéﬁ?n% (non-marketer) lﬂ%ﬁﬂWW%WGﬁT
3UTEd TUTd B qRd T b |
Section 2: Market and Audience Research
sﬂﬁ&fqef Day 1 8-19%%%%@%@&:

. Tde &I\Id{d;j\\’:h? e EQH (Market overview and key trends) |

. IMRETA B NhrEd (awgd ga-) |

. ORI e & 1y il T (fag g fawesm |

o SAUDT IUAT IS AR cHE |
%%WQ%—WWW ST BT INRT T 3Tu= YT Tl (primary sources) & I1Y
g foan gl |

Section 3: Campaign Strategy

3T TRT U T T h3: SN, I WTHCY, Id deb (RR1a), fohufed STaRa= iR siie & Iy
3 foRy $U= | 59w vs w1t & U (Day 3 V), fhufea Al 3 (Day 4 ), Sfifeay erffeT
WRIMFHR (Day 2 F), 3R HUT TR (Day 5 J) A B | 39 fagsrelt smwrte sHE — 39 forg
T, 38 3R faq31a BRI (UeTIshH) BT IUUNT B |
Sections 4-6: Analytics, Automation, and Timeline
« Analytics Plan: 310 {5 AfeaRT &1 ¢ B2 fobT T B2 31U KPI TRACH T 82 30, 60, 3R
90 fe=l R g arar &4l fewit
« Automation Plan: 30 &1 9 Tidl-30 Wiehaol BT SUTNT B2 DI J dedic Tl aigd &l
PR SR ToR B2 TS A B Fighd B aTdl TR Sdcq a1 gite
. MarketingTimeline:Wﬁﬁmgo-ﬁquﬁﬁww,ﬁw,m@@
3R ATPAESRH dH Uy Bl gRiar gl




Key Points at a Glance
e m WWW (Full marketing strategy)

o mEANAICER WM (Analytics plan)

e wHUT YOS / YT U (Campaign proposal)

« mJoIc 3Tde / Ioic TAIB R (Budget allocation)

e = Ej’[%ﬁﬁ’ﬂqﬂ'ﬂ (Tool integration plan)

. -WﬁW(Timeline and milestones)
o DU IHHTD / KPI framework

e = a@%ﬂq%ﬂﬁq (Presentation design)

Al Tools for Today
« Al Tools (Gl geq)

Pro Tips
m This Project Is Your Proof of Mastery

3y forg +fy TeareR (e AT aSe o fre ), 98 SO YR o1 3119 H3 30 T b1 DS
3TERUI T Tehd § 2" 3TUehT T8 WISd Uiae &1 98 ITERUN § | SDI UoiewH spiferd] W 3ifaled
I & — TIh R (S8, TP HINT 37R 3MHY faq 3 S SUANT &< | 39 SlagHc & el Uie
IR R UG T HN b 3T g fhe= Sgaiie SfawRl & A gad g

Today's Practical Exercise

UM & TH (ALL) T3MTS T0H T ITINT B 30T ‘SHiIe TSNS HIB T WH' daR &3 | faht
RIS YT DT [aoma B T | U JaH bl PHAR (g H) ST | STagie fesreg & fog
Canva 3T Claude T IUTNT HP 38 MBI dRidb T BiHe B | 3ifdH T 8-12 TSl BT ST AMRT 3R
9 gt o NS ¥ 9 A HH T IaIeUI M BHT AT | 5 Wiolae 1 30+ UIewhiferal § 3ot
TR (FeHTIRIY) FY el b TY Aol |

Final Project Submission Checklist
o 1Executive Summary (1 page) P, SERIEH dﬂ%l-l\l' ﬁﬂﬁ)@ﬂﬂﬂﬁ?qﬁﬂmmml
« 2Market Research Section — JdIUd aral (validated claims) %WQQ%-WWWI
« 3 Audience Persona — dgR A&t STAECY o 1Y faxd ICP|
e 4 Competitive Analysis—mﬁm 2 pityfeey o1 fagayur|
e 5 Campaign Strategy—@W%ﬂW 3ﬁf§11gﬁrﬂ|
« 6 Analytics Plan — KPIs, T 3R HoR¥e hHdd |
e 7 Automation Plan—mﬁww@amsﬁvwﬁzﬁtﬁ|
o 890-Day Marketing Calendar—H@W% wuwﬁq&raﬁ?m
e 9Budget Breakdown —Wﬁé (Wﬁ?f) & 1Y IR Fole 3fde |






