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Textbooks :
1. Ahuja Vandana (2016) Digital Marketing. Oxford University PressISBN: 9780199455447
2. SainyRomi, NargundkarRajendra (2018) Digital Marketing: Cases from India, Notion Press ISBN
9781644291931, 1644291932
3. Digital Marketing 2.0- Dr.Rushen Chahal —Himalya pub.Nagpur
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https://www.wordstream. com/linkbuilding#:~: text—Bmldmg%ZOlmks%2015%200ne%200f build %20
links%20to%20vour%20site.

https://www.targetinternet.com/the-to -32-most-useful-digital-marketin _links/
https://digzitalmarketingphilippines.com/8-strateuc—steps-to-natural—lmk-bmldmg/ https://www.the-

web-¢ uxs.com/digital-marketing/
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- Part A Introduction

Program: Cér'fi‘ﬁca_te ST Year: First Year Session: 2021-2022

Gotirse Code ' : " VI-COM-DIGT

Course Title DIGITAL MARKETING

Course Type Vocational

Pre-requisite (if any) Open for All

Course Learning After the successful completion of the course, the student
outcomes (CLO) shall be able to-:

e Understand digital marketing, importance thereof,
meaning of web site and levels of web site, difference
between blog, portal &amp; website.

e Understand the working of SEO (search engine
optimization) on page optimization, off page
optimization, and will learn to prepare reports

e Learn about SMO (social media optimization) like

Face book, twitter, LinkedIn, Tumblr, Pinterest and
other social media services optimization

e Understand paid tools like Google ad words, display

advertising techniques

e Learn and apply hands on experience on tools useful

to SEO for analysis on website traffic, keyword
analysis and learn email marketing and ad designing.

Content creator for AR-VR (Augmented Reality —Virtual Reality)
SEO Specialist for voice assistance

Expected Job Role / e Digital Marketing Manager
career opportunities e Search Engine Optimizer

e Social Media Marketer

e Content Marketer

[ J
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Credit Value 4




Total No. of Lectures + Practical (in hours per week): L-1Hr / P-1 Lab Hr

Total No. of Lectures/ Practical: L-30hrs/P-30hrs

Introduction to Digital Marketing:

Meaning of Digital Marketing, Differences from Traditional Marketing, Return of
Investments on Digital Marketing vs. Traditional Marketing, E Commerce, Tools
used for successful marketing, SWOT Analysis of Business for Digital Marketing,
Meaning of Blogs, Websites, Portal and Their Differences, Visibility, Visitor
Engagement, Conversion Process, Retention, Performance Evaluation.

Keywords: Titles, Meta Tags

II

Search Engine Optimization (SEO):

On page Optimization Techniques, Off Page Optimization Techniques, Preparing
Reports, Creating Search Campaigns, Creating Display Campaigns.

Social Media Optimization (SMO):

Introduction to Social Media Marketing, Advanced Facebook Marketing, Word press
Blog Creation, Twitter Marketing, LinkedIn Marketing, Instagram Marketing, social
media Analytical Tools.

Keywords: Google, Word press, FB, LinkedIn, Instagram, Analytics, SMO,Verbal
Communication, Non- Verbal Communication, Intra personal and Interpersonal
communication.
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Search Engine Marketing:

Meaning and Use of Search Engine Marketing, Tools used — Pay Per Click, Google
Adwords, Display Advertising Techniques, Report Generation

Website Traffic Analysis, Affiliate Marketing and Ad Designing:

Google Analytics, Online Reputation Management, EMail Marketing, Affiliate
Marketing, Understanding Ad Words Algorithm, Advertisement Designing.

Keywords: PPC, Google Ad words, Reports, SEM,Google Analytics, Ad Design,
‘Social Media, Affiliate

10




e Design SEO To improve page rank of our college.
Monitor traffic of your website using google analytics.
Using search engine submission improves online recognition and visibility of
websites. _
Designing a blog.
Use of cross linking.
On /Off optimization of the website.
Design Back link and outbound link of website.
Web Development, Audio Video Production,
Digital Content Creation, Product & Sales review analysis

30

Text Books, Reference Books, Other resources

Suggested Readings:
1. Textbooks:
1. Ahuja Vandana Digital Marketing. Oxford University Press (2016) ISBN: 9780199455447,
2. SainyRomi, NargundkarRajendra Digital Marketing: Cases from India, Notion Press (2018)
ISBN 9781644291931, 1644291932

2. Suggestive digital platforms web links:

https://www.wordstream.com/linkbuilding#:~:text=Building%20links%20is%200ne%200f.build%20link
§%20t0%20vour%20site.

https://www.targetinternet.com/the-top-32-most-useful-digital-marketing-
links/https://digitalmarketingphilippines.com/8-strategic-steps-to-natural-link-building/https://www.the-
web-guys.com/digital-marketing/

Suggested equivalent online courses:

https://onlinecourses.swayam2.ac.in
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