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Internet users expect personalization, often in
the form of immediate responses and
customized experiences. The successful business
needs to manage this expectation across all the

constituents of your online community.

CRM and marketing automation make that
possible and even seamless across a business'
website, email, and social media. In this course,
digital marketers will learn how to use these
technologies responsibly and effectively to
iNncrease engaged customer interaction.
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Students learn the history and future of SEO. This
chapter covers the mechanics of how SEO ranking
works and why sites move up and down in rankings.

Students cover how Google and other search engines
deal with various platforms and social media. We also
cover the audience and a needs assessment to identify
the correct SEO strategy.

Students explore tools and methods for researching and
monitoring the success of keyword selections. Students
complete an introduction to great content and how
search engines treat that content.

Students cover URLs, site architecture, and design
considerations. They also learn how geographic
targeting influences rank.

Students learn how to make sure their site is fast and
optimized for the web crawlers including aspects of
multimedia, readability and internal links. Students
create an SEO checklist during this chapter.

Covering SEO tactics used off a website, students will
cover items such as listings and directories, backlinks
and link campaigns. They will explore well-designed
landing pages and also learn to avoid black hat and bad
techniques that can sabotage SEO efforts.

Students will spend time analyzing organic traffic,
ranking and conversions, including common tools for
analytics and the importance of ongoing maintenance.
Students will also create a maintenance checklist and a
reference list of valuable tools for future SEO work.

The differences between CRMs, email service
providers, and marketing automation

How to leverage customer data to increase
business activity and revenue - Identify and
match personas to customer journey and
workflows

Digital privacy laws and penalties
Personalization on webpages and across
multiple channels

How social media, email, and website activity
can expand profile data - Establishing and
managing lead scores

Value of social listening

Comprehensive analytics

Analytics' role in developing effective strategies
and knowing RO

Configure a marketing automation system
Create and use forms to build profiles

Design a customer experience

Build campaigns and create workflows for
website, email, and social media

Segment lists

Integrate social media into a CRM and leverage
the data to build following

and branding campaigns

Read and understand the reporting in CRMs
Evaluate CRM and marketing automation tools
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