Digital Marketing +
Aclvanced Al

Learn Digital Marketing. Buiilc with Al
Execute in the Real Worldl.

A practical, career-focused programme for the new digital economy.

3 MONTHS




T he Digital
Marketing Job Has
Changecdl.

Knowing how to post on Instagram or run a basic ad is no longer enough.

Tool Without Strategy

Tool knowledge without strategic thinking behind it.

Al Without Jucdigement

Al-generated content without marketing judgement to guide it.

Certificates Without Proof

Credentials without demonstrable execution behind them.

Tools Without Workflow

Too many tools, too little real integrated workflow experience.

[J The market rewards people who can think, create, execute, measure and
improve — not tool familiarity alone.




Four Gaps Between Learning

cand Earning

skill Gap

Knowing concepts but struggling to execute them in a real context.

Execution Gap

Learning platforms without building complete campaigns or

workflows.

Al Gap

Using Al casually instead of integrating it into professional

marketing workflows.

Proof Gap

No portfolio, campaigns, case studies or visible work to
demonstrate capability.

Knowledge becomes valuable when it turns info demonstrable execution.




T his Is More Than a Digital
Marketing Course.

It is a structured journey from understanding to execution to proof.

Foundation

1
Customers, markets, funnels and digital channels.
Execution
Campaigns, content, landing pages, analytics and marketing assets.
Al Acceleration

S Research, content, creative, analytics, automation and productivity.
Portfolio
Tangible proof of capability — not just a certificate.
Application

S

Jobs, freelancing, consulting, entrepreneurship or business growth.

The goal is not to finish lessons. The goal is fo become capable of doing the work.



One Programme. Four Capability
Layers.

[ LEARN. BUILD. EXECUTE. ]




Build the Marketing Foundation

First.

Core Mcoarketing

e Digital marketing ecosystem

e Customer journey & buyer persona

e Market & competitor research

e Audience research & positioning

¢ Marketing funnel & campaign planning

¢ KPIs and objectives

Channels

Social Media & Content Marketing
SEO & Local SEO

Meta Ads & Google Ads

YouTube & Email Marketing
WhatsApp Marketing

Landing pages & conversion thinking

Al is powerful only when the marketer understands what problem needs to be solved.



Lecarn tTo Think Like
c Performance
NMarketer.

/
/

Awcireness Conversion Traffic

\

\

Cover Meta Ads, Google Search, YouTube basics, campaign structure, audience

targeting, keyword strategy, creative testing, budget allocation, conversion tracking,

and key metrics — ROAS, CPL, CPA, CTR, CVR. Students learn why a campaign works

or fails, not just where to click. b




Crecte ContentT Thiat Has a Job.

Resecacrch

Hook Distribution

icdea

Content Skills

Reels & short-form content

Social media strategy & content calendars
Hooks, storytelling & copywriting

Ad copy & landing-page copy

Brand voice & content repurposing

Organic growth fundamentals

Content Anclysis

Al-Assisted Procduction

Use Al to accelerate ideation, drafting and creative variation — without
sacrificing the human strategy and judgement that makes content
effective.



SEO Is Evolving.
Secrchis
Changing.

Q

Secacarch Fundamentcails

Keyword research, search intent, on-page SEO, technical SEO basics, content clusters

and internal linking.

©

Loccal & Discovery

Local SEO, Search Console workflows, and how people discover brands through search

and Al systems.

NR

Generative Engine Optimisation

Improving discoverability, relevance, structured content and brand presence across

evolving Al-driven search experiences.



Aclvanced Al: Your Marketing
Execution Layeyr.

%3 @




L.ecarn Workflows, NotT JustT Tools.

Tools are grouped by job to be done — not presented as a logo wall.

Resecarch & Recasoning WWriting & Copy

Al tools for market research, synthesis and strategic thinking. Al writing assistants for copy, scripts, emails and ad creative.
Image & Vicleo Data & Ancalytics

Al image generation and video concept tools for creative Al-assisted spreadsheet analysis, reporting and campaign diagnosis.
production.

Automation & Productivity Desighn & Presentation

No-code automation, Al agents, CRM tasks and productivity Al-assisted design, landing-page creation and presentation tools.
workflows.




You DonNn't JustT LL.ecarn. You

Every major concept leads to a tangible output.

Digital Marketing Strategy

A complete strategic document covering audience, channels and objectives.

Content Portfolio & Social Systemnm

Real content assets and a structured content calendar with distribution logic.

Paiicd Advertising Campaign Structure

Campaign architecture, audience targeting, creative and tracking setup.

SEO & Search Strategy

Keyword research, on-page work and a structured content cluster plan.

Al Workflows & Autonmation

Documented Al-powered workflows and at least one automation example.

Final Integrated Campaign Project

An end-to-end campaign with analytics, reporting and recommendations.

Builcdl.



From Brief to Campaign — With
Al iNn tThe Workflow.

Brief
Resecrch
Insights

Strategscy

At every stage, Al reduces repetitive work and increases the speed and The Key Principle

depth of execution — from faster research to more creative variations to

quicker data inferpretation Al does not replace the marketer. Human judgement remains

responsible for strategy, quality and decisions.



What You Will Actually Do

Every major concept should lead to an output.




Finishh With Proof. NotT Just a
Certificate.

When an employer or client asks "What can you do?"— your portfolio should answer before you do.

———0——0—

Campaign
Strategy
Ad creatives, copy samples and content

calendar.

SEO & Landing
Pcacge

Search strategy, funnel structure and

conversion-focused copy.

Ancilytics &
Reporting

Performance dashboards and data-driven

recommendations.

Al Workflows

processes.

 ———— < T

Documented automation examples and Al-assisted marketing

case study.

Y N—

Case-Study Project

End-to-end infegrated campaign documented as a professional




T he Capability Shift

BEFORE AFTER
@. ----------- consumes tutorials thinks in campaigns and funnels
@o ----------- knows tools separately : @.;l --------- connects channels strategically
: | 5 builds complete
@' wreee Unsure what to build marketing workflows
E /’/ \\_\
e - creates generic content g < -@ @ creates with a clear objective

P
@. ___________ uses Al for basic prompts Q --------- uses Al as an execution layer
; S
e has little proof of work g /\ /_,o --------- has tangible project outputs

<> ___________ struggles to explain e . can explain decisions
marketing decisions L using data



Digital Marketing + Aclvancecd Al
vs Traditional Learning

Dimension Typical Course This Programme

Learning Model Theory / recorded lessons Guided execution + output

Al Integration Standalone tool tutorials Al embedded in marketing workflows
Projects Assighments Portfolio-oriented projects
Performance Marketing Concepts / simulations Practical campaign-building logic
Content Posting basics Strategy + creation + optimisation
Analytics Reporting basics Decision-making from data

Career Readiness Certificate-focused Proof-of-work focused



Let's Be Clear About What This
Programme Can — anc Cannot —

Do.




T he Digital
Economy
Doesn’'t Need
NMore Tool
Users. IT
Needs Better
NMcarketers.

Build the marketing skill. Add the Al advantage. Prove what you can do.

T he Hard Part

It is not finding information. The hard part is turning information into repeatable
execution — connecting channels, reading data, building a portfolio, and explaining
your work.

The Opportunity

Marketers who can plan, create, launch, analyse and improve Al-assisted campaigns
are in a different category entirely.



T he Decision Is Simple

Keep Lecarning — or Start Building.

Your 3-Month Journey Starts Here



