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30 DAYS OF DIGITAL MARKETING

A Practical Beginner’s Guide

Learn * Implement * Measure * Grow

About This Book

This book is designed for beginners, small business owners, students, freelancers and professionals
who want to understand digital marketing in simple language and start applying it. Each day covers
one practical concept and ends with an action step.

How to Use This Book

Read one chapter per day.

Complete the Action step before moving to the next day.

Keep a simple notebook or spreadsheet for ideas, tests and results.

Do not chase views alone—track meaningful business outcomes.
After Day 30, repeat the cycle with real campaigns and improved data.
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Day 1: Digital Marketing e906é3 Dy¢3?

Digital Marketing eoé3 digital channels 805 technologies &d&s*Aod products, services Swe
brands & Hesesd BES3Hcs0. RocheS® Instagram, Facebook, YouTube, Google Search, websites, email,
WhatsApp 080350 paid advertising Soé3 channels ésoéeomn.

RS BIye0e3: b customer onliness® &) ¢ esom)8 @) ¢5 D business EJoBer BSaHieso Digital
Marketing.

Traditional marketingeS® newspaper, TV, radio, banners Ho0¢3 media Q&S EDBeAYS. Digital
marketinges® audienced target @0$Hcso, resultsd measure BoHcso 805 campaign BB S3od\céo

Qoergso.

28 Hod digital marketing systemes® LHosecd SOPFIS  DAASen  eoéow:  Attention, Trust,
Conversion. Swotdme content Sce ads wegoe attention B8, eshaees useful information wegoe
trust build Bosrd. DS website, WhatsApp, call Swe form wegoe customer action &KoHSerw
BaS5d.

Action: o business8 5853 3 digital channels o, HA channeleS® customer Do EGHoeRTNE
0°0506.

Day 2: Traditional Marketing vs Digital Marketing

Traditional MarketingeS® TV, newspaper, radio, outdoor banners, flyers $o¢e3 channels 0O L.
Digital MarketingeS® social media, search engines, websites, email, messaging apps 8a%» online
ads eDBeAI .

Traditional marketing &%), advantage broad visibility. 5°R) DK SRR, DS interested e90S°g8d
38 measure woHcso &) K)ocf)ove)gs é«e{;o. Digital marketinges® impressions, clicks, leads,
conversions Hoéd metrics track 530‘5){)&3‘).

Digital marketingeS® small businesses & comparatively small budgetses® specific audiencesd
target SoHieD). GTeseEessd Vijayawadaes® €5:) 2.8 local service business 3% csgdeS"‘ €:y) peopled
target <3055y,

28 traditional marketing HJ8oees s°¢%H. Best strategy business, audience v8as» budget és
eITPENG E50e008. wrereh offline + online combination es¢§ssomr HABK0R.

Action: & business8 customers NG o) Soad—offline, referrals, Google, Instagram S
WhatsApp? 2.8 Se data note BaHod.



Day 3: Business& Website 0ot e955:580?

Social media profile 2o rented digital space e0e38; website & businessd own digital home eroe38.
WebsiteeS® » services, products, pricing approach, portfolio, testimonials, contact details 5805
FAQSD 2.8 % £55°200e559e5Y).

Website credibility ocsesrod. Customer & brand K80 Googlees® search 533):65323623 professional
website £ddocScéo trustd D5EaHHE0H. Website search engine trafficd & 2.8 Sogrgdds base.
L0888 advantage: social media algorithm K5°8~°, website &S b content 80w customer journey
o controles® éoeeom. Landing pages ceqoe particular campaignd Sy visitors focused action 3
LEEVEINON

5°Q website éocééso Sees KBTS, Mobile-friendly design, fast loading, clear messaging, strong
call-to-action &Sy useful content e95580.

Day 4: Instagram ceqoe Customers ey S58?

InstagrameS® customer acquisition rgredesone Content — Attention — Profile Visit = Trust —
DM/Website = Enquiry e93 journeyes® 236t5¢508.

Reels &%¢ audienced reach 985Sy, Carousels educational value =295y, Stories daily
interactiond eHAHHEEom. Profile bio Sseedo wrer clearme &otrd: & DS, 588 help B,
A offer B, next step Del.

&rordead 28 digital marketing consultant “We help local businesses generate enquiries online”
e clear positioninged® content &3], educational posts cegoe relevant audienced attract @308y,

Customers ora3*@083 <L) postes® direct selling e9dd8o0 S¢%. Problems, mistakes, tips, case studies,
FAQs &08a%» behind-the-scenes content wegoe trust build 2006, CTAoe “DM ‘AUDIT”, “Visit
website” Swe “WhatsApp us” Soéd specific action @goé.




Day 5: Reel Views # Sales — ooto&?

10,000 views ors¢so impressive. s 10,000 views = 10,000 customers se¢. Views attention metric;
sales business outcome.

2.8 Reel viral seesy) 50 @& wrong audienced 39S enquiries oo, $08° Reel 2,000 views H5°¢8sdd
ro®ae, highly relevant audienced reach &3 20 enquiries e@éoéamézﬁob.

Sales &%0 contenteS® three things essdBo: Right Audience, Right Message, Right Offer. & Reel
S0 598 problemd recognize Sasd. b solution el trust oraed. ASEME action BRE’STEIS clear
next step e&otd).

MetricsQ funneloe <Sse¢éods: Reach — Profile Visits = Website/DM Clicks — Leads — Qualified Leads
— Sales. & stageeS® drop 238tHedofs identify BaHods.

Action: ¢5¢$ 10 postseS® views S8 seHot saves, shares, profile visits, DMs &v8as» enquiries &ee
note So%Hoé.

Day 6: SEO 9063 de3?

SEO e9083 Search Engine Optimization. Google So0é3 search engineses® relevant searchesd & website
Sor content Ao @55°RPR) Dol practicesd SEO eoeses.

SEOeS® keyword research, useful content, technical website health, internal links, page titles,
headings, mobile usability o8as» trustworthy references $50¢3 esoaren ésoeramn.

SEOes® SoogrgaldS principle: Search engined impress BAHEe8 seHrot user intentd satisfy SoHzed
content e8as& S0sed. “best website designer in Vijayawada” Soéd query 308 &) userd pricing,
portfolio, process, FAQs 805 contact information e9s580 5°e5e5yy.

SEO immediate results K855, 509 useful content consistently publish @3] long-term organic
traffic sourcem® &85°8s5e8y)).

Action: & business ¢$H80d customers GoogleeS® search &3 10 phrases oeaHod. 03 informational

S8 buying-intent keywordsoe De&gyocs.
SEO A
Y
0 o r' f !

C___o%
)
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Day 7: Googlee5® Business e £325008?

Local businessd8 Google Search &8a$» Google Maps visibility eer valuable. Business name,
category, phone, website, address/service area, opening hours, photos 805 customer reviews
Soed information consistent o).

Google Business Profiled completere maintain @30%¢o local discoveryd esdaseriHderesrod. Regular
updates, accurate information 8a%w genuine reviews customer trust £5°w oHEPoN.

Search visibilityd relevance, distance &0805$» prominence Hoéd factors Heedo SeHEeomw. eochd
local business ¢55 websitees® &z location-specific services, useful pages 805w contact
information clearme &oci¢éo HoWA.

Reviewsd fakerr create 305H806. Genuine customersd honest feedback aéséo&) e9¢St50cs.

Action: & business listingeS® category, phone, hours, photos, website $58a%» description e:oi)& accurateme
&%) check WaHod.

Day 8: Leads €903 dvé3?

Lead 03 > product SBwe servicep potential interest S0, follow-up BoHEAS &OBHHE
information B contact action ¥ Sg8.

Lead examples: website form submit, WhatsApp enquiry, phone call, demo request, consultation
booking 8we quote request.

Lead generationeS® quantity g5y Sressods. Quality & Snayg. 100 irrelevant leads €oé3 10
relevant leads business$ valuable 525y,

Lead capture formes® R3J38S information S8 eocstfods. Too many questions conversion
HocS5yy. Lead SN esoeges fast response e important.

Action: o businessd “qualified lead” e083 NS5E? Budget, location, need S80S timeline Hoed 3-4
qualification criteria define SoHod.



Day 9: Google Ads vs Instagram Ads

Google Ads drgredesore existing search intent capture @3o$Hcso0eS® 2xerome 008, 208 é&é‘, “AC repair
near me” e search @30 ad EA1R), @e5D8 immediate need eso0d 9550 €508.

Instagram/Facebook Ads demand creation $08a%» audience targetinges® 2seore ésoéseom. Interests,
demographics, behaviors H8a%» engagement esgrdone audiencesa test 30&5:5;}

Google Ads ="l am looking for something.” Instagram Ads = “This looks interesting; maybe | need it.”
& better e3® business ¢S esprEHG esotwod. High-intent servicesd search ads useful ey
Visual products, lifestyle brands $>80%» awareness campaigns8 social ads useful sesdey.

Action: Qv offer existing demandd capture dxoe B demand create Kafrer dgowoSods. o
esgredore first ad channel DocH8%S

Day 10: ¥500 Ads Budgetes® D Sossed?

3500&° ¢ sales campaign BoSeed DOHA)0cSEo0k. S0e5e3 goal learning. 2.8 simple audience, one
clear offer 58050 one measurable actione® test S0$Hoé.

&TPSeEed T500 3-5 e testte &HOABAod 28 local serviced leads Swe WhatsApp messages
generate R305Hed8 DOHBY0rsd8Y). Creativees® problem, benefit 55805 CTA clearte éowed.

Budget &«6&@3 too many audiences, too many creatives, too many objectives split oo avoid
Bo$Hod. 208 variabledo test =3 data collect So$Hods.

Results zﬁJD?oeoXQDcéo impressions &'35"@30 seHooe cost per click, click-through rate, messages/leads
Q8w lead quality <Ssewed. Cheap leads always good leads sod).

Action: 500 test §%30 objective, audience, creative, CTA 58050 success metric $S:08 ooosod.
Day 11: Lead vs Customer

Lead xose e B30H8¢%; customer 88w BSaecd. &8 difference digital marketing strategy8
weer important.

Lead generation campaign successfulme oD, leads saleste convert se8%e3 business outcome
weak. @08 marketing team L0805 sales process 92 HABaSD.

2o simple journey: Lead — Contacted — Qualified = Proposal/Offer = Follow-up — Customer —
Repeat Customer. Follow-up timing, clear offer, trust signals, testimonials o8a%w objection

handling conversiond Heedeso SPow.

Action: & businesses® lead SN orges customer &96&5 S8 0t stepsd 208 simple flowne oeo$Hod.



Day 12: Content Marketing e90é3 dvé3?

Content Marketing e9063 audienced useful, relevant 8as» consistent content JQéo TPQOP
attention, trust 5805w business results build @o$H¢so.

Content formats: Reels, carousels, blogs, videos, newsletters, guides, case studies, FAQs S8asw
webinars.

Good content osecds questionsd answer @S3vod: Customer problem ded? Solution de? Why
should they trust you?

80% educational/value content + 20% promotional approach a8 useful starting point s°&5<8y), 5°D
exact ratio business8 esotheaome KoY.

Content calendares® awareness, consideration L0803 conversion content mMix ©30506.
Action: Qb customers frequently esé&d 20 questions collect 3R 033 content ideast Ssetyod.

Day 13: Hook e90é3 dyé3?
Hook 083 content @rozsoes® attention capture @3 line, visual Swe idea. First few secondses®
audienced “18 % useful” e feeling oead.

Weak hook: “Today we are going to talk about digital marketing.” Stronger hook: “Your business has
followers—but why are customers still not calling?”

Good hooks curiosity, pain point, benefit, surprise, mistake, comparison Swe specific result
eSLPE0CE8Y). 50 misleading clickbait long-term trustd damage S300d.

Hook ¢Soeqes immediately value ®dgoé. Hook strongme esod content weakme &o83 retention
&foeddod.

Action: 2,8 topicd 10 different hooks oed, s°¢3¢5° clearest and most audience-focused hookd select
30508,

Day 14: Viral Content Formula

Viral contentd guaranteed formula &¢%. s shareability od patterns eo)0w: strong hook +
relatable problem + useful or surprising insight + simple presentation + emotional or practical payoff
+ clear CTA.

People share content when it makes them look helpful, informed, entertained or understood.
Therefore “Would my audience send this to a friend?” es3 question eacsiocs.

Trends e&5B5>HowsSesy, 50 trendd b niche connection eowd. Trend %0 brand messaged Kyrdme
sacrifice <30%%os.



Focus on retention, shares, saves and meaningful comments—not views alone.
Action: & nichees® already performing 5 topics identify @32, s°¢3 & own expertisedd® better angleeS® recreate
R05H06.

Day 15: Hashtags Q220 935588502
Hashtags useful context and discovery signalme a’o.%&%o&s’ozﬁo!), 50 hashtags alone postd viral 0.
Content topic, keywords, caption, on-screen text, audience relevance 0805 engagement signals

&ee important. Generic hashtags Sw»e¢dadd use S3aHeéo oé3 niche-specific and relevant hashtags
better.

&8ss digital marketing paged #digitalmarketing, #smallbusinessmarketing, #seo o3
relevant tags es0A35°tIed¢6a9e8y). 5°Q 30 unrelated hashtags &S0 strategy seed.

Hashtagsd content strategy8 supportoe <Se¢éods, substituterr see.

Action: & niched 15 relevant hashtags create @3 broad, niche 5805w local categorieste group @006

Day 16: Ales® Content e Create 305d)?

Al tools idea generation, outlines, captions, hooks, content repurposing, research assistance 08050
variations %0 useful. 52 Al outputd blindly publish @3a%¢s0 39508 s°¢5.

Simple workflow: Goal = Audience — Topic = Prompt — Draft = Human Review — Fact Check —
Brand Edit — Publish.

Al& context ) S a?_\g output usefulme &oenod. & audience, tone, offer, platform, content length
308050 CTA 3dyods.

Al generic contentd fastre create SoHeeress; your real experiences, examples and opinions content$
differentiation grow.

Action: 2.8 topicd Al&® 10 hooks generate @oxod), best 3D b own language H80%» experienceed® rewrite
B0H06.

Day 17: ChatGPTX Marketinge5® dew &5 @BAowed?

ChatGPT marketing assistanter eHA35°00esedsyy: customer personas, content ideas, ad variations,
email drafts, FAQs, SEO outlines, social captions, competitor-question analysis 8050 campaign
brainstorming §%o.



Prompt structure: Role + Context + Audience + Goal + Constraints + Output format.
eeaoedea: “You are a digital marketing strategist. Create 10 Instagram Reel ideas for small business
owners in India. Each idea should have a hook, 3 value points and a CTA

ChatGPT outputd starting pointme <Sse¢éoce. Facts, pricing, platform rules and business-specific
claims verify SoHod.

Action: o business §%o reusable prompt template ecSe&d B3, HA week content planninges®
E&DA*Ho506.

Day 18: Small Businessd Social Media Strategy

Small businessd H& platformes® activerr eotdyS Sd8o Sek. Target audience ST &) 1-2
primary platformses® start 3aHod.

Strategy8 5 parts: Positioning, Content Pillars, Posting System, Engagement, Measurement.
Content pillars eorseEeaen: Education, Proof, Product/Service, Behind the Scenes, Customer
Questions.

Posting frequency g3 consistency and quality important. Comments and DMs8 response ®5g¢o
&> marketinges® gxeeiad.

Monthly revieweS® top-performing topics, formats, audience response and enquiries identify <33 next
month contentd optimize BaHod.
Action: & businessd 4 content pillars define 3&, H& pillard 5 topics orasHod.

Day 19: Competitors e Analyze 305d?
Competitor analysis e0é3 copy @o$Hcso sees. Marketes® D work e9de¥o8, customers D expect
BTN, Q> deve differentiate 5o ©o B08%8¢o0.

Analyze: positioning, offers, website, social content, reviews, customer complaints, ad messages,
content formats and calls-to-action.

Competitor weaknesseseS® opportunities éoéon. Example: competitors confusing pricing
communicate ES?_\_) Do transparent process and FAQse® stand out SENIAE

Competitor datad ethicalme use Bo$Hoé. Fake reviews, impersonation Swe misleading tactics avoid
BHoé.

Action: 5 competitors8 2,8 comparison sheet ¢8os& B3 strengths, weaknesses, content themes
So8asw differentiation opportunities note B3o$Hods.



Day 20: Branding vs Marketing

Branding eoé3 people > business dexe tHrocsrHoerdd 51805 perceive e, Marketing e9o€s es
brand/messaged audienced B8305He8 S activities.

Logo brandinges® 2,8 a3tfo o“asf’éﬁo. Brand promise, tone, visual identity, customer experience and
reputation &z brandinges® gyemeew.

Marketing attention &doHoetiercsy; strong brand trust and preference build @BaHcsoes®
D5EAHDcEA08. Marketing campaign S0dde brand memory SP&Stisd8yy,.

Example: two businesses same service offer @da», one has clear positioning, consistent visuals,
helpful communication and strong reviews—customers e &SP trust a5y,

Action: & brand8 one-line promise, 3 brand values $380%» consistent tone define ©So%0é.
Day 21: Personal Branding e90é3 oé3?

Personal Branding esoé3 2.8 as§§ expertise, experience, values B perspective esgedorne
recognizable professional identity build 308°5¢o.

Personal brand8 three pillars: Expertise, Proof, Personality. & & problem solve 3@6“ expertise
LS00, Results, projects, testimonials and case studies proof garox. N communication style
personalityd 55o0od.

Personal brandinges® QB post sales pitch sPaPS S5080 Be. D thinking, lessons, mistakes,
frameworks and experiences share &30%06.

Consistency over time authority build 30$¢50e5° H555805¢5¢608.

Action: “I help [audience] achieve [result] through [expertise]” eoS formulaes® b positioning sentence
0°0006.

Day 22: WhatsApp Marketing

WhatsApp marketinges® permission-based communication S0gIOSE. Customer8 useful updates,
offers, reminders, support and follow-ups £0e5<8y).

Good WhatsApp message short, personal and action-orientedme é&oénod. 208 messagees® one
primary CTA esoc5¢éo o).

Customer segmentation =30$0é: new leads, existing customers, repeat customers, inactive leads.
90508 2,8 message HoNcso Loé3 relevant communication better.

Spam BoH%oé. Consent, privacy and platform rulesd @8Dosod.

Action: > customers §%o 3 WhatsApp message templates e5asedh =0Hod: enquiry follow-up,
useful tip, special offer.



Day 23: Google Business Profile

Google Business Profile local discovery8 SopgddS tool. Business name, category, service details,
phone, website, hours, photos and updates accuraterr éocSods.
Customer reviews credibilityd 38580H0¢ 0. Genuine customersd feedback escstfods $So8as»

positive/negative reviewss professional response aéso&.

PhotoseS® storefront, team, products, completed work and services Soé3 real visuals &DReHocSocs.
Outdated information remove or update @30$06.

Local SEO8 website and business profile information consistentme éso¢ééso helpful.

Action: & profiled customeres open &, “&s business HB0D BenHE*SEA oo ¥oSo 5Pad?” e
check S0%Hoé.

Day 24: Website& Traffic der B0 0°508)?

Website8 traffic sources es3%o: SEO, Google Ads, social media, email, WhatsApp, referrals, YouTube,
partnerships and direct traffic.

Traffic strategyes® quantity g5°) relevance important. Wrong audienced thousands of visits &yoe
business value &&y).

Content marketing weqoe organic traffic build @Sa$syy. Paid ads wrgoe faster testing 30%s5esyy.
Social media tegoe content-to-website journeys create 305356::53{3.

UTM tracking 8w analytics é0335°00) traffic source performance measure @30$06.

Action: Qo websited $3y top 3 traffic sources identify &3, 2.8% sourced e improvement idea
0°0506.

Day 25: Conversion Rate e906é3 doé3?

Conversion Rate e0é3 visitorses® desired action e@;(ns’oé&mé percentage.

Formula: Conversion Rate = Conversions + Total Visitors x 100.

Example: 1,000 website visitorses® 30 enquiry forms é&aégﬂoané’é conversion rate 3%.

Conversion rate improve 3058 clearer headline, stronger CTA, better offer, social proof, simpler
forms, faster website and mobile-friendly design esA35eidea9eS,.

Traffic ol Swod existing traffic convert eosyHSome Ssocsods. Sometimes more visitors oé3 better
landing page bigger improvement 9008.

Action: & primary conversion define @aHod—call, WhatsApp, form, booking 8w purchase—and
track it monthly.



Day 26: Why Ads Fail?
Ads fail @58 common reasons: wrong audience, weak offer, unclear creative, poor landing page,
wrong objective, insufficient testing, slow response and poor follow-up.

“Ads don't work” e conclude &BD Hwocd funnel check BoHod. Ad click oeHdeso Seoe?
Creative/message problem s°9e5y). Clicks Soaom 50 leads ooddso Swe? Landing page/offer
problem s°8<8y). Leads Soa2om 5°Q sales orSdeso Swe? Qualification, sales pitch Swe follow-up
problem s°d<8yy.

One campaignes® too many changes 3 learning difficult. Controlled testing better.

Action: & next ad campaignd hypothesis oro$Hod: “If we show X offer to Y audience with Z message, we

expect A action.”

Day 27: ¥10,000 Marketing Budget e Divide ©305)?
310,000 budget8 universal formula &¢%. Business goal, margins, audience and current assets esgreSorne
allocation R3asd.

Example starting model: ¥4,000 paid ads testing, 2,000 creative/content production, 1,500 website/landing
page improvements, 1,000 retargeting or follow-up tools, 1,500 experimentation/reserve.

18 fixed rule s°¢%. Organic content already strongme éoé3 creative budget BN B ads testing 20285,
High-ticket service esox& lead quality and follow-up systems8d more budget e95580 SRNWN

BudgeteS® §es reserve éocScéo useful because winning campaign8 later scale 30:’15°é’)‘3 T°adTY.

Action: » ¥10,000 budgetd goal-basedrr divide &3, $8 amountd expected outcome define SoHod.

Day 28: Digital MarketingeS® Beginners @33 5 Mistakes
1. Strategy 8ot random posting.

2. Followers 08050 viewss successte s5seeéeso.

3. Wrong audienced target 3o$do.

4. Website, offer 8we follow-up weakmr éocééso.

5. Results8 So0ex3 unrealistic expectations 2)6@33%6:6650.

Another major mistake is copying competitors without understanding why their strategy works. Your
business economics, audience and positioning different.

Digital marketing requires testing. Some content fails. Some ads fail. The goal is to learn quickly, keep what
works and improve what doesn't.

Action: v current marketinges® s 5 mistakeses® D esyom HGoD, 2.8% Mistaked correction step oeoDHod.



Day 29: Businessd Complete Digital Marketing Funnel

Complete funneld Awareness — Interest = Consideration — Conversion — Retentionm® <352¢6s5<8y).
Awareness: Reels, SEO, YouTube, ads.Interest: educational content, website, profile, lead
magnet.Consideration: testimonials, case studies, FAQs, demos.Conversion: offer, consultation,
WhatsApp, checkout.Retention: support, follow-ups, email/WhatsApp, repeat offers and referrals.

dB staged different content ewddBo. Awareness contentes® immediate sale expect KoHeko Soe
conversion audienced generic content S5°¢5> 190 effective sees.

Funneles® data track @3aHod: reach, clicks, leads, qualified leads, sales and repeat customers.

Action: & business funneld paper draw k3 OB staged 2 channels 80w 2 content types add
30508,

Day 30: 30 Dayses® S8y Digital Marketing Summary
&3 30-day journeyes® oo digital marketing fundamentals Koo complete funnel S8 Sseavo.

Digital marketing eoé3 simply social media posting s°¢%. It is a system that connects audience,
content, channels, website, advertising, leads, sales and retention.

Core lessons:* Right audience > random audience.- Useful content > constant promotion.- Leads >
vanity metrics.. Conversion matters more than traffic alone.- Testing beats quessing.- Consistency

beats occasional effort. Strong brand + smart marketing creates long-term value.- Al can accelerate
work, but human strategy and judgment remain important.

30 &%e &0°ges o next step learning S8 seedh—implementation. One audience, one clear offer,

one or two channels, one tracking systeme® start @So$oé. Every week data review &3 improve
B05H068.

Final Action: :3653‘) 30 &areH 208 simple plan 8osedd BoHod: 3 content posts/week, 1
experiment/week, 1 analytics review/week, and one measurable business goal.
Learn. Implement. Measure. Improve. Grow.



30-Day Implementation Checklist
Define your target audience.

Write your one-line business positioning.
Set up or improve your website.

Optimize your social media profile.

Set up or review your Google Business Profile.

Create 4 content pillars.

Build a 30-day content calendar.

Create one simple lead-generation offer.
Set up a lead tracking sheet.

Run one small marketing experiment.
Measure traffic, leads and conversions.
Review results every week.

Improve your best-performing content.

Retarget or follow up with relevant leads.

Build a repeat-customer/referral process.

Final Note

Ge3eod H5°3)e80hH ID eSS wegoe DB DDHI Jpeago. OB rAEK JPYe SENDHK) ¢Soeed
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Digital Marketing Tools List,

©,, SEO Tools

Google Search Console
Google Analytics 4 (GA4)
Google Keyword Planner
Semrush

Ahrefs

Moz

Ubersuggest

Screaming Frog

Yoast SEO

Social Media Marketing
Meta Business Suite

Meta Ads Manager

LinkedIn Campaign Manager
YouTube Studio

Buffer

Hootsuite

Later

Canva

¢ » Advertising & PPC

Google Ads

Meta Ads

LinkedIn Ads

Microsoft Advertising
Google Keyword Planner
Google Ads Editor

Content & Al Tools
ChatGPT

Google Gemini
Claude
Grammarly

Canva

Adobe Express
Copy.ai

Jasper

£. Email Marketing & Automation
e Mailchimp

e Brevo

e HubSpot

e Klaviyo

e ActiveCampaign

) Website & Conversion

e WordPress

o Elementor

¢ Google PageSpeed Insights
e GTmetrix

e Hotjar

e Microsoft Clarity

Local SEO
e Google Business Profile
e BrightLocal
e Whitespark
e Semrush
e Ahrefs

@ CRM & Marketing Automation
e HubSpot

e Zoho CRM

e Salesforce

e ActiveCampaign

e Zapier

| Analytics & Reporting
e Google Analytics 4

e Looker Studio

e Google Tag Manager
e Microsoft Clarity

e Hotjar

e Meta Insights



COURSE COVERAGE
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Digital Marketing Fundamentals
Overview, Strategy, Online Channels

SEO & Google Search

Keyword Research, On-Page,
Technical & Local SEO

Google Ads & Meta Ads
Campaign Setup, Targeting, Optimization

Social Media Marketing
Content Strategy & Engagement

Al Video Creation
Create Stunning Videos Using Al Tools

Al Tools for Marketing
Content, Copywriting, Research
& Automation

WordPress Website Design
Design Professional Websites

Domain & Hosting Setup
Buy Domain, Choose Hosting & Connect

How to Host Your Website
Upload, SSL, Security & Settings

Live Projects
Work on Real Projects & Build Portfolio

LlVE « INTERACTIVE * « FROM ANYWHERE

@ ONLINE CLASSES

@ wHAT YoU GET
45 Days Live Training % Tools & Resources

: e : :
Practical Projects Certificate of Completion

% Study Materials 2; Career Guidance & Support

ENROLL NOW! yg‘f
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