
Digital Marketing for Beginners 

Complete Course Notes 

SECTION 1: What is Digital Marketing? 

1.1 Definition 

Digital marketing is any marketing activity carried out by a company, individual, or organization using an 
electronic device or with the aid of the internet. It is the digital counterpart to traditional marketing 

(billboards, newspapers, TV) — but is faster, more measurable, and far more cost-effective. 

 

1.2 Key Digital Marketing Channels 

• Mobile devices — apps, in-app advertising, WhatsApp and messaging campaigns 

• Search engines — Google, Bing; users search for information, products, and services 

• Social media — Facebook, Instagram, LinkedIn, Twitter, YouTube, blogging platforms 

• Email — one of the oldest and most reliable digital marketing channels 

• Display networks — banner ads placed across websites via ad platforms 

• Video platforms — YouTube and Vimeo for video content and advertising 

 

1.3 Why Digital Marketing is Useful 

Benefit Explanation 

Real-time metrics Every email, post, and ad generates data instantly — allowing rapid analysis 
and optimization 

Personalized experience Messaging can be tailored to specific audience segments based on 
demographics and interests 

Global reach at low cost Target audiences in any country instantly, far cheaper than TV/radio/print 

Cost-effective model Cost-per-click (CPC) and cost-per-impression (CPM) models allow budget 
control and auction-style bidding 

Targeted advertising Filter audiences by age, gender, interests, behavior, location, and more 

Remarketing / Retargeting Re-engage people who visited your site but didn't convert 

Brand awareness Google Display Network reaches millions; video and social build recognition 

Audience interactivity Comments, likes, shares, live chat — direct two-way engagement with 
customers 

 

1.4 Digital vs. Traditional Marketing 

• Traditional (TV, radio, print): fixed time slots, broad audiences, high cost, difficult to measure 

• Digital: precise targeting, real-time measurement, flexible budgets, global reach, instant 

adjustments 

• Example ROI: if cost-per-click is $0.10 and your product sells for $10, one sale = 100x return on 

that click 

  



SECTION 2: Search Engine Optimization (SEO) 

2.1 What is SEO? 

SEO is the process of optimizing your website so it ranks higher in search engine results pages (SERPs) 
for target keywords — without paying for ads. Higher rankings mean more organic (free) traffic. Google 

holds the dominant market share, so SEO is primarily focused on Google's algorithms. 

 

2.2 Two-Pronged Approach: On-Page vs. Off-Page SEO 

Type Description 

On-Page SEO Everything done ON your website to make it relevant — content, title tags, meta 
descriptions, URL structure, page speed, internal linking, alt tags, sitemaps 

Off-Page SEO Everything done OUTSIDE your website to build authority — backlinks from other 
sites, brand mentions, social content, blogging on third-party platforms 

 

2.3 On-Page SEO — Key Elements 

• Title Tag — appears in search results; up to 65 characters; must include your target keyword; 

unique per page 

• Meta Description — the short description below the title in SERPs; entices users to click; should 

describe what you offer and include the keyword 

• URL — should be clean, readable, and keyword-rich 

• Site Links — additional page links Google may show under your listing; not directly controllable; 

earned through having substantial, well-organized content 

• Alt Tags — describe images for search engines and accessibility 

• Page Load Speed — slow pages (over 2–3 seconds) hurt rankings; Google Analytics > Behavior > 

Site Speed shows performance and improvement suggestions 

• Internal Linking — link between pages on your own site to distribute authority 

• Sitemap — a structured map of all your pages that helps search engine bots crawl your site 

• Content Quality — well-written, keyword-integrated content that serves the user's intent 

 

2.4 Off-Page SEO — Backlinks 

Backlinks (external links from other websites pointing to yours) are one of Google's strongest ranking 

signals. The key is quality over quantity — links from high-authority, relevant sites carry the most weight. 

• Do-Follow link — search engines follow the link and pass 'link juice' (authority) to your domain. This 

is what you want. 

• No-Follow link — the link contains rel='nofollow', telling search engines to ignore it. You get no 

direct SEO credit. 

• Link less backlinks — Google can also recognize brand mentions without a link. Still valuable. 

• Where to build links: social media, content sites (Reddit, Medium, Quora), blogging, industry 

directories 

• Always pursue do-follow links from quality, relevant sites 

•  

 



2.5 SEO Tools 

Tool Key Features 

Google Keyword Planner Free (requires Google Ads account); discover keywords, monthly search 
volumes, competition level, and related keyword suggestions 

Moz Keyword Explorer Difficulty score (0–100), expected CTR, keyword suggestions, ranking 
insights; good alternative if no Ads account 

Ahrefs (free version) Check backlink profiles for any domain; see total backlinks, do-follow %, 
referring domains, top 100 backlinks 

Pingdom 14-day free trial; monitors page speed, site uptime, and visitor performance 

Google Analytics Behavior > Site Speed > Speed Suggestions shows slow pages and links 
to Google Page Speed Insights for fixes 

Moz Platform (full) Rankings tracker, site crawl (bot errors), page optimization, link explorer, 
spam score checker, link intersect tool 

SEMrush / BrightEdge Full enterprise SEO platforms; alternatives to Moz for advanced SEO 
management 

  



SECTION 3: Content Marketing 

3.1 What is Content Marketing? 

Content marketing is creating and sharing online material — blogs, videos, infographics, case studies, 
white papers, eBooks — to stimulate interest in a brand's products or services. The goal is not to sell 

directly, but to educate, inform, and engage the target audience so they naturally move toward conversion. 

 

3.2 Types of Content Assets 

• Blog posts — written articles on your website (typically 500–3,000 words) 

• Videos — uploaded to YouTube, Vimeo, or embedded on your site/social platforms 

• Infographics — visual representations of data or processes; highly shareable on LinkedIn, Pinterest  

• Case studies — real-world examples of how your product/service solved a problem 

• White papers — in-depth research reports; great for B2B audiences 

• eBooks — longer-form guides; often used as lead magnets (downloadable in exchange for an email 

address) 

 

3.3 Content Marketing Process 

• 1. Define your goal — what do you want the content to achieve? (traffic, leads, awareness, 

conversions?) 

• 2. Define buyer personas — who is your target audience? Their pain points, interests, and 

demographics. 

• 3. Content audit — review existing content; identify what has worked (shares, views, downloads) 

and what hasn't 

• 4. Choose a content management system — WordPress is the most popular for blogging 

• 5. Brainstorm content ideas — build a content calendar with topics, formats, and publishing dates 

• 6. Decide on content type — blog, video, infographic, etc. 

• 7. Publish and manage — post content, optimize for SEO using tools like Yoast SEO plugin in 

WordPress 

 

3.4 WordPress & Yoast SEO Plugin 

• WordPress is the industry-standard CMS (Content Management System) for blogging 

• Back-end: Posts > All Posts — view, create, and edit blog articles 

• Visual editor and HTML editor available for each post 

• Supports images, embedded videos, infographics, white paper downloads 

• Yoast SEO Plugin — helps optimize each blog post: set focus keyword, check title tag, meta 

description, keyword density in introduction, internal links, and overall SEO score 

 

3.5 Video as Content 

• Video is one of the most versatile and powerful content formats 

• Platforms: YouTube (primary), Vimeo, embedded on WordPress, shared on 

LinkedIn/Facebook/Twitter 

• Optimize each video with: title, description, hashtags, and tags 



• Engagement metrics: views, likes, shares, comments, saves 

• Video content can be repurposed across multiple channels simultaneously 

 

3.6 Content Marketing Tools 

• Buffer — social media scheduling and content distribution 

• BuzzSumo — discover trending content and what resonates in your industry 

• Followerwonk — Twitter analytics and audience research 

• Hootsuite — social media management, scheduling, and monitoring 

• WordPress — CMS for blog publishing with SEO plugin support 

  



SECTION 4: Social Media Marketing 

4.1 What is Social Media Marketing? 

Social media marketing uses platforms like Facebook, Instagram, LinkedIn, Twitter, and YouTube to 
distribute content, increase brand visibility, drive traffic, and engage your target audience. It amplifies the 

content created in content marketing by placing it in front of the right people. 

 

4.2 Goals of Social Media Marketing 

• Brand awareness — getting your name in front of new audiences 

• Traffic — driving visitors from social posts to your website 

• Engagement — likes, shares, comments, saves 

• Lead generation — collecting email sign-ups or enquiries 

• Conversions — direct sales or downloads from social campaigns 

 

4.3 Social Media Marketing Process 

• 1. Set measurable goals — posting without a goal generates no value 

• 2. Understand your audience — what content suits them on which platform? 

• 3. Research competitors — review what competitors post, what engagement they get, and what 

works for them 

• 4. Conduct a social media audit — review past posts; identify top performers and underperformers 

• 5. Choose the right platforms — match content type to platform (video → YouTube/Instagram, 

professional → LinkedIn, short updates → Twitter) 

• 6. Study successful brands — take inspiration from competitors and industry leaders 

• 7. Create a social media content calendar — plan topics, formats, dates, and platforms in advance 

• 8. Test, evaluate, and adjust — use platform analytics to measure and optimize 

 

4.4 Social Media Content Calendar 

A content calendar is a planning tool (typically a spreadsheet) that helps you organize content topics, 

formats, publishing dates, target audiences, keywords, and performance tracking all in one place.  

• Include: target audience/country, topic, content type, status (draft/live), publish date, SEO 

keywords, title/meta description, social platforms 

• Benefits: keeps teams aligned, ensures consistent publishing, enables keyword planning alongside 

content creation 

• Tool: Google Sheets is sufficient; specialized tools like Sprout Social have built-in calendar features 

 

 

 

 

 

 

 

 



4.5 Paid Social Media Advertising 

In addition to organic posting, all major social platforms offer paid advertising options to reach targeted 

audiences beyond your existing followers. 

• Facebook/Instagram (Meta Ads Manager): 

○ Choose campaign objective: Brand Awareness, Traffic, Conversions  

○ Define audience: age, gender, demographics, interests, behaviors 

○ Choose placements: Facebook News Feed, Instagram Feed, Stories, Messenger, in-stream video 

○ Ad formats: single image, video, carousel (multiple images/videos), combination 

○ Add headline, description, CTA button, and destination URL 

○ Pricing model: Cost-per-click (CPC) — you pay only when someone clicks 

• LinkedIn, Twitter, and other platforms offer similar paid promotion tools 

 

4.6 Social Media Platforms & Tools 

Tool / Platform Use Case 

Sprout Social Content calendar, publishing, social listening (monitor keywords/brands), 
reporting and engagement tracking 

Hootsuite Multi-platform scheduling, monitoring, and analytics 

Buffer Simple scheduling and publishing for multiple platforms 

Post Planner / Later Content planning and scheduling tools with visual calendar views 

Facebook Ads Manager Create, manage, and measure paid campaigns on Facebook and 
Instagram 

Sprinklr Enterprise-level social media management platform 

  



SECTION 5: Search Engine Marketing (SEM) / Pay-Per-Click (PPC) 

5.1 What is SEM? 

Search Engine Marketing (SEM) is a paid advertising model where you pay each time someone clicks your 
ad (Pay-Per-Click / PPC). Unlike SEO (organic), SEM lets you pay to appear at the top of search results 

instantly — even above local results and organic listings. 

• Platforms: Google Ads, Bing Ads, AdRoll (large network including Google), LinkedIn, Twitter, 

Facebook 

• Ad types: text ads, image/banner ads, video ads — depending on the platform 

• Pricing: CPC (Cost-Per-Click) — you bid in an auction-style system; highest relevant bid + quality 

score wins the position 

 

5.2 SEM Campaign Setup Process 

• 1. Determine campaign goal — donations, sign-ups, purchases, traffic? Define this first so you can 

measure it. 

• 2. Choose keywords — brand keywords (your company name) or product/service-related keywords 

• 3. Finalize and bid on keywords — set bids within your chosen platform 

• 4. Write ads — align headlines and descriptions with your chosen keywords 

• 5. Set up conversion tracking — import goals from Google Analytics into Google Ads to measure 

ROI 

• 6. Launch campaign — go live and monitor performance 

• 7. Optimize — adjust bids, keywords, ad copy, and audiences based on results 

• 8. Retarget — re-engage people who visited your site but didn't convert 

 

5.3 Google Text Ad Structure 

• Final URL — the landing page users go to after clicking 

• 3 Headlines — up to 30 characters each; take advantage of all three (e.g. 'Simply Learn Official Site 

| Get Certified Get Ahead | SimplyLearn.com') 

• Display Path — appears after the domain URL; add relevant keywords (e.g. domain.com/keyword) 

• 2 Description Lines — up to 90 characters each; clearly state your offer and CTA 

• Ad Extensions — additional info appended to the ad: site links, callouts, location extensions, app 

extensions, call extensions 

Key rule: always use ALL available characters and extensions — the more informative your ad, the higher 

the chance of a click. 

 

5.4 Retargeting 

Retargeting (or remarketing) is a powerful SEM technique that re-engages people who previously visited 

your website but did not complete the desired action. 

• How it works: a tracking pixel is placed on your website; when someone visits and leaves without 

converting, you show them ads on other websites or platforms 

• You define the trigger: page visited, cart abandoned, product viewed, download not completed 

• Retargeting campaigns are highly cost-effective — you're targeting people who already showed 

interest 

• Available on: Google Ads (Display Network), Facebook, LinkedIn, AdRoll  



 

5.5 Conversion Tracking in Google Ads 

• Go to: Google Ads > Tools > Conversions 

• Create conversion actions (e.g. 'Donation completed', 'Form submitted', 'Purchase made') 

• Import conversions directly from Google Analytics for seamless tracking 

• Monitor campaign results against conversion goals — if spending money without conversions, 

optimise or pause 

  



SECTION 6: Affiliate Marketing 

6.1 What is Affiliate Marketing? 

Affiliate marketing is a performance-based model where a brand pays commissions to website owners 
(affiliates/publishers) who promote the brand's products or services and drive agreed-upon actions. It is like 

having an external sales team that only gets paid when they deliver results. 

 

6.2 How It Works 

• Brand sets up on an affiliate network platform (e.g. Commission Junction / CJ.com) 

• Brand posts commission rules, creative assets (banners, images), and campaign details on the 

platform 

• Affiliates apply to promote the brand's products/services on their own websites 

• Brand approves or rejects affiliate applications 

• Customer clicks an ad or link on the affiliate's website and visits the brand's site 

• Customer performs the defined action: purchase, registration, subscription, download, or email 

sign-up 

• The affiliate network tracks, validates, and records the conversion 

• Affiliate is credited and paid the agreed commission 

• Top-performing affiliates can earn higher commission tiers 

 

6.3 Commissionable Actions (Brand Defines These) 

• Purchase — customer buys a product 

• Registration — customer signs up for an account 

• Subscription — customer subscribes to a service 

• Download — customer downloads an app, eBook, or file 

• Email sign-up — customer subscribes to a mailing list 

 

6.4 Affiliate Marketing Platforms 

Platform Notes 

Commission Junction (CJ.com) One of the largest and most established affiliate networks; acts as 
broker between brands and affiliates 

Amazon Associates Amazon's own affiliate program; great for product-based businesses 

Awin (Trade Doubler) Large European-focused affiliate network 

MaxBounty Performance-based network with a wide range of verticals 

ShareASale Mid-size network with a wide range of merchant categories 

  



SECTION 7: Native Advertising 

7.1 What is Native Advertising? 

Native advertising is a form of paid advertising where the ad is displayed alongside content that is naturally 
relevant to it — so it blends into the editorial environment rather than standing out as an obvious ad. The 

ad looks and feels like the surrounding content. 

• Key principle: the ad must be contextually matched to the content next to it  

• Example: Spotify running a paid post on BuzzFeed alongside an article about music bands 

• Example: HBO running an ad on BuzzFeed's TV & Movies section 

• The ad appears next to content the target audience is already consuming — increasing relevance 

and click-through 

 

7.2 Native Advertising Formats 

• Sponsored/Paid posts — branded articles placed on editorial sites (clearly labelled as 'Paid Post' or 

'Sponsored') 

• In-feed ads — ads that appear within the content feed of a website or social platform 

• Recommendation widgets — 'You may also like' sections at the end of articles 

• Search ads — Google Ads can be considered a form of native advertising within search results  

• Display network — Google Ads can natively place banner ads on relevant pages across the web 

 

7.3 Why Native Advertising Works 

• Less disruptive — it matches the look of organic content 

• Higher engagement — users reading relevant content are primed to respond to contextually related 

ads 

• Brand safety — your ad appears in the right editorial context 

Key requirement: always ensure there is a strong contextual connection between your ad and the 

content/page it appears on. 

  



SECTION 8: Email Marketing 

8.1 What is Email Marketing? 

Email marketing is one of the oldest and most reliable digital marketing channels — the 'grandfather' of 
digital marketing. It involves sending personalized, targeted emails to specific audience segments with the 

goal of nurturing relationships, driving conversions, or building brand loyalty.  

 

8.2 Email Marketing Process 

• 1. Identify your target audience — who are you sending to? Existing customers, prospects, 

subscribers? 

• 2. Create audience segments — divide your list into groups based on interests, behavior, or 

demographics. Never send one generic email to everyone. 

• 3. Define the campaign goal and CTA — what do you want recipients to do? Purchase? Watch a 

video? Fill out a survey? Download something? Set this before writing a single word.  

• 4. Choose an email marketing tool — Mailchimp, Marketo, HubSpot, etc. 

• 5. Write the email — compelling subject line, relevant body copy, clear call-to-action (CTA) 

• 6. A/B test — send two versions of the email (different subject lines or body copy) to the same 

segment to identify which performs better 

• 7. Send or schedule — send immediately or schedule for the optimal time 

• 8. Analyze performance — open rate, click-through rate, conversion rate, bounce rate, 

unsubscribes 

• 9. Optimize — use the data to improve the next campaign 

 

8.3 A/B Testing in Email 

A/B testing (split testing) means sending two slightly different versions of an email to the same audience 
segment to determine which performs better. This is one of the most powerful optimization techniques in 

email marketing. 

• What to test: subject lines (most common), email body copy, CTA button text, imagery, send time 

• Subject line test: same email body, two different subject lines — the one with the higher open rate 

wins 

• Body test: same subject line, two different email bodies — the one with the higher CTR wins 

• Always test one variable at a time for clean, interpretable results 

 

 

 

 

 

 

 

 

 

 

 



8.4 Key Email Marketing Metrics 

Metric What It Tells You 

Open Rate Percentage of recipients who opened the email — reflects subject line 
effectiveness 

Click-Through Rate (CTR) Percentage who clicked a link inside the email — reflects body copy and CTA 
quality 

Conversion Rate Percentage who completed the desired action (purchase, download, sign-up) 

Bounce Rate Emails that could not be delivered — indicates list quality issues 

Unsubscribe Rate People who opted out — indicates relevance or frequency problems 

Top Links Clicked Shows which CTAs or links in the email are most popular 

 

8.5 Email Marketing Tools 

Tool Key Features 

Mailchimp Beginner-friendly; audience segmentation; campaign builder; A/B testing; 
reporting (opens, clicks, bounces, unsubscribes, top links, locations); 
templates; free trial; pay-per-email credit model 

Marketo (Adobe) Marketing automation; drip campaigns (follow-up emails at 1 day, 7 days, 
14 days after no conversion) 

HubSpot CRM-integrated email marketing; automation; lead nurturing; reporting 

 

8.6 Drip Campaigns 

A drip campaign is an automated sequence of emails sent over time based on user behavior or a 

predefined schedule. Example: if someone doesn't purchase after visiting your site, they receive a follow-

up email after 1 day, then another after 7 days, then another after 14 days. 

• Tools: Marketo, HubSpot — both support automated drip sequences 

• Highly effective for: lead nurturing, onboarding new users, re-engaging inactive customers 

  



SECTION 9: Online PR & Press Releases 

9.1 What is Online PR? 

Online Public Relations (PR) involves working with digital publications, blogs, news sites, and influencers to 
generate publicity, brand awareness, and credibility for your business on the internet. It is the digital 

equivalent of traditional PR (press releases, media coverage). 

• Goal: get your brand mentioned, featured, or linked to on high-authority digital media sites 

• Benefits: brand awareness, website traffic, SEO (backlinks), customer trust and loyalty  

 

9.2 Online PR Strategies 

• Connect with journalists/reporters on social media — follow them, engage with their content, then 

reach out if they cover your industry 

• Use engaging user-generated reviews — positive reviews humanize your brand and build social 

proof 

• Respond to comments and conversations — participating in discussions builds reputation and 

relevance 

• Reach out to influencers — relevant influencers can amplify your brand to large, targeted audiences 

• Hire a PR firm — they handle media outreach, journalist relationships, and press release 

distribution 

 

9.3 DIY Online PR Tools 

Tool / Platform What It Does 

PR.com Create a brand profile; submit content and press releases; picked up 
by news aggregators including Google and Yahoo 

PR Newswire Press release distribution network; distributes your release to 
thousands of news outlets and journalists 

News aggregator sites Sites like Feedly, Panda, Metacritic, and e-Science News pick up and 
redistribute articles matching their theme — a way to get organic 
content distribution 

 

9.4 Press Releases Best Practices 

• Write a clear, newsworthy headline that summarizes the story 

• Include who, what, where, when, why in the opening paragraph 

• Add a quote from a company spokesperson to humanize the release 

• Include a boilerplate (short company description) at the end 

• Distribute via PR Newswire or PR.com — these push your release to news agencies that may 

republish it 

• Track pickup: Google your brand name + news to see which outlets covered the release 

  



SECTION 10: Digital Marketing Channels — Quick Reference 

Channel Core Purpose & Key Fact 

SEO Rank organically in Google through on-page optimization and off-page backlinks. 
Two-pronged: on-page + off-page. 

Content Marketing Create valuable content (blogs, video, infographics) to educate and attract your 
audience. Use WordPress + Yoast for blogging. 

Social Media 
Marketing 

Distribute content and run paid campaigns on Facebook, Instagram, LinkedIn, 
Twitter, YouTube. Use a content calendar. 

SEM / PPC Pay-per-click ads on Google, Bing, etc. Google allows 3 headlines + 2 description 
lines + extensions. Set up conversion tracking. 

Affiliate Marketing Pay commissions to publishers who drive conversions. Managed via networks like 
CJ.com. Brand only pays for results. 

Native Advertising Place ads next to contextually relevant content. Ad must match the theme of the 
host page/publication. 

Email Marketing Targeted, segmented emails with clear CTAs. Always A/B test subject lines. Track 
open rates, CTR, and conversions. 

Online PR Get brand mentioned in digital media via press releases, journalist outreach, and 
influencer partnerships. 

 

— End of Course Notes — 


