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LIVE FROM DOHA, QATAR



VISION PLANNING





OSM IN 36 MONTHS
EARN $1 MILLION



AFFILIATE 
WEBSITE 

IN 5 YEARS 
(60 months)

Earn 
$1 Million



STEPS FOR BUILDING YOUR BUSINESS



VMGOSA
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What is vision?
It is the ability to think about or plan the
future with imagination or wisdom…
In clear: defines a prime goal!!!



WHY VISION IS IMPORTANT?



A CLEAR VISION AND A SOLID PLAN  
INCREASE YOUR CHANCES FOR SUCCESS.



COMMUNICATING -it will produce in 
you  confidence, conviction and 

determination.



THE 
PROCESS 

OF 
VISION



VISION 
MUST 
BE… 



CAPTURED



SIMPLIFIED



DOCUMENTED



SHARED OWNERSHIP



COMMUNICATED



Your Business Plan Will Fundamentally 
Answer Two Questions:

WHO ARE 
YOU?

WHAT DO 
YOU PLAN TO 

DO?



Answer these 
questions in a 

concise, direct, and 
simple manner.



Structure of your business 

The date your business was established

The nature of your business (what are you 
selling?)

The industry you are in



Business 
vision, 

mission, 
and values

Background 
information 

on your 
business or 
its history

Business 
Objectives 
(short and 
long-term)

The team



Example of a good vision statement: 
Amazon

"Our vision is to be earth's most customer centric 
company; to build a place where people can come 
to find and discover anything they might want to 
buy online."



EXAMPLE OF A GOOD MISSION 
STATEMENT: NIKE

“To bring inspiration and innovation 
to every  athlete in the world.”
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WORK PATTERN

THINK

ACT

COMMUNICATE
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Where do you start when you have a program that’s about 
integrating lives with passions?



Well, You start with why?



We assume, even, we know why we do what we do



But then  how do 
you explain when 
things don’t go as 

we assume?



Or better, how do you explain when others are able to 
achieve things that seem to defy all of  the assumptions?



For example, Why apple is so innovative?



Year after year after year, they are more  
innovative than all their competition.



Yet they are just a computer company



They are just like everyone else



They have the same 
access to the same 

talent



The same agencies, the same consultants, 
the same media





Why is that Martin Luther king led the 
civil rights movement?



He wasn’t the 
only person 

who suffered 
in a pre-civil 

rights America





LOOK AT



And why is that the wright brothers were able to figure out 
controlled, powered man flight when there were certainly 
other teams  who better  qualified, better funded and they 

didn’t achieve powered man flight



The write brothers beat them to it.



There is 
something else 

at play here



FEW YEARS BACK I HAPPENED TO 
WATCH A TED TALK



This changed my view



As it turns out, there is pattern.



All the leaders organizations whether is apple or 
Martin Luther King or the wright brothers They all 
think, act  and communicate the exact same way



And it is the complete opposite to 
everyone else.



I WILL 
EXPLAIN 

HOW!



I call it



This little idea explains why some organizations and 
some leaders are able to inspire where other aren’t



Every single person, every single organizations 
on the planet knows what they do





Some know 
how 

they do it 



Whether you call it your differentiated value 
proposition or your  proprietary process or your USP



Very, very few people or organizations know 
why they do?



What’s your purpose



What’s your cause?



What’s your belief



Why does your organization exist?



All the leaders and organization all think 
act and communicate from the inside out



I use apple  because they’re easy to 
understand and everybody gets it



A marketing 
message  from 
Apples might 

sounds like this



They are beautifully 
designed, simple to 

use and user 
friendly

We make great computers

We believe in thinking 
differently. 

We just happen to 
make  great computer



All  I did was reverse the order of the information



People don’t buy what you 
do they buy why you do it



This is the reason 
every single person 
buying a computer 

from  apple



We are also perfectly 
comfortable buying an 

MP3 player from 
apple.



Or phone from apple, or IPAD from apple



There is nothing  that 
distinguishes them 

structurally from any of 
their competitors



Their competitors are equally 
qualified to make all other products  



• The goal is not to do business  with 
everybody who needs what you love



• The goal is to do business  with people who believe 
what you believe



LAW OF DIFFUSION INNOVATION



We all sit various places of the graph





If you want massive success rate in the 
market you will be sitting at this place



If you are a person spend more than 7 hours for 
finding new things about technology you sit here



If someone has a proof with they believe they will sit 
at the first category- Innovators



REFER TO THE DAY 55 (SEPTEMBER 

8, 2020) DIGITAL MASTERY NOTES 

AND RECORDINGS



BUSINESS VISION, MISSION, 
AND VALUES

First off, it’s important to clarify 
your values.

In short, this means taking into account 
all the various stakeholders



WHEN WE ACHIEVE OUR VISION

We have mentioned we want 2025 to 

be the year of decision and 

resolution fulfillment. 



Ofcourse, we all have different goals, but 

we all want to be successful.



Which is the most suitable vision for our 

company???



By 2025:

One million 

/billion dollar 

company



WHAT ARE THE BENEFITS OF 
SHARING YOUR VISION?

Motivating both you and your associates, in  order to enable 
synergies.

The direction and the goal line up and  become one and the 
same.

It attracts investors, customers and even  staff members



Seek trustworthy 

feedback and sound 

advice. Make  

questions such as 

“Is it a solid plan? 

Does it make 

sense?”





Goals are the 

general guidelines 

which explains 

what you want to 

achieve



Financial

Physical

Mental

Family

Social

Goal



Difference between Wishful Thinking & Goals

GoalsWishful Thinking
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Steps to achieve your goals



DREAM
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“A series of thoughts, images, and sensations 
occurring in a person's mind”

98



“It represents our unconscious desires and 
wishes”

99



“Our dreams in turn 
define not only our 

future but our present, 
who we are: our identity 

as individuals and as a 
community in a context 

of uncertainty and 
change.”
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Do you have a dream? 

Work towards it!



Working to make 

your dreams a reality 

is quite a challenge.  

But it is not 

impossible.





Focus On Success



A DREAM HOME



A DREAM CAR



HOLIDAYS WITH YOUR FAMILY



SPEND TIME WITH YOUR LOVED ONE



A PRIVATE JET



WORLD TOUR



EXPENSIVE GADGETS



DREAM VEHICLE



JEWELRY SET



BUY DREAM PHONE



TRENDY LIFE STYLES



HIGH QUALITY ACCESSORIES



BRANDED WATCHES



VARIETY FOODS



QUALITY EDUCATION



YOU CAN DO CHARITY WORKS



HANGOUT WITH YOUR FRIENDS



YOU CAN JOIN BIG COMMUNITIES



BUY QUALITY DRESS



HIGH QUALITY FOOTWEARS



WITH YOUR OWN MONEY



What do we 
exactly Want?



HAPPINESS, PEACE OF 
MIND & SATISFACTION



Positive



Personal







Basic Needs
Security

Love, Belonging & Family
Social Needs
Self Esteem

Self Actualization

Hierarchy of Needs



Basic Needs



Security



Love, Belongings & Family



Social Needs



Self Actualization



Things you want within a year

Umm??













Practical



Practical



Your 
Project 5 To 10 Years In The Future.



SET A GOAL FOR YOUR PROJECT



YOUR WEBSITE VALUE FOR NEXT 5-10 YEARS



WEBSITE FLIPPING



What is website flipping?



• Buying an existing website which is dormant due to various reasons, 

improving the overall aspects of its, optimizing the website to various 

search engines and then improving the traffic on the website.



• After considerable 
traffic, we sell the 
website at a much 
higher price than we 
bought .



• While eCommerce businesses are growing and expanding all 

the time, there’s another part of the industry that is also 

gaining in prominence: website flipping.



• Sometimes referred to as the world of 

“digital real estate” .



How to prepare your eCommerce site 
for flipping



Ecommerce  is growing constantly. 



• More and more people are realizing how with a little hard 

work they can start an eCommerce business to support 

their dream of living flexibly and free.



Understand what makes your site valuable



• Revenues are important!



Business processes and systems:

• The efficiency with which your site runs is very important to 

investors. 



Customer retention and brand loyalty:

• eCommerce businesses that successfully retain their customers, and 

who have a solid base of loyal customers, will be seen as more 

valuable.



Records keeping:

• You need to be able to prove your revenue claims and also 

demonstrate compliance with all relevant regulatory bodies.



Risk management:

• Demonstrating you understand the risks your website faces and having plans in 

place to help alleviate the threats they pose, will make your website a more 

valuable investment option.



What you should prepare for the sale?



Perform an audit of all your site’s processes



• Check that your records are up to date



• Take stock of your risks



• It’s best to start planning for the sale more than a year in 

advance so that you have the time you need to implement any 

changes and correct any areas of concern.





1. Choose your content



2. Domain name



3. Web hosting



4. Template or WordPress



5. Go for Advertising

• Google AdSense
provides a code that 
can be inserted on 
your website.



6. Rich content



7. SEO



8. More traffic – More selling potential



9. Auction or find buyers



10. Transfer 
domain



Things to consider while flipping a website



• Buy an active website for a targeted product you already 

sell, and you could redirect this traffic to your own site via 

advertising, email listing and more.



• Buy a site to generate only advertising revenue. By targeting 

websites only for advertising, you will still make money



• Buy a site with the intention of a quick flip. This is being done many 

since the main aim here is to improve the quality of the website and 

auction it to the highest bidder, an easy and quick money maker.



• Community driver sites are targeting a particular niche 

audience and there are a lot of form filled consumers. 



• Keep looking for those sites that have the potential to burst in the 

future, this helps you in a long-term vision. Rich content with 

proper keyword optimization can be an effective selling platform.



• Some experts buy the website mainly because of domain 

irrespective of what the website is about or what it sells. 

This is basically because of the significant value of the domain 

which will go along with the trend in the future.



Do’s And Don’ts Of Flipping Websites



• You can make a lot of money with flipping if you do it well, 

but it’s not so great when it’s done poorly. 



So let’s take a look at the do’s and don’ts of flipping 
websites.



Do Optimize 

Your Listings



• Don’t Use A Cumbersome Domain Name



Choose a good domain

• One that isn’t too long. 

• One that’s easy to remember. 

• One that’s unique

• One that doesn’t contain 

hyphens or numbers. 

• One that is a .com address. 



• Do Pay Attention To Design



• Do Choose & Buy Websites That Have Room 
For Improvement



Don’t Gamble With Your Resources



Do Your Due Diligence/Attention



Don’t 

Rush It



• Do Be Aware Of The Competition



REFER TO THE DAY 34 (AUGUST 15, 

2020) DIGITAL MASTERY NOTES AND 

RECORDINGS



HOW MANY LEADS WILL GENERATE??



FORECAST YOUR PRODUCTS MARKETING SCOPE



TRAFFIC GENERATED WITHIN AN YEAR



NUMBER OF VISITORS



MONTHLY REVENUE



Quarterly profit



VISION - ONLINE SHOPPING MALL 



YOUR VISION



1 MILLION DOLLAR IN 
2023



12 QUARTER 



PERCENTAGE AMOUNT

YEAR 2021

Quarter 1
(Jan - March)

0.5 % $5000

Quarter 2
(April - June)

1% $10000

Quarter 3
(July- Sept)

10 %
$100000

Quarter 4
(Oct- Dec)

20%
$200000



PERCENTAGE AMOUNT

YEAR 2022

Quarter 1
(Jan - March)

25 % $250000

Quarter 2
(April - June)

35 % $350000

Quarter 3
(July- Sept)

50%
$500000

Quarter 4
(Oct- Dec)

60%
$600000



PERCENTAGE AMOUNT

YEAR 2023

Quarter 1
(Jan - March)

70 % $700000

Quarter 2
(April - June)

80% $800000

Quarter 3
(July- Sept)

90% $900000

Quarter 4
(Oct- Dec)

100% $1000000



VISION – AFFILIATE OWNERS



YOUR VISION



1 MILLION DOLLAR IN 
2025



21 QUARTER 



PERCENTAGE AMOUNT

YEAR 2020

Quarter 4
(Oct- Dec)

0.1 %
$1000



PERCENTAGE AMOUNT

YEAR 2021

Quarter 1
(Jan - March)

0.3 % $3000

Quarter 2
(April - June)

0.6 % $6000

Quarter 3
(July- Sept)

1 %
$10000

Quarter 4
(Oct- Dec)

3 %
$30000



PERCENTAGE AMOUNT

YEAR 2022

Quarter 1
(Jan - March)

6 % $60000

Quarter 2
(April - June)

10 % $100000

Quarter 3
(July- Sept)

15 %
$150000

Quarter 4
(Oct- Dec)

20 %
$200000



PERCENTAGE AMOUNT

YEAR 2023

Quarter 1
(Jan - March)

25 % $250000

Quarter 2
(April - June)

35 % $350000

Quarter 3
(July- Sept)

45%
$450000

Quarter 4
(Oct- Dec)

50 %
$500000



PERCENTAGE AMOUNT

YEAR 2024

Quarter 1
(Jan - March)

60 % $600000

Quarter 2
(April - June)

65 % $650000

Quarter 3
(July- Sept)

75%
$750000

Quarter 4
(Oct- Dec)

80 %
$800000



PERCENTAGE AMOUNT

YEAR 2025

Quarter 1
(Jan - March)

85% $850000

Quarter 2
(April - June)

90 % $900000

Quarter 3
(July- Sept)

95 % $950000

Quarter 4
(Oct- Dec)

100 % $1000000
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STEPS OF BUILDING YOUR BUSINESS
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“It is the ability to think about or plan the 
future with imagination or wisdom “

232



DREAM

233



“A series of thoughts, images, and sensations 
occurring in a person's mind”

234



“It represents our unconscious desires and 
wishes”

235



“Our dreams in turn 
define not only our 

future but our present, 
who we are: our identity 

as individuals and as a 
community in a context 

of uncertainty and 
change.”

236
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“ Goals are the general guidelines which 
explains what you want to achieve. ”

238



Difference between Wishful Thinking & Goals

GoalsWishful Thinking

239



Mental

Financial

Social
Family

Physical

GOALS

240



241



242



243



244



245



246



247



248
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250



251



252
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255



256
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258



259



260
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Basic Needs
Security

Love, Belonging & Family
Social Needs
Self Esteem

Self Actualization

Hierarchy of Needs
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Basic Needs

264



Security

265



Love, Belongings & Family

266



Social Needs

267



Self Esteem

268



Self Actualization
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Wishful Thinking

Dreams

Goals

Steps to achieve your goals

270



DREAMS TO REACH
PRACTICAL

PERSONAL

POSITIVE

TIME BOUND

FLEXIBLE 

MEASURABLE
271



Practical

272



Practical

• Wilma Rudolf was born premature on 
June 23, 1940, in St. Bethlehem, 
Tennessee

• Wilma Rudolph was a sickly child who 
had to wear a brace on her left leg

273



Practical

• She overcame her disabilities 
through physical therapy and 
hard work, and went on to 
become a gifted runner

274



Practical

• She became the first American 
woman to win three gold 
medals in track and field events 
at the Olympics, and later 
worked as a teacher and track 
coach

275



Practical

276



Practical

277



Personal

278



Positive

279



Time Bound

280

I’LL BUY A NEW CAR ON THE 25TH OCTOBER 
2021 



Flexibility

281



Measurable

282



I will go to France for a holiday. 
And visit the city of Paris on 

15th December 2021. And live 
in Crowne Plaza Hotel with my 
close friends Pooja & Priya for 

a week 

Measurable - CHANGE

283



Purpose of 
Life

Long term
Medium 

Term

Short 
Term

284



Purpose of Life
(Above 10years)

Long Term
(5-10years)

Mid Term
(1-5years)

Short Term
(0-1years)
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WITH YOUR OWN MONEY



287



Book

The



To 

2025

2020



Dream ● Believe ● Create ● Succeed

290



Your



A DREAM HOME



A DREAM CAR



HOLIDAYS WITH YOUR FAMILY



A PRIVATE JET



WORLD TOUR



EXPENSIVE GADGETS



NET PRESENT VALUE



Net present value can be tricky to 
learn, but it’s really very simple



Let’s get on with it…



What is Net 
Present Value?



Component Of Website 
Valuation



DOMAIN NAME



Is it premium? : 
If yes what is the value? 



Age of the domain 



Age of website



Total visitors of the website



Total unique visitors



Monthly average visitors



Total number of pages in the website



Total number of 
products in the 

website



Total number of words in the website



Total number of images in website



Total number of key words in the website



Over all Search Engine Rankings



Google Ranking:
Number of key words present in the Google first page
Number of key words presents in the Google other pages page



YAHOO RANKING

Number of key words present in the Yahoo first page
Number of key words presents in the Yahoo other pages page



Number of key words present in the Bing first page
Number of key words presents in the Bing other pages page



Total number of directories present



Total number of classified present



Other submissions 
forums, Discussions 

etc



Total number of Articles other than blogs



Blog with number of articles



Review or interactions from the users 
for articles, forums and classifieds



On page SEO - Number of pages, Meta tag, Meta 
description, Meta title, Meta image etc



Yahoo Answers.
Number of questions and answers



Social media



Total number of Social media profiles



FACEBOOK



Facebook
Total number of profile like
Total number page likes
Total number of comments
Total number of comments like
Total number of share
Total number of post.
Total number post like

Any other activity on face book



TWITTER



Twitter
Total number of Followers
Total number of followings
Total number of tweets
Total number of re tweets



Similarly make LinkedIn and YouTube with 
minimum 5 points each



Offline promotional activities done on monthly 
basis and investment



List out other offline marketing activities done and 
investment incurred



Online 
promotions



Google ad words account and money 
spent on the same



Yahoo publisher account and money spent on 
the same



EMAIL MARKETING



Email marketing 
Total number of Email sent
Total number of opt in list
Total number of double opts in list
Total number of prospects
Inquiry generated emails



Drop-ship arrangement



Arrangement with Manufactures  
contract and relationship 



Merchant Tie up

Total number of Merchants

Total number of CPS merchant

Total number of CPA merchant

Total number of CPL merchant

Total number of PPC merchant

Total number of PPI merchant (which has higher value)

Google ad sense account



Total number of man hours invested in Dash board activity (what is reflecting in the 
dashboard)

Total number of man hours invested for offline activity

Manpower invested



Revenue



Total revenue earned (list out 
merchant based)
Average monthly revenue
Other potential revenue sources
Over all potential of the niche (brief 
description)



Alexa ranking



REFER TO THE DAY 35 (AUGUST 16, 

2020) DIGITAL MASTERY NOTES AND 

RECORDINGS





YOUR WEBSITE PROGRESS



Your Domain Calculation

• VALUE OF DOMAIN

• AGE OF DOMAIN



Calculate:

• Age of Website

• No: of Visitors

• No: of Unique Visitors

• Monthly Avg: Visitors

• Pages in the Websites

• Words in the Websites

• Images in the Website

• Keywords in the Websites



Your Search Engine Rankings

GOOGLE, YAHOO, BING
• No: of keywords present in 1st page

• No: of keywords present in other pages



• Total number of directories present in website

• Total number of classifieds present in website

• Other submission forums

• Other discussion

• Total number of articles

• Total number of blog with articles

• Total number of reviews  in Articles

• Total number of reviews  in forums

• Total number of reviews  in blogs

• Total number of reviews  in classifieds



Your Search Engine Optimization



ON PAGE SEO

• No: of pages

• No: of meta tags

• No: of Description

• No: of meta title

• No: of meta images



• No: of Questions

• No: of Answers



• No: of Questions

• No: of Answers



Your SOCIAL MEDIA PROGRESS



• Total Number Of Page Like

• Total number of followers

• Total Number Of Comments

• Total Number Of Comments Like

• Total Number Of Share

• Total Number Of Post

• Total Number Of Post Like

• Total Number Of Page

• Total Number Of Reach And Engagement

• Other Activities

FACEBOOK



Twitter

• Total number of followers

• Total number of followings

• Total number of tweets

• Total number of retweets

• Other activities



Google +

• Total number of followers

• Total number of followings

• Total number of shares

• Total number of like

• Other activities



Linked In

• Total number of connections

• Total number of followings

• Total number of post

• Total number of likes

• Total number of shares

• Other activities



YouTube

• Total number of Videos

• Total number of views

• Total number of likes

• Total number of dislikes

• Total number of Comments

• Total number of Reviews

• Other activities



Pinterest

• Total No: of Boards

• Total No: of Pins

• Total No: of Tried Pins

• Total No: of Followers

• Total No: of Followings

• Other Activities



Instagram

• Total No: of Posts

• Total No: of Comments

• Total No: of Likes

• Total No: of Followers

• Total No: of Followings

• Total number of stories

• Other Activities



Whatsapp

• Total No: of groups

• Total No: of members

• Other activities



YOUR OFFLINE PROMOTION



• Monthly Activities

• Monthly Investments



Your ONLINE PROMOTION



• GOOGLE ADWORD PAYMENT STATUS

• YAHOO PUBLISHER ACCOUNT 

PAYMENT STATUS



E-MAIL MARKETING

• Total No: of Email Sent

• Total No: of Opt List

• Total No: of Double Opt in List

• Total No: of Prospects

• Total No: of Enquiry Generated Emails

• Other Activities



My Business Expansion



 DROPSHIP ARRANGEMENTS



AGREEMENTS WITH MANUFACTURERS



Ecommerce



• Total No: of Merchants

• Total No: of CPS Merchants

• Total No: of CPA Merchants

• Total No: of CPL Merchants

• Total No: of PPC Merchants

• Total No: of PPI Merchants

• Google AdSense Account

MERCHANT TIE-UPS



MY PRODUCTS & SERVICES



PRODUCTS/ LINK

• Total Number

• Total No: Based on CPS

• Total No: Based on  CPA

• Total No: Based on CPL

• Total No: Based on  PPC

• Total No: Based on PPI

• Google AdSense Account



THE MANPOWER INVESTMENT



• Total Man Hours in Dashboard

• Total No: of Offline Activity



MY REVENUE



TOTAL REVENUE EARNED



• Other Potential Revenue

• Other Potential Revenue Success

• Overall Potential of Niche



ALEXA RANKING



WEBSITE VALUE



Overall Value Expecting For Your 

Website





THE VISION BOOK
2021- 2025

Brand Name(Logo)
Website address
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ENTER INTO THE BILLION 
DOLLAR INDUSTRY



391



MY NICHE
Describe your Niche



YOUR ONE PAGE MARKETING PLAN

393

WHY? (Your Purpose)

WHO? (Your Ideal Customer)

DIFFERENCE (How and Why you are the 
Best)

PRICE & POSITIONING (The story 
customers will believe about the value 
you create)

DISTRIBUTION (How you reach people 
and get your products into their hands)

PLATFORM (Where you tell your story)

PROMOTION STRATEGY (How you tell 
your story)

CONVERSION STRATEGY (How you 
deepen relationships with prospective 
customers)

GROWTH STRATEGY (The plan for 
attracting more customers)

REFERRALS STRATEGY (The story you give 
people to tell)

STRATEGY FOR INCREASING 
TRANSACTION VALUE (How you delight 
customers)

RETENTION STRATEGY (How you keep 
customers coming back)



1. MY 
WEBSITE 

PROGRESS

394
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1.1. My Domain



396

Value of Domain Age of Domain

YEAR 2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

Value of Domain Age of Domain

YEAR 2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

YEAR 2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



397

Value of Domain Age of Domain

YEAR 2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

YEAR 2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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1.2. My Website
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2021

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Age of Website

No: of Visitors

No: of Unique 
Visitors

Monthly Avg: 
Visitors

Pages in the 
Websites

Words in the 
Websites

Images in the 
Website

Keywords in the 
Websites
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2022

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Age of Website

No: of Visitors

No: of Unique 
Visitors

Monthly Avg: 
Visitors

Pages in the 
Websites

Words in the 
Websites

Images in the 
Website

Keywords in the 
Websites
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2023

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Age of Website

No: of Visitors

No: of Unique 
Visitors

Monthly Avg: 
Visitors

Pages in the 
Websites

Words in the 
Websites

Images in the 
Website

Keywords in the 
Websites



402

2024

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Age of Website

No: of Visitors

No: of Unique 
Visitors

Monthly Avg: 
Visitors

Pages in the 
Websites

Words in the 
Websites

Images in the 
Website

Keywords in the 
Websites



403

2025

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Age of Website

No: of Visitors

No: of Unique 
Visitors

Monthly Avg: 
Visitors

Pages in the 
Websites

Words in the 
Websites

Images in the 
Website

Keywords in the 
Websites



404

1.3. My Search 
Engine Rankings



405

GOOGLE YAHOO BING

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 3
(Oct- Dec)



406

GOOGLE YAHOO BING

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 3
(Oct- Dec)



407

GOOGLE YAHOO BING

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 3
(Oct- Dec)



408

GOOGLE YAHOO BING

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



409

GOOGLE YAHOO BING

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

No: of 
keywords 

present in 1st 
page

No: of 
keywords 

present in other 
pages

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



410

1.4. My Search 
Engine Optimization



411

ON PAGE SEO

No: of pages
No: of meta 

tags
No: of 

Description
No: of meta 

title
No: of meta 

images

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



412

ON PAGE SEO

No: of 
pages

No: of meta 
tags

No: of 
Description

No: of meta 
title

No: of meta 
images

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



413

ON PAGE SEO

No: of pages No: of meta tags
No: of 

Description
No: of meta title

No: of meta 
images

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



414

1.5. YAHOO ANSWERS



Quarter
No: of Questions No: of Answers

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

415

Quarter
No: of 

Questions
No: of Answers

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



416

Quarter
No: of 

Questions
No: of 

Answers

2025
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



417

1.6. DIRECTORIES



418

2021

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Total number of directories 
present in website

Total number of classifieds present 
in website

Other submission forums

Other discussion

Total number of articles

Total number of blog with articles

Total number of reviews  in Articles

Total number of reviews  in forums

Total number of reviews  in blogs

Total number of reviews  in 
classifieds



419

2022

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Total number of directories 
present in website

Total number of classifieds 
present in website

Other submission forums

Other discussion

Total number of articles

Total number of blog with 
articles

Total number of reviews  in 
Articles

Total number of reviews  in 
forums

Total number of reviews  in 
blogs

Total number of reviews  in 
classifieds



420

2023

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Total number of directories present 
in website

Total number of classifieds present in 
website

Other submission forums

Other discussion

Total number of articles

Total number of blog with articles

Total number of reviews  in Articles

Total number of reviews  in forums

Total number of reviews  in blogs

Total number of reviews  in 
classifieds



421

2024

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Total number of directories 
present in website

Total number of classifieds present 
in website

Other submission forums

Other discussion

Total number of articles

Total number of blog with articles

Total number of reviews  in 
Articles

Total number of reviews  in 
forums

Total number of reviews  in blogs

Total number of reviews  in 
classifieds



422

2025

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 3
(OCT- DEC)

Total number of directories 
present in website

Total number of classifieds 
present in website

Other submission forums

Other discussion

Total number of articles

Total number of blog with articles

Total number of reviews  in 
Articles

Total number of reviews  in 
forums

Total number of reviews  in blogs

Total number of reviews  in 
classifieds



MY SOCIAL MEDIA PROFILES

55



FACEBOOK

42
4



425

2021

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

total number of profile like

total number of comments

total number of comments like

total number of share

total number of post

total number of post like

total number of page

Other activities



426

2022

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

total number of profile like

total number of comments

total number of comments like

total number of share

total number of post

total number of post like

total number of page

Other activities



427

2023

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

total number of profile like

total number of comments

total number of comments like

total number of share

total number of post

total number of post like

total number of page

Other activities



428

2024

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

total number of profile like

total number of comments

total number of comments like

total number of share

total number of post

total number of post like

total number of page

Other activities



429

2025

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

total number of profile like

total number of comments

total number of comments like

total number of share

total number of post

total number of post like

total number of page

Other activities



430

TWITTER



431

Total number of 
followers

Total number of 
followings

Total number of 
tweets

Total number of 
retweets

Other activities

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



432

Total number of 
followers

Total number of 
followings

Total number of 
tweets

Total number of 
retweets

Other activities

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



433

Total 
number of 
followers

Total 
number of 
followings

Total 
number of 

tweets

Total 
number of 
retweets

Other 
activities

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



434

Linked In



435

Total number 
of followers

Total number 
of followings

Total number 
of likes

Total number 
of shares

Other 
activities

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



436

Total number 
of followers

Total number 
of followings

Total number 
of likes

Total number 
of shares

Other 
activities

2023
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



437

Total 
number of 
followers

Total 
number of 
followings

Total 
number of 

likes

Total 
number of 

shares

Other 
activities

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



Youtube

4
3
8



439

Total 
number of 

Videos

Total 
number of 

views

Total 
number of 

likes

Total 
number of 

dislikes

Total 
number of 
Comments

Total 
number of 

Reviews

Other 
activities

2021
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



440

Total 
number of 

Videos

Total 
number of 

views

Total 
number of 

likes

Total 
number of 

dislikes

Total 
number of 
Comments

Total 
number of 
Reviews

Other 
activities

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



441

Total number of 
followers

Total number of 
followings

Total number of 
likes

Total number of 
shares

Other activities

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



442

PINTEREST



443

Total No: of 
Boards

Total No: of 
Pins

Total No: of 
Tried Pins

Total No: of 
Followers

Total No: of 
Followings

Other Activities

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



444

Total No: of 
Boards

Total No: of 
Pins

Total No: of 
Tried Pins

Total No: of 
Followers

Total No: of 
Followings

Other 
Activities

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



445

Total No: of 
Boards

Total No: of 
Pins

Total No: of 
Tried Pins

Total No: of 
Followers

Total No: of 
Followings

Other 
Activities

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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INSTAGRAM



447

Total No: of 
Posts

Total No: of 
Comments

Total No: of 
Likes

Total No: of 
Followers

Total No: of 
Followings

Other 
Activities

2021
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



448

Total No: of 
Posts

Total No: of 
Comments

Total No: of 
Likes

Total No: of 
Followers

Total No: of 
Followings

Other 
Activities

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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Total No: of 
Posts

Total No: of 
Comments

Total No: of 
Likes

Total No: of 
Followers

Total No: of 
Followings

Other 
Activities

2025
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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3. MY OFFLINE PROMOTION



Quarter
Monthly 
Activities

Monthly 
Investments

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec) 451

Quarter
Monthly 
Activities

Monthly 
Investments

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



452

Quarter
Monthly 
Activities

Monthly 
Investments

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



453

4. MY 
ONLINE 
PROMOTION



454

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

GOOGLE ADWORD PAYMENT STATUS

2021

2022

2023

2024

2025

YAHOO PUBLISHER ACCOUNT PAYMENT STATUS

2021

2022

2023

2024

2025



455

E-MAIL MARKETING

Total No: of 
Email Sent

Total No: of Opt 
List

Total No: of 
Double Opt in 

List

Total No: of 
Prospects

Total No: of 
Enquiry 

Generated 
Emails

Other 
Activities

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



456

E-MAIL MARKETING

Total No: of 
Email Sent

Total No: of Opt 
List

Total No: of 
Double Opt in 

List

Total No: of 
Prospects

Total No: of 
Enquiry 

Generated Emails

Other 
Activities

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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E-MAIL MARKETING

Total No: of 
Email Sent

Total No: of 
Opt List

Total No: of 
Double Opt in 

List

Total No: of 
Prospects

Total No: of 
Enquiry 

Generated 
Emails

Other 
Activities

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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5. MY BUSINESS EXPANSION



459

0
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

DROPSHIP ARRANGEMENTS
2021

2022

2023

2024

2025

AGREEMENTS WITH MANUFACTURERS

2021

2022

2023

2024

2025



460

MERCHANT TIE-UPS

Total No: of 
Merchants

Total No: of 
CPS Merchants

Total No: of 
CPA 

Merchants

Total No: of 
CPL Merchants

Total No: of 
PPC 

Merchants

Total No: of PPI 
Merchants

Google Adsense
Account

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



461

MERCHANT TIE-UPS

Total No: of 
Merchants

Total No: of 
CPS 

Merchants

Total No: of 
CPA 

Merchants

Total No: of 
CPL 

Merchants

Total No: of 
PPC 

Merchants

Total No: of 
PPI Merchants

Google Adsense
Account

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



462

MERCHANT TIE-UPS

Total No: of 
Merchants

Total No: of 
CPS 

Merchants

Total No: of 
CPA 

Merchants

Total No: of 
CPL 

Merchants

Total No: of 
PPC 

Merchants

Total No: of 
PPI Merchants

Google Adsense
Account

2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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6. THE MANPOWER INVESTMENT



Quarter

Total Man 
Hours in 

Dashboard

Total No: of 
Offline Activity

2021

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2022

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec) 464

Quarter

Total Man Hours 
in Dashboard

Total No: of 
Offline Activity

2023

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)

2024

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



465

Quarter
Total Man 
Hours in 

Dashboard

Total No: of 
Offline Activity

2025
Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)



7. MY REVENUE

466



467

TOTAL REVENUE EARNED

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

AMAZON.COM

2021

2022

2023

2024

2025

AMAZON.IN

2021

2022

2023

2024

2025



468

TOTAL REVENUE EARNED

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

FLIPKART

2021

2022

2023

2024

2025

ALI EXPRESS
2021

2022

2023

2024

2025



469

TOTAL REVENUE EARNED

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

OTHER AFFILIATE NETWORK

2020

2021

2022

2023

OTHER AFFILIATE NETWORK

2020

2021

2022

2023



470

2021

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)

QUARTER 4
(OCT- DEC)

Other Potential Revenue

Other Potential Revenue Success

Overall Potential of Niche

2022

Other Potential Revenue

Other Potential Revenue Success

Overall Potential of Niche
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2023

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2

(APRIL - JUNE)
QUARTER 3
(JULY- SEPT)
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2025

PARTICULARS
QUARTER 1

(JAN - MARCH)
QUARTER 2
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RANKING
8. 
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2021 2022 2023 2024 2025

Quarter 1
(Jan - March)

Quarter 2
(April - June)

Quarter 3
(July- Sept)

Quarter 4
(Oct- Dec)
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and trust the magic of beginnings.

And suddenly, you just know 
it’s time to start something new



WISH U A GREAT SUCCSESS



Participate in

ADM CHAMPIONSHIP



ADM DIGITAL BUSINESS 

CHAMPIONSHIP:

$100 PER DAY 
($3000 MONTH )



OSM IN 36 MONTHS
EARN $1 MILLION



AFFILIATE 
WEBSITE 

IN 5 YEARS 
(60 months)

Earn 
$1 Million
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