GROOMAN

INNOVATE EMPOWER

fl||]5

&=

(/)

100% Job Guaranteed Average Salary Training Mode
Program 4.5LPA Offline

2

l.\o

Industry Relevant Curriculum
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100% Placement Assistance

Learn with Industry Experts & Get your dream Job



About .
Rooman Technologies

Rooman Technologies is India’s leading training company with 23+ years
of expertise in training delivery across government, private and corporate
sectors. With a library of 100+ courses, we've trained more than a million
students across the country since inception. We are a key National Skill
Development Corporation (NSDC) partner and one of the largest training
partners successfully implementing PMKVY, DDUGKY programs across
India and other skilling initiatives like the UDAAN project. World class
infrastructure and work facilities ensure the right environment for people to
perform, engage customers and achieve business excellence. Rooman has
over 1500 employees across its 100 plus branches in India.
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About
course

Develop a customized marketing strategy that reaches potential buyers
throughout the digital landscape by learning how to promote your brand or
business online. Rooman Technologies explains contemporary digital
marketing strategies in this course, including how to create an effective
online marketing plan that spans platforms including search, social mediaq,
email, and display.

Learn the best practices for sponsored media, how to create and engage
with communities on social networks, and what makes an email marketing
campaign effective. Additionally, this course offers suggestions for
enhancing your digital marketing skill set as well as important digital
marketing concepts including marketing analytics, content marketing, and
consumer interaction. You will have the necessary knowledge and skills to
successfully navigate the current digital world after completing this digital
marketing course.
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Course %
Curriculum
Week -1

Overview of Digital Marketing

Overview of Digital Marketing Components
e Marketing V/s Digital Marketing
e Traditional V/s Digital Marketing
e Overview of Certifications
e Career Opportunites in Digital Marketing

Importance of Content Creation

e Importance of Content Creation

e Types of Content on Internet

e Formats of Content Creation

e Image V/s Video V/[s Written V/s Audio Content

Graphic Desighing Using Canva

e Single Image V/s Carousel Image
e Understanding Colour Theory
e Understanding the Ul of Canva
e Graphic Designing Principles
e Understanding Color Aesthetic
e Understanding Font Styling



Video Content Creation & Editing

e Importance of Video Content

e Creating 3D Animated Videos

e Creating White Board Animation Videos
e Creating Self Shoot Videos

e Creating Educational Videos

e Video Editing Using Inshot

e Creating Bumper Ads for Youtube

e Key Elements of Video Content

e Adding Sub Titles & Voice Overs

¢ Industry Best Practices : Case Studies

Content Writing Fundamentals

e Content Writing Fundamentals

e Content Topic Research Techniques

e Types of Content Writing

e How to get Traction to Your Content

¢ 30 Mins Content Writing Exercise on Quora

e Content Writing V/s Copy Writing

e Creating Email Sales Copy

e Creating FB Ads Copy

e Use of AIDA Technique & Use of FOMO Technique
e Understanding Social Media Channels

e Understanding the Topicality of All Platforms

e Matching A Business to Platform it Must Use

e Personal Account V/s Business Account V/s Business Profile

e Key Numbers Related to Use of Social Media




Facebook & Instagram Fundamentals

e Setting up a FB Business Page

e Understanding Business Page Settings

e Optimising the Business Page

e Business Pages V/s Groups V/s Marketplace
¢ Industry Best Practices

e How to Build a Community

e How to Participate in Business Communities
e How to Monetise Communities

e Using Business Suite for Managing All Facebook Pages
e Creating a Content Calendar

o Different Theme of Content

e Following a Grid Colour Layout

e Marking Important Events

e Use of Auto Scheduling Tools

e Working on Buffer & Publer

e FB & Instagram Analytics

e Key KPI's to Monitor

e Content Calendar for 30 Days to be Ready

e Setting Up Instagram for Business

e Connecting FB Page & Instagram Page

e Understanding the Ul of Instagram

e Posts V/sIGTV V/s Reels

e Creating Highlights & Thumbnails

e Instagram Analytics

e Creator Account V/s Business Account

e Hashtag Research




Week - 2

orporate & Blog Website Designhing (wordpress)

¢ Intro to Domain & Hosting

¢ Introto CMS

¢ Normal V/s Premium Domains

e Types of Domain Extensions

¢ Finalisation of a Domain Name

e Setting up C-Panel of Website

e Understanding WP Admin Option

¢ Initial Wordpress Settings Configuration
e Themes V/s Plugins

e Research on Use of Plugins

¢ Installing & Activating Themes

¢ Installing & Activating Plugins

e Working on Elementor Page Builder
e Building Home Page of Website

e Creating a Blueprint of Website Structure
e Form Plugins Integration

e Live Chat Integration

e Chat Bot Integration

e Whats App Chat Integration

e Creating Primary Menu & Sub Menu
e Changing the Header of Website

e Changing the Footer of Website
e Adding a Side Bar & Pop-Up to Website
e Advanced Elementor Widgets




Setting up 5 Pages on Website

Mobile Friendly Check of the Pages
Activity to Build a Page with 20+ Widgets
Use of Pre-Made Templates

How to send Blue Print Samples to Client
Things to Consider while selecting Pre-Made Templates
Difference Between Templates & Themes
Editing the Pre-Made Templates
Elementor V/s DIVI V[s WP Bakery Page Builder
Using DIVI Page Builder

Using AMP Plugin

Buffer time for Everyone to Complete
Complete 5 Pages on Website

Build & Deploy a Chat Bot & Live Chat
Complete Header & Footer

Creating Blog Page

Setting Up Blog Categories

How to Generate Blog Ideas

Writing the First Blog

Importance of Landing Pages
Understanding Lead V/s Lead Magnet
Types of Lead Magnets

Building the First Landing Page

Pop Up Integration

News Letter Integration

Top Bar Integration

Creating Sliders

Working on WP Bakery Page Builder

Building 2 Pages on WP Bakery Page Builder




Best Themes on WP Bakery Page Builder
e Using Slider revolution 4

¢ Installing SSL Certificate

e Creating Email Accounts

e How to Setup E-Mail Outlook Account

e G-Suite V/s Outlook

e How to Source Leads for Website Designing Projects
e Local Leads V/s International Leads

e Cold Leads V/s Warm Leads V/s Hot Leads

¢ Reaching out to Min 30 Leads & Pitching Designing Services
¢ Integration of Google Analytics

e Types of Data in Google Analytics

e Real Time V/s Audience Data

¢ Intro to GA4

e Case Study Activity on Google Analytics

Week - 3

E-Commerce Websites

e Convert Website to E-Commerce Website

e Basic E-Com Configuration
e Adding Product Categories
e Adding 5 Simple Product

e Adding Variable Products

¢ Inventory Management System
e Product Attributes
e Create Colour Swatches




Integrating Product Categories on Menu
Display on Products on Home Page
Use of Product Widgets

Industry Best Practices for Uploading Products
Shipping Management System
Updating Shipping Charges

Types of Shipping

Updating Shipping Charges

Coupon Management System

Types of Coupon Codes

Coupon Code Conditioning

Coupon Code Testing

Integrating Spin the Wheel
Probability Setting

Abandon Cart E-Mail Configuration
Automated Follow Up E-Mails

Use of Woo Funnels

Payment Gateway Integration

COD V/s Online Payments

Domestic V/s International Payments
Automatic E-Mail Notifications
Automatic SMS Notifications
Automatic Whats App Notifications
Security Related Setup

Limit Login Attempts

SSL Certificate & Other Plugins

User Role Editor

Creating Multiple Types of Users

Understanding All Role Settings




e Order Management System
¢ Printing Automated Invoice

e Printing Automated Shipping Tags
e Adding Product Sharing

e Adding Pin Code Check

e Adding Delivery Date

e Adding Order Tracking

e Adding On Sale & Other Flash Tags
e Adding Notification Bars

e Group Editing Products

e Group Exporting Products

e Bulk Product Uploading

e Creating Backups (Local & Cloud)
e How to Import Backups

e How to Manage Website Crash

e Sourcing Leads for E-Com Websites
e Local & International Leads

e Speaking to a Min 30 Leads

Week - 4

Lead Generation & Landing Page Mastery

e Understanding Lead Generation

e Types of Leads

e How to Qualify Leads

e Lead Scoring System & Types of Lead Magnet
e Creating E-Book As Lead Magnet

e Creating Template As Lead Magnet



e How to Collect Data

e Creating Google Forms

e Survey Monkey V/[s Google Forms

e Types of Landing Pages

¢ Understanding Conversion Actions
e AIDA Stages of Landing Page

e Building the Landing Page

e Adding CTA

e Use of Colour Schemas & Font Styling
e Conversion Tracking Mechanism

e Adding a Heat Map

e A/B Split Test & CRO Best Practices

Facebook & Instagram Marketing (Ads)

¢ Intro to FB & Instagram Ads

e Types of Ads

e Boost Post V[s Ads Manager

e Setup of Ads Manager

e Personal Ad Acc V/s Business Ad Acc
e Navigating in Ads Manager

¢ 3 Key Elements of Running Ads

e Understating Campaign Objectives
e Understanding Ad Set Elements

e Understadning Ad Copy Elements

e Types of Audience

e Types of Budget

e Types of Ads



Setup of UTM Parameters

Traffic Campaign

Ad Copy Designing

Landing Page Destination Types

Lead Generation Campaign

Lead Form Setup

Setup of Publishing Tools

Facebook Pixel Setup

Events Manager Setup

Understanding how FB Pixel Works
Remarketing Ads

Types of Remarketing Audience

Top of Funnel to Bottom of Funnel Campaigns
Setup Conversion Campaign

Setup Conversion Tracking

Setup ROAS Tracking

A/B Split Test

Automated Rules

Monthly Reporting System

KPI for Each Campaign

Industry Best Practices & Case Studies
Running Live Campaign with Real Budget

®
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Week -5

LinkedIN Fundamentals & Marketing (Ads)

¢ LinkedIN Profile Creation

¢ LinkedIN Topicality Understanding

e Optimisation of LinkedIN Profile

e Business Page V/s Personal Account

e Personal Branding & Thought Leadership
e Types of Connections & Importance of Network
e LinkedIN Article Writing

e Organic Marketing on LinkedIN

e Job Search Strategy

e LinkedIN Advertising

e Types of Campaigns & Ads

e Campaign Best Practices

Twitter Fundamentals & Marketing (Ads)

e Twitter Profile Creation
e Twitter Topicality Understanding
e Optimisation of Twitter Account
e Personal Branding V/s Company Branding
e Lists, Topics, Followers & Hashtags
Twitter Ads Overview




Quora Fundamentals & Marketing (Ads)

e Overview of Quora & Other Q&A Forums

e Quora Profile Optimisation

e Strategy to Find Right Questions to Answer

e Upvotes, Comments, Space & Ask the Expert
e Right Strategy of Answering & Getting Views
e Quora Monthly Calendar

e Quora Ads Overview

e Types of Campaigns & Ads on Quora

e Discussing other Q&A Forums

Youtube Fundamentals & Marketing (Ads)

e Overview of Youtube

e Creating a Youtube Channel

e Optimisation on Youtube Channel

e Finding a Right Youtube Channel Niche
e Uploading First Video on Youtube

e Creating Thumbnail, End Screen, Annotation Etc
¢ Youtube Keywords Search Volume

¢ Finding Trending Videos on Youtube

e Creating Monthly Calendar for Youtube
e Youtube Channel Monetisation

e Youtube Channel Analytics

e Super Chat V/s Ads Revenue

e Types of Video that are Successful
e How to Collaborate With Other You-tubers
e How to get More Subscribers




e Buffer time to Create Videos for Youtube Channel
e Complete Revision on All Social Media Channels

e How to Create Monthly Reports with Key Metrics for
Manager [ Client Reference

¢ Freelancing Charges for Social Media Services

e Speaking to a Minimum 10 Potential Social Media
Management Clients

Week - 6

SEO (Search Engine Optimization)

¢ Introduction to SEO

e Understanding Components of SEO

e Types of Keywords

e Keyword Research

e Search Volume V/s SD Consideration

e Content Title Strategy

e Finalising 5 Medium [ Long Tail Keywords
e Content Title Finalisation

e Tools for Keyword Research

¢ Introduction to On Page SEO

e Writing the First Blog of 800 Words

e Blog Structure Best Practices & Plagiarism Check
e SEO Title Optimisation

e Meta Description & Slug Optimisation

e Discussing Other 10 Factors of On Page SEO




e Students to Complete the Following on Blog

o Keyword Density, Keyword Proximity, Keyword Prominence
e Image Alt text, Internal & Outbound Links

e H1,2,3 Check

¢ Introduction of Off Page SEO

e Backlinks V/s Social Signals

e Understanding DA, PA & Spam Score

e Creating the First Backlink

e Understanding Anchor Text Importance

e No Follow V/s Do Follow Backlinks

e Content Based V/s NAP Based Backlinks

e Creating a List of Backlink Sources

e Context Importance in Backlinks

e What is Link Bleeding & How to Avoid

e Creating 5 More Backlinks

e Competitor Website Link Analysis

e Building a Link Strategy Based on Competitor
e Tools for Off Page SEO

e Working on Moz Bar, Uber Suggest, SEM Rush

¢ Understanding SEO Algorithms

e How to Stay Updated with Latest Algorithms

e Basics of MS Excel for SEO

¢ Important Functions & Formulas in Excel for SEO
¢ External Audit Tools for On Page SEO

¢ External Audit Tools for Off Page SEO

e Complete Overview of On Page & Off Page SEO

e Complete Overview of Keyword Research
e Activity to Finish On Page & Off Page SEO on 3 Blogs




Week -7

SEO (Search Engine Optimization)

¢ Introduction to Technical SEO

e Components of Technical SEO

e Understanding how Google Crawler Works
e Google Search Console Setup

e Creating & Submitting XML Site Map

e Creating & Submitting Robots.txt

¢ Indexing Your Website to Google

e Google Search Console Understanding

e Disavow Links, Indexing Check

e Serach Console Analytics

e Common Issues in Google Search Console
¢ Introduction to Local SEO

e What is GMB Listing

e Creating V/s Claiming a GMB Lisiting

e GMB Dashboard Navigation

e 9 Key Elements of GMB Listing

e Basic Optimisation of GMB Listing

e How to List Multiple Business Locations

e Keyword Optimisation for GMB

e How to Spy on COmpetitor's GMB

e Importance of Ratings in Keyword Optimization
e Generating QR Code for GMB Listing

¢ Introduction to Mobile SEO

¢ Page Speed Testing & Optimisation




e Cache Plugin & Image Optimization

¢ Introduction to International SEO

e Language & Country Tag Settings

e Adding Schema

e Basics HTML Tags

e SEO for Wordpress Websites V/s HTML Websites
e Creating SEO Audit Reports

e Creating SEO Proposal

e Creating SEO Monthly & Quarterly Reports

e Using Uber Suggest (All Functionalities)

e Using SEM Rush (All Functionalities)

e SEM Rush Certification & SEO Assessment

e Review of Social Media Content Calendar Started in Week 1

Week - 8

Google Ads & Bing Ads

¢ Introduction to Google Ads

¢ Understanding Types of Campaigns

e Audience Based V/[s Keyword Based Campaigns
e Setup of Google Ads Account

e Understanding Google Ads Account Structure

e Understadning Bidding Types

e Conversion Tracking Setup

e Google Analytics Integration

e Understanding Attribution Modelling




Introduction to Search Campaign

How to Setup Daily Budget

Keyword Research Techniques

Types of Keyword

Importance of Negative Keywords
Setting up the Ad Copy

Responsive Search Ad V/s Text Ad
Adding Extensions to the Ad

Adding UTM Parameters

Intro to Display Campaigns
Understanding GDN Websites
Understanding How to Create Audiences
Creating a Display Ad Copy

Dynamic Text on Ad Copies

Display Ads on Google Properties
Industry Best Practices for Display Ads
Adding UTM Parameters

Average CPM Across Countries

Intro to Video Campaigns

Types of Video Ads

Skippable Ads V/[s Bumper Ads
Creating a Video Ad Copy

Creating Audience for Video Campaigns
Adding UTM Parameters

Industry Best Practices for Video Ads
Creating a End to End Video Campaign
Introduction to Remarketing Ads
Creating Remarketing Audiences

Types of Remarketing Audiences




e Top of Funnel Campaigns

e Bottom of Funnel Campaigns

e CRO Focused Remarketing Ads

e Creating a Funnel with a Combination of Search,
Display & Video Ads

e Google Ads Fundamentals Certification

e Google Search Ads Certification

e Google Display Ads Certification

e Google Video Ads Certification

Week - 9

Google Ads & Bing Ads

¢ Intro to GMB Ads

e Setting up of GMB Ads

e Setting up of Call Only Ads

e Using Google Data Studio

e Creating Monthly Reports

e Key KPI's to Monitor Based on Campaign Type

e Setting up Automated Rules

e Case Study & Launching a Live Campaign

¢ Intro to Bing & Yahoo Ads

e Setting up Microsoft Ads Account

¢ Understanding Interface of Bing Ads Dashboard
¢ Importing Campaigns Directly from Google Ads

¢ Creating a Campaign from the Scratch




Key Differences Between Google Ads & Microsoft Ads
Live Campaign Walk Through

Creating a Live Campaign & Launching It
Introduction to Email Marketing

Types of E-Mail Marketing

Types of Audience Lists

Setting up E-Mail Marketing Tool
Creating a Stand Alone Campaign
Industry Best Practices for Subject Line, Body & Preview Text
Understanding the Interface of MailChimp

Creating a News Letter Opt IN Form

Integrating Opt IN Form on website

Intro to E-Mail Automation & Drip Marketing

Creating a Funnel Using Email Marketing

Setting up First Automation Series

Using AIDA Formula for E-Mails

Using FOMO Formula for E-Mails

Student Activity to Setup 5 Emails for a Drip Automation Series
A/B Spilt Test in E-Mail Marketing

Understanding KPI's

Understanding Industry Best Practices

Using Send Fox & SendiIN Blue

Using Active Campaign

Using Tools for Subject Line Analysis

Using Al Tools for E-Mail Content Writing

Use of Ready made Templates

E-Mail Marketing for E-Commerce Websites

E-Mail Marketing for Branding & Lead Generation

Email Marketing Certification from Hubspot




Week - 10

Content Writing & Content Marketing

¢ Introduction to Content Writing

¢ Introduction to Content Marketing

e Key Principles of Both

e 9 Main Types of Content Writing

e Selecting a Niche for Content Writing
e Generating Content Ideas

e Understanding & Creating Buyer Persona
e Understanding Buyer Journey

e Defining Your Goals

e Setting up a Medium Account

e Setting up a Blogger Account

e Setting up a Blog Page on Website

e Home Page Content Writing

e Creating Headline

e Creating Sub Headline

e Creating Primary CTA

¢ Including a Lead Magnet

e Write the Benefits + Social Proof

e Product Page Content Writing

e Category Page Content Writing

e Difference Between Corporate V/s E-Com
e About Us Page & Other Pages writing
e Blog Page Writing Techniques

e Matching Blog to a Stage in Buyers Journey




Tools for Generating Content Ideas
Re-Purposing the Content

Creating a Content Idea’s Sheet
Intro to Copy Writing

Use Case Scenarios of Copy Writing
Tools Useful for Copy writing
Creating Effective Text Ad Copies
Creating Effective Image Ad Copies
Creating a Landing Page Copy
Creating a Sales Email Copy
Introduction to Content Marketing
Understanding Traction Channels
How to Gain your 1st 1000 Email Subs
How to Publish your Content

How to Make Your Content Go Viral

Use of Cross Platform Promotion Techniques

Creating a Integrated Content Writing + Content Marketing Plan

Content Marketing Certification from Hubspot
Buffer Times for Q&A




Week - 11

Affiliate Marketing

e Introduction to Affiliate Marketing

e Introdution to Affiliate Market Place

e Key Terminologies to Remember

e Understanding Types of Commission

e Understadning Types of Website Models

e Finding Your Niche in Affiliate Marketing

e Identifying Vendors Related to the Niche

e General V/s Industry V/[s Product Specific Affiliate Marketing
e Setting up an Amazon Affiliate Account

e Navigating through Amazon Affiliate Account

¢ Understanding Commission Structure

e Choosing 10 Products for which we are going to promote
e Understanding Types of Commission

e Understadning Types of Website Models

e Finding Your Niche in Affiliate Marketing

¢ |dentifying Vendors Related to the Niche

e General V/s Industry V/s Product Specific Affiliate Marketing
e Setting up an Amazon Affiliate Account

¢ Introduction to Affiliate Market Place

e Direct Apply V/s Market Place Apply

e Things to Consider Before Market Place Application

e Most Popular Marketplaces

e Physical V/s Digital Products

e Dos & Don'ts of Affiliate Programs




Creating Content That Gets Clicks
Channels to Drive More Traffic

Selecting the Combination of Best Channels

Affiliate Marketing By SEO

Affiliate Marketing By SEM & Landing Pages

Affiliate Marketing by E-Mail List Building

Affiliate Marketing By Free Course

Affiliate Marketing by Building Funnels

Setting up Affiliate Marketing for Your E-Commerce Store
Creating a Registration Page

Creating a Commission System

How to Attract More Affiliates

How to Give Out Bulk Payouts

How to Motivate Your Affiliates

Setting up Welcome E-Mail & Payout Email

How Much you can charge a client to build an affiliate
marketing system

Creating a 90 Days Blue Print for Success in Affiliate Marketing

Student Activity Time for Creating 3 Blogs with Affiliate Links




Week - 12

GTM & Advanced Google Analytics

¢ Intro to Google Tag Manager

e Tag Manager V[s HFCM

e Setting up of Tag Manager Account
e Tag Manager Workplace Overview
e Tag Manager Admin Panel Overview
e Creating & Deploying the First Tag
e Tags V/s Triggers

¢ Integrating GTM & GA4

e Creating Containers in GTM

e Tracking Scroll Dept of Pages

e Setting Up Goals & Event

e Setup Automatic Notifications

e Creating Monthly Reports

Personal Branding & Influencer Marketing

¢ Introduction to Personal Branding

¢ Identifying Your Niche in Personal Branding

e |dentifying Your Target Audience

e Following a Content Calendar to Attract Your TG
¢ Platforms You Should be Working On

e Your Brand Name & Your Brand Picture

¢ LinkedIN Personal Branding

e Twitter Personal Branding

e Quora Personal Branding




e Instagram Personal Branding
e Google Reputation Management

e Youtube Reputation Management

e Establishing Your Self As a Thought Leader

e How to Become a Author of Book

e Going Live & Collaborating with Other Influencers
e Monetisation of Your Personal Brand

e Long Term Strategy for Personal Branding

Google Adsense & Native Ads

e Google Adsense Account Setup

e Best Practices to Get Your Account Approved
¢ Understanding Google Adsense Payout

e Snippet Posting on Website

e Adsense Rotation

e Google Ad Sense V/s Youtube Ad Sense

¢ Introduction to Native Ads

e Direct Buying V/s Agency Buying

e Types of Compensation

e Negotiation for Billing Terms, Placements

¢ Native Ads Busying Process

e Google Ad Sense V/s Native Ads




Week - 13

Marketing Automation

¢ Introduction to Marketing Automation

e Understanding the Use of Marketing Automation
e Setting up Zapier Account

e Setting up Pabbly Account

e Creating Automation Workflow in Zapier

e Creating Automation workflow in Pabbly

e Creating What's App Automated Chat Bot

e Creating Landing Page Automation

e Creating Lead Management Automation

e Use of CRM Tools

Growth Hacking & CRO

e Introto CRO

e Intro to Growth Hacking

e Case Studies on CRO + Growth Hacking
e Emotional Marketing for CRO

e How to Implement Emotional Marketing in Digital Medium
e Spin to Win for CRO

e Abandoned Cart Emails for CRO

e A/B Split test for CRO

e Colour Theory for CRO

e Remarketing Ads for CRO

e How to Analyse What Works




e Setting up of Heat Map

e Heat Map Analysis for Placing the CTA

¢ Intro to Growth Hacking

e Psychology behind Growth Hacking

e 5 Growth Hacking Techniques

¢ How to Implement Growth Hacking with Digital Marketing
e Growth Hacking for Small & Medium Business

e Growth Hacking for Large Business

¢ Industry Case Studies of Growth Hacking

e Student Activity to Create AARR Model

Week - 14

Digital Marketing Freelancing & Agency Building

¢ Intro to Digital Marketing Agency Business
¢ Intro to Digital Marketing Freelancing

e Types of Services You Can offer

e Domestic & international Pricing of Services
e Creating a Portfolio

e Creating a Quotation & Invoice Format

e FB Groups to Source Leads

e Warm Leads V/s Hot Leads V/s Cold Leads
e FB & Instagram Ads to Generate Leads

e Google Ads to Generate Leads

¢ LinkedIN Marketing to Generate Leads

e Talking to a Minimum of 30 Leads

e Adding the Leads to Funnel




e FB Groups to Source Leads

e Warm Leads V/s Hot Leads V/s Cold Leads

e Setting up An Account on Fiverr

e Creating Gigs on Fiverr

e How to Drive More Traffic to Freelancer Marketplace
e Do’s & Don’ts of Marketplaces

e Legal Requirement to Build a Agency / Freelancing
e Understanding the Taxation Structure

e Legal Templates Required to Sign Deal with Clients
e How to Rebrand legal templates

e Local Clients V/s International Clients

e Direct Clients V/s Market Place Clients

Making a Career in Digital Marketing

e Careers in Digital Marketing

e How to Choose Your Niche

e Becoming a T Shaped Digital Marketer

e Resume Building

e Important Elements of Digital Marketing Resume
e How to Identity Right Set of Jobs

e Job Search Using LinkedIN

e Job Search Using Portals

e Creating a career blueprint

o Buffer Time to Complete Certifications
e Q&A & Buffer time
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You cannot win big
in social media if
you're going to be

afraid of emerging
technology.

- Gary Vaynerchuk '




About )
Placement Assistance

¥/ All eligible candidates will receive placement assistance after program completion
y(” Access to Opportunities with Leading Companies
Y( Workshops on Resume Review & Interview Preparation

Qf’ Career Guidance & MentorshliP by Industry Experts from Rooman

Salary Scale

Maximum 12 LPA
Average 8.5 LPA

minimum XTI

Job Roles @

Digital Marketing Manager SEO Specialist
Content Strategist SEM Specialist
Conversion Rate Optimizer Social Media Expert

Pay-Per-Click Specialist Email Marketing Specialist
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With Us

| Getin Touch

www.rooman.net
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IT Career
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