
DATE: SEPTEMBER 29, 2020, TUESDAY

TIME: 06:00 PM (AST) 

LIVE FROM DOHA, QATAR



INTRODUCTION TO 
DIGITAL MARKETING



Digital technology has transformed the way we live 
and work and has impacted every industry from 

retail to health care.



Now more than ever, organizations and their 
employees face the challenge of developing 
and maintaining their business operations 
and customer engagement in a constantly 
evolving digital space. 



Our goal is to empower Entrepreneurs 
and professionals with the digital skills 
and knowledge needed to take control 
of their careers and maximize their 
potential



We achieve this through our Digital mastery , 
which are designed and developed by industry 

experts. 



We provides an introduction to the key digital 
specialties: everything from mobile and social media 

marketing to SEO and analytics.



We want to 
make learning 
simple, 
accessible, and 
convenient. 



This webinar on digital marketing to produce 
a comprehensive learning experience.



LET’S BEGIN



INTRODUCTION TO 
DIGITAL MARKETING



Have you experimented with digital 
marketing driven by guilt, pressure, or 

an overeager competition ?



Have you found your efforts 
disjointed—frustrating—hit-or-miss? 



Finding where to start can be 
challenging



And even when you 
get started, how do 
you proceed in a 
way that ensures 
you are not wasting 
your time, effort, or 
budget?



This portion of digital Mastery sessions 
provides you with a framework for 

applying your digital marketing skills in a 
structured and iterative fashion. 



You have now 
taken the first 
step towards 

DIGITAL 
MARKETING 
MASTERY!



Pretty soon you will be able to use 
these skills to produce measureable 
results and ultimately, a return on 

investment. 



What 
more 
could 

you ask 
for?



Start with the Customer and Work 
Backward 



Successful digital campaigns share 
a range of characteristics, but 

campaigns that fail all have one 
thing in common: 



“They don't acknowledge the 
empowered and informed consumer.”





It is tempting to describe the evolution 
of the Internet in terms of names such 

as Facebook, Google, eBay, PayPal, 
Amazon, Apple, Samsung, Netflix, and 

Yahoo!, as if the whole story of the 
web is the story of brands, companies, 

and technologies. 



The true evolution 
of the Internet is 
chronicled by the 
story of the 
empowered 
individual.



You and I 

own the 

Internet, 

and the 

evolution 

of the 

Internet is 

our story. 



The shift from Yahoo! to Google 10- 15 
years ago was not a result of Google's 

marketing—as users we made the leap 
because we gained more control over 

how we searched for information.



The ecommerce site 
eBay allowed us to sell 
anything to anyone for 
any price at any time.



Facebook 
allowed us to 
stay in touch 
with people all 
over the world 
whenever and 
however we like. 



All the digital technologies have been 
characterized by one thing—

they have given you and me more 

control over our lives. 



The Internet is fundamentally 
different from all other 

communication channels because 
we can learn so much about our 

customers





With these advances in communication and 
web technology, the walls have fallen not 
only between a company and its customer 

but between fellow customers, who can 
publicly share their experiences— the good, 

the bad, and the ugly!



MARKET RESEARCH VERSUS MARKET REALITY 



The primary challenge for any 
business, no matter how large or 
small, is quite simple—how to get 

its product or service into the 
hands of the customer. 



How the company will achieve 
this is informed by market 

research, gut instinct, polls, 
surveys, and research about 
existing habits and activities. 



However, when conducting market research, 
especially surveys, we need to take one key factor 

into account—PEOPLE LIE!



The Internet 
enables us to learn 
from market reality 
by looking at what 
people actually do 

online. 



We can use social 
listening tools to research 
customers' activities and 

preferences based on 
their online habits and to 
complement our market 

research. 



Market Research versus Market Reality



Let's Make This Real!



WHAT ARE THE 
3I STRATEGIES?



INITIATE ITERATE INTEGRATE

1 2 3



These are the 
key to any 
successful 
marketing 
strategy



STRATEGY 43: 

INITIATE 



The initiate STRATAGIES  of 
digital marketing states 
that the customer is the 

starting and finishing point 
for all digital activities. The 
answer to all questions is 
“let the customer decide.” 



Many people are too quick 
to jump into managing 
digital channels.



They set up blogs, 
websites, and social media 

profiles and start 
publishing nonspecific 

content about themselves, 
their companies, and their 

products



They fail to realize that digital 
channels are not broadcast 
channels in the traditional sense 
of the term. 



In fact, they are interaction channels 
that facilitate a two-way conversation.



By taking the time to find out 
what your customers are doing 
online, your digital activities will 
become radically more effective. 



Your customers are speaking online. 

Are you listening?



STRATEGY 44: 

ITERATE



This principle emphasizes the importance 
of tweaking a digital marketing campaign 

in response to user interaction.



Each digital marketing channel is most 
effective when you apply an iterative 
process, and the more iterations of 
the campaign you apply, the more 
effective each becomes. 



There are some key implications 
of this iterative process.



To begin with, the first published 
idea is not necessarily the best. 



Why?



Because your 
customers are better 

at describing what 
they want than any 

advertiser is.



Remain open to what your 
customers are doing in their 

interactions with your 
campaign and be prepared to 

change it.



improve over its lifetime. 

Your campaign can, and will, 



Next, the length of the iteration 
depends on the channel.



For example, if you send a 
weekly email newsletter you will 

review open rates and click-
through rates within a day or two 

of sending your newsletter.



You will then apply those 
insights to your next 

campaign in terms of what did 
and did not resonate with 

customers.



STRATEGY 45  : 

INTEGRATE



Integration as a principle is 
crucial to effective digital 
marketing. 



IT 
WORKS 

AT THREE 
LEVELS:



Integrate your efforts across digital 
channels.

Integrate your digital and traditional 
marketing efforts

Integrate your reporting sources



Integrate your efforts 
across digital channels.

1.



Integration across digital channels 
is about using information gleaned 

through one channel to improve 
the effectiveness of another digital 

channel.



It can be as simple as sharing 
information learned through 

search engine optimization with 
your email marketing team



Integrate your digital 
and traditional 
marketing efforts

2.



Integration of digital and traditional 
marketing involves using information 
gathered from your digital marketing 

efforts and integrating it into your 
traditional marketing strategy. 



Integrate your reporting 
sources

3.



Companies who engage with 
digital marketing obtain an 

abundance of data about their 
customers.



However, it is important to 
gather data in a way that allows 

you to make good business 
decisions. 



An integrated view of your 
customers is a good place to 

start. 



Luckily, a lot of the work can be 
done for you by using a tool 

such as Google Analytics. 



This tool can provide you with detailed 
information on the source of the traffic 

coming to your website.



What percentage of your site visitors come 
from email versus paid search advertising? 

Which visitors convert more quickly? 

Where should you be increasing your digital 
budget and where should you be reducing it? 



So let's discover what digital 
channels can do for us, and—more 

importantly—



Making business decisions based on the 
true value of your digital marketing is a 

crucial step in implementing and 
justifying your digital marketing strategy



STEP 1:
SEARCH ENGINE OPTIMIZATION



SEO : FOUNDATION TO 
DIGITAL MARKETING 



Whoever controls the door to the 
Internet, controls the Internet, And now 
search engines have become the default 

entry point to the Internet



We start with a simple search by typing 
a few words into a search engine, often 

oblivious to exactly what happens 
behind the scenes



When we search in Google, we are not 
actually searching the Internet; we are 

searching Google's index of the Internet, that 
is, the list of the sites that it has found online.





So the challenge for effective 
search engine optimization 

(SEO) involves understanding 
how search engines work and 

how to play by their rules. 



Formal definition of SEO: The 
process of refining your 

website using both on-page 
and offpage practices so that it 

will be indexed and ranked 
successfully by search engines.



Informal definition of SEO: 

SMELL NICE FOR GOOGLE!



Optimizing a website that it 
is found and indexed by 

search engines requires a 
considerable amount of 

grooming



The Process 



1. GOALS



REFER TO THE DAY 22 & 23 (JULY 

26 & 27, 2020) DIGITAL MASTERY 

NOTES AND RECORDINGS



From the outset, it's important to be 
aware of the benefits of SEO.



They will serve as key drivers as you navigate 
the development of your SEO strategy.



You must decide upon and set up clear, realistic 
goals and targets for your SEO campaign



Just one error could 
result in a six-month 
search engine 
penalization —with 
SEO, ignorance 
certainly is not bliss!



2. ON-PAGE 
OPTIMIZATION



It involves ensuring search engines can easily read, 
understand, crawl through, and navigate the pages 

of your site to index it correctly.



3. OFF-PAGE 
OPTIMIZATION



This refers to 
techniques used to 
influence website 
position in organic 
search results that 

cannot be managed by 
on-page optimization 

of your site. 



It's a long-term, 
iterative process 

focused on gaining 
website authority, as 
determined by what 
other websites say 

about you



To put it simply, 
it's about building 
a digital footprint 

and earning online 
credibility.



4. ANALYZE



This stage is 
very much a 

cyclical 
process.



You're now looking at the data coming 
back, analyzing it, and deciding upon the 
adjustments needed going forward. 

This will help you tweak your goals 
accordingly as you implement additional 
goals and changes



Four-Stage 
SEO Process 



Key Terms and Concepts



Key concepts and terminology used 
within the field of SEO that will equip 

you with the technical know-how, 
understanding, and insight to build and 

maintain an effective SEO strategy.



Understand the meaning of SEO. 

Understand organic search listings. 
Understand pay-per-click (PPC) listings. 

Understand the mechanics of SEO. 



Recognize and utilize the 
three main drivers of SEO. 

Understand on-page and 
off-page optimization



Upon completion of Digital 
Mastery you will get a clear 

idea about these terms



Search engine optimization is the 
process of refining your website, using 
both on-page and off-page practices, 
so that it will be indexed and ranked 

successfully by search engines. 



With SEO, the best and most cost-
effective way to increase your 

website traffic is to have a high 
position in organic search listings



Search Engine Result Pages: 
Positioning



Have you ever tried searching for 
your fantastic new website, only to 
find it has been lost in the depths 

of cyberspace and is trailing behind 
hundreds of other sites?



This all comes down to 
search engine results page 

(SERP) positioning!



A SERP is the web page that 
a search engine, such as 

Google or Yahoo!, returns 
that lists the results of a 

user's search.



A SERP is divided into core 
sections. At the top you'll 
always find paid listings.



Google Search Engine Results Page 



These are clearly highlight  
these entries as ads. 



But what about the listings that 
lie beneath the advertising?



These are organic search results, 
or the listings that are featured 

on a SERP because of their 
relevance to the search terms 
that a user has entered into a 

search engine.



Ninety-one percent of searchers 
will not click past the first 

results page, so it's time to 
adopt a competitive mindset 
and strive to achieve a top-

three organic listing.



Your overall goal is to reach 
the number-one position!



ORGANIC VERSUS PAID 
LISTINGS



Listings that are 
displayed on the first 
page of search engine 

results yield the 
highest search traffic—
the higher the listing, 
the more clicks it will 

receive.



Generally, paid listings 
will garner a 30 

percent click-through 
rate (CTR), with 
organic listings 
making up the 

remaining 70 percent.



While these statistics 
can vary depending 

on the market, 
generally this rule of 

thumb is widely 
applicable.



It is important to note 
that as listing 

positions get lower, 
click-throughs

drastically decrease.



Approximately 67 
percent of click-

throughs on page one 
of a SERP occur in the 

first five results.



LOCATION-BASED SEARCH



Search engines take into 
account the location of the 

person searching to deliver the 
most applicable search results.



For example, with Google's My 
Business you can submit your business 
for display on a location-based search, 
so when a Qatari  searches for Italian 
restaurants in Qatar, your chances of 
appearing in his SERP are increased



Be sure to complete all elements 
of the form by providing a 

category, description, pictures, 
videos, and so on to catch user 

attention.



Google operates a five-star rating 
scheme, so customers should be 
encouraged to review and rate 

your business.



LOCATION BASED SEARCH



KNOWLEDGE 
GRAPH LISTING



Google's Knowledge Graph tries 
to understand searchers' intent 

while anticipating their end goals



It tries to help people discover 
key information about a 

particular business that they may 
not have been able to discover 

through an organic listing



For example, if a user searches for 
information on restaurants in New York 
City, Knowledge Graph will display both 

a variety of images at the top of the 
SERP and a panel on the right with a list 

of key information, a company 
description, reviews, related searches, 

and so on. 



It feeds on information from related 
websites, popular searches, Google local 

listings, and other sources.



DATA HIGHLIGHTER



Data Highlighter is a Google Search Console 
(GSC) tool that is very valuable when it 

comes to refining your SERP listing.



With your mouse, you simply highlight 
the various data fields (title, 

description, image, etc.) on your page



This in turn allows Google to display your 
website data in new, more attractive 

ways both in SERPs and on the 
Knowledge Graph.



SEARCH BEHAVIOR



Every time users search, they 
reveal a certain amount of 
information about themselves



When this information is gathered, it can be 
classified into different search behavior 
categories to analyze customer needs.



From this categorization, you 
can develop an effective SEO 
content strategy



In search engine optimization 
there are three key players:



The searcher
The website 

owner
The search 

engine.



Each of these players is viewed 
as a stepping-stone on the 

route to reaching and engaging 
with customers.



You must successfully address each 
component to reach your end goal, 
whether that is a click-through to 
your site, a contact inquiry, a sale, 

or something else.



With every search, 
users leave small 

crumbs of personal 
information 

behind.



So by using ADM's 5P Customer Search 
Insights Model, you get a greater 

understanding of customers than you ever 
imagined!



LET'S TAKE A LOOK AT THE 5PS:



PURCHASE

PRIORITY



WEDDING 
GOWN



PEOPLE: 
Information 
about the 

searcher can 
include age, 
sex, religion, 

language, and 
socioeconomic 

group.



PLACE:

You can 
discover the 

country or city 
a customer is 

in and whether 
the location is 

classified as 
urban or rural.



PRODUCT:-
You can learn which 

particular topic, 
interest, or subject 
area of a product 

searchers are 
researching and the 

need or the pain 
being addressed.



PRIORITY:-
The search query 
provides an indication 
of customers' 
purchasing time 
frames; that is, how 
urgently they need the 
product or service and 
the window for 
engagement.



PURCHASE: 
Most importantly, 
you can find out 
how and where 

users want to buy 
and what stage 

they are at in the 
consumer purchase 

model.



EXAMPLE SEARCH QUERY:
QATAR BUSINESS EVENT VENUE DECEMBER 2020

Qatar

Business 
event 
venue



Ultimately, the key to all this can be 
summed up in one word: RELEVANCY. 



The most relevant search results will 
always be displayed to users, so make 
sure to focus the three key players of 

SEO towards each of the 5Ps to ensure 
that your website is a strong contender 

against competitors.



What your goals and outcomes for 
the search engine optimization of 

your site should be.



Goals will help you create plans, 
direct your day-to-day tasks, and, 

of course, motivate you to rise 
above your competitors. 

STAGE 1: GOALS



Analyzing the underlying needs of 
your business 

Converting these needs into well-
defined goals 

GET READY TO BE AN EXPERT IN:





You need to identify the 
business pain, view this 
pain as a goal, create a 

strategy to achieve the goal



Let's use the example of a 
footwear retailer:



BUSINESS 
PAIN:

A decline in 
online orders 

GOAL:

Conversions 



STRATEGY:

Increase website 
visitors through on-
page optimization 

(keywords, blog, etc.) 

KEY 
PERFORMANCE 

INDICATORS(KPIS):

Sales, online 
inquiries



SOME EXAMPLES OF SOME 
TYPICAL GOALS AND KPIS



The ultimate goal of SEO is to 
achieve that number-one ranking 

on SERPs for your website. 



BUT WHAT ARE THE BENEFITS?



INCREASED ORGANIC CTRS



INCREASED ENGAGEMENT



ENHANCED 
REPUTATION



Market leadership 
and competitive 
advantage



INCREASED CONVERSIONS



STAGE 2: 

ON-PAGE OPTIMIZATION



With your goals in place and their 
accompanying KPIs assigned, the 

time has come to move to the 
second stage of the SEO process



Focus on the second stage in the SEO 
process



Keyword Research



Keyword research is 
often the first step in 

this process. 



Keywords have a very strong 
impact on the other elements of 

on-page optimization, so the 
level of research you conduct will 
determine if your site is a zero or 

a hero in terms of search 
volume!



WHAT EXACTLY IS A KEYWORD?



It's a significant word or phrase 
that relates to the content on 

your website. 



For example, if you're a freelance 
web designer, relevant keywords for 
your site could be website designer 
or affordable website designer  etc.



A search term is a commonly 
used phrase that users type into 

search engines to find you.



Traditionally users typed in two 
to four words, but with ever-

increasing digital literacy rates, 
much longer search terms are 

now being used



You must be able to know 
what customers are searching 
for and choose your keywords 

based on that



Users now understand that the more specific 
their search terms, the more accurate and 
relevant their search results will be. 

This is where long-tail keywords come in.



These are three- or four-word 
keyword phrases with low-
volume search queries that 
are worth ranking highly.



Why?



Because searchers using 
long-tail keywords are 
usually closer to the 
point of purchase.



Although long-tail keywords 
are quite specific, they have 
lower competition and bring 
much higher qualified traffic to 
your website.



Let's take a look at some key tools and practices that 
will assist you in your keyword research efforts.



OFFLINE KEYWORD RESEARCH



Take keyword inputs from your 
colleagues, they are the people 

who interact with your customers, 
hearing and seeing the words and 
phrases they use when referring 
to your products and services.



Use content from Marketing 
collateral.



Do Customer surveys and 
get most commonly used 

words and phrases



ONLINE KEYWORD 
RESEARCH



Research online and 
find keywords using 

keyword finding tools



To kick-start your efforts, 
the top four highly 

regarded research tools 
in the industry follow



1.GOOGLE AUTOCOMPLETE



This tool is probably the 
easiest online keyword 

research tool to use, and 
definitely the place to start.



It's particularly good for 
long-tail keyword research; 
you simply begin typing into 

the Google search box.



If you're using Google Autocorrect 
for keyword research, make sure 

to clear your search history, cache, 
cookies, and temporary files—

clear it all!



That way it won't consider your 
previous searches when 

suggesting search terms, thus 
providing fresh data.



HOW DOES GOOGLE 
AUTOCOMPLETE WORK?





2.Google AdWords
Keyword Planner



This is a tool built into the 
Google AdWords platform



Under the Tools section, 
you'll find Keyword 

Planner



The research and 
analytical functionalities 

are endless!



HOW TO SEARCH KEYWORD USING 
GOOGLE ADWORDS KEYWORD PLANNER





“Keyword research” is a practice used by search engine 

optimization professionals to find 

and research actual search terms people enter into 

the search engines when conducting a search.



Search engine optimization-

professionals research keywords in order to achieve 

better rankings in search engines.



STEP 01:



Search keyword planner in Google 



STEP 02:



Click here

Click on the result shown in below picture



https://ads.google.com/aw/keywordplanner/home?ocid=529714931&e
uid=422965568&__u=7812007232&uscid=529714931&__c=800393141

9&authuser=0&sf=barebones&subid=in-en-et-g-aw-a-tools-kwp_bb-
awhp_xin1%21o2

Or go through this URL and select your Google account

https://ads.google.com/aw/keywordplanner/home?ocid=529714931&euid=422965568&__u=7812007232&uscid=529714931&__c=8003931419&authuser=0&sf=barebones&subid=in-en-et-g-aw-a-tools-kwp_bb-awhp_xin1!o2


STEP 03:



CLICK ON GO KEYWORD PLANNER





STEP 04:



Click on continue

This is the dashboard 





STEP 05:



Click on Tools
Click on 

tools



STEP 06:



Select keyword planner

Keyword 
planner



STEP 07:



Click on find keywords

Click find 
keyword 

and 
proceed



STEP 08:



Enter your keyword/niche keyword



STEP 09:



You can type more than one word if needed
Eg: Consulting

Click on 
get started



STEP 10:



Related keywords are listed



STEP 11:



You can also filter the keyword based on your 
requirement



STEP 12:



Click on Exclude keywords in my plan 

It will automatically refine keywords



STEP 13:



After the filtering process click download 



STEP 14:



Keywords downloaded as an Excel file

Open the file



STEP 15:



Downloaded file of keyword research



STEP 16:



Search each word 
in Google and 
find the search 

results



STEP 17:



Search 
consulting in 

Google



STEP 18:



You will get the search 
results 



STEP 19:



Enter each search results & 
Repeat Process



SEARCH RESULT       COMPETITION

SEARCH RESULT       COMPETITION



KEYWORD 
RESEARCH IS 

SUCCESSFUL!!



ADM KEYWORD RESEARCH 
TOOL

ADM



3. GOOGLE TRENDS.



As with all aspects of digital marketing, 
popular keywords are ever changing, so 
it's important to keep informed and stay 

ahead of the curve



Google Trends is a great tool 
for analyzing the rise and 

fall of keyword trends.



It's important to be aware of 
trending terminology and 

phrases so you're not targeting 
outdated keywords.



You go to trends.google.com



Search the word



SHOW YOU INTEREST OVER TIME



SHOW YOU WHICH COUNTRY SEARCHING 
MORE



You can Compare keywords



Add more comparisons



This tool can also show how search terms 
are trending against each other and if 

there are any new trends you should be 
considering.



4. SEMrush



SEMrush is used widely by 
search marketers in the 

industry.



It's an excellent tool for 
analyzing your competitors, 

the keywords they're targeting, 
and what type of estimated 

traffic volumes they're getting. 



www.semrush.com

It is a paid tool



A WORD OF 
WARNING



So by repeating a 
relevant keyword 
50 times on one 

page, your 
website will rank 

number one, 
right?



Wrong!



Back in the day, search 
marketers thought it clever to 

try cheating search engine 
algorithms through a variety of 
disallowed keyword practices, 

such as keyword stuffing.



The Google rules s are 
now smarter than ever 

and these kinds of 
forbidden SEO activities 

won't be tolerated. 



Websites found to be 
violating the rules will be 

severely penalized and 
could be removed from 

SERPs entirely



When the research is done 
and the optimum keywords 

have been selected, you 
must then decide where to 

place them.



You should include your 
target keyword in the title 

tag, in the metadescription, 
and in the body copy of the 

web page



The content should be relevant, 
with keywords inserted into 

sentences naturally, so users don't 
realize they are reading SEO-

optimized content. 




