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C H I Q K H Y  F O O D  H O U S E ,  C A

FACEBOOK MARKETING AND PAGE MANAGEMENT
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Q U O T E S  R E A D E R S

FACEBOOK MARKETING AND PAGE MANAGEMENT
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V I R T U A L  W O R K Z

FACEBOOK MARKETING AND PAGE MANAGEMENT
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Q U O T E S  R E A D E R

FACEBOOK POST DESIGN
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S E A R C H  E N G I N E  O P T I M I Z A T I O N

T E C H N I Q U E S  U S E D  :  O N / O F F  P A G E  S E O ,  S O C I A L  S I G N A L S  I M P R O V E M E N T  A N D  L I N K  B U I L D I N G
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C A S P I A N L E G A L C E T E R . A Z

SEARCH ENGINE OPTIMIZATION

Our client wanted us to rank their website for the keyword Register trademark in Azerbaijan 
and Intellectual property law firms Azerbaijan. We ranked their websites for the two 
keywords within the first 2 position.
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E I F F E L ,  A U S T R A L I A

SEARCH ENGINE OPTIMIZATION

Our client wanted us to rank their website for the keyword Curtains Perth within the first 
10 position (1st page) on Google. We were improve his website ranking from 121th position 
to 6th position in 45 days. 
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A T C  P A I N T I N G ,  A U S T R A L I A

SEARCH ENGINE OPTIMIZATION

The ranking positions of ATC Painting website for these keywords were around 200. We 
were able to improve their rankings and brought it down around 20 for the four important 
keywords they mentioned just in a couple of months.
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C A S E  S T U D Y :  G O O G L E  A D S

C L I E N T  :  U D A C I T Y
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RESULT S

T h e  o b j e c t i v e  o f  t h i s  c a m p a i g n  w a s  t o  e n c o u r a g e  m o r e  p e o p l e  t o  s i g n  u p  f o r  a  f r e e  c o u r s e  
( F r o n t - e n d  F r a m e w o r k s )  w i t h  a n  a d  b u d g e t  o f  $ 1 0 0 .

-  T h e  t e c h n o l o g y  u s e d  :  g o o g l e  k e y w o r d  p l a n n e r  a n d  M o z p r o  s o f t w a r e

R E S U L T :
C o n s i d e r i n g  t h a t  t h e  g i v e n  C R  i s  5 %  a n d  t h e  n u m b e r  o f  c l i c k s  n e e d e d  t o  h a v e  o u r  d e s i r e d  
R O I  a r e  4 0  c l i c k s .  T h e  c a m p a i g n  g e n e r a t e d  7 3  c l i c k s  l e a d i n g  t o  1 1 9 %  R O I .Woo
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C A S E  S T U D Y :  FACEBOOK  A D S

C L I E N T  :  U D A C I T Y
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RESULT S

I  n  t h i s  p r o j e c t ,  w e  w e r e  f o c u s i n g  o n  g e t t i n g  9  E b o o k s / d a y  d o w n l o a d s  f r o m  o u r  F a c e b o o k  
a d s

R E S U L T :
T o t a l  o f  7 6  e b o o k s / d a y  w e r e  d o w n l o a d e d  a n d  t h e  R O I  f o r  t h i s  c a m p a i g n  w a s  w h o p p i n g  
1 0 4 8 . 8 % . Woo
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Building a Marketing Strategy

Project 8: DMND Portfolio
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1.Customer Journey Based Marketing Plan
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I What do your offer 

Who are your customers 

(When) Your customer's journey 

(Why) Your marketing objective 

(How) Your message 

(Where) Channels your customers use 

When+how+where = Marketing Tactics 
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What: your offer 
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Marketing Objective: DMND

The marketing objective is to sell DMND program for 200 Small business owner in 

December 2017

Woo
dB

ow
s



Who Are Our Customers
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Target Persona

Target Persona 

Background & 
Demographics
1.Married
2.From usa
3. Age 32
4.School of business
5.Boston university
6 . Store owner / new brand
for clothes

Hobbies 
1. Reading
2. Learning always
3. basket ball

Barriers
1. People are not aware of

his store
2. Limited budget for

marketing
3. Don’t know from where

to start

Needs
1. Market his brand

effectivly
2. Generate more sales
3. Make people aware of

his new brand
4. Having new visitors

Name & Image
Store owner mark

Goals
1. 100k$ in revenue
2. Make people aware of his

brand
3. Expand his stores in

different location in the
states

4. Afford a safe and wealthy
living for his family

5. take his brand worldwide
in 10 yearsWoo
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Phases of the Customer Journey
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When+How+Where = Marketing Tactics

Customer 
Journey

Awareness Interest Desire Action Post Action

Message 

• Describe the
DMND

• Describe what it
can do for the
target persona

• DMND benefits
• What differentiate

the DMND from
another course

• DMND benefits
• Why you should

buy the DMND /
promotion

• Smooth path to
purchase

• Thank you
• Reinforcement

of DMND
benefits

• News about
DMND

• Info about new
available Nano
degrees

Channel

● By content
marketing
(blogs ,
question ,
question
forums )

● Informative
landing page

● Social media
● display and

video ads

• Search
• Social media

advertising
• Organic social

media
• Retargeted display

and video ads
• Influencers

(garyvee)

• Search
• Retargeted ads

(display-social –
video)

• Organic social
media

• email

• Email
• Organic social

media

• Email
• Organic social

media
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2. Budget Allocation
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Awareness: Budget Allocation for Media 

Channels
Planned 
Spend

Cost Per Click
Number of 
Site Visits 

Average 
Conversion Rate

Total Sales 

Facebook $11,500 $1.25 9200 0.05% 5

AdWords 
Search

$5000 $1.40 3571
0.05%

2

Display $250 $5.00 50
0.05%

0

Video $750 $3.50 214
0.05%

0

Total Spend $17,500 Total # Visitors 13,035
Number of new 

Students 
7
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Interest: Budget Allocation for Media 

Channels
Planned 
Spend

Cost Per Click
Number of 
Site Visits

Average 
Conversion Rate

Total Sales 

Facebook $7,000 $0.50 14000 0.1% 14

AdWords 
Search

$2000 $1.50 1333
0.1%

1

Display $500 $3.00 417
0.1%

0

Video $500 $2.75 455
0.1%

0

Total Spend $10,000 Total # Visitors 16205
Number of new 

Students 
15
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Desire: Budget Allocation for Media 

Channels
Planned 
Spend

Cost Per Click
Number of 
Site Visits

Average 
Conversion Rate

Total Sales 

Facebook $17,500 $0.30 58333 0.3% 175

AdWords 
Search

$4000
$1.50

2667
0.3%

8

Display $500 $3.00 167
0.3%

0

Video $500 $2.75 182
0.3%

0

Total Spend $22, 500 Total # Visitors 36,030
Number of new 

Students 
183
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ROI: Budget Allocation for Media

Phase Total Spend
Total 
Number of 
Site Visits

Total Number 
of  Sales 

Profit Per Sale Total Profit ROI

Awareness $17,500 13,035 7 $299 $2093 $ -15,407

Interest $10,000 16205 15 $299 $4485 $ -5,515

Desire $22,500 36,030 183 $299 $54,717 $+ 32, 217

Total $50,000 65,270 205 $61,295 $11,295
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Additional Channels/Recommendations: 

Promote on Instagram 

Promote with influencer (Gary vee)

Use Quora forum as organic   
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3. Showcase Work
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Content marketing
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Blog Post 
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Facebook Campaign
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Facebook Ad creative
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Facebook Campaign
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Search Engine Optimization 

(SEO) Audit
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Technical Audit: Metadata
DMND URL:http://dmnd.udacity.com/

Current Revision

Title Tag Udacity Digital Marketing 
Nanodegree Program Website

Become a certified digital marketer from 
the industry leaders with DMND program 

Meta-Description "description" content="" /> Gain real-world experience running live 
campaigns as you learn from top experts in 
the field. Launch your career with a 360-
degree understanding of digital marketing

Alt-Tag alt="" alt=“Udacity Digital marketing nanodegree 
logo"
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Alt-Tag //v.fastcdn.co/t/beb60d38/d41f13af/1496943485-13718463-189x64-
horizontal-primary-b.png

alt="" alt=“Digital marketing nano
degree logo"

Alt-Tag //v.fastcdn.co/t/beb60d38/d41f13af/1496943491-13720038-892x44-
logospartners.png

alt="" alt=“Industry leaders logo"

Alt-Tag //v.fastcdn.co/t/beb60d38/d41f13af/1496943483-13814963-862x403-
image-digital-market.png

alt="" alt=“Udacity DMND Class"

Alt-Tag //v.fastcdn.co/t/beb60d38/d41f13af/1496943501-13815588-415x345-
features1.png

alt="" alt=“Udacity DMND Instructor"

Alt-Tag //v.fastcdn.co/t/beb60d38/d41f13af/1496943512-
13834748-383x305-features-02.png

alt="" alt=“Udacity HQ Class"

Alt-Tag //v.fastcdn.co/t/beb60d38/d41f13af/1496943509-
13815378-203x169x285x204x6x11-70B-box.png

alt="" alt=“$70 billion dollar on DM"
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Technical Audit: Backlink Audit

Backlink Domain Authority (DA)

1 http://www.dudley.gov.uk 100

2 http://www.nytimes.com 100

3 https://stevyhacker.wordpress.com/ 100
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Link-Building

Site Name Site URL Organic Search Traffic

1 neilPatel.com https://neilpatel.com/ 3.4k

2 Entrepreneur.com https://www.entrepreneur.com/ 5.7k

3 Forbes.com https://www.forbes.com/technology/
#139bcf34badb

30.3 m
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Recommendations
●According to the seo practice for digital marketing Nano degree, the digital marketing is a very competitive niche which make it very 
hard to find good keywords with high search volume, I have more than 7 days working only on the seo project and find it quit difficult, 
but the only plus is that Udacity has a high DA which will be on the long term plan okay to rank for keywords with (60-70) in difficulty, so 
here is the list of my recommendations:

●Try to use keywords as (Google analytics certification & google AdWords certification) where thy have a high search volume and 
difficulty not so bad to rank for with this high DA

●Involve this word (Digital marketing courses) where a lot of Udacity competitors ranks for this and they have low DA than Udacity, 
which it will be a very good opportunity

●For the link building I suggest that Udacity reach to (Neil Patel) to have a backlink from him and (forbes.com & entrepreneur.com) as 
these websites have a very high search volume and the DA is nearly 100 with nearly no spam score so it will be a good opportunity to 
increase the website authority and improve its rank.

●As the number of the pages indexed is 1,210 for DMND so I recommend if there is any opportunity to increase it, it will be better

●The speed test for the web page DMND is very poor on the mobile and on the desktop which it can be done in the meantime, that will 
show better results

●The mobile friendly evaluation also is not good it is 7s for the 3g which leads to the loss of 26% of the visitors.Woo
dB
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Adwords Campaign
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Run an Adwords Campaign
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Ad copies for ad group 2 

Master Fron Endl Fra1newmks 
Free course by Ud acity 
udac- y.com/Front_End/free_course 
Learn how to buiild Single Page 
Applications in vario1L11s Fm t End ... 

Keyword List: 

Su per charge your s ills Now 
Front End Frameworks 
udacity.com/Fmnt_-_End/free_course 
Learn how to buiild Sing1le Page 
Applications in vario 1s Frnnt End ... 

Master Front End Framewmks 
Join tlle Path to Greatness 
udacity.com/F mnt_ -_Endffree _ course 
Learn how to build Single Page 
Ajpplications in various Frnnt End __ 

d3 js tutorial for beginners , best css framework, ember js ,ember framework tutorial, javascript 

frameworks, front end javascript frameworks, learn ember , angularjs, learn angularjs, angularjs tutorial 

ember application , bootstrap ember js tutorial , ember, what is framework, responsive design css, 

ember js tutorial step by step, learn ember js , github , responsive framework , code academy ,learn java 
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Key Campaign1 Results (Campaign & Ad Groups) 

Interest I consed $3 

Consederldes $3 

Total 

1935 

95 

2030 

72 
3.72% 

$1.41 

1.05% $0.08 

73 3.60% $1.40 

1.00 

0.00 

1.00 

1.39% $101.86 

0.00 0.00 

1.37% $101.94 

• 

$101.86 

$0.08 

$101.94 
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n Results (Ads) 

Ad Group 1, Ad 1 15 4.31% $1.13 0.00 0.00 $0.00 

Ad Group 1, Ad 2 s 2.62% $1.71 0.00 0.00 $0.00 

Ad Group 1, Ad 3 52 3.72% $1.47 1.00 1.92% $76.32 

Ad Group 2, Ad 1 0 0.00% $0.00 0.00 0.00 0.00 

Ad Group 2, Ad 2 
0 0.00% $0.00 0.00 0.00 0.00 

Ad Group 2, Ad 3 
1 1.69% $0.08 o,.oo 0.00% 0 
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Recommendat·on1s for fut,ure campaigns 

• I would focus on ad group 1 (interest /consed), I will leave the best performing keywords and

change, optimize the rest to more rellevant keywords
o Ad group 2 needs a lot of changing considering the keywords and the max amount of

bidding
o Alb testing will be, by changing 1 element onlly per ad to be able to measure and

recognize the difference and which change is performing better than the another
o Landing page is very good, don't need to be changed
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Display Advertising Campaign
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Evaluate a Display Advertising Campaign

Copy content from your Previous 
project submission 
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Results: c,alculate the ROI 

1. the overall! ROI of the campaign Is Positive With +324 ROI

- - - - -

Creative 

Campaign 
Results 

Cost 

$872.51 

Clicks 

1973 

Conversion 
Rate 

0.70% 

Impressions 

282,066 

#New 
Students 

4 

0.70% 

Avg CPC 

$0.44 

ROI+/-

218 +324
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Display Video Campaign: Overall! Results

• + Adlgrcu� Slaws 1111 CPV Mgrouptype 
llmp<. vi.-? View Cost Avg.CPV Clicks CTR Avg. CPC 

n,
short trailer DM educa c C8mpalgo S0.1 0 lnc-SUeam 54,3 2 0,622 19.56% $290.21 $0.03 453 0.83% $M4 

keywords pauaed 0 

short irllil.er DM large ke)IWOrd r 1 campaign $0.1 0 lni--Slream 1 03,205 9,261 18.66% $535.40 $0,03 1 ,439 1.39% so,,37 

pau� 

Total· all but ramoved ad 
157,511 

g,oups 
29,&83 18.97% $825,61 $8.03 1,892 1.20% $0.44 

Tot.II - all ad groups 1$7,$17 is,e.83 18.91% $82U1 $1).03 1,892 1.20% $0.A.4 

Show raws· 50 • 1-2 0r2 
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Results Of ROIi

(+) Roi with+ 370.1 

Creative 

Campaign 
Results 

Cost 

$825.61 

Clicks 

1,892 

Conversion 
Rate 

18.97% 

Impressions 

157,517 

#New 
Students 

4 

1.20% 

206.40 

AvgCPC 

$0.44 

ROI+/-

+370.4
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Market with Email
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Email Content:

Email Content Plan

Email Topic Marketing Objective KPI

Email #1
Get to know udacity 

DMND Engagement (open rates)

Email #2
Thanks for your 

interest in Udacity 
DMND

Engagement
Open Rates 

Email #3
Details as requested 
for Udacity DMND

Conversion
Number of 
conversions 
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Email #1
Email Content Plan

Subject Line Body Summary Visual CTA Link

Get to know 

Udacity DMND

• Course content 
• Project reviews 
• Community resources 
• Digital marketing student 

handbook

Visual present 
in Udacity 
DMND 
Homepage

Click on Enroll 
now button to 
take users to 
DMND LP

http://dmnd.u
dacity.com/
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Email #2

Email Content Plan

Marketing Objective Subject Line CTA

Engagement
Thanks for your interest 

in Udacity DMND

Click on Enroll now button to 
take users to DMND LP
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Email #3

Email Content Plan

Marketing Objective Subject Line CTA

Conversion
Details as requested for 

Udacity DMND
Start learning 
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Final Recommendations

Email 2 & 3 should be sent according to the schedule after planning and a/b 
testing with a good CTA  , learning from the data we have from email one we can 
tailor email 2&3 for the existing subscribers
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W I C K E D  S O C I E T Y

2017 
Branding + Design
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S o m e  o f  o u r  c l i e n t s '  T e s t i m o n i a l s

L i l y  Z h a n g ,  F o u n d e r  &  C E O

L y n d e x  T e c h ,  C a n a d a

W o o d B o w s  e m p l o y e e s  a r e  
d e d i c a t i v e  a n d  h a r d  w o r k i n g .  M y
d e d i c a t e d  v i r t u a l  e m p l o y e e  M r .  
M i t h u n  n e v e r  m i s s e d  a  c a l l  f r o m  
m e  a n d  a l w a y s  f i n i s h e s  h i s  j o b  
a h e a d  o f  o u r  d e a d l i n e .   I  h a v e  
b e e n  a  W o o d B o w s '  c l i e n t  f o r  a  
l o n g - t i m e  a n d  c o n t i n u e  t o  b e
o n e .  I  a m  s o  p l e a s e d  t o  g i v e  t h i s
t e s t i m o n i a l  a b o u t  W o o d B o w s .

H o r a t i o  F r a n c o ,  O w n e r

S t u d i o  F o u r ,  F l o r i d a ,  U S A

M y  v i r t u a l  a s s i s t a n t  p u t  s o  m u c h  
o f  e x t r a  w o r k  b e y o n d  h i s  
s c h e d u l e .  I  o f f e r e d  t o  p a y  e x t r a  
f o r  t h e i r  s e r v i c e s  a n d  t h e y  n e v e r  
a c c e p t e d  i t  o n c e .  I t ' s  r a r e  t o  s e e  
s u c h  p e o p l e  t h e s e  d a y s .  T h e i r  
s e r v i c e  a n d  q u a l i t y  o f  w o r k  a r e  
e x c e l l e n t  a n d  t h a t ' s  v e r y  v a l u a b l e  
t o  u s . 

D e e p a k  A g a r w a l ,  F o u n d e r

D o l m i t i  S o l u t i o n s ,  I n d i a

I  fi n d  my s e l f  Lu c k y  en o u g h  to  fi n d  
m y  de d i c a t e d  vi r t u a l  as s i s t a n t  
p r i y a n k a  du b e y  as  so c i a l  ma r k e t e r ,  
h e r  kn o w l e d g e  in  di g i t a l  ma r k e t i n g  
s p a c e  is  ja w  dr o p p i n g .  He r  
c a p a b i l i t i e s  of  ta k i n g  yo u r  me s s a g e  
&  br i n g i n g  it  to  yo u r  au d i e n c e  is  
e x c e l l e n t ,  sh e  gr e w  my  au d i e n c e  in  
l e s s  th a n  a we e k  ti m e .  Sh e  kn o w  he r  
s t u f f  & I lo v e d  wo r k i n g  wi t h  he r . .
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About Us
We are fired up about welcoming you to our WoodBows’ family.

This is John, I gave my heart to Christ when I was 27 in the USA. I hold an engineering 

graduate degree from the University of Houston, Texas, USA.

Having come to the USA from India, I saw a huge difference between India and USA. In 

USA, entrepreneurs and businesses are struggling to get talents to work for them whereas, 

in India, some of the best talents and engineers have been looking for jobs for several years. 

I thought of bridging both of them together.

Having built five businesses from the ground up and being an entrepreneur myself, I can 

absolutely understand how it feels like to manage the time. 

All of our workers are engineering graduates with excellent English fluency and reliable 

professionals.

Our aim is to help you as much as possible to grow your business and save time.

- John

CONTACT

82 Portway, Stratford,

London E15 3QJ 

United Kingdom

Tel. 

Web 

Email 

+44 (0) 75560 77897

www.woodbows.com

John@woodbows.comWoo
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