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2.10. Top 10 E-commerce Security Threats
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3.2, fafSTee wIbfET & UBR (Types of Digital Marketing)
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Digital Marketing Types

Content Marketing
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Soclal Media Marketin =k 1) Search Engine Optimlzation
t lﬂﬂfnl |/ €0 |

Q 2
E-mall Marketing [nf:?) Viral Marketing

- | ||‘Snrch Engine Marketing
Affillate Marketing éjj

]:_:f; Influencer Marketing

fom 1-Digital Marketing & WoR

(ii)mm(SOCia] Media)—8Rma wifeay 2 J9UE A ety & —a Facebook,
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I IR IW oI W SN §) T Aok I9 i AR I IR @ 2 Q) e 39 W
e firern 21

(vi) ¥ T foetan weaefzfiT ar PPC Marketing—forg faar 91 2@ & fou s
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fefites ardhfém @t SuAATETT (Uses of Digital Marketing)
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(iv) 39 R 3751 favam A a avas ¢ % 98 O S S 391G Gl § ey
AR T A AN TH (v 1  favard I 2 AeF H AN A AH A 71 o
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AT TETFal HL bl €|
3.3. §-uTdfeT (Feagi-ie ATBie)
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Wi 21 frdl 3aR & THERI 91 TN FT & AT e Tad dAHBE T 99 T 71 E-marketing |
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e s fafear & product 3R services T paid promotion ATl
o HYEA & emails 371

3.4. ff5es ArHfen & 3@‘\'21 (Objectives of Digital Marketing)
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7 3 o 2 fofea TN & stva F uw T wre wifea won o Wi #1 @ e 1 PR A Haa
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fagTa (Pai rtising)— fpu T P fEfed
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3.5. Search Engine Optimization (SEO)
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SEO ¥a search engines ¥ faT 78 © afew =3 SEO Practices ¥F @ ¥ I User Experience
2 S § TeT T ¢ AR IYF Website ¥ Usability ®1 ¥ =g 2

Users a1t Top Results @ & Trust FAE 3R ET-TQ 3H Website 1 Trust 5 et 'gl ZqfeT
SEO ¥ ded & S 9gd wEq o ¢l

SEQ 39 Site % Social Promotion ¥ fore +ff sgd e o 81 Ffw N A F Site Fl
Google I Search Engine Y @ T d@ 3 SRR 3% Social Media W fF Facebook, Twitter, Google
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SEO feh @ Site ¥ Traffic 3 A ¥ TeaQl Y 37 F@ 2
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SERP A Search Engine Result Page. 51 &9 T o fst T w9 o o faeht e ) o
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. Organic Listing

2. Inorganic Listing
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foree ¥ w ey ¢ AfFT 3% foe o w9 SO SRSV FO TS 2 Organic Listing 99 9%
T & i Tod o Yo e e wd B

2. Inorganic Listing—d g1 101 @9 & TIA & fioee 9 @ 3 ¢ @ 3599 &9 Inorganic

Listing e 2 7 fafien Raet 7@ 21l 11 99 9% &9 Trel & 391 33 @ a9t 9% ¥ e O
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4.7. Image Optimization
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How does Google Ad calculate Quality Score?

1. Sign in to your Google Ads account.

2. Select the relevant campaign and Ad group.

3. Select the Keywords tab.

4. Click Customize columns at the top of the Ad group table.
5. Choose Show Quality Score from the drop-down menu.
6. Click Done. Each keyword’s Quality Score is defined.
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the higher your ratings, and the lower your cost.

The higher your score,
I. The First Step is Knowing the Factors......

. lmprove Your Score by Targeting Your Ad Groups.......

. Rescarch Kewords......
dWords Ads That Arc High Quality

......

. Writc A

2
3
4
5. Work on Your Landing Page......
6. Make Your Ad Groups Small......

7. Try Using Negative Keywords. .......
8

. Expand Your Text Ads.
1
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What are the different types of campaigns in AdWords?
® Search campaigns I Text ads on search results, ...,

* Display Campaigns | Image ads on websites
® Video Campaigns | Video ads on YouTube. ..

¢ Shopping Campaigns | Product listings on Google. ...,
. Ap.p Campaigns I Promote your app on many channels.

5.9. Ads and Ads Group

YreadE ¥ U fomow e $ amn

* 3 Google Ads Account & A 31 R
* T AR T8 ¥ W, Ad Groups W foer =Y

.ﬂ‘ﬁAdGroupsﬁﬁmﬁ,ﬁi@AdGroupsﬁmmmma@-%mm
aﬁmﬁmam%e?mam—#mmam%&a%mﬁi

* % T4 Ad Groups 57 % f&U, Create Ad Groups W faes )
Add new ad groups

1. In the type list, select Ad groups.

2. In the toolbar, select Add ad group.

3. If prompted, select the destination campaign and click OK.

4

. Enter the ad group name and one or more bids, Optional—Specify the ad group type. A newly
created ad group’s type is set to Default. Learn more about ad groups.

Organizing Ad Groups

T f5aT W & s e wum foo e wim ok 7R W, 9 frre ¥ o @
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How do I Create an Effective Google Ad?

mm%mﬂmGooglemﬂ?ﬁ?ﬁﬂﬂﬁﬁﬁﬂ%—
l. & W 32va fAuiftd #¥ (Set a Clear Objective)|

2. & e H= ?H'IQ' (Build a Great Structure)|
3. T& 3= ToTEl &R (Rack up a High Quality Score)|
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5. gfifeaa & fr sl AT I
6
7

:—Hﬁﬁ’lﬁ 2 (Make Sure your Landing Page i .
g Fage 1s Optlmized“

. Don'’t spread yourself to0 thin. .....

 Let automation work for you. .....

8. Embrace extensions.
GooglcfawqqMWWQ.WW?WWWGOOQCWW%“ \
Tfer @d 1 81 T8 Google W‘ﬁwm%mmwwﬁm%,ﬁ%mﬁw
sTavaEa St 2, afT gEd w9 o . bt
| Optimize My landing Page for AdWrods?

aﬁmww%mamwﬂﬁﬁﬁmmﬁﬁ:aﬁ%ﬁwﬁm%_
1. Landing Page @1 Search Query ¥ feu wrEfTs T4

2, mﬁww@ﬁ%aﬁﬁ'ﬁaﬁéaﬁl
3. & 9d W &9 @ (Focus on One Thing.)

4. aﬁé‘%ﬂgﬁaﬁmﬁﬁﬂwiﬁr&l
5. sﬁzol?aﬁmmaﬁi
6. T ST TS H IF T

Google Ads Bid Management

Google fa=Ta |l J9Yq T8

3fashdd &Y 337U (Google Ads bid management is the process of raisin
ur Google Ads budget.)

5.10. How do

gfifeaa 0 # WG & fF 319 T Google faaTH wwe 5
g and lowering your keyword bids

to ensure you're making the most of yo
CPA = Cost/Conversions. ......

Cost = Clicks x CPC.

Conversions = Clicks x Conversion Rate. .....
CPA = CPC/Conversion Rate. ....
CPC = CPA x Conversion Rate.

mwaﬁaﬁ—nﬁmﬁfa%wu,momgleaﬁaﬁmm%ﬁmmmw,mnﬁ
a:rdwra(cm)é:ﬁrqgmm%sﬁ;ﬁ%lmmw%ﬁqwﬁmiﬁmcoogk
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Googles TSTEH A il Aeit TS ?
1. Sing in to your Google Ads account.

Click Campaigns.
Click Ad groups. Select the ad group with the keyword wh

ose bid you want to change.

Click Keywords.
Click Edit.

“wohwN
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6. In the page that opens, you may set 4 p
7. Click APPLY.

Negative keywords

Wmm@aﬁyﬁqﬂ_wm |
a3 TS g fro Ay Wy o T ot e F gEd 21 I8 %
ﬁwmggﬁm : l'”a“'&ﬁﬂmwﬁﬁfmwmmmﬂ
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W Q waifirg 2, ol ey T
ﬁm@wmwmmwﬁwagﬁm.%,dﬁTm;?ﬁm

ew bid, increase your bid, or decrease your bid.

Howdo I find Negative Keywords?
1. Click the Keywords tab.

2. Select the checkbox next to the
Search Terms Button.

3 1S

keyword you want to run the search report for, and click the
elect any irrelevant search terms and click ‘Add as negative keyword.’

How do | create a remarketing campaign on Google ads? Configuring, setup and
monitor them

mmwmﬁﬁmaﬁaﬁwﬁmﬁ@mmmw%m
mﬁqm‘wm%,mﬁmﬁm@aﬁqﬁ%,ﬁmmmaﬁmGoogletn
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Intructions
1. Sign in to your Google Ads account.
. Click Campaigns from the page menu.
. Click the plus button to create a new Campaign.

2
3
4. Choose your Campaign goal among the options for ‘Goals.’
5. Select Display as the Campaign type.

6

. Name your Campaign and specify locations, languages, bidding, and budget.

How do | Create a YouTube Campaign for Google Ads?

HH WA W AU ¥ IR AR B F@H A WG FH K I, S Google fawe &
T ¥ YouTube W 3793 dlfed ¥ fou & foqrad i 9 & foIT M &t ®ehd €1 39!
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Create a new campaign and set a goal
[. Sign in to your Google Ads account.

. Select Campaigns.

5
3. Click the plus icon, then select New campaign.
Website Traffic, Product and brand copg;
iderat:
4. Choose your ca CTatiop, 5

Brand awarencss and reach.
Under the “Select a campaign type" section, select Video.
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3, Content Structring A T T )
4. Google Adwords & W 3 Quality Score Tz
s, faTe WE A I A J st 2
6. Negative Keywords &1 M2 fowmr & aviy el

7. YouTube Campaign 3 R Google Ads % a1 73 &1 freq 4 vt o
8. Right Keyword N FY Find f&a sy ‘%? T



e

(Google A”alytics)

==

R @
6.1. TTeT EATCTIgle A a4 &7 (What is Google Analytics?)

Google Analytics T web analytics service 2 forg®! 7SS ¥ website traffic H track sy -
fipa 3l 31 @€ GFAT %1 W popular web analytig to:fi;

+v 3 $1 39 Google A 2005 ¥ T
fSgeT use website T A 9/ g @@ visitor (Paid, Organic, referral, social) F ARy T 3Tﬁ:n
foran T 3R website performance monitor fHaT STl é\, 39! Short A ‘GA’ 2l i

Google Analytics & features :
e Real-Time reporting
e Traffic reporting
e Website/Campaign conversion tracking

How to create Google Analytics Account?
GA H&EZ  open FO & fau  Gmail/mail account (example@gmail.com

example@yoursite.com) ! STELd 2t 21 fa 1 Gmail/mail account ¥ T login &I oAl S Wahan 3,

T 3T UTE Gmail/Gsuite account -
|. & Gmail.com T WG 3R 313t W SFFEE T |
2. &t https:f/analytics.goog]e.com/analytics/web/ et FT 3R Gmail/gsuite account T3 &
Google
Sign in

Continue to Google Analytics

. mail or phone @

Forgot email?

Nat yoan cotnmpialer? Hise Guest made to sign in privately

Learn more

L m

fem 1
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. /’-I:I:t:: Gmail/Gsuite % 37eTan R 31 SR ¥F business mail id & fT TR 2t } T T
Analytics account 1 $9% AT ‘Create account’ W faera #

o YA TH

e Business mail Id.

o § digit F1 password 9 F

o Mail verify F

How to Set Up Google Analytics?

Gmail/email F Wy Q FHES TR T, next step o 7% message feaa %? Start analysing your
site's traffic in 3 steps Taera f&d T 3 step F T FA F website analysis process I a1 1 Fehar 21

Step 1) Sing up for Google Analytics

|

Step 2) Add tracking code
Step 3) Learn about your audience

%7 A steps & process H T FA F T signup T click FH

Start snalysing your site's traffic in 3 steps

© Son w0 for Google Analyixs e

. Sigpwp
Shgn up o, i sewy snd free’
A ey quritae| Htp Cottre
A8 wa nwed 1 sorme base s sbant wbat ple ¥oull get » Tackong code 19 paste oo yoas 8 fow houre, you e able 1 start sawing
o bdew 1 MGTVRY pages 32 hat Hooghe knows when your site i3 dats aDast youx wie
i

Step to Setup GA Account for Website

Signup button T foer® @ ¥ screen W process 1 AT step 31 W& fSEH GA tool R
‘Website’ 3R ‘App’ A F track FFAT ST Fan 21 A 1 NAY TH 1 R 3R T'T W website F aR
9@ F W1 @ R

1. Website button @1 select Xl

2. Account Name TS #t| (Example-Your Website Name)

3. Website name TS il .

4. Website URL & & (yourwebsite.com), HTTP a1 HTTPS & f&U drop-down button T

IFEm H
S. Website fF8 T@ ¥ field/area ¥ related 2 3V select FL
6. Time zone select X
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Setting up your account

Account Name

J\\.\-._-n\ C A
GA tutoriais

Setting up your property

website Name

GA tutoriais

website URL

nups:/ ¥ ocoglaanalwicstutorial:for‘frﬂﬂ-b‘c’g’p‘“ -
Industry Category
| Business and industrial

Reporting Time Zone

United Kingdom <~ (OMTOOO;OO)OW -

fRm3

39 section ¥ di A9 Data sharing setting g &l W ‘Get tracking ID* -TH <l T button
2 & fora W faeih ST BT

Dats Sharvp Setrey:
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W click FTa _ :
@?‘IU:TJ:ETﬁ 2 3_giq(ié)oglc Analytics terms & service agreement section P 8 W GA ¥

S check Box 3 ton T fFE H| I
Google Analytics code screen T HIY By ox ® mark FT& Accept button

fracking 0 Status
Uﬁ-‘ 33 ?5?645-1 Mo data MeCeved Mpa Al houry | o

e Wt g

M m
Global Sie Tag (gtag.s)

Siobal SEe Ta) (glag 5! rackur :
e 15 1he G i ’:“U:\Q;“J M':qcodp o this propevty Copy and Paste this code as ™o firs! nem o the <HEAD» of every web page that you wart
1o wack 1 you & 189 00 vour page, smply add the canflg ks from the snippet belaw 1o yout eriateyg Global 528 T

£ aisbal 320 U3 (0180 18 - G000 Angtics s ™
cscrgt S3YNT 0 HIDS VW googletagmanage oM/ g ja NATUA 1337976451 ' seriphs
apcrigt
window datalaye ¢ wndow databayer | |
functon GEAGUHGAtELaver push M ouUments | ) '
gaolis mew Dated] copy
M m VATIITETe451 )
0 g g
Yo y

fms
T code F copy FH Website % <head></head> 3 e & T 20

aml versione"i &7 ercedinga Ut §” 3
¢ DOCTYPE hrel.

chewl e false’ bodrtauituidgetieriione’2 b laysutiverclone’ s’ b respums bves trug” Bt teus Lot indlie, el

e :r-\,_"l"‘-: « 139 expridicm _..“. Ciog. larguagedice | t‘l’\‘b"”-"lﬁ‘.'.'u.m.uf Qfs':-?';:".‘hén;‘
welngibe MUTp./fan. google con/ 2005 /gnl /b’ amlns:datos hitp:/ wira, google . con/ 7005/ gal /data’

chepd?

Ulstal sive tag (gleg.js) - Googie Aralytics --»
kKsCrip® 08ynC Qs TRUINDL S T godgintegrarager. con gtag fe  idela- LI TATALS - 10 Sseripte

kooric

.‘..ina:‘m.uunycr * sindow.detolayer || []-
L

]

[

furction grag()idatalsyer pushiasrgument
gragl s, res Oave(});

1
4

"

grag( config’, UA-133TE7645.1°);
facripty

<mcts contente sidthadevice-width, fnitial-scales)’ names'vicuport'/s
= :

fme

6.2. How to add Google Analytics Tracking code on blogger?

Blogger header ¥ code T & f&TT Blogger Dashboard>Theme>Edit HTML W ST&t CTRL + R
Key press % <head> search F{%h dIdh FH* = #IE H CRTL+V key press EIE] paste Ul g
3R Save theme W click FT% change W1 save &TAI B
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Tracking code on wordpress? \

ng code add 1 & f W
0
3n % 9 39 code N paste save Tﬂ:P.m‘
o

How to add Google Analytics

WordPress website 9 Google Analytics  tracki

dashboard>Apprcamncc>cdimr>hcadcr.php A Rt <hcad>

Google Analytics Dashboard Overview :
GA tool website traffic 3! track FT fiea |1
r acti"ity

=M W analytics code setup F & 94 |
ashboard A Mﬁﬂ{ﬁmﬁam%

F monitor HLN T& H 2 Google analytics d
2 srem-are wld | check mméWmGAT#W-&@%%

website traffic
. Home

_ Customizations
_ Real Time

. Audience

_ Behavior

2

3

4

5. Acquisition
6

7. Conversions
8

. Discover
9. Admin
ey & o g 3T role BT € STET-SCTT TE 6 websi

I& Google analytics tool & q&
mmcmckmﬁ%maﬁ%‘,mﬁmaﬁﬁ‘ﬁmﬁaﬁﬂ%’l

1. Google Analytics Home
Ts summary fe@dt ¢ f@H Real time visitor, Conversion,

Home T R analytics process & {ﬂ
3R 9gd 9 St sft analytics manager 81T set o < 2

revenue, User retention, session

2. Customizations

Customizations & q& 4 fe e —
« Dashboards : 78 & User 370 fera @ dashboard 71 dwar & 5 user, 1FAC  fem
§ ¢ 0 Chart, table, matrices add a1 remove T Hhel 2|
frdt st matrices, dimensions add FTeh custom report

e Custom reports : User need ¥ feae 9

o Gl B .
e Save reports : 7] T F1E 9 custom report 1 standard report S S Tl €, TEHI Admin
section ¥ manage FX & 2
Traffic, conversion, medium 41 fedt oft 9FR ¥ metric or dimension & fau
% Increase/decrease conditions Al t

3 g @ gEE A

e Custom alerts :

alert 91 Hehd % #R sﬂff less than, greater than,
798 9@ W set A use metric 4 dimension ¥ performance FH A

AT fae S
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Real-Time : .
3‘;@; & 6 sub-parts T %——
e Qverview : | W real-time website visitor, Pageview (Per minuic, per sccond), Top active
pages, Top referrals, top keywords & R ¥ W& firewd 2
e Locations : 71 ¥ Tal 5Tl € % website T real-time traffic &8 29 LR
o Traffic sources : T8 ¥ real-time traffic & sources & R ¥ AT firerdt @ A fom HIOTH
F1 use HTF traffic website T w®a R

o Content : T8 ¥ TFM! firerdt @ fif = page T visitor active 2l
e Events : 7% ¥ TER faeidt @ fF BN Traffic website W € € @l 30 minute F T
@-¥ event action ! perform A 2|

o Conversion : T8l ¥ WFa& firerdt ® fiF <t oA goalssetmﬂm%m@ﬁ@ﬁ 30 minute
I FIEAE A R

6.3. Business Goals and Objectives in Google Analytics

Google analytic ¥ STEWTIE ezt 3R SRy &Y QR AT (Defining business goals and
objectives in google analytics)—T%h A& TH i nfafafy @1 sfaffae FT 2, {8 conversion el
S &, S AT T A § A 2 e ¥ sl A wher we (3-H e
fn), T W W (Wﬁﬁﬂ@%m){nmﬂwmﬂﬂwﬁ(qﬁ%ﬂmmmﬁ
e & fan) TeId HT M 21

el 91 TR FO0 e o fefven fife T Ao #1 T e TeE 8 9% 3§
FEET AT 7T @89 T@H ¥ Analytics WWWWWW%,ﬁmﬁH@T
s ATE W A W FH A SR G 3 SEE F o, S A FaE S e
il YEgieral 1 Jedih BT T SR 2

TR (Goal) FH THTH A §?

ammwwaﬁﬁwumnq%mﬁfaﬂwﬁﬁmwmmﬁﬂmmMWm?
e TTE SEE S €, 3 wh § # R TR/ERA 2| €, 9 U Wee A W W R
o &5 ¥, 3l 3T g 99 el W EN A wedel B o F ¥ T @8 F 0 Aiseh TA
21 T &, Tl A 2E TR § ST e ¥ o e e ww € wed & fon e
H TN FC Y Y I T FHRON W A B FAHR €, A W TR ;@ F Wy
ATl |

& HE T A NG T 1 v # el @ed % w9 § uffi wh R wa e,
A Analytics TV TR0 ¥ ®Y ¥ To F@ Bl R TUHRW T2 F FE R @A {oid ¥ I
N o 2, s AR et 2

WW(Goals)
TR A e R F ST, Analytics TE Ted e T dhfeqss wrae 2 faftr e
F 1 T Tl F) 9 w9 R Google AR %1 T F fg fewme fan man 2 for
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Google Analytics % framhf wmy £
@ 3 R QW & 3 o 2 9 sfeai @3 ) e & Gt sifedd A

o - S 3 0 R 4 R 5 v 3 g o st a0 8 frd T ok
0 ) T & I . W F T
Google Analytics ¥ Bounce rate 7

TN T R 8 W v e 5 ) 3 s @ Faifor e < 2
mﬁmmWF"W%&HwhAnalyticsw%maﬁawmaaﬁmmi‘l

ﬁ:ﬁ?;ﬁ%‘?ﬁﬁmm%ﬁwwmwwwm%aﬁ?ﬁﬂﬁHﬂ‘f
Ul

6.5. What is a dimension in Google Analytics?

Google Analytics X e 321 3 3w sl Amire e 3 ik 3, Forra S e % A
Wmm%l SR l%mrmmﬂﬁﬁmﬁmmensionvalueéﬁﬂ%#w
3 2@ 1 T & A SH A T gy F wew 7w ¢ A3 v SvAEa A
JaR F W T F AU Age w0 §

How to Track Social Media Traffic with Google Analytics (Step by Step)?

N AN ﬁrmn’rl%m I AU | W 991 a1t éﬁﬁaﬁ éﬁ FTA °ARA? Google Analytics
%mémmm%ﬁﬁwmmmmﬁﬁmmm%wﬁ
fired

A e R TR @R H T AN A § AW (Monster Insights.)| T8 Google
Analytics F1 T TEIH ®TEA (plugin) & T 1% S & Weeyt o ok wese divrer e
T 0§ ¥ TF F NSRE e 2

Tt maﬁﬁaﬁ Analysis & & W

GoogleAnalyticsmmmﬁ@mmﬂ@mwaﬂ%lmmm
WW%WW%MOMM Insights Ha® 31581 WordPress Analyﬁcswglgﬁwﬁm
£
* 3 T TgH T ¢ o BN W wifed wee v W W g o amigs S
¢ ol foF @il 3 e R 3 F savEEd 2

* HY TE T TN G ¢ ok M9 Wi wfedr fafve e wRe w @ fve w5
ferveramr teh fofic o €1 9% S A9 98 G S B HeE A ¢ R 4 A9 TR v
# Al T @ A AR 9w W W W R R A e e w A T
W R© e

* 319 T fafirer A fied fafirer % oI H ger W W 1 S F forw, o s
AfeF o) T de @ ¢, A A S Yo TgH & U o Wi wifea TRy @
T 9 b ¢
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Traffic in Google Analytics?

i edia
—c e g o @ ¥ o AR T T

How to View S

Google Analytics f aTql HIse ol
Exyl |

Google Analytics ﬂ'ﬁﬁﬁﬁﬂ'mmﬂ@mmwﬁﬁr o — |
fard @ e B L e

In the left taskbar, navigate (0 Acquisition >> All Traffic >> Channels.

You can view a detailed Channels report.

Now click on the Social column.
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6.6. 319 wrereT HfZan e 321 Bt TN F/ B2

(How to Interpret Your Social Media Traffic Data?)

fewiee 9 |, Google Analytics U T9% dwret #ifedn 2w & raw 22 1 i
. & U tabularv
ﬁ.naﬁ:am?ﬂ%n A | 2 H AR FA F AU 3 R &1 view IE@ 1 91€ THA 2 tab:::r
view & 3TcTral, Google Analytics F=fafaa faamy 1 ft wwds s 21

. Percentﬁge:W@ﬁwmm%@mm%mgﬁﬁmmgl
@ Performance:W@ﬁﬁﬁﬂ?@%mﬂ,ﬂﬁﬁﬁ@ﬁ%ﬂﬁﬁﬁ?ﬁﬁmm%l
¢ Comparison : TF &R 91 & HY, qe WEe W Fa4CW Mz ¥ wevld 1 sirgs feam 31
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Track Your SEO Efforts

Ways to Track Your SEO Efforts Using Google Analytics :
1. Sync your Search Console account.

Create SEO-related goals.

Use the organic visitors’ segment.

Compare non-organic visitors to organic.
Find top-performing content.

Look at top-performing landing pages.
Use the Content Drilldown report.

Add annotations to track content updates.

© oo Nt B W N

Use the Multi-Channel Funnel report.

—
e

Track keywords in Google Analytics.
. Find referral sites.

—
[

Manage your PPC spend.

—_—
(7]

. Check how Google views your website.

._.
-

Create custom dashboards.
15. Set up alerts.

Integrating your google adwords campaign into google analytics

1. Sign in to Google Analytics.

2. Click Admin and navigate to the property you want to link.

3. In the Property column, click Google Ads Linking.

4. Click + New link group.

5. Select the Google Ads accounts you want to link, then click Continue.
6. Enter a link group title.
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Why Link Google Ads with Google Analytics?

Google faaa, fdl & Google weady ¥ ®9 ¥ A S 9T, Google BT T fy e

g;ﬁm@amwmmﬂﬁmﬁaﬁwm&
aﬁmmﬁaﬁ-mwﬁmm%aﬁtmwmmmm%ﬁ
mﬁmmw%mﬁﬂmﬁmﬁ%mﬁmérmwﬁwm
ﬁmmmmwﬁﬁaﬁm%?ﬁmmwwm%l
asﬂmaﬁm@fﬁvmcooglcﬁamaxfmmmmﬁ%lm?ﬁlmmmgmg]
Analyncs@%aﬁaﬁcoogremaﬁﬂmﬁﬁmﬁw%@%ﬁmﬁamghmé
T A PR W %1 SO T e A 2@ Y ferd @ 7R A s e & e 4,
AT A F TRI H T FA &
6.7. How to Link Google Ads with Google Analytics?
5 7 SO @ e F o oy g @ g A A Faell R AF F A wam Ay

Step 1 : Install MonsterInsights WordPress Plugin

T 9fFE BR & 90, 3! YAl WEE W Google Analytics H S B R
U= fSTE FT ITAM O, Analytics 2feT HIE g F AT STAR H R WA 41 g
] TF U B A F HIE AR T B

Step 2 : Install Ads Addon and Connect Google Ads.

To install the addon, go to Insights >> Addons >> Ads and click Install.

TF TR @I TR B ¥ 918, 3@ 39 Google AR FUiAUl RS T W T ¥ sy
MonsterlInsights Google fagraT 1 YS! FS99 d9EEe W e 2 379t JaarEZ W f&a b fz £

d=a1e &9 Q WA F4 F1 SEvIHA TE 2l
39 37T Google AT @A F FEHT T Google AR FU@OT 3MEE W Fahd T 3k ind

Z@ S W, AT 10 3 F FIE 3@ FHd

Next, navigate to Insights >> Settings >> Publishers and go to Ads Tracking. Now enter your
Google Ads ID under the Conversion ID field.

Step 3 : Link Google Analytics with Google Ads

Next, click on Google Ads Linking under the Property column.

3T Google Analytics @A &1 faqme | faew #3 & fau, gffvas t fF 21 @ = @ @
T FT ST A § Ik oF Tl foIsh A | 79 e, ghAfvad w2 fF a9 S @l % Haes
2 aif a9 ofedd &2 9%
= THF 9], 3T Google Analytics @d ¥ Fav F2 3R fraal ol 901 ¥ =yawas 39 W fiew
|
6.8. Campaign iﬁm Y JT R

Google Analytics 4 39 Google fagrm sAfiam 221 = é@% * fFTQ, TR 37 aﬁm T
Y FTN EM TR W) W, 39 379} Google Analytics $21 F1 394 Google Analytics @R & 5
F AEAEFD T AME Y W 2@ TH)
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what are the benefits of linking AdWords wig, Google Analytics?

Google Ad\..Vords ¥ Google Analytics 3 3 Wb s fagrorermatl 1 AT AT
skt Tl ¥ e S e R v s o s v 5 v 4 o o

ST AV IR A SR - O, A o o A R g 3 8, A
7 T N R R

q&mwmalyﬁcsaﬂtAdwOrdsﬁaﬁ%,émmﬁws%%ﬁaﬁm%ﬁm
mwaﬂtwﬁww&?ﬁmﬁssmﬁén

Benefits of linking AdWords and Google Analytics :

1. mf Wﬁmﬁwm%-—AdWOrds 3R Google Analytics ¥ei% TEwq0]
Tl S A 2, A T w9 D 3 T i vem 7 w6

AdWordsmﬁﬁTWﬁ@ﬁﬁmméaﬂtﬁmﬂmﬁmm
w forga fafén o wem e 2

AT AdWords T § 39 3@ W ¥ fr 1o -3 w1 ok T ST SR
A T

A Fat TSIEH R Tl 0 e 2 2 7w S T @ A A W
foed T F AR IGH AT T T H FA 1 Google Analytics Te ITH 7= & 37 B
T TV TR T € SR e B Q0w 2 7w avm A e T 9 3w A T w
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6.9. Metrics that Marketers Should Export from Google Analytics
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8. Search Console - Queries—Search Console 3T{¥I St @roll W forgar farecrowr s wvan
g"'ﬁ,Wﬁmﬁfﬂﬁvﬁmmmﬁﬁﬁﬁﬁmﬁﬁﬁmm—qﬁﬁéﬁnmw
T o foerer-g X & Afet TR e 2



M| i sk Rfven abl
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tﬂ&ﬁé&ﬁmm’élaﬁaﬁwﬁﬁ%aﬁ,@am%mﬁamﬂ A W fear 2 @
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14. Goal conversion rate—ai%g aam%mqﬁméﬂwmﬁsha&amaﬁvﬁmm
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6.10. ROI analytics
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Open the ACQUiSiSiO“ > Adwords > Campaigns prUrt, select [hc "C“Cksu [ab, and theck out thc
gmost column.

w Rl & Wem ¥, o9 = ofeeq s ¥ ea fafis qrfen SfTEl F ROAS F
o & T 1 Google Analytics ¥, ROI fawerww ROAS (319 farqTe =70 W AMH) % MeTg |
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lnmducﬁon to goal conversion in google analytics

i RO & T e R > @6 > st W 9, el o9 9 @ W T HAH
3 forl AT TO-TRA W A ¥ T ¥ ofv i 2 2w R

|. Register an account.

2. Enter checkout.

righ

3. Sing up for a newsletter.
6.11. What is goal conversion in Google Analytics?

7 faeifd F F e @l 1 Swdm s v et A fafe S @ 81 TR
TR ¥ 6 TR W A W ATH e Rl e o W AW ¥ @ Al
Thfafs &1 WaffeE w2, R wme wa 9@ 2, S e sraEE B g ¥ AeeH 2 2

How do I create a conversion goal in Google Analytics?

1. Sign in to Google Analytics.
2. Click Admin, and navigate to the desired view.
3. In the VIEW colunm, click Goals.

4. Click + NEW GOAL or Import from Gallery to create a new goal, or click an existing goal
to edit its configuration.

What is a conversion goal?

& WU A8, T A Fiew ¢ A R dfew A CPA T ROAS ¥ ®Y ¥ U2 & 2,
3N oY 3feE 1 TEEH e & i @ AR 360 favee @ sifawan #1Y oiR wey gudif
FA, W FA 7 Al TARNA F A HA AR A w0 T+ F o @ Fa@ )

What is a good goal conversion rate?

A T TR T @ 22 A F UK, Siea oifen I8 wuiaon X 2.35% o, e s
¥ 25% 5.319% A Ieue H wRafda & @ §1 ey w9 W, 319 W 10% § e T €, A 11.45% @
TR T X T ST 79 B
6.12. What is goal value in Google Analytics?

T3 Yo T S U T A SATH S W IwAht g1 G F T wan Y q
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How do I add a UTM link in Google Analytics? \

1. Install Google Analytics on your website.

2. Visit Google's frec Campaign URL Builder page.
3. Insert the website URL and campaign information,
4. Create a unique UTM tracking code (aka campaign URL) for every ad or link

5. Use the UTM tracking codes in your marketing campaigns.

How do I create a tracking URL in Google Analytics?

1. Click your profile image at the top right, then select Account settings,

2. Click Analytics tracking settings.

3. Select Enable Google Analytics integration then enter the domains you want to track

4. Click Save analytics settings.

How do I change my URL in Google Analytics?
I. Click on the ‘Admin’ label in the main menu.

2. In the middle column, click ‘Property Settings’.
3. Change the Property Name and the Default URL.

4. Then scroll down, hit save, and you're done!

What is default URL Google Analytics?

%ﬁeuumwmaﬂtﬁ—ﬁwmﬁﬁmwﬁlmﬁ,mmm
R’ ¥ @ WM 9 g 1y (aﬁﬁ@ﬁﬁ@m)%muuqﬁqﬁalesﬁﬁm
HIR S T @ o 9 ST Jawe F @ A W) A Twh www &, D e e gy
A g =

6.13. Google Tag Manager

N e S w2, W forverwl, GArbfen o w5y $v w0 ¥ fw o i
& SigA SR a9z F i gl I A R W R ufervR W R 9 3% w0 F T
T T €, I Te I g feea suH T =R 2 FY ween 2 B -

How do I start Google Tag Manager?
1. Follow the coding instructions ......
Configure your tag ......
Choose a tag type ......
Link your tag to Google Analytics tracking ....
Choose a trigger to determine when the tag is recorded ......
Save your tag ......

MOSY I o W

Activate your tag by pressing “Submit.”
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m ag Manager?
Google &1 U WHEN S wwed Y v ) e Az A A wH A AT
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ow d0 I know if Google Tag Manager is working?

H a?ﬂi%mﬁ;mcooﬂc%ﬁuﬁwmmm?,mﬁﬂmﬁwﬁ?ﬂ

@Chﬂk website’s source code (and use the “Search” feature)

7, Enable the Preview and Debug mode

3. Check Google Tag Assistant.

4. Leverage Screaming Frog.

5. Check Chrome’s developer tools.

WRIYT (SUMMARY)
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(Social Media Marketing)

7.4. 9GREA (Introduction)
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medis marketing ¥ TTT A 48 TR % 1t Sy & 7%
e b il HEY FarF e W@ A 7% w0 @ o ¢ w
ﬁmﬁmwaﬁmmWﬁﬁFacebook Insta i
_ ; ! gram, Twitter, Snapchat Fafe &
aﬂﬁﬂﬂmfﬁwwmm@ﬂﬁﬁﬁ%ﬁlﬂﬁﬁﬂﬁ-wﬁinteract?f'{%'gl
o o S T W TR platform T srmva a1 23 F s i fen A SR €
@R R TIR H F&A ¥ products/services ¥ ads @ w1 &1
'&adsﬁﬁﬁﬂ?ﬂﬁﬂﬂ@prmess%lmﬂm%mm?ﬁm‘ﬂmﬁﬁl@’f—

m?ﬁqﬁmwwﬁl@ﬁmmmnﬁﬁnmﬁsocialmediamketing
s B

Social media marketing T §?

Social media marketing T M9 ¢ foay et #t product AT service ! WHIE HA & U Qv
difen wewid I Pogs, Femm, e, Tk W geEa o S R 3 et | Ak 3
ﬁmcustomersﬂ?ﬁqg?mmqﬁﬁﬁfél

W PR 9 A SMM +ft w1 o @1 AW F feffest g ¥ A%t startups 3R well-established
ot ot Hrere Hifean wbfen &1 wew & W R o T AR F o F W A A o S @
REAY 3 fasrg # S9EA 9 TE A S Gl 3™ A W FRER Graphics 3R Videos 1
m%m 3R A9 unique content S & A Y N V 319 brand building X T&Ha B

AV HfEA W marketing FA AT AT 91 39t S 1 creative B qg & QT &40 2)
T YS! TH audience H TAE HTAT Bl T AN o visitor ¥ TH customer & HF| TqH T
AR 3T A A9 NSF/HTA F WF SAHGD B T F€ TR M T I T unique ideas
3’|'1'{<:realtivit:,r‘5‘1"1’“

7.2. Types of social media marketing
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1. Social Networks—Social Networks ¥ J&1 &4 QA A .
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® Twitter
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® Instagram
® Snapchat

® YouTube
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4 ¥ fou 2 21 3afu 3R 39 F platforms W advertising I marketing % fo photos 3
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4. Bookmarking and content curation networks

¢ Pinterest

e Flipboard
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7.3. Benefits of Social Media Marketing
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research FTF & mmm%ﬁﬁzﬁﬁmkewordsmwwmﬁmaﬁ@aﬁ%m
T H # WE g @ g gender/country/browser ¥ 39 W A9 Th ‘1@3 w® ?
3 gt researches &{eh 39 3G

social media marketing strategy 1 Wt YER TR = Sra|
hiidl AT W/ 3y g specific users @l target T Hahl 3R st advertising budget =T T& EXPI
Rasec g d Audience research ®{3 ¥ & 39 Quora 3R Facebook TR & a8 T e q§
mmummaﬁnﬁﬂﬂ%ﬂmml
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3. AT traffic generation & fog
F T D 39 o A 39 websiteblog T
ATTH 3 T ad campaigns ¥ 377 business website # |
S AT dvEre W N difen # @ 7T A traffic drive
T Search Engine Optimization & A1 B .

a:rqahwmm#ﬁimwschwulem%ﬁﬁpoﬂﬁ'mmmq?ﬁmﬁ
3R 7 & bore B THfAT §9 1 @ S 1@ Social media marketing HT T T Y 3153 Users 3
o @ € & ¥ 3 business R I F1 A WA &

4. g RYeF™ FREE §—a @ f 379 social media platforms T compaigining 3R agyery;
qﬁmfﬂﬂﬁmmaplaﬁomsﬁﬁﬁFREE 2 mm@mpmﬁlem%
content W T T & e for el WHFE &5 @ A reach T FHA ¢ BIEAh T advertising 4
W @ T R

F¢ U Brands ¥ R brand awareness F 5gM & forg feresped Wt campaigning T& TN
Rt ST users 1 THHF F22 } F2 T AN AN I A T T TR ST T WG sty
& fored S forl ¥90 @ R 373 brand F ST T audience & FF promote F TR ¥ o
T 21 3R &1, @ 39 Facebook 3k Instagram X FH-U-FH &I H advertising & T %l

5. 3T 3T customers AT visitors | TV connected TEAH—3TR 3T Social media Marketing
A ¥ @ T AW customers F touch F TN THH TQ TS FIAGT € BN o AW 3 7
F0d ¥ honest review/feedback & THd %l et ot fasmg & forQ M g1 review ST 1 feedback
3 9ET @ IE0 A 21 TR WeT A Y A NeF/AdE § FewE FEHT ¢ AN A fag 3
S T o o a2

Traditional advertising % W99 HYfal H feebacks #R reviews o1 % o AT @ T,
[ Hfedr I 379 98 FW FIH EH F 201 81 4 one tap ¥ @ Y el Srswe/afaw &, 3
=1 9i=d %, g% for@ gad | ratings TR product satisfaction H e I qhd %I

ﬁmﬂﬂ‘ﬁﬂ'ﬂﬁ-—m A socialm
T * gemi-ardl referral traffic W T ¥ mﬂlng

ink & 81 m#mﬁﬁmm@q
w W mmmmwég

Disadvantages of Social Media Marketing

& faa ¥ < Tee e € IF I W social media marketing % t 3 TE 1 T benefits F
TR H AYE qaE1 T 's”ﬂ%ﬁ F9 disadvantages ot %—

1. Brand Name @& a0 2T T¢I eWTe1—3TR 3794 BTol-fireterat 1 semsil | ik fFm gm a
mwmﬁ?brandsElﬁrecognitionﬁﬁﬁmmﬂlﬁ?aﬂtmﬁﬁﬁqﬁﬁﬁ'ﬂilm
Terdt @ ot A9 9 W wifed AEEA W A campaigns H FE negative =S A1 fHl & sentiments
F hurt F F PG F, A Y Faig & I '

mﬁm?’h‘ﬁ%méaﬁWaﬁf'ﬁﬂmmmmﬁdissaﬁsﬁw%ﬁ‘lm
[ AgTd daie g GI'I'II'ﬁI 39! 3? & gEur | social media marketing FE e Hfe w f#
39 personally Tt <ol # review X 3R R public F T 311 2

2. T time consuming §—3TR MY A=W § fF T Ta-3Mmy Vv e W A brand
building 3% AN 3R AT A SATH follow FA T A Y T F1 SR HTH T marketing
campaigning ¥ FY F1E 7Y 2, 79 o A AR R Wt T 7@ A A gW R A
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roducts/services e gy 3
kg 8 ¢ 1 U T
rketsi:cgrch ¥ mm TR professional W W — s AR e fae B s el
:::hnical knowledge #} . ﬁ:i;)c%ul 3g;edia marketing T 1 @ 9 er # 7q Fm § FH
AT TH qualified professional gy HE ﬁ::l T 30 S W A W R A ¥ Y

Tips for Social Media Marketlng
(T 3 T SR 2 social media mark

Tip 1 SMM T3 S sy
generation ™R & fem 3TYah! invest

eling F13 % fiu et tips % AL H—
THEN F emm 4 S brand building, sales growth, traffic
et T S-SR good regule ment FIA g FR ot 798 T invest F B T AE

i
| ;‘p 2: m;w W contests S\ 3191 3 W & o g 1272 brands F AV Hm
tactic ™ contests m RAURLECE ] ¥ contest % WOT | Y Hqd Al F F1E award, coupon,
ﬁckemwﬁ%m%lmmﬁmmmmﬁtﬁm

Tip 3 : A& Tfeq W Gre 5y " . -
AT T B S H TF schedule T 3R 3@ & fema 4 He2 fara F4

e X A ! HON A 77 ATF brand
building % o s T 2 A Sfedw annoy et K ran

Tip4: GT‘T:’[audience%%ﬁ@?mmwaﬁmmﬁconnect'@flWmmm

comments 1 reply %1 5 WY € twitter T 37 queries/appreciation
39 audience I T relationship build Fd 1

Tip 5 : 319 social media marketing strategy ¥ Pinterest ! 3763 WifHel H| & forw Mqa!

attractive images 3R inforgraphics ST 81| 9% aq% IR W traffic F maximise A 30T lead
generation & fTT T best 2|

Tip 6 : 3R M9 3T business F fAY Facebook Group T & A M9 W § T Tt
audience ¥ FAF B WG TH 98 N T A W FF o groups H engagements g & wE W H

B 21 e T VW1 FB 9 oG Forwd W e = ek a9 s @ social media marketing &%
|

Tip 7 : Latest trends IR Topics F 3 content strategy 1 fe& 9|
7.4. KnowEm : Check social media username availability

KnowEm 120 W1El W username H! ST Fi A I 21 1 Sferaw Ja1 faseq it £1 =19
aﬁmﬂunclaimcd usernames 9 I I 120W%aaﬂﬂ§,3%ﬂ?ﬂiﬁ$ﬁa?m$64.95 ol
TF IR Yok $ YA X 6 81 T 3 fawe wifes wewm )

Hivre Hife W R gefea Iufefa & ar § s safREl si siEl % A knowEm ¥ B
e wifen siv e Fmfor % foe T 9ga & sArE Fan shra & snfar fan 21

39 T T AN AT AR ST FEH F €, 3 W Wi fauns % T e w
Y 300 W Yz W A oAU G SN T T HEE 300 FAGH A S 2, 300 A Y
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o wmfE Yook A TR B ok ww B b
R o9 A W T F ITR B S TR F e wor T ¢, g6 am oo 4
e e ) e R R, G D A ) e ) o A e 3 g
2 ® gwifes Ieas Fa Unique username N Tl Bl AL
A B el & forwdia, 1 S5 e d A R S T A A Yoas
AT ¥ SR A PR w1 A A T R A @ PR AT T e
S 2, A 8 o T R, ) S o W e & T Y W vy gy
ST T | FIEA A R 58 A 3R @ [ F & ’
W%W%WKnowEmﬁﬂTmﬁﬂﬂaﬁﬁ%lmmﬂnﬂﬁﬂT(ﬁlamﬁ-qq;m
IR FEE Hell) SR T Gl e ¢ afen sl W Hfed TwEE H W F an g fi,
FC T T ATH A o G TR €, 9 T F F AR R

How KnowEm Works

e W=l H, KnowEm T Wi Hfean Swamadl a9 i 81 Afend otk gt s 3§
T ® 3R 500 37T ammgam@a:qﬁmm@w%@@maﬂlmﬁﬁ%mmm
X THA T T8 TER % o o ot ot A o e @ o T 7w o fage S R 3 W e s
Ao e ¥, foAE wfre 2 —

® Blogging

® Bookmarking

® Business

® Community

® Design

® Entertainment

® Health

® Information

® Microblogging

® Music

® News

® Photo

® Tech

® Travel

® Video

ST KnowEm #1 3TN 503 F fore forelt wmt ¥ forw e amw off 781 avon w21 &
Hvre e wred, A wee ik o el § wawa F AW H IvcEA F W= FQ F o0
KnowEm.com W WU 3R 3193 ra@ifys g o 9 L
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What Sites Does to Check KnowEm?

. . ﬁ’ﬁKlu)wEm.mmiﬂm%iﬂﬂﬁam%,maﬁﬁm%
3“""%'”“" m S 77 g 500 B aifires ot ¢ o g g, e, frrtez o 42
il ﬁ’“W%,ﬁﬁﬂmé}muﬁm,msﬁ{mﬂ*ﬂﬁﬂﬁm@%
- T (A Wi v ok o ol A 4 Boonox), 3 7, 3 @ I

T W 15 v g ‘ LA
KnowEm 3% Tt 38— W e, swm, dfed o o= T A T Lkl

® Facebook
® Twitter

® Pinterest
® [nstagram
® WordPress
® cBay

® Slack

® Etsy

® LinkedIn
® YouTube
® Wikipedia
® Quora

® Reddit

® Flickr

® Vimeo

7.5. How to Use Google Alerts to Monitor Your Brand and Track Interests?

Googlemﬁmhﬁimﬁm%mmﬂmmﬁmﬁﬁ%
fee R 1 §1 7@ 100% T 2, S T 3R FW01 2 fF T8 U WEH Yol YoM R AR 39 I FiE
T FEA § TG <1 e ©, A SIH! A W F G B TEA@ 2| Google A2 NTF FITE
& fore wifTeh Wt WaR F gl F IR W T Terd 1 9Ed 21 91 ST UE SRS 8
7 TF BIe] AGEE, 4 HAGME TR A AHIaE WA B TG AT 9 H 7 F)
Google 31T & WY &3 9 & f a1y i X Thd §—
* Brand monitoring—3TT9% TEH! A1 TEH 3TTH a1 H o1 Fe @ ¢, 39 a1 | Y 3
TEd M AT Tt it PR HE STEvEE €1 S =St S of 2 wE @ a6 B g
ST <, FHfAT T TR Sl A Wi FEH E A A T A A w2

¢ Competitor monitoring-—-@fﬁ Wagfed & aR H TSR I ﬂﬂ%ﬁ‘{?‘f%ﬁﬁﬂﬁﬁ Y%
I FE F o AT oY UF A GAw T FC € A R GHRAS/ARAF T A QA
2, @ oy IR A dra T 2
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¢ Industry monitoring— 9 IEM F FYH W e AT 311'1'—{-32 rﬁ$

et £, 43 A & A, e AT, 7 T T F

A A A v e ¢ o el e we e ¥ R e o
aa #) F9 TR g9 W UE A 42 FO @ gere 3 ¢, @t am 22 A @ 7 9

Google 36 W2 &1 & forg, s (iuoglcuﬁaﬁaqmmélqmwaamm(}
o A w5 AN §, D o a3z e T A ST 3 WAy S Y ey g o
mmﬁmm#ﬁ«ﬁhﬂdﬁ%aﬁﬁmwﬁamm%lwmﬁ@m;@
(}mglcmﬁ'mﬁhﬁhﬁﬁm‘ﬂﬂl A

Google e R} VT &7

1. Hittp/www.google.com/alerts/ IT WTTI

) SR A T AN s € A W F R AR A9H TH Gmail @ T § 5
Google 3@ W WGl & W TH4 B -

3.ﬁ@ﬁﬂﬁﬁﬁﬁﬁ%mGoogIeWﬁ%mmimmw
fra T 1 39 TR A F WA TR & A SR < ¢ R SOH T TG SAF 7 g
v ¥ aft oy gifved T € 5 0 3% a2, @ oW W SR AH T F AW Y IE F oy
S siT AR AT T Y T FaE T A R i FE e 5

4. Google 1T 1 I T WA 3R TE FA F fAY 3B TROT FIFR T 9 e
T R e—

o TUER

o A

o difed

o =90

og‘gﬁ;

o W9 T7 (A% Y T¢ T4 35 T T6)

5. 9 foF 379 et AR 3T Google @ W1 FA A1ed 1 ¥ fo # T R A1 W A
a1 AT TG FEN 76 F@ § FNE F 39 T FAA F H B F @G oW A A
S R @ ¢ i, aR Y T § R SREe 91 GHER Fer R R 1@ @ €, @ 9
Wamﬁ%:siﬂm,ﬂﬁ:mmwﬁmwm@%,ﬁmmmiﬁm%
Teyul 7 8, 9 A FER ¥ T 9% I T ¢

6.@&W%WWWW%JWMW3#%WW‘WW
=3 WAy’ A “ga 8 T@ H TR ¢

7.azw=rgﬁaﬁamcoogleam‘ﬁaﬁam§mﬁmmqmsﬂﬁamé,?ﬂm
ﬁﬁﬁa%mm@mmmﬁltfﬁ:mmm,maﬁmsmﬁmmé—ﬁa@ﬁ*
e A WG R GHA g

8. 3 SN 9o T foreieh Y SR TATG |

Google mwwwméﬁmmm%maﬂtﬁmm#wﬁ
?rqﬁaﬁwﬁém%émgﬁﬁm#ﬁmm%maqaﬁmfwwﬁla@mw
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7.6. Tweetdeck-monltorlng tool

similar to google alerts for twitter

TweetDeckmmmmﬁﬂmmﬁ@mmwﬁ%gﬁm
YRS A T T o A v o TR O ¥ fo I G H T AR
gﬁa%ﬁézﬁamaﬁmﬁﬂ,qﬁmﬁwm%m@zﬁwﬂmmwm
|

TweetDeck T ITNT $3% yre wt

Http:/tweetdeck.twitter.com T ST, 7 A% & fow ey T @l
meﬁWﬂﬁ!ﬁmm%ﬁmwmmmWﬁm

R I R R e o e S L
THESH T A AT T 2

AT TweetDeck ¥ 3 Zfet armmie 5 g o

ﬁmmﬁmmmﬁ'nmmmmm@aﬂt@ﬁmﬁww

TS MRIRGF o imdar AR R e s R @ w

ferer =01 72 Q1 &, w0 A1 st o v s e o A sk s R, W R F
39 TweetDeck H1 ITM 1 ¥ fau daw &

TweetDeck ¥ Zate $& e

TweetDeck ¥ Tdie FWIR ara<ia & Witel 81 &M a9 &, 9 379 W=, SR, GIFs,
Emojis, 9<H, WeH, 3R g7 FT F WY T FT T §1 310 2t TR F A T 0 T T
R fors R

a3 ¢ @ A Wi ¥, @I o wn e W e won e § dee
& WY A Ee fd| W feE wE T e W) W w0 U ofy @ difed wie =t 3
F& & GIF SIS, 91 919 T & A
TH G A F oI, A oM F aen e el % fo e 1 I w9 F fae o W
fraa
7.7. Hashtag-best practices and tools

e

AT FaE W g TEE e R SRR wE W R e e § TR
fafea #3 & forq fawan st an

% TEell AR 2007 F M ¥ 2N F w9 H GRw WE g7 Sw@m fe o S As
e e e faer ¥ W o F e ¥ @ T e 5 S F wro, 390 g
fen f @ft wrde firmet a1 ST SR @ et TECH F T 9 FAIE R

79 @, U S STEN, IR T SR IR yweRiter F 3fE &g 2
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1. 9 I & WY I qgraT—Awd T F I WA B F To ¢ 5 3w
e e wew WA A & s o SR ga eyl o, 8 S W B IW sy
¥ femr 3?1 9% sfuw ¥ s qom do1 W wEA o, oeh, G, oo iR T st %
e F ATE WS F Gh WA o B a1 Gl ¢

2. YA TS TR H FTE—FST LV FAF 3TF FAWE 3R TR qaiey F sgm@ 23
1 TF Y9Gl T 8 GEHA 2

3. AT qEi & g wmed fram™ ot 0@ Tle—aven F ST S S A9 we ¥ R
fodit T @ 21 830 2, UE Wew Ul SRV A GHE & 909 RN # U e 31 S F fa,
#EachforEqual 3 # IWD2020 1 QU@ iy Afeen faw W fomes ofed dve dfed
SHHE W T

TR W, aF T8 FIA fera & A F T T T 21 Smrk 7 280 sew € ww AN F
mlﬁmw,ﬁme@Mﬁﬁ%IW, Pinterest, foteresa a1 fplt 311 <ieHM
¥ W Fi-F g 2

4. AT TG Tyt U W F WEE W—IRmm 3R frest W, IvdmE ST &
HE-TN 3T ITATHAISA F1 o ST H TR § TS e S 1 I9Em Tu ST 3
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7.8. Setting up a facebook business page

Wﬁﬁaﬁwmgﬁmﬂﬁﬁmmmﬂw:mﬁﬁmwaﬁmw
%ﬁnﬁ%mqﬁm,maﬁtﬁwﬁumwmwaﬁwaﬂzwﬁ%m@m
WON % WegH q A R FW F @)

THE Ugel o S0 19 HHH HaEE 99 F I W 319 I g, vy sy s BT
o ¥ A T HTA G AR o T F A A @R S ey saifed 78 ©
e ®9 9 few@r 7@ 3
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Step 1: Sign up—Gg ¢, facebook.comfpagcsfcrcatc.

Select the type of page you want 1o create : business/brand or community/public figure.

E T, T ST T o 5 o T, ST % AW H
, I8 % AW & for, S FTEE
7l FT T T RGN I v @) w1 v 5 @ @ R

Step 2. Add Pictures—31y 3193 Y ¥ % foru Swwe see # i BhE A wR
ﬁ:ﬁmwmwmwé,mqﬁmﬂﬁgﬁﬁmﬁﬁmm
D T T F T R B s ok s & o S A T G

Step 3 : Create your username
Step 4 : Add your business details
Step S : Tell your story

Step 6 : Create your first post

Step 7 : Publish your page and invite an audience
7.9. Facebook Graph Search

Graph Search %o F T T ¢ 3 swdmadial @ 31 Al S T Y FRE
F H T A R T A N g @ 3

@Mﬁ,uﬁwwaﬁﬁgﬁﬁwwwﬁm%mm#ﬁmﬁﬁﬁm%
A TS IR % e wifie 2

TS T AT G T START ) 2

mmmmmwmﬁﬁmmmmmwmﬁm
R T6 G F WF B AR AW Tew wof we @ I T e R @ T e @
IWEN FEF 3@ Gaw B wEa R TG WY F WG, @ @9 0 F9€ a1 09 6k i 5
WA A o ¢ (S e N AR B g6 w2, R i se-um w8 etk R e Tee
LT TR”), 3 vieE ¥ w0 H A 2 A W A Ha S S 3 e )
9 TR w4 2, S 6 a9 R e I 7 HEgw W A 9t 2

I U 9t 1 3vAm X HEEEF A Fo9 B www.facebook com/about/graphsearch| TS g
F 9, ‘7% @ e fie W s w

2. ¥ R W fem W, o A F agw w1 oo A, o s, o, S w9 A
e, Wferivm, e, Tt iR fafv R F TR SR o, frew @ i 9 @ 9
TR ¥ YHaF 79 AF FAE F AR T GAE B[ G W R e @ 3 o
Al % G 2@ A waw

3. ‘¥ ¥ fo aHferes oo @ 29 W e A R so 3 3 e @—ad ofomy,
A, g, wE, T ok e AT W A T R v A fafe ¥ sk st fafire
s o R ¥ fore, A 7@ B F A TS @ R T w2, A s w ek
o g Wt g g8 A A AT T FEE B, FE Ao wh v @)
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7.10. What is Facebook SEO

AR TR spo” W & At A ved g &, afwy A SR @ W W AW N W g,
STE (s e Awure W A A e ok wen wgn & R T T b gy g
mvﬂﬁﬂtﬁsmglehﬂﬂmmmmMﬁﬁmmtmﬁfﬂmm
mmmm%mmmmmﬁmmﬁtn

mwwmma@mt.mmmmﬁéﬁwﬂm
T ¥ R W CEa fgdl A A FOn ey o SAEE 9 W A F e fig 5
i A g, S S g ok s e (S e o e ) T

Facebook SEO Must-Do 1 : Conduct SEO keyword research

TR e fr 0 YuaE Tsh yE W, 98 aHE qeayyl € R I Fae F fg #hg
mmmmmmtlwwm%mﬁﬁmmmﬁmmt
FET F TR A [EE HwAM

st T e 3w @ ok w1 w0 & AR A @ A s
(A ) W ¥ fore 3w R @ ) G TeR! ¥ @ §9 SRR I GHEH F 9%, 3
v H Uiy ¥ g A S I F) sifewee 0 F) e st Rafa F @

TS W W SE F1 G JRed Té 81 wefia ST S e ) €, S E@ §
foTe 98 Google & V& IS & FX| 76 IIEAV H1 Th 401 Fod | A, N AT TG Fa, ¥ 3
3 Gt waE 7 @9 W @ 2 D, R B IR ATEIH T WA 2?7 FW IR
G 5 | 10 A9F A W =R F Y& R 396 918, Google N @Y 77 ¥ 7 ¥ #
@A YF X, 96 W ¥ fou f vl #E-8 wiE aeae @ R ¥ (R 3 R
qfom 3= FT £)| G9H T A FAEE W AH 2 R Swed ek W E ® € 3
wﬁwmmmmm%mm@mm@%mﬁmmm
@ ¢l

Facebook SEO Must-Do 2 : Create a custom Facebook page name

T e TR A THA ¢, AT FGF I FANE T Ayl won § A @ ¢ W
AT AP FHgF TS A GUR F G €| T ST AW W) F e Foqe wewd ¥ we-a
Fa @l W e @ i F agrEn 23 T TE e AW NEH H 81 A, R e 3R e
% 7GR ¥ foau 71 FT MY 7€ 37 [ eyl A SR WY V) W quge & fag A= @
3 fo a1y 393 oaw U % AW A g R B

Facebook SEO Must-Do 3 : Optimize your vanity URL on Facebook

A TF FH A AN G o OF dqwme d T 0, g o A URL
A R fa aas I 0 hIvE H7 I W HEH Ah HHEH THES W W HE 3
Tl & 3R e # wgmE 33 § Heg g g

o
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Facebook SEO Must-Do 4 : Add SEO keywords to your Facebook Page’s About
section ;

R {5 N SO ST ) vt e g O A §7 S T F e
ﬁﬂﬂaﬁmmq‘lﬁ'ﬂﬁﬁﬂ?ﬁﬂ%og!e@mmmmm'm
escription 1 TR 1 1 @ (33 i 7w o A o g A F @ wfeowd| F ;i
sia 3T €)1

A T JN H T FA o R Fad 7 e R F AR H TH ST AR,
9 T S W R B W R g 21 ¥ foru wad srest e A A

Facebook SEO Must-Do 5 : Share content that leverages SEO keywords

O T A W F T A e G B e A % Tada FAE H A &
amlwﬁﬁmwﬁm%mmme,mﬁﬂﬁ@%Wﬂ@éﬁmm,
77 FEEF 3N 9 W AT @ e A1 s 33§ waw A

e W e s A gv A g w0 ¥ oy, S S % o s st e
%mmhﬁﬁmaﬁ'lmmamﬁaﬁ@ﬁ@%%ﬁmWﬁaaﬁﬁ
aﬁﬁmﬁmﬁﬁ@ﬁéﬁ%lgﬁﬁaﬂﬁﬁﬁwmm%Wﬁmwa@
i =g @ T F forn e O ¥ faw o oft e 21

Facebook SEO Must-Do 6 : Improve local SEO with accurate contact information
wmﬁmﬁn@ﬁ%aﬁﬁmﬁ?mﬁ%mmwn@ﬁ%m%ﬁ@@%

¥ fo, 9% S FQ oy T ViRl sl W &) e W, I A

aﬁmﬁhéﬂﬁmﬁfﬁ@ﬁm%lmﬂm%fm,@mﬂnﬁfmw@a%aﬁﬁ

yomwmmmi,mmmMﬁmmwﬁ%mmmm

| |

Facebook SEO Must-Do 7 : Build backlinks to boost your Facebook page’s SEO ranking
aaaﬁmga;qqéaﬂaﬁamm%,?hﬁmﬁwmaﬁmﬁm%l STH FEEH I T

ﬁm%aﬁmmw%ﬁaﬁm%,ﬂﬁﬁm%ﬁomgleﬁvﬁmﬁfﬁmﬁﬁm
m%hﬂ1ﬁ?ﬂﬁﬁﬁﬂﬁmﬁ%m%mﬁﬁmwa@nﬁmmél

Facebook SEO Must-Do 8 : Include relevant custom tabs on your Facebook page
wmﬁ%ﬁmaﬁw%waﬁ@ﬁaﬁmmmﬁ?m
o s 7w e e Te M A TG % R T v SwT
oo e S F dka w0 F o, A 78 W ¥ o el e sl 2@ W A
Wmﬁ,m‘m’wmﬂz'ﬂwﬁﬂaﬁm
ﬂﬁm@.mﬁmwmﬁ,m‘mﬁ’ﬁﬁzﬁaﬁmw%m
R s e < (e o A T R oA e % f ¥ 3 9 ¥ fow))
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Facebook SEO Must-Do 9 : Add SEO keywords across all parts of your Facebook Page
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Facebook SEO Must-Do 10 : Share SEO optimized blog content to Facebook Notes
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7.11. Facebook fans vs talking about this (PTAT)
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People Talking About, This is the number of people who have created a story from your Page
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How to Measure PTAT?
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Promote Your Page on Facebook
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Other ways of promoting
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Create a boosted post
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7.12. Facebook/instagram ads using facebook ads manager

HHgF ads manager HI 27
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Where to find Facebook Ads Manager

I R SeTE R S ¥ fu, o9 TG @RS AR W S W € S e o
“*‘m::i;” Fh-TR AR W e aX w2, g-eRd @ Cwd fRre gﬁ(m
T AT ® S9E W g ) vaew e g, free g A e B, AR 7S ¥ fy
W A o wevE W fRrs w—

£ R @ o g 0.4 & & @ + 0 5 .
Manage Page
e [ oo ]
‘ P - adh ey e el B PR T e F wOas B
& it Viow Rty
B Howe
FPost Engagements 1.042 L] $2000
° A8 Canter i e e b | o | | | A A r‘“
e~
i Sy
Ausheress okt ViowNonlty
nion Vicket Salen 177 o $300.00
. @ 11 v reviages b AL Tae Cortveets P vt gy Dot 1 gt - i P i o o bk '
Resarces \
Foagi -
. S how more detadea s Macaaw B e
AN
[ Q-
B Venage Jobs
'y Mgt ptarn
[ KRR
« mign
»r
form 1

How to create ads using Facebook Ads Manager
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How to edit ads using Facebook Ads Manager?
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How to create Instagram ads in Ads Manager?
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7.13. Measuring success-share and likes

Content Shares and Likes
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Number of Followers in Your LinkedIn Company
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Track Data using T[TcT analytics

st 37afy & RO F HIYEFR ATESAT S GYAA TG 1 TEerd W HY 39 A B G
Y fF My JeERe W T 3R THF WY W B4 W fER S0 9w 3 @) da wt




e dfd B 167

ST W W ) o) Ry smde ¥ forw @ W SO % g §egE weR] @
mmmﬁﬁmmwwm

gﬁﬁwﬁﬁmm%mﬁwamaﬂaﬁmmﬁw%mm
afa%mm%mmwmm&mmm,mw,mw,mamw
w,mmm%mwr@ﬁaﬁmmmmmﬁ

3T Google Analytics #1 3% 37 Wi = wem W o 1@ ¥ e 0w § R A
mam“mmmﬁlSW#GoogleAnalylicsWﬂ@,maﬁlﬂm>qtﬁm>
mwﬁﬁ?ﬁ'ﬁlm%@ﬁﬁiﬁ?—ﬁm@'mmﬁm?ﬁﬁ'ﬁ?ﬁﬁ%lﬂﬁ!inkedinﬂﬁ
@ TR S W A el o S 2, 3 7 o ) 35 R inkedin T R X 5 90 T
3 e T 3% W W Y

How to link social and Google Analytics with UTM parameters?
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7.14. How to create URLs with UTM parameters?
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7.15. Viral Video Marketing
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Best Practices, Tips & Tools for Instagram, Facebook & Pitnerest
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