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Dear learner,

| extend my heartfelt greetings and profound enthusiasm as | warmly wel-
come you to Sreenarayanaguru Open University. Established in September
2020 as a state-led endeavour to promote higher education through open
and distance learning modes, our institution was shaped by the guiding
principle that access and quality are the cornerstones of equity. We have
firmly resolved to uphold the highest standards of education, setting the
benchmark and charting the course.

The courses offered by the Sreenarayanaguru Open University aim to
strike a quality balance, ensuring students are equipped for both personal
growth and professional excellence. The University embraces the wide-
ly acclaimed “blended format,” a practical framework that harmonious-
ly integrates Self-Learning Materials, Classroom Counseling, and Virtual
modes, fostering a dynamic and enriching experience for both learners
and instructors.

The university aims to offer you an‘engaging and thought-provoking ed-
ucational journey. The BA Nano Entrepreneurship program is structured
to address the growing demand for innovativeientrepreneurs, particularly
focused on nano businesses. The program’s curriculum is crafted with a
balanced blend of theaoretical insights and practical exposure, ensuring
that learners are equipped, to navigate the challenges and opportunities
of this dynamicsector. Speciahattention has been given to the inclusion of
real-world examples andicase studies, enhancing learners’ understanding
of nano entrepreneufship’siunique landscape. Moreover, the curriculum
fosters a holistic approach/to entrepreneurship that nurtures creativity, in-
novation, and strategic thinking. Through practical application and indus-
try-driven examples, learner’s will develop the skills necessary to succeed
in this cutting-edge field. The Self-Learning Material has been meticulously
crafted, incorporating relevant examples to facilitate better comprehen-
sion.

Rest assured, the university’s student support services will be at your dis-
posal throughout your academic journey, readily available to address any
concerns or grievances you may encounter. We encourage you to reach
out to us freely regarding any matter about your academic programme. It
is our sincere wish that you achieve the utmost success.

@i

Regards,
Dr. Jagathy Raj V.P. 01-05-2025
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Unit
1

Website Planning

Learning Outcomes |

After completing this unit, the learner will be able to:

¢ gain insight into the concept of website

¢ differentiate between the different types of websites
¢ understand the different aspects of web design
0

comprehend the various web design platforms

Prerequisite ‘ \
Neeraja is a nano entrepreneur who runs a small handicraft business from her

home. She made eco-friendly products likejute bags, painted.elay pots, and handmade
candles. Most of her sales came through word-of-mouth and local exhibitions. While
her products were well-received, her| customer base remained limited to nearby
areas. One day her friend Pooja introduced her to the idea of digital marketing,
explaining how it could open‘new doors. Neeraja quickly realized the importance
of digital marketing in today’s world. Curious and motivated, Neeraja decided to
explore this new avenue by building her own website. Her website included essential
— sections like an about.page, product galleries, customer reviews, and a contact form.
She also added a'blog section withreraft ideas and decoration tips, along with a
secure payment gateway o enable online purchases. As soon as she launched her
website, things toek a positive turn. Through search engine optimization (SEO),
her website began appearing in Google searches when people looked for handmade
or eco-friendly productsi She further focused on basic web design principles like
using high-quality images, ensuring easy navigation, and keeping the layout mobile-
friendly. To improve site performance, she used tools to compress images and
enhance loading speed. Platforms like Google Sites and WordPress helped her build
and manage the site without needing technical expertise. She linked her website
to Instagram and Facebook, where she regularly shared customer testimonials,
product photos, and behind-the-scenes glimpses of her creative process. Within a
few months, her customer base grew rapidly. Orders started pouring in not only from
her hometown but from across the state and even other parts of the country. The
website gave her business visibility, credibility, and new opportunities she couldn’t
have accessed through offline channels alone. This example throws light on how a
website transformed the business of a nano entrepreneur like Neeraja. A website
is a powerful tool for nano entrepreneurs to showcase their products, reach wider
audiences, and build credibility beyond local markets. In this unit, let’s learn more
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about how websites can help small businesses grow and explore the basics of creating
one.

Keywords

Digital Marketing, Website, Web Design, Web Design Platforms, Web Page, Personal
Website, E —Commerce Website

Discussion ‘
1.1.1 Digital Marketing

Intoday’s fast-paced digital world, businesses must leverage modern technologies
to connect with their audiences effectively. Digital marketing is the broad term that
encompasses all marketing efforts using digital platforms and technologies. It has
become an essential component of modern business strategies, allowing companies
to engage with potential customers in innovative ways. Digital Marketing refers
to all marketing activities that utilise digital platforms and,technology. Digital

.__marketing involves using websites, apps, mobile devices, social media, search
engines, and other digital means to promote and sell products and services.

Digital marketing is a crucial partfof modern, business strategies. It allows
companies to connect with their audiénce, boost sales, and build brand awareness
using digital channels. Unlike traditional marketing, digital marketing helps
businesses reach a global audienece. With enline strategies like SEO, social media
marketing, and email campaigns, businesses can target customers worldwide,
breaking geographical limitations« Traditional advertising like TV, newspapers
is expensive, whereas digital marketing is affordable and scalable. Even, small
businesses can compete with big brands using digital ads, social media, and content
marketing at a ffaction of the cost.

With digital marketing, businesses can specifically target the right audience
based on demographics, interests, and online behaviour. Tools like Facebook Ads,
Google Ads, and email segmentation allow brands to reach the right customers at the
right time. Digital marketing provides real-time analytics. Businesses can monitor
website traffic, conversion rates, social media engagement, and ad performance
using tools like Google Analytics and Facebook Insights. Social media platforms,
email marketing, and live chat enable brands to directly engage with customers.
Quick responses and personalised interactions build strong customer relationships,
improving trust and loyalty.

With more people using smartphones, digital marketing allows businesses to
connect with consumers anytime, anywhere. Digital marketing is highly flexible.
Businesses can adjust strategies in real time based on performance metrics. Digital
marketing is no longer an option; it’s a necessity for businesses of all sizes. It
provides cost-effective solutions, measurable results, and unmatched opportunities
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to connect with customers. Companies that embrace digital marketing can grow faster,
compete effectively, and achieve long-term success in today’s digital-first world. In
today’s digital world, businesses that do not use digital marketing risk falling behind.

Digital marketing includes various types such as Search Engine Optimization (SEO),
Social Media Marketing, content marketing, email marketing, affiliate marketing,
mobile marketing, Pay-Per-Click Advertising and web analytics. All these are aimed at
promoting products or services through digital channels.

Search Engine Optimization (SEO), is the process of improving a website’s visibility
by optimizing its content, structure, and technical elements to make it more attractive
to search engines like Google.

Social media marketing (SMM) is a digital marketing strategy that utilizes social
media platforms to connect with audiences, build brand awareness, drive sales, and
increase website traffic.

Content marketing is a strategic marketing approach foeused on creating, publish-
ing, and distributing valuable, relevant, and consistent content te attract and engage a
clearly defined audience.

Email marketing is a digital marketing strategy where businesses send personalised
emails to potential or existing customers togpromote productsssshare updates, or build
relationships.

Affiliate Marketing is a digital marketing strategy where businesses reward affiliates
(partners) for generating trafficotf sales through their marketing efforts. Affiliates
promote a product using unique referraldinks, and when someone makes a purchase
through that link, the affiliate @arns a cémmission.

Mobile marketing isvar digital marketing strategy that focuses on reaching and
engaging audiencesthrough mobile'devices such as smartphones and tablets. It involves
delivering personalized, le€ation=based, and contextually relevant content to users via
SMS, mobile apps, soctal media, mobile websites, and other mobile-friendly channels.

Pay-Per-Click (PPC) advertising is a digital marketing model in which advertisers
pay a fee each time their ad is clicked. Instead of earning traffic naturally, businesses
use PPC to buy visits to their websites by bidding on relevant keywords and displaying
ads on search engines and other platforms.

A website plays a vital role in digital marketing as it serves as the central platform
where all online marketing activities lead. A well-designed and user-friendly website
creates a strong first impression and builds trust with potential customers. Most digital
marketing strategies such as SEO, social media marketing, email campaigns, and paid
advertisements aim to drive traffic to the website, where visitors can take meaningful
actions like making a purchase, signing up for newsletters, or contacting the business.
Additionally, the website hosts valuable content like blogs and videos, which supports
content marketing and helps improve search engine rankings. It also enables businesses
to track user behaviour through tools like Google Analytics, offering insights that help
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refine marketing strategies. Overall, the website is the foundation of digital marketing,
helping to attract, engage, and convert visitors into loyal customers. In today’s digital
world, having a website is essential for individuals, businesses, and organisations alike.
A well-designed website serves as a gateway to a global audience. This unit discusses
more about websites in detail.

This unit will introduce you to the fundamental concepts of websites and web design,
providing you with the knowledge to create and manage a website that meets your
goals. You will explore the different types of websites, the key elements of web design,
and practical tools to enhance website performance, ensuring your site is user-friendly,
visually appealing, and functional.

1.1.2 Introduction to Website

A website can be defined as a space on the internet where you can share information
about your business, topics that interest you, or even about yourself. It is a digital
platform where data and information about an organisatidnya particular topic or an
individual can be shared. A website is a collection of web pages and related content
identified by a common domain name that is published on one orimore web servers.
A domain name is the site address that you enter in your browser to reach a particular

page.

Examples of domain names are google.com, youtube.com, sgou.ac.in, and wikipedia.
org.

Websites serve a wide range of purposes-and candhelp if you are planning to share
knowledge, sell something, communicatedvith others, etc. In order to access a website,
a user needs a device with/a web browser
like a desktop, laptop, tablety smartphone,
etc., along with an infernet connection«Web

browsers are application seftware used on DID YOU KNOW?
these devices, for ‘example, Google Chrome,
Mozilla Firefox, and Microsoft Edge. A As of 2024, there are

around 1.1 billion websites
on the World Wide Web but
only about 200 million are
active. (i.e. 17.83%)

website can be accessedsdiréctly by entering
its URL address or by searching it on a search
engine such as Google or Bing. Websites can
be created and maintained by an individual,
group, business or other organisation to serve
a variety of purposes.

In today’s digital era, a simple static website can serve as a digital business card,
while a dynamic website can function as a virtual storefront. Both provide the ability to
share information with global audience around the clock.
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1.1.3 Types of Websites

Websites play a crucial role in digital marketing, business operations, education, and
communication. Based on their structure and functionality, websites can be broadly
classified into two main types: Statie,Websites and Dynamic Websites. Let’s explore
each type in detail.

1. Static Websites

A static website consists of fixed,content that does not change unless manually edited
by a developer. These websitessare built using HTML, CSS, and sometimes JavaScript.
Each webpage is pre-waitten and stored on the server, meaning that users see the same
content every time they visit the site.

Examples

¢ Portfolio Websites: A photographer’s or designer’s personal site showcasing
their work.

¢ Small Business Websites: A bakery or boutique store with contact details and
business hours.

¢ Landing Pages: Single-page websites used for marketing campaigns.
Features of Static Websites
1. Displays the same content for all visitors.

it.  Quick to develop and cost-effective.

ﬂ SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing m
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iii. Fast loading speed since there is no need for server-side processing.

iv. Requires manual updates whenever content needs to be changed.
Advantages of Static Websites

i.  Simple and easy to develop.

ii. Low hosting and maintenance costs.

iii.  Faster loading speed compared to dynamic websites.
Disadvantages of Static Websites

i.  Difficult to update frequently.

ii. Limited functionality (no user interaction like log in or database connection).

iii. Not suitable for e-commerce or frequently changing content.

2. Dynamic Websites

A dynamic website generates content in real time based on user interactions and
data retrieved from a database. These websites use server-side programming languages
like PHP, Python, JavaScript (Node.js), ot ASPINET to fetchdand display content
dynamically.

Examples

¢ E-commerce Websites: Amazon, Flipkastzsand other shopping sites where
product availability and prices change dynamically.

¢ Social Media Platforms: Facebook, Instagram, and Twitter, where users interact
and generate content.

¢ News Portals: BBCgTimes of India, and other sites where news updates occur
frequently.

0 E-learning Websites:iOnline learning platforms like Coursera and Udemy that
offer interactive courses.

Features of Dynamic Websites
i.  Content changes dynamically based on user interactions.
ii.  Uses databases to store and retrieve information.
iii. A backend server is required to process requests.

iv. Provides features like user log in, forms, dashboards, and content management
systems.

Advantages of Dynamic Websites

1. Easy to update and manage using Content Management Systems (CMS).
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ii. Provides a better user experience with interactive features.

iii. Can handle large amounts of data and multiple user requests.
Disadvantages of Dynamic Websites

i.  More complex and expensive to develop.

il. Requires regular maintenance and security updates.

iii.  Slower loading time compared to static websites due to server processing.

Table 2.1.1 Comparison: Static vs. Dynamic Websites

Feature Static Website Dynamic Website
Content Manual editing required Updated automatically using
Update a CMS
Interactivity Minimal to none Highly dnteractive
Development Low High
Cost
Loading Speed Fast Slightly slower due to

database queries
Scalability Limited Highly scalable
Examples Business portfolios, E-commerce, social media,
brochures blogs

In addition to static and dyn@mic websites, there are specialized types of websites
based on their purpose and functionality:

¢ Personal Websites
Blog Websites
E-Commerce Website
Social Media Websité
Portfolio Websites
News Websites
Non-Profit Websites

Corporate Websites

S O

Government Websites

<

Educational Websites

Let’s look into details about the various types of websites:

1. Personal Website: When a website is used to share personal information, it is
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known as a Personal Website. Most of the time, a personal website is used as
a tool to brand someone. Personal websites can either be a writing platform or
an entertainment platform. It helps to showcase one’s skills, interests, portfolio
or experience. They are different from social media profiles because, here, an
individual has more control over the content and design. Personal websites are
ideal for freelancers, artists, students, or anyone looking to establish an online
presence. They serve as a platform to share ideas, showcase work, or promote
a business.

Cristiano Ronaldo

PORTUGAL

Fig 2.1.2 Example®f a personal website

Blog Websites: A blog is an online platform|or website where individuals,
businesses or organisations frequently publish written content, known as posts,
on various topics. Blogs ean be personalylike a digital diary or professional,
which may focus on/areas such asitechnology, fashion, travel, health etc. A
website is a collection of interconnected web pages that provide detailed
information aboutra business, organisation, or its offerings. In contrast, a blog
is a platforim where_an individual or group shares opinions and insights on
specific subjectss While blogs are often hosted within websites, it’s essential
to understand that they/serve different purposes and are not the same. Blogs
are regularly updated with new content, some as frequently as every day. Each
piece of content is known as a blog post and is usually presented in such a way
that newer blog posts appear first. Bloggers use website to present their ideas
or opinions on a general or personal topic. The writing style in a blog is often
informal and conversational, just like talking to a friend. Nowadays, blogs have
become a powerful mass communication tool, allowing people to discover and
learn about new topics and ideas. WordPress and Google blogger are famous
blogging sites where you can write articles. Blogs include travel blog, news
blog, cooking blog, etc.
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Fig 2.1.3 Example of a Blog Website

E-Commerce Website:
websites

3.

shopping, where a person can buy

or sell a product. Myntra, Flipka
Olx, and Amazon are
examples of e-commerc
Through an e-comme
a business can proces

Baeit ol EReiranics

These
are used for online
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Fig 2.1.4 Example of an E-commerce Website
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4. Social Media Website: Social media websites help people to create content,
share information and connect with each other. Businesses also use social
applications to market and promote their products and track customer concerns.
Businesses can use various tools to track, measure, and analyse the attention they
receive on social media, including insights into brand perception and customer
behaviour. Various social media websites include Facebook, Instagram, X

(formerly Twitter) etc .

mmmmmmm
SREENARAYANAGURU
OPEN UNIVERSITY

Fascinating Facts About Social Media Websites

The First Social Media Website: The first recognizable social media
platform was SixDegrees.com, launched in 1997. It allowed users to
create profiles and connect with friends—similar to modern social
networks.

Facebook’s Record Growth: Facebook reached 4 million users in just
10 months after launching in 2004. Today, it has ovex 3 billion monthly
active users—nearly half the world’s population!

Twitter’s First Tweet: The first-ever tweet,was posted by Twitter’s
co-founder Jack Dorsey on March 24520006, which read: ‘“just setting
up my twttr.”

YouTube’s Original Purpose: YouTube was initially designed as a
video-based dating site where'people could upload videos describing
their ideal partner. It later pivoted to asgeneral video-sharing platform.

Instagram’s Rapid Success: [nstagram was launched in 2010, and
within just 2 months, it gained 1/million users. Facebook acquired it in
2012 for $1gbillion—adeal many thought was overpriced at the time!

LinkedIn’s Age: LinkedIn is older than Facebook, YouTube, and
Twitter! Launched in 2003, it was one of the first platforms focused on
professional networking.

The TikTok Boom: TikTok became the fastest-growing social media
platform ever, reaching 1 billion users in just 5 years—a milestone
that took Facebook nearly 8 years to achieve!

Snapchat’s Disappearing Messages: The concept of “disappearing
messages” made Snapchat unique. Originally named “Picaboo,” the
app was rebranded as Snapchat in 2012.

WhatsApp’s Humble Beginnings: WhatsApp started as a status
update app before evolving into the world’s most popular messaging
platform, with over 2.5 billion users today.

Social Media and Sleep: Studies show that 60% of people check their

SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing



social media within 5 minutes of waking up! Social media addiction is
a growing global concern.

Fig 2.1.5 Example of an E-commerce Website

5. Portfolio Websites: Portfolio websites are ‘created to showcase your work,
skills, and personal brand and are usuallysereated to'supplement the resume. This
website helps to present your bestd#wvork to a professional. A portfolio website
is mainly based on creativity. Portfolio website'should combine aesthetics with
functionality to leave a lasting impression.

Brittany Chiang

Front End Endginees
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Fig 2.1.6 Example of a Portfolio Website

6. News Websites: News websites are platforms designed to deliver current events,
articles, and multimedia content to their audience. They cater to various topics
such as politics, technology, entertainment, sports, business, and more. A good
news website should be visually appealing, well-organized, and user-friendly to
keep readers engaged.
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7. NonProfit Websites: Nonprofit websi i raise awareness,
promote causes, and engage with({s ay a crucial role in
conveying the mission, attracting/donations, and providing information about
ongoing initiatives. Usually the nonprofit purpose of the website is displayed

i ites help in promoting upcoming events,
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Wildlife's invisible benefits
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Fig 2.1.8 Example of a Nonprofit website

8. Corporate Websites: A corporate website represents a business or organization,
providing information about its products, services, company history, leadership,
and contact details. These websites serve as the digital face of the company and
are often used for branding, customer engagement, and investor relations.

Example:Apple (www.apple.com)

Y o 4 SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing
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Apple’s website showcases its latest products, including iPhones, MacBooks, and
accessories. It also provides customer support, investor information, and details about
its sustainability efforts.

T 0 b - 1

and maintained by
a government entity to provide public serv cial information,

resources, and updates on governm

Example: Gov.in (www.india.gov.in)

The official website of the G ment of Ind ovides details on policies, schemes,
online services (such as passport appli s and tax filing), and public announce-
ments.
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Fig 2.1.10 Example of a Government Website

10. Educational Websites: An educational website is designed to offer learning
resources, academic programs, and institutional information. These sites can
belong to schools, universities, or e-learning platforms.
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Example: Harvard University (www.harvard.edu)

Harvard’s website provides information about its academic programs, faculty,
research, admissions, and online learning opportunities.

Computers

Fig 2.1.11 Example of an education, website

1.1.4 Basics of Web Design

Web Design refers to the creation and design of websites, with a primary focus on user
experience. Thus, we can say that webidesignisithe proeess of planning, conceptualizing,
and executing the creation of a website to ensure'itis visually appealing, functional, and
provides a seamless user experience.

Web Design involves,a wide, range of' elements, such as layout, colour scheme,
imagery, typography; and so on thatshelp communicate or facilitate action. More than
the virtual design, the usabilitynand utility of the website determine its success. The
main aim of web design is to identify the goals and objectives of the webpage and
improve accessibility for all potential users.

Design is a fundamental aspect of web design, encompassing principles of design,
such as balance, contrast, emphasis, rhythm, and unity and design elements like lines,
shapes, texture, colour, and direction. It is a creative process that plays a crucial role
in shaping a brand’s online presence and influencing its ranking. A well-designed
website enhances user engagement, builds credibility, and keeps visitors interested. By
combining aesthetics with functionality, a good website design ensures a seamless user
experience, making it easier to attract and retain an audience.

Web designing deals with working on every attribute of the website that people
interact with so that the website is user-friendly and informative. This allows users to
quickly find the information they need, and the website looks visually pleasing. The
basic elements of web design mainly include the following:

¢ Layout

m SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing

—oC—~
i~

2

"ot oo

SREENARAYANAGURU
OPEN UNIVERSITY



Navigation

Typography

Images

S 0 O

Visual elements

1. Layout

A website layout is the arrangement of all visual elements on a web page. User
experience can be improved by effectively positioning the elements. A website layout
is the blueprint that shapes the visual presentation of content on a webpage. A well-
structured layout ensures that text, images, videos, and other elements are arranged in
a way that:

¢ Effectively communicates information to users.
¢ Enhances readability and navigation for an ideal experience.
¢ Maintains an eye-catching and engaging appearance to attract visitors.

By balancing functionality with aesthetics, a good,web design layout improves
user experience and ensures content is presentediin,a cleary visually appealing manner.
Different layout styles, such as grid-based, asymmetri¢yor modular, offer unique visual
structures to accommodate various design needs and user preferences. Choosing the
right layout enhances both functionality ‘and user engagement. As a key component
of web design, a website layout determines how elements are visually arranged and
perceived by visitors. It influences the order of eontent consumption by guiding users
through the site efficiently. It highlights which elements attract the most attention by
ensuring that key messages stand out, guiding users to the most important content first.
A well-structured layeut'directs users’ foéus to the most important elements first and
then leads them naturally through the rest of the content. It also enhances usability,
supports engaginglinteraetions, and keeps the design aligned with modern web trends.

2. Navigation

Navigation elements are a significant part of web design. They help users find what
they need quickly and efficiently. These elements include buttons, menus, links, and
breadcrumbs, which enhance usability and improve the overall user experience. Easy-
to-use website navigation can help users access the information they want as fast as
possible and thereby generate a positive user experience.
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Fig 2.1.12 Example of breadcrumbs
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“Menu” is the basis of website navigation, which helps users find the most important
sections of a site quickly and efficiently. The structure of menu and the links they include
are key to guiding users through a site in an organised and logical way.

Business websites commonly include links such as:

i.  Home: This is usually the first point of contact for visitors. The Home link
brings users back to the main page, which often acts as a hub with essential
information, like company values or highlights of services and products.

ii. About Us: This page provides background information about the business,
its history, mission, and values. It’s key for establishing trust and building a
connection with the audience. It might also include key team members or a
statement about the company’s approach or philosophy.

iii. Services and Products: This is usually one of the most important sections, as
it showcases what the business is offering. For services, this might break down
offerings into categories or specific packages. For groducts, it could feature a
catalogue or store layout.

iv. Pricing: Having a dedicated pricing pagelis helpful for transparency and
assisting users in making informed decisions.

v.  Testimonials: Social proof can be exfremely persuasiver A testimonials page or
section helps build credibility and grust by showeasing customer feedback, case
studies, or success stories. It can also help visitors feel more confident in your
services or products.

vi. Blog: A blog is a great tool for sharing valuable content, updates, news, and
thought leadership. A blog se€tion can drive traffic through (Search Engine
Optimisation) SEO, provide informative resources, and keep users engaged
with fresh content.

vii. Contact Us: Thisds oftemone of the most visited pages because it provides the
means for users to get in touch with the business. Whether through a contact
form, email, phone number, or physical address, this page should be easy to
access and user-friendly.

Proper navigation ensures the following
¢ Easy access to information — guiding users through the website effortlessly.
¢ Improved user engagement — keeping visitors on the site longer.

0 Better organisation — structuring content for seamless browsing.

Effective website navigation is essential for ensuring a positive user experience. It
also plays a crucial role in search engine optimisation, as search engines like Google
prioritise sites with clear and intuitive navigation, which can lead to better rankings
and increased traffic. Good navigation helps visitors easily find the information they’re
looking for. By adhering to best practices in navigation, websites can offer a smoother,
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more enjoyable user experience, making it a key element of any successful web
strategy.

3. Typography

Typography is a fundamental aspect of web design that focuses on making text not
only readable but also visually appealing and engaging. It plays a significant role in
shaping the overall design and user experience of a website. A well-chosen typography
enhances the aesthetic of a site while ensuring that the text is easy to read and understand.
It can guide users’ attention, establish hierarchy, and create a sense of flow throughout
the content. Effective typography not only improves readability but also helps convey
the tone and personality of the brand, leaving a memorable impression on visitors.
When done right, typography can elevate a website’s design, making it both beautiful
and functional while providing the best experience for users.

Typography in web design involves the thoughtful use of fonts, spacing, and text
layout to enhance a website’s visual appeal and readability. It plays a crucial role in
effectively communicating information, creating an engaging user experience, and
helping to define a brand’s identity.

Typography is essential in web design for three key reasons: readability, hierarchy,
and branding. Choosing clear, legible fontssensures better comprehension, while
strategic text arrangements guide the user’s'focus and reflect the site’s personality.

As a fundamental principle of greatiweb design, typography goes beyond just
selecting typefaces (Typefaces refer.to a speeific desigh style of lettering that includes
variations like weight, i.e. boldr Tight, width, ilef’condensed or expanded, and slant,
i.e. italic or regular. It’s the overall look and feel of a set of characters, numbers, and
symbols designed to work together harmoniously) or arrange letters creatively. It’s an
art form that combinesgskill and,craftsmanship to ensure that all text on a website is
clear, readable, and€asily understandable for users.

4. Images

Images play a significant xole in web design by visually conveying information that
may be difficult to explain with text alone. When used effectively, images enhance the
user interface, making it easier for users to understand content quickly. However, if not
optimised properly, images can impact a webpage’s performance, potentially slowing
down load times. When well-optimised images are used, they will be helpful for website
SEO, and using engaging images will make users spend more time on the website.

Images help you to create brand identity by using interesting icons and logos for your
website. Images can also serve as visual cues to guide users through a website’s content.
They can act as navigation elements, like icons or buttons that help users easily find
what they’re looking for or encourage them to take specific actions, such as clicking,
signing up, or exploring further. High-quality foreground and background images can
create a professional and polished look that reassures users. On the other hand, lacking
images or using low-quality visuals can make a site appear untrustworthy or outdated,
leading visitors to question its authenticity or lose interest altogether. Quality imagery

helps to engage users and keeps them visually invested in the content. m
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5. Visual Elements

Visual elements in design are the fundamental components that form the basis of any
visual creation, from websites and apps to posters and logos. These elements include
lines, which guide the viewer’s eye, create shapes, and convey movement - shapes,
which can be geometric or organic and define areas with edges - colours, which set
the mood, attract attention, and communicate messages- fextures, which provide a
tactile visual feel and add depth- typography, which involves selecting fonts, sizes,
and arrangements to enhance readability and appeal - space, or whitespace, which cre-
ates balance and reduces clutter and images, including photos, illustrations, and icons,
which complement text and add visual interest. Together, these elements work to create
cohesive, engaging, and effective designs.

Visual elements can express the meaning, purpose, or goal of the website in a clear
and concise way. It helps to enhance and improve the user experience of the website.
Visual elements play a key role in making a website more user-friendly, accessible,
and responsive by offering visual cues, symbols, and representations that guide users
through the site. Additionally, visual elements are effective in capturing and maintain-
ing users’ attention, sparking curiosity or interest, which encourages them to explore
the site further.

1.1.5 Techniques to Improve Website Speed

Slow site speed can lead to poos,search engine rafikings, reduced site traffic, and
a negative user experience. Website speed, or pétformance, refers to how quickly a
browser loads fully functional'webpages from a site. Sites that perform poorly and load
slowly are likely to drive users away. On the other hand, websites that load quickly not
only tend to attract merestraffic but also experience higher conversion rates, as users
are more likely to sty and engage with the content. Numerous studies have shown that
site speed directly impactsi€€onversion rates—the rate at which users complete a desired
action. Fast-loading sites not only keep users engaged for longer periods but also see
higher conversion rates compated to slower sites. Users are more likely to take action,
whether it’s making a purehase, signing up, or filling out a form, on websites that load
quickly.

Now, let’s look at the various techniques that can help improve website speed .

1. Optimise Images

Large images slow down a website significantly, so optimizing them is crucial.
Using compressed formats like WebP, JPEG 2000, or AVIF can drastically reduce file
size without losing quality. Tools like TinyPNG, ImageOptim, and Squoosh help in
reducing image weight while maintaining clarity. Additionally, using responsive images
that adjust based on the user’s screen size prevents unnecessary loading of large images.
For instance, an e-commerce site like Amazon uses compressed product images with
lazy loading to ensure smooth browsing.
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2. Enable Browser Caching

When a visitor accesses a website, the browser downloads various files (HTML,
CSS, JavaScript, images) to display the content. By enabling browser caching, these
static files are stored in the visitor’s browser, so they don’t have to be downloaded again
on repeat visits. This reduces server requests and speeds up the experience. Websites
like Google leverage caching techniques to improve performance, allowing frequent
visitors to load pages almost instantly.

3. Minify CSS, JavaScript, and HTML

Minification removes unnecessary characters, white spaces, and comments from
code files, making them lighter and quicker to load. Tools like UglifyJS for JavaScript,
CSSNano for CSS, and HTMLMinifier for HTML streamline these files for better
efficiency. For example, Facebook minifies its CSS and JavaScript to enhance the speed
of its platform, ensuring seamless scrolling and interaction.

4. Reduce HTTP Requests

Every element on a webpage—such as images, stylesheets, and scripts—requires an
HTTP request, increasing load time. Reducing the aumber of theseirequests enhances
website speed. A method to achieve this is combining, multiple/ CSS or JavaScript
files into one to lower the number of server calls. Additionally, €SS sprites can merge
multiple small images into a single file, rgducing requests. For example, X (formerly
Twitter) uses sprite images for icons and buttons, significantly improving performance.

5. Use a Content Delivery Network (CDN)

A Content Delivery Network (CDN) distributes website data across multiple servers
worldwide, ensuring that users access«ontent from the nearest server rather than from
a single location. This reduces latency and enhances page speed. Popular CDNs like
Cloudflare, Akamaigand " AWS CleudEront help websites handle large traffic loads
efficiently. A real-world example is Netflix, which relies on a CDN to stream videos
quickly to users acrossdifferent geographical locations.

6. Optimize Server Response Time

A slow server response time can negatively impact website performance. Upgrading
to a faster hosting plan, using dedicated servers or cloud hosting, and implementing
load balancing can optimise speed. Additionally, reducing the number of database
queries by indexing frequently accessed data improves response time. Google Search
achieves near-instant responses by using advanced caching techniques and optimised
database queries.

7. Enable GZIP Compression

GZIP compression reduces the size of files before they are sent to the browser,
significantly lowering bandwidth usage and improving speed. When a user requests
a page, the server compresses HTML, CSS, and JavaScript files before sending them,
allowing for quicker loading. Many websites, including Yahoo, use GZIP compression
to ensure content is delivered efficiently.
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8. Implement Lazy Loading

Lazy loading prevents unnecessary images and videos from loading until they are
needed. Instead of loading all elements at once, content loads dynamically as the user
scrolls. This technique is particularly useful for media-heavy websites such as YouTube,
where videos are loaded only when users scroll to them, reducing initial load time.

9. Optimize CSS and JavaScript Delivery

CSS and JavaScript files should be loaded efficiently to prevent blocking the rendering
of a webpage. Moving CSS to the head of the document ensures quick styling, while
JavaScript should be placed at the bottom or loaded asynchronously. Using attributes
like defer and async helps load JavaScript files only when necessary. Websites like
Amazon load JavaScript asynchronously to ensure essential elements appear first,
improving user experience.

10. Use Faster Web Hosting

The choice of hosting affects website speed significantly. Shared hosting may slow
down performance due to multiple websites sharing resources. Opting for dedicated
servers, VPS (Virtual Private Server), or cloud hosting ean improve speed and stability.
For example, Shopify, a major e-commerce platform, uses scalable cloud hosting to
handle millions of daily transactions without delays.

11. Reduce Redirects

Too many redirects increase themiifiiber of HI TP requests, slowing down a site. Each
redirect forces the browser togequest a mew URL, adding extra load time. Reducing
unnecessary 301 and 302 redirects can@ignificantly improve speed. For example, BBC
News optimizes its site by minimizing redirects, ensuring quick content delivery, even
during peak traffic.

12. Enable HTTP/2 or HTTP/3

HTTP/2 and HTTP/3 allow browsers to request multiple resources at the same
time, reducing the wait tiié compared to the traditional HTTP/1.1, which loads files
sequentially. Websites like Facebook have adopted HTTP/2 to boost performance and
provide a faster browsing experience.

13. Implement Database Optimization

Websites that rely on databases, such as content management systems (CMS) like
WordPress, can slow down if the database is inefficient. Indexing frequently queried
data, optimising tables, and using caching mechanisms like Redis or Memcached
help improve performance. Wikipedia, which hosts millions of articles, optimises its
database for rapid searches and page loads.

14. Reduce External Scripts

External scripts like ads, tracking pixels, and third-party widgets can slow down a
ﬁ. Limiting their use or ensuring they load asynchronously can prevent delays.
o
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For example, news websites like The Guardian optimise performance by reducing
unnecessary ad scripts and loading critical content first.

15. Monitor and Test Website Performance

Regularly monitoring website speed helps identify areas for improvement. Tools
like:

¢ Google Page Speed Insights (provides speed optimisation suggestions),
¢ GTmetrix (analyses performance metrics),
¢ Pingdom (monitors load times globally).

For example, eBay continuously tests its website speed to enhance the user experi-
ence, ensuring quick page loads for buyers and sellers.

By implementing these optimization techniques, businesses and organizations can
significantly enhance their website speed, leading to improved user experience, SEO
rankings, and conversion rates. Prioritising efficient coding, caching, and server man-
agement ensures websites remain fast and responsive, even underihigh-traffic condi-
tions.

1.1.6 Website Tools for Speed Improvement

Website speed optimisation is critical for user experience, search engine rankings,
and overall website performance.Various tools are available to analyse, monitor, and
enhance a website’s speed. Below are seme of the most effective tools, categorised
based on their functionality.

1. Google PageSpeedidnsights

Google PageSpéed Insightsuis a widely used tool that analyzes a website’s perfor-
mance on both mobilesand desktop devices. It provides a score based on various fac-
tors like image optimisation, untised JavaScript, and caching. Additionally, it highlights
problem areas and suggestssspecific improvements.
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For example, an e-commerce site experiencing slow checkout pages can use this tool
to detect unnecessary scripts causing delays and make optimizations accordingly.

2. GTmetrix

GT metrix is another powerful website speed-testing tool that provides an in-depth
analysis of loading times, waterfall breakdowns, and performance scores. It allows
testing from multiple global locations and offers recommendations such as minimizing
HTTP requests and enabling compression. Businesses that serve international customers
can use GTmetrix to identify regional slowdowns and take action by implementing
Content Delivery Networks (CDNs).

Test your website speed
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Fig 2.1.14 Website of GTmetrix

3. Pingdom Website Speed Test

Pingdom is a tool designed for monitoring website speed over time. It provides
detailed reports on load time, performance grades, and areas that need improvement.
One of its major advantages is its ability to test from various locations worldwide. Web-
site owners can use Pingdom to monitor speed fluctuations during peak traffic hours
and optimize accordingly to ensure a smooth user experience.
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Fig 2.1.15 Website of Pingdom

Lighthouse (Google Chrome DevTools)

Lighthouse is an open-source performance auditingitool integrated into Google

Chrome’s Developer Tools. It evaluates website speed, aceessibility, SEO, and best
practices. By generating a detailed report, Lighthouse helps developers identify
slow-loading elements and suggests improvements like lazy loading and server-side
optimizations. For instance, an educational,website offering online courses can use

Lighthouse to enhance page speed by prioritizingserifical content loading.
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Fig 2.1.16 Website of Lighthouse

WebPageTest

Web Page Test is an advanced speed testing tool that allows users to run tests from

different locations, browsers, and network conditions. It provides a detailed waterfall
breakdown of how elements load, helping developers pinpoint bottlenecks. This tool is

particularly useful for websites catering to a global audience, as it ensures fast per
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mance across different regions.
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Fig 2.1.17 Website of WebPage Test

6. Cloudflare (CDN & Website Optimization)

Cloudflare is one of the most widely used Content Delivery Networks (CDN)
that accelerates website performance by distributing content across multiple servers
worldwide. It helps reduce latency and prévents ovetload by serving users from the
nearest server location. Additionally, Cloudflare offers features like automatic image
optimization and script minification, making it an essential tool for improving website

speed. Major brands and news pertals use €loudflafe to handle heavy traffic loads
efficiently.
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Fig 2.1.18 Website of Clousftare
7. WP Rocket (For WordPress Caching)

WP Rocket is a premium caching plugin for WordPress that significantly improves
website speed by enabling page caching, GZIP compression, lazy loading, and database
optimization. By reducing the number of HTTP requests and optimizing file delivery,
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WP Rocket ensures faster loading times. It is ideal for bloggers, e-commerce store
owners, and corporate websites running on WordPress.

Speed Up

Your Website, Instanthy

Fig 2.1.19 Website of WP Rocket
8. Kraken.io (Image Optimization)

Kraken.io is a highly effective image compression toolthat reduces image sizes
without compromising quality. Large images often slow, down websites, but Kraken.io
optimizes them efficiently to maintain high-quality visuals while ensuring quick page
loads. For instance, photography websites and travel blogs benefit from Kraken.io by
optimizing their heavy image galleries.
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Fig 2.1.20 Website of Kraken.io
9. LazyLoad by WP Rocket

LazyLoad is a tool that delays the loading of images and videos until they are needed,
significantly improving initial page load speed. Instead of loading all media elements
simultaneously, LazyLoad ensures that content is only fetched when the user scrolls to
it. This is particularly useful for websites with extensive media content, such as news

portals and real estate listings.
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Fig 2.1.21 Website of LazyLoad

10. Perfmatters (Performance Optimization for'WordPress)

Perfmatters is a lightweight plugin designedite, improve WotdPress performance
by disabling unnecessary features, reducing'database requests, and deferring JavaScript
execution. It helps in optimizing First Contentful Paint (FCP) and Time to Interactive
(TTI) metrics, making websites faster and more responsive.
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Lightweight WordPress performance plugin.

Fig 2.1.22 Website of Perfmatters

11. NitroPack (Complete Website Speed Optimization)

NitroPack is an all-in-one performance optimization tool that combines caching,
CDN integration, image optimization, and automatic minification. Unlike traditional
caching plugins, NitroPack automatically applies the best settings for improved website
speed without requiring manual configurations. It is widely used by business websites
and online marketplaces to enhance user experience.
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Fig 2.1.23 Website of NitroPack

12. Redis & Memcached (Database Optimization Tools)

Redis and Memcached are database caching tools that optimize website speed by
storing frequently accessed data in memoryThis reduces themeed for repeated database
queries, significantly improving load times for dynamic websites like e-commerce
platforms and social media sites. Businesses handling a high volume of transactions
can benefit from these tools to prevent slowdowns during peak traffic periods.
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Fig 2.1.24 Redis & Memcached

13. Testing and Monitoring Website Performance

Regularly testing and monitoring website performance ensures that optimization
efforts remain effective. Using tools like Google PageSpeed Insights, GTmetrix,
Pingdom, and WebPageTest, website owners can track loading times, identify
bottlenecks, and implement necessary improvements. Additionally, adopting HTTP/i% ;
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or HTTP/3 ensures that multiple resources load simultaneously, further enhancing
website speed.

Website speed optimization is essential for better user experience, higher search
engine rankings, and increased conversion rates. By leveraging tools such as Google
PageSpeed Insights, Cloudflare, WP Rocket, Kraken.io, and Redis, businesses and
website owners can significantly enhance their site’s speed. Whether it’s an e-commerce
store, corporate website, educational portal, or blog, these tools provide the necessary
features to maintain fast-loading web pages and improve overall website performance.

1.1.6 Web-Design Platforms

If you want your business to be found online, having a website is essential. However,
many small businesses lack the budget to hire a professional developer. This is where
free website builders come in—they allow you to create a website at no cost. With these
tools, you don’t need to know anything about CSS or HTML, as the platforms handle
all the technical work. Additionally, thanks to Al advancements, building a website has
become faster and easier than ever before.

Some of the website design platforms are as follows:
1. Google Sites

Google Sites is a web-based platform that enables you to create websites for free.
While it’s a basic website builder, it provides enough features to host a blog, portfolio,
or even educational content. Youscafi'build‘and hostd@ Google Site for free with your
Google account. However, if you wish tofuse a custom domain, there will be an addi-
tional cost.
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Fig 2.1.25 Website of Google Sites
2. Yola

Yola lives up to its reputation as a hassle-free website builder. The setup process
mou through selecting the type of website you want—whether personal, business,
o7
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store, or community—and then provides an automated Al builder or a range of DIY
templates. The great part is that you can easily change the template later without losing
any of the content you have already created.

Create a professional, free

website in minutes
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Fig 2.1.26 Website of Yola

3. Wix

Wix is one of the most popular drag-and-drop website builders available. If you are
looking to create a simple website with a few. features without getting overwhelmed by
choices, Wix is a great option.
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Fig 2.1.27 Website of Wix
4. HubSpot

HubSpot is a well-known business software platform for marketing, sales, and ser-
vice teams, and its free website builder follows that same high standard. One standout
feature is the step-by-step guide that walks you through the website creation process,

complete with a progress bar showing how far along you are. This makes the whm
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experience more organized and easy to follow.
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Fig 2.1.28 Website of HubSpot
5. Webflow

After creating an account, Webflow prompts_you to specify your role (such as mar-
keter, website builder, etc.) and whether yot have experienceswith CSS/HTML. This
approach is designed to tailor the platforin to suit users of all skill levels. Webflow,
which also serves as a strong alternative tQ WordPress, offers the ability to enhance site
functionality through integrations and widgets. These(tools allow for targeting, spam
prevention, customer engagemefit, CRM management, and much more. While it’s not
the most user-friendly platform, Webflow 18, incredibly powerful, especially consider-
ing it’s a free site builder.
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Fig 2.1.29 Website of Webﬁow

6. Webnode

Webnode is a user-friendly website builder that now comes with built-in AI. The
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design process is straightforward. You choose from three options—website, online
store, or blog and then decide how you want to create your website with Al help or a
template.
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Fig 2.1.30 Website of Webnode

It’s easy to get caught up in the visible aspeetsiof web design. Eye-catching images,
engaging videos, sleek animations, and strofig brandingare all'erucial. However, there’s
something even more important that often/gets overlooked. The platform on which your
website is built offers far more than just a'login page for making changes. It can play a
significant role in helping your sitesrank higher in search results, ensure that your site
doesn’t unexpectedly go offling] and ensuze it remains accessible and functional across
all devices and locations. While great web design is important, ensuring that people can
easily access and find your website is even/more crucial. The good news is that today,
there are a variety of platférmstoichoosedrom, and with careful consideration of your
unique needs, you will be able to findthe perfect one for your website.

Exercise for Learners: Designing a Personal Portfolio Website Using Free Web
Design Platforms

Objective

This exercise will help students understand the fundamentals of web design, includ-
ing layout, navigation, responsiveness, and user experience (UX). They will use free
web design platforms like Wix, WordPress, or Google Sites to build a simple per-
sonal portfolio website.

Scenario

Imagine you are a freelance professional (designer, writer, developer, or marketer)
who needs an online presence to showcase your work. Your task is to create a personal
portfolio website using a free web design platform.
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Steps to Follow

1. Choose a Free Web Design Platform

¢ Wix (www.wix.com)

0 WordPress (www.wordpress.com)

¢ Google Sites (sites.google.com)

2. Define Website Purpose & Structure
¢ Home Page: Introduce yourself with a short bio and an eye-catching image.

¢ About Page: Provide detailed information about your skills, background, and
experience.

¢ Portfolio Page: Display samples of your work (images, videos, or case studies).

¢ Contact Page: Include a form, email, or social medialinks for easy communi-
cation.

3. Select a Template & Customize
0 Choose a pre-designed template that aligns with your prefession.
¢ Modify fonts, colors, and layout tg personalize your website.
¢ Add alogo and relevant high-qualitysimages.
4. Focus on User Experience (UX)
¢ Ensure easy navigation (clear menuand links).
0 Use consistent color themesiandfonts.
0 Optimize for,mobile-friendliness.
5. Publish & Share
0 Review the final website for errors.
¢ Publish the website and share the link with peers for feedback.
Assessment Criteria
¢ Creativity: Unique and professional design.
0 Functionality: Working links, images, and contact form.
¢ User Experience: Easy navigation and readability.
0

Mobile Responsiveness: Proper layout on different devices.
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Recap

¢ A website can be defined as a space on the internet where you can share
information about your business, topics that interest you, or even about
yourself.

¢ A website comprises of a collection of web pages and its related content
identified by a common domain name and published on one or more web
Servers.

L 0 A domain name is the site address that you enter in your browser to reach a
particular page.

¢ When a website is used to share personal information, it is known as Personal
Website.

¢ A blog is an online platform or website where individuals, businesses or
organisations frequently publish written contentgknown as posts, on various
topics.

¢ Myntra, Flipkart, Olx and Amazon afe, some of the examples of an
e-commerce website.

¢ Social media websites helps people to create content, share information and
connect with each other.

¢ Portfolio websites are created toyshow case'your work, skills, and personal
brand.

¢ A good news website should be, visually appealing, well-organized, and
user-friendly to keep readers engaged.

¢ Web Design involvesawidefange of elements such as layout, color scheme,
imagerny, typography,and so on which helps to communicate or facilitates
action.

¢ A website layout.s$ the arrangement of all visual elements on a web page.

¢ “Menu” is the basis of website navigation, which helps users find the most
important sections of a site quickly and efficiently.

¢ Typography is a fundamental aspect of web design that focuses on making
text not only readable but also visually appealing and engaging.

¢ Images help you to create brand identity by using interesting icons and logos
for your website.

¢ Reducing the number of HTTP requests is essential for improving website
loading times.

¢ Google Sites is a web-based platform that enables you to create websites
for free.
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Objective Questions

Mention any two website design platforms.

Mention any two tools for measuring website speed.

Briefly explain any one technique which helps in website speed improvement.
What are the various components of visual elements in a web design?
What is the significance of images in web design?

What do you mean by Typefaces?

Why Typography is essential in web design?

Why proper navigation is important in web design?

What are the various elements of navigation?

10. What is layout in web design?

Answers

1.  Google Sites , Yola

2. GTmetrix, Google PageSpeed Insights

3. Compressing imagesfwithout sacrificing quality helps to reduce load times.
Tools like TinyPNG or Kraken.ie, can help you achieve this compression
effectively.

4. Lines, shapes, colours, textutes, typography, space, images.

5. When wellkoeptimisedjimages are used it will be helpful for website SEO and
using engaging images will make users spend more time on the website.

6. Typefaces refer to a specific design style of lettering that includes variations
like weight i.e. bold or light, width i.e. condensed or expanded, and slant i.e.
italic or regular.

7. Typography is essential in web design for three key reasons: readability,
hierarchy, and branding.

8. Better organisation, Improved user engagement, Easy access to information

9. Buttons, menus, links, and breadcrumbs

10. A website layout is the arrangement of all visual elements on a web page.
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Self-Assessment Questions
1.  What is Digital Marketing? Explain its relevance.

2. What is a website? What is its significance?

3. What are the different types of Websites?

— 4. How is a blog different from a personal website?

5. Explain about the basics of web design.
6. What is the importance of typography in web design?

7. Briefly explain about some of the commonly included links in business
websites.

8. What is the significance of proper navigation in'web design?
9. Briefly explain about the components of yisual elements.
10. What are the various techniques for improving website/speed?

11. What are the various tools for measuring website speed?

Assignments

1.  What are the key elements of web design? Discuss how colours, fonts, an
images contribute t0 a website’s/visual appeal and user experience. Why is
it importantitothave a elean and organized design for a website?

2. What is websitesSpeed, and why is it important for users? Name two tools
that can“help improye website speed. Also, briefly describe one website
building platformgou are familiar with (e.g., Webnode, Wix, or Google
Sites) and explain its basic features.

3. Identify and describe three different types of websites (e.g., personal, e
commerce, and news websites). For each type, explain the main purpose
and any key features it should have.

4. What is a homepage in the context of a website? Why is it considered
important in providing a first impression to visitors?
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Unit Website Analysis

2

Learning Outcomes ‘

After completing this unit, the learner will be able to :

0 comprehend the different tools for Website Analysis

¢ gain insight into the concepts of Competitor analysis, Keyword research and
analysis, Localized keyword research

¢ learn the different types of keywords

¢ familiarize the different tools used for keyword research

Prerequisite

Lena is a nano entrepreneur and runs a smMery i abusy town neighbourhood
in Kochi. Known for her handcrafted ¢akes and pastries, her loyal local customer
base often praised the taste and presentation. Encouraged by the response, Lena
decided to create an online presence to expand her'reach. She launched a website
. showcasing her menu, daily spéetals, and online.erdering options. At first, everything
looked promising, but soonshe noticed aslowdown and visitors were not converting

into customers, and her online orders barely increased.

Curious about what was ‘going wrong, Lena decided to analyze her website’s
performance. Léna begins. by analyzing her website’s speed, knowing that slow-
loading pages can tutnfpotential customers away before they even see her menu. She
uses Google PageSpeed Insights, which rates her site’s performance. It points out
that large images and yide@s are causing delays. The tool recommends compressing
media files and enabling browser caching to boost loading times. Realizing that
faster websites lead to better user experiences, Lena quickly implements the changes
to keep her visitors engaged. To better understand how visitors interact with her site,
Lena sets up Google Analytics, which helps her track user behaviour, popular pages,
bounce rates, and where her traffic is coming from insights that guide her future
improvements and marketing efforts. Next, she used GTmetrix, which gave deeper
insights into scripts and elements affecting performance.

Realizing that many customers were visiting from mobile devices, Lena tested her
website with Google’s Mobile-Friendly Test. The test showed poor button placements
and text overlapping on smaller screens. She redesigned a more responsive layout,
ensuring smooth mobile navigation. Then came the question of discoverability of
the website. Lena used Google Keyword Planner to identify relevant keywords like
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“fresh cakes in Kochi” and “custom birthday cakes near me.” She also decided to
use different types of keywords such as short-tail for general reach and long-tail for
more specific searches like “eggless chocolate cake for same-day delivery.”

To get ahead of nearby competitors, Lena performed a competitor analysis using
tools like SEMrush and Ubersuggest, which helped her discover what keywords
rival bakeries ranked for, their content strategies, and backlink sources. She noted
that one bakery was using blog content with baking tips, so she added her own blog
with decorating ideas and recipes. Lena also did a localized keyword analysis to
boost her visibility in local searches.

With all these improvements such as speed optimization, mobile design, keyword
targeting, and content enhancements, Lena started seeing real results. Her traffic
grew steadily, and online orders became more frequent. Like a routine check-up for
her physical store, Lena now understood the importance of regularly analyzing and
improving her website to ensure a smooth experience for her visitors and to stay
ahead in the competitive bakery scene.

This story highlights the importance of regular website analysis, speed
optimization, competitor research, and localized'keyword strategy in helping small
businesses grow their online presence and improve eustomer engagement. Now that
you have seen how Lena improved her bakery’syonlingypresence through website
analysis, imagine giving your own website the same level of care. In this unit,
you will learn more about the website analysis tools, techniques for improving the
website speed, competitor research, localized keyword strategy and so on.

Keywords J

Website Analysisg€ompetitor analysis, Keyword research and analysis, Localize
keyword research,

Discussion ‘

In today’s digital landscape, a comprehensive understanding of website analysis,
competitor research, and keyword optimization is essential for businesses looking to
succeed online. These processes are interdependent, as they provide critical insights
into how a website performs, how competitors engage their audiences, and what

— keywords drive organic traffic. By regularly analysing a website’s performance,
businesses can enhance user experience, reduce bounce rates, and improve SEO
rankings. Competitor research allows companies to stay ahead of industry trends
and identify opportunities for differentiation, while keyword research ensures
that content is aligned with user search intent. Together, these strategies empower
businesses to optimize their digital presence, increase visibility, and ultimately
achieve their marketing objectives.
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2.2.1 Website Analysis Tools

Website analysis is an essential process that helps ensure your website is functioning
optimally. Imagine it as a health check-up for your website, where you evaluate its
overall performance, design, content, and user experience. Just like how a doctor
checks for any potential issues during a check-up, a website analysis identifies areas
that may be slowing down the site, making it hard to navigate, or failing to engage users
effectively.

By conducting a website analysis, you can understand how well your site is serving
its purpose, whether it’s for selling products, providing information, or connecting with
users. It helps you identify problems, such as slow loading times, broken links, poor
navigation, or outdated content and provides insights on how to fix them. Ultimately,
this process ensures that your website remains efficient, user-friendly, and aligned with
the needs of your audience, helping you achieve your online goals more effectively.

Website analysis is a significant step in maintaining and improving your online
presence. Just like a doctor conducts regular check-ups to monitor your health,
website analysis allows you to assess the “health” of your site,)lt involves reviewing
various elements, such as site speed, mobile responsiveness, SEO performance, design
aesthetics, and user navigation, to identify any potentiakissues that could be affecting
the user experience or hindering site performance.

For instance, slow loading times can cause frustration for visitors, leading them
to abandon the site before it even loads! If your website isn’t mobile-friendly, it can
alienate a large portion of your_audience who access the web from smartphones or
tablets. Similarly, if the navigation is cluttered or'eonfusing, users may struggle to find
what they’re looking for, which cana@esultyin high bounce rates. A website analysis
pinpoints these issues and provides actionable insights to enhance its performance.

Website analysisftools are essentialifor evaluating and improving the performance,
usability, and overall effectiveness of a website. These tools help you understand how
well your site is functioning and identify areas that need improvement, such as speed,
user experience, SEO, and mofe. Below are some popular website analysis tools:

1. Google Analytics

Google Analytics is a powerful and widely used tool for tracking website traffic
and user behavior. It provides insights into user demographics, traffic sources, popular
content, conversion rates, and much more. It helps website owners understand their
audience and make data-driven decisions to improve the site.

2. Google PageSpeed Insights

Google PageSpeed Insights evaluates the speed and performance of a website,
providing a score based on how quickly the page loads on both desktop and mobile
devices. It also offers suggestions for improving load times, such as image optimization,
script minification, and better server response times. Access https://pagespeed.web.dev/
for practice.
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Fig 2.2.1 Website of Google PageSpeed Insights

3. GTmetrix

GTmetrix is a popular web analytics tool designed to help website owners and
developers analyze the performance of their websites, particularly in terms of speed. It
provides valuable insights into how quickly your website loads, what might be slowing
it down, and offers actionable recommendationste,improve. its peeformance. GTmetrix
is widely used for optimizing websites to gnsure a better user experience and higher
search engine rankings. Access https://gtmetrix.com/ forpractice.
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Fig 2.2.2 Website of GTmetrix

4. Pingdom

Pingdom is another popular tool that helps analyze website speed and performance.
It provides a detailed breakdown of how long each element of your website takes to
load, helping you pinpoint any bottlenecks. It also offers uptime monitoring, so you can
track how often your site experiences downtime. Access https://tools.pingdom.com/ for
practice.
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Fig 2.2.3 Website of Pingdom

5. SEMrush

SEMrush is an all-in-one SEO tool that helps analyze various aspects of a website,
including on-page SEO, backlink profiles, keyword rankings, and'more. It also offers
website audit features that can detect technieal issues, affecting.the site’s performance
and search engine rankings. Access https://www.semrush.com/ for practice.
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Get measurable results
from online marketing

Fig 2.2.4 Website of SEMrush

6. WebPageTest

WebPageTest allows you to test your website’s speed from different locations around
the world. It provides a detailed report on how your website performs in real-world
conditions, showing metrics like load time, time to first byte, and visual performance.

A website analysis helps ensure that the content on your site is relevant, up-to-date,
and optimized for search engines, improving visibility and helping you reach a wider
audience. By examining SEO performance, the analysis can identify opportunities
for keyword optimization, Meta tag improvements, and enhancing internal linking.
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Incorporating tools like Google Analytics, GTmetrix, and Google PageSpeed
Insights into your website analysis allows for a deeper understanding of user behaviour,
performance metrics, and specific areas that need improvement. By regularly performing
website analysis, you ensure that your website stays relevant, efficient, and continues to
provide a seamless experience for your visitors, ultimately contributing to greater user
engagement, increased conversions, and improved business outcomes. Access https://
www.webpagetest.org/?gclid=A for practice.

Fl B ke Tl . 0O @

introducing Carbon Control = el 4

Maw in WabPageTast] Messure YL« 8ie's arasn Monprint and = M B L
rurl No-Cede Expormments b ind ways woimproye, TR

Fig 2.2.5 Websit¢ of WebPageTest

1.2.2 Competitor Researchwvand €0mpetitor Analysis

Competitor research and analysis is@ vital process for any business or individual
looking to succeed in a competitive market, especially in the digital world. It involves
studying your competitors to understand heir strengths, weaknesses, strategies, and
performance. This ptocess helps youtidentify opportunities, refine your strategies, and
stay ahead of the competition.

Competitor research focusses on gathering information about the websites of
competing businesses, ineluding their content, keywords, traffic sources, design, and
marketing techniques. It involves identifying which websites rank well for your target
keywords, understanding the type of content or products they promote, and observing
their pricing strategies, design trends, and customer engagement methods. The goal
is to find out what attracts visitors to their sites and how they retain them. Competitor
research helps businesses uncover trends, spot gaps in content, and discover new
keyword opportunities. It is a foundational step in shaping a more effective digital
presence and staying competitive in online search and user engagement.

Competitor analysis involves evaluating how the websites of competitors of a
business firm perform in terms of design, functionality, Search Engine Optimization
(SEO), user experience, and content strategy. It involves comparing the website of a
business firm as compared to its competitors in the same industry with the intention of
identifying areas where the business firm may get outperformed by its competitors. For
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example, faster page loading speed, more engaging content, or better keyword targeting.
This analysis helps a business firm to understand how well its website is positioned in
the market and also guides improvements in order to increase visibility, traffic, and
conversions. By studying what works well for others, businesses can enhance their own
website strategy.

1.2.2.1 Why is Competitor Research and Analysis Important?

1.

Identifying Market Trends: By examining your competitors, you can spot
current trends in your industry. This gives you insights into what’s working for
others and helps you align your own strategies with these trends, ensuring you
are not left behind.

Understanding Your Audience: Analysing your competitors’ websites and
online presence helps you understand what resonates with their audience. By
looking at the content they produce, their social media interactions, and how
they engage with their customers, you can better understand the needs and
preferences of your target market.

Discovering Opportunities for Improvement: Competitot analysis can reveal
gaps in the market or areas where your competitors arefailing to meet customer
expectations. These insights provide an opportunity for you to offer something
better or different, improving your ehances of attracting customers.

Refining Your Unique’ Value Propesition (UVP): Through competitor
research, you can see what others aréoffering and how they present themselves.
This helps you refine\your own unique value proposition (UVP), the distinct
benefit that sets§oun apartfrom the'competition.

SEO and ContentStrategy Insights: By analysing your competitors’ websites
and content, you can identify keywords they rank for and the types of content
they produce. This inférmation can guide your own SEO and content strategy,
ensuring that you target the right keywords and topics to increase your visibility
online.

1.2.2.2 Steps in Competitor Research and Analysis

1.

0

Identify Your Competitors

Direct Competitors: These are businesses or websites offering similar products
or services within your market.

Indirect Competitors: These may not offer the exact same products or services
but are still targeting the same audience or solving similar problems.
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Analyze Competitor Websites
¢ Review their website layout, design, and usability.

¢ Take note of their call-to-action (CTA), such as how they guide users to convert
(e.g., purchase, sign up, etc.).

¢ Analyze the speed and mobile responsiveness of their site to assess their user
experience.

3. Study Content and SEO Strategy

¢ Look at the type of content they publish on their website and social media

platforms.

0 Analyze their blog posts, articles, product pages, and any downloadable
resources.

0 Use tools like SEMrush, Ahrefs, or Google Keyw@rd Planner to identify the
keywords they rank for and the amount of organic traffie they’re getting.

=

Evaluate Social Media and Engagement

0 Review the social media channels of yeumeompetitors tosec how they engage
with their followers.

¢ Look at the frequency of posts, the type of content shared (images, videos,
articles), and the level of interaction (comments, shares, likes).

<

Tools like BuzzSumo of Social Blade can help you analyze their social media
performance and content reachs

5. Customer Reyviews and Feedback

<

Explore customer reviews on sites like Trustpilot, Google Reviews, or social
media to measuré public perception of your competitors.

¢ Understand the strengths and weaknesses that customers point out, and use that
information to improve your offerings.

a

Pricing and Offers

<

Compare your competitors’ pricing strategy with yours. Do they offer discounts
or promotions that you are not offering

¢ Examine their product bundles, loyalty programs, and any special offers to
understand how they attract and retain customers.

X

Monitor Their Marketing and Advertising Efforts

<

Track your competitors’ online advertising efforts, such as Google Ads,
Facebook Ads, or influencer marketing.

¢ Tools like SpyFu can help you discover the keywords your competitors are

bidding on in search engine ads.
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1.2.2.3 How to Use Competitor Research to Your Advantage

0 Refine Your Marketing Strategy: Use competitor analysis to adjust your
marketing efforts. Identify where competitors are succeeding and explore ways
to offer more value or improve upon their strategies.

¢ Improve Website Performance: If you notice competitors’ websites have faster
load times, better mobile optimization, or a more intuitive design, you can work
to improve these areas on your own site.

¢ Enhance Customer Service: By reading reviews and feedback, you can spot
areas where competitors might be lacking in customer service and use that to
differentiate yourself.

¢ Position Your Brand Effectively: Competitor research helps you position your
brand more strategically by understanding what’s already out there and ensuring
your brand stands out with a unique approach.

Competitor research and analysis is an on-going processithat provides valuable
insights into how your business stacks up against others in the matket. By understanding
your competitors’ strengths and weaknesses, you can make informed decisions that
enhance your own strategies, attract more customers,and ultimately outperform the
competition. Whether it’s optimizing your website, refininguyeur content strategy, or
adjusting your pricing, competitor analysis helps youstay competitive and achieve
long-term success.

1.2.2.4 Competitor Reseap¢h Tools

Competitor research tools are digitaldoolsthat help businesses gather and analyse data
about their competitors’ onling strategies and performance. These tools aid in providing
insights regarding various aspects, likedwebsite traffic, keyword rankings, content
effectiveness, bacKlinks, adveitising tactics, and audience engagement. Moreover,
they help businesses, tosfefine their own strategies, identify gaps in the market, and
improve SEO, content marketing, and digital advertising. Thus, website owners can
stay competitive, attract mere visitors, and make smarter marketing decisions based
on real data by using competitor research tools. Following are some of the important
competitor research tools :

1. SEMrush

SEMrush is one among the most powerful tools employed for competitor analysis.
SEMrush enables the users to analyse competitors’ websites, identify their strategies,
and at the same time benchmark their own performance. SEMrush helps evaluate
website traffic, determine which pages perform best, and identify the types of content
that attract the most visitors. SEMrush also helps to understand the competitor’s paid
advertising strategies by showing their Google Ads and the keywords that they are
targeting. This tool is widely used for (Search Engine Optimisation (SEO), Pay-Per-
Click (PPC), and content marketing analysis. It also includes tools for social media
tracking and backlink analysis. This enables business users to get a complete picture of

their competitor’s digital strategy. m
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2. Ahrefs

Ahrefs is popular for its backlink analysis. It allows users to see which websites
are linking to their competitors’ content. This helps users to understand how their
competitors are building authority and getting traffic. It is also possible to discover
what keywords the competitors are ranking for and which of their web pages are most
visited. Ahrefs offers a feature called “Content Explorer” that shows which content is
performing well in the user’s niche. It also provides other features like tracking keyword
rankings over time and monitoring the website’s SEO health.

3. SimilarWeb

SimilarWeb gives you a high-level overview of any website’s traffic. It shows where
the traffic comes from whether it’s from direct visits, search engines, social media, or
referrals. SimilarWeb enable the users to track the countries and devices of visitors and
the duration of their stay on the site. This serves as a vital tool to compare the user’s
website with the competitor’s site. It provides insights inte, visitor’s behaviour, such
as the number of pages viewed by them and how quickly theypleave the website. This
tool also enables to gain insight into the content or website structuze that keeps visitors
engaged.

4. BuzzSumo

BuzzSumo is a content-focused tool that helps to analyse the type of articles and posts
which perform best for competitors. It shows the type of content for which the most
number of likes, shares, and comments are received on social media platforms. This is
useful for users when planningontent strategy, finding trending topics, understanding
what audience likes, and see/which influeneers are sharing the competitors’ content.
BuzzSumo also lets the usersito monitor brand mentions and helps them to stay up-to-
date with competitor aetivities imthe industry.

5. SpyFu

SpyFu is a great tool for /discovering the secret advertising strategies of the
competitors. It enables the.usérs to see what Google Ads their competitors are running,
which keywords they are bidding on, and how much they might be spending. It also
gives insight into organic rankings and backlinks. What makes SpyFu unique is that it
shows both past and present data, helping the users to understand how a competitor’s
strategy has evolved over time. This tool is particularly useful for small businesses
looking to compete with bigger players in search engine marketing.

6. Facebook Ad Library

The Facebook Ad Library is a free tool provided by Meta that allows to view all the
ads a business is currently running across Facebook, Instagram, and Messenger. It helps
to search for any business page and see their active advertisements, including images,
videos, and ad copy. This is especially helpful to understand how the competitors of the
business firm are positioning their brand, what kind of visuals they use, and what offers
they promote.
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7. Google Alerts

Google Alerts is a simple, free tool that helps to track when the competitors are
mentioned online. It helps to set up alerts using a competitor’s brand name, product, or
keywords related to the user’s industry. Every time Google indexes new content with
those terms, the user will get an email notification. This allows the user to stay updated
with the competitor news, blog posts, press releases, and customer reviews. It’s a great
tool for monitoring reputation, tracking launches, and being aware of market trends
without needing to manually search every day.

1.2.3 Keyword Research and Analysis

Keyword research is a foundational element of search engine optimization (SEO).
It involves identifying and analyzing the words and phrases that users type into search
engines when looking for information, products, or services. By understanding these
search queries, you can strategically optimize your website’s content to ensure it aligns
with what people are actively searching for. This increaseS$ the likelihood of your site
ranking higher in search results and getting noticed by the rightiaudience.

The primary goal of keyword research is to gain ingights into the language and terms
your target audience uses. It allows you to understandytheir search intent, whether
they are looking for general information, spéetfic pteductsjerservices. By using this
information to guide your content creation and optimization efforts, you can ensure
your website is more relevant and useful to search engine users.

When conducting keyword reseat€h, it’s essential 0 target a mix of short-tail (broad,
high-traffic) and long-tail (spgeific, lower-traffic) keywords. Short-tail keywords are
general terms, like “web design” or “SEO tips,” that attract a high volume of searches.
However, they are also highly competitive; making it more difficult to rank for them.
On the other hand, lofig-tail keywerds aré more specific, such as “best web design tips
for small businessgs” or “how,to improve SEO for local businesses.” While they tend
to have lower search.voliumes, they are usually less competitive and often lead to higher
conversion rates because they address a more defined audience with specific needs.

Keyword research dlse involves analysing search intent, which refers to the
underlying goal of the user’s search. There are generally three types of search intent:

0 Navigational: The user is trying to find a specific website or page.
¢ Informational: The user is looking for information on a particular topic.
¢ Transactional: The user is looking to make a purchase or take a specific action.

By identifying keywords that align with these different types of search intent, you
can create content that meets the needs of your audience at various stages of their
decision-making process.
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1.2.3.1 How to Conduct Keyword Research

1.

Brainstorm Seed Keywords: Start by thinking about the core topics and
phrases related to your business. These are your “seed keywords” that will help
you begin the research process.

Use Keyword Research Tools: Tools like Google Keyword Planner, Ahrefs,
SEMrush, and Ubersuggest allow you to explore the search volume, competition,
and related keywords for your seed keywords. These tools provide data that helps
you find keywords with the right balance of search volume and competition.

Analyze Search Intent: As you discover new keywords, consider the intent
behind them. Are users searching for general information, looking for a product,
or hoping to make a purchase? Tailor your content to match the search intent.

Evaluate Keyword Difficulty: Not all keywords are equal. Some might have
high search volume but also face stiff competition, while others may have lower
volume but are easier to rank for. Use keyword research, tools to assess the
difficulty of ranking for specific keywords andichoose those that offer the best
balance of opportunity.

Monitor and Update: Keyword grends change over time, so it’s important
to regularly monitor your keyword rankings and adjust your content strategy
accordingly. Tools like Google Search Console‘and Rank Tracker can help you
track how well your keywords are performing and provide insights for on-going
optimization.

1.2.3.2 The Benefitsiof Kéyword Research for SEO

0

Improved /Search Rankings: By optimizing your content for the keywords
your audienceris searching for, your website has a better chance of ranking
higher in search resultsgmaking it more visible to potential visitors.

Better User Experience: Keyword research ensures that your content aligns with
what users are looking for, improving the chances of satisfying their needs and
encouraging engagement on your site.

Increased Traffic: By targeting high-volume, relevant keywords, you can
attract more organic traffic to your site. Well-optimized content helps search
engines recognize your site as a valuable resource for specific queries.

Enhanced Conversion Rates: Focusing on long-tail keywords with clear
search intent allows you to attract users who are further down the sales funnel
and are more likely to convert into customers, sign up for newsletters, or make
a purchase.

In conclusion, keyword research is an essential step in SEO that helps you understand
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the language of your target audience. By optimizing your content around the right
keywords, you increase your chances of ranking higher on search engines, driving more
organic traffic to your website, and ultimately achieving your business goals.

1.2.3.3 Types of Keywords

In keyword research, understanding the different types of keywords is crucial for
optimizing your website’s content and improving your SEO strategy. Keywords can be
classified in various ways depending on their characteristics, search intent, and usage.
Here’s a breakdown of the main types of keywords you should know:

1. Seed Keywords: Seed Keywords are the foundational or basic keywords that
serve as the starting point for keyword research. These keywords are typically
short, broad, and general terms that define the main topic or category of a
website, product, or service. Seed keywords are usually very general and do not
specify particular aspects of the topic. Because they are so broad, seed keywords
often have a high search volume, but they can also have a lot of competition.
Typically, seed keywords consist of one or two words.egaylIf you are building
a website for a fitness business, “fitness” or “gym” would be considered seed
keywords or if you are running an e-commerce site selling shoes, “shoes” would
be a seed keyword.

2. Short-tail Keywords (Head Keywords): Short-tail Keywords, also known as
head keywords, are broad_and genetal searchdterms typically made up of one
or two words. These keyWwords representabroad category or concept and have a
large search volume. They are the most common and simple keywords used by
searchers, but they also.come with higher competition due to their popularity.
Short-tail keywords are useful for‘reaching a broad audience, but they may not
always lead to highlystargeted traffic. They’re great for brand awareness but
require high-quality content and strong authority to rank.

3. Long-tail Keywords: Long-tail Keywords are more specific, longer phrases
that typically consist of three or more words. Unlike short-tail keywords, long-
tail keywords have a lower search volume but tend to have higher conversion
rates because they are more focused on a particular searcher’s intent. e.g. “best
web design tips for small businesses,” “how to build muscle at home without

99 ¢¢

equipment,” “comfortable sneakers for all-day walking.” Long-tail keywords
are more targeted and often reflect higher user intent, meaning they attract users
who are further down the decision-making funnel. These keywords typically

result in better conversion rates.

4. Geo-targeted Keywords: Geo-targeted Keywords are keywords that include
a geographic location, such as a city, region, or country. These keywords are
specifically used to target users who are searching for services, products, or
information within a particular geographic area. Geo-targeted keywords are
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a critical aspect of local SEO and help businesses attract local customers,
improving their visibility in search results based on their location. e.g. “web
design services in Ernakulam,” “SEO experts in Mumbai.” Geo-targeted
keywords are critical for businesses that cater to local audiences. They help
ensure your business appears in local search results and can drive traffic from
users in your geographic area. People searching with geo-targeted keywords
are often looking to make a purchase or use a service in their local area, which
means they have high intent and are more likely to convert.

5. Transactional Keywords: Transactional Keywords are search terms used
by individuals who are ready to make a purchase or take a specific action.
These keywords often indicate intent to buy, sign up, or engage with a service.
Transactional keywords are crucial in the world of e-commerce and sales-
driven websites because they are used by users who are at the final stage of their
decision-making process and are likely to convert intecustomers. Example: “buy
Nike running shoes online,” “buy red dresses online,” “subscribe to newsletter,”
“download Adobe Photoshop.” Transactional keywords ‘are ideal for targeting
users who are at the final stage of the buyingyprocess. Optimizing for these
keywords can help increase sales andseenyersions. Transactional keywords
are often a critical component of pdid search campaigns, such as Google Ads,
because of their high conversion rates. Advertisers are willing to pay more for
clicks on transactional keywords due to their immediate value.

6. Informational Keywords: Informational Keywords are search terms used
by people who are looking fof information rather than intending to make a
purchase or complete ‘@ transactiond These keywords are typically used in the
research phasé of the user journey when individuals want to learn more about
a topic, get'answersqdo'questions, or understand a subject better. Informational
keywords helpibusinesses and websites provide valuable content that meets the
needs of users looking t0 gather knowledge, solve problems, or satisfy curiosity.
Example “What are the benefits of yoga for mental health?” “What is content

99«6

marketing,” “tips for better web design.” Informational keywords are great for
driving traffic to blog posts, guides, and informational pages. These visitors
may not be ready to make a purchase yet, but they can still engage with your

content and eventually convert.

7. Navigational Keywords: Navigational Keywords are search terms used by
individuals who are specifically looking for a particular website, brand, or
webpage. These keywords are often employed by users who know exactly where
they want to go on the internet, whether it’s to a specific company’s website, a
social media profile, or a particular page on a site. Navigational keywords help
users quickly find their desired destination online. Example: “Facebook login,”
“Amazon homepage,” “YouTube.” These keywords are often used to track

mbrand-speciﬁc traffic. While they may not lead to new visitors, optimizing for

o
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them ensures that users can easily find your site or online platform. Navigational
keywords are important because they show that users are already aware of your
brand or website. They often signify brand loyalty or recognition.

8. Commercial Keywords: Commercial Keywords are search terms used
by individuals who are in the consideration or research phase of the buying
process. These keywords often signal that users are looking to make a purchase
or are at least considering it. They’re not as direct as transactional keywords,
which involve immediate purchasing intent, but they show that the searcher
is researching options and comparing products, services, or brands. Many
commercial keywords include terms that compare products or services, such as
“best,” “top-rated,” “affordable,” “reviews,” or “vs.” These terms suggest that
the user is evaluating different options before making a final decision. Users
searching with commercial keywords may not be ready to buy immediately, but
they are looking for detailed information to guide¢heir purchasing decisions,
such as features, pricing, or user reviews. Commercial keywords can also be
niche-specific, targeting specific products, sefwices, or solutions within a certain
category or industry.

99 ¢

¢ e.g. “Nike running shoes reviews,” “iPhone 16 v/s Samsung Galaxy S25,” “Best
electric cars 2025.” By targeting ¢ommercial keywords, businesses can create
content that helps users make informed decisions. This can include detailed
product descriptions, compatison guides, and ctistomer testimonials.

Understanding the different types ofdkeywords helps you build a comprehensive
SEO strategy that targets the right audience with the right search intent. By focusing
on a mix of short-tail, long-tail, and more'specific keywords, you can enhance your
website’s visibility, ifiprove user eéngagement, and boost your conversion rates.

1.2.3.4 Localizedyls€yword Research

Localized keyword reseasch is the process of identifying the specific words and
phrases that potential customers use when searching for products or services within
their local area. It helps in identifying and analysing search terms that are specific to a
particular geographic location. For instance, suppose you own a bakery in Kochi. Instead
of targeting general keywords like best bakery or fresh bread, you can focus on local
keywords such as best bakery in Kochi, Kochi fresh bread, or custom cakes in Edapally,
Kochi. It involves understanding the language and terms that people in a particular
region or area are using when searching for products, services, or information. The goal
of localized keyword research is to help businesses optimize their content and improve
their search engine rankings for users in a specific geographic area. This type of keyword
research is particularly important for local businesses or service providers who want to
attract customers from a specific city, town, or region. It helps businesses tailor their
content and SEO strategies to address the needs and preferences of a localized audience.
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Fig 2.2.6 An example of search result

The purpose of local keyword research is to determime,which keywords you should
use for your pages so they would appear to usérs in aspecifie,ared. Localized keyword
research allows you to gain insights into how people search on Google for products or
services in a specific area.

If you own a business in a particular location and«want to show up in local search
results, it’s important to undegrstand the exact search queries people are using rather
than relying on general keywords that gome te mind.

This research will help, you identify the specific keywords you need to optimize
your pages for, ensufing that yourwebsite is shown to the right users, and potentially
attracting new customers.

Why Localized Keyword Research is Important

O Targeting a Specific Audience: By conducting localized keyword research,
you can target users in specific regions, helping to drive more relevant and
qualified traffic to your website.

¢ Improve Local Search Rankings: Localized keywords improve the chances
of ranking higher in local search engine results, which is crucial for businesses
that rely on local customers (such as restaurants, stores, or service providers).

0 Increased Conversion Rates: When users search for location-specific
keywords, they are more likely to be looking for products or services available
in their area. This leads to higher conversion rates as they are often closer to
making a purchase or booking a service.

¢ Enhanced User Experience: By using localized keywords, you make your
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content more relevant to the audience in that area, thus improving user experience.
For example, a person searching for “plumbers in Kollam” is likely looking for
plumbers in that city, and showing them results based on their location will
improve their experience.

Key Aspects of Localized Keyword Research

¢ Geographic Focus: The primary goal of localized keyword research is to
focus on specific locations. Whether it’s a city, neighbourhood, region, or even
a landmark, localized keywords incorporate these geographic terms to help
businesses target a specific audience.

¢ Local Intent: Many people search for products and services with local intent,
like “restaurants near me” or “plumbers in their particular locality or city.” By
focusing on keywords that include location-based modifiers, businesses can
optimize their content to capture this intent.

¢ Improved Visibility: Localized keyword research bgosts the chances of ranking
well in local search engine results, making it easier fer potential customers
in the area to discover your business when searching forselevant services or
products.

0 Mobile Search Optimization: With many local searchesthappening on mobile
devices, it’s important to consider how users seatch for nearby businesses on the
go. When people search for businesses on the go, their search behaviour is often
more location-specific. For instance,they mighttype phrases like “near me,” “in
a particular city,” or “around @ location.” As< result, optimizing your website
with local keywords ingteases yourichances of appearing in these location-based
search results. Ensuring that yoar content includes local keywords enhances the
likelihood of appearing in local search results, especially on mobile.

Localized keyword research isessential for businesses targeting specific geographic
regions. It helps to tailor your SEO strategy to a local audience, improving visibility,
engagement, and conversions. By conducting localized keyword research, businesses
can attract more relevant traffic, improve their local search rankings, and meet the
specific needs of their target customers. Whether it’s a small business or a larger service
provider, using location-based keywords is key to optimizing for local SEO.

1.2.3.5 Tools Used for Keyword Research

There are several tools available for keyword research, helping you identify relevant
terms and phrases to optimize your content. These tools provide insights into search
volume, competition, and keyword trends, enabling businesses and marketers to make
data-driven decisions. Below are some popular tools used for keyword research:

¢ Moz Keyword Explorer: Moz Keyword Explorer is a popular SEO tool that
helps marketers, businesses, and website owners find the best keywords to target
in their search engine optimization (SEO) campaigns. Moz Keyword Explorer
offers suggestions for related keywords based on your original search term. This
helps to discover additional keywords that might be relevant to your website
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or business. The tool provides the estimated search volume for each keyword,
showing how many times that keyword is searched for on a monthly basis. This
helps to prioritize high-traffic keywords. Moz Keyword Explorer allows you
to customize search queries by region, helping businesses optimize their SEO
strategies for specific geographic locations.

Google Keyword Planner: Google Keyword Planner is a free tool provided by
Google Ads that helps you discover new keywords related to your business and
provides data on their search volume, competition, and cost-per-click (CPC)
estimates. It is best for beginners and businesses running Google Ads campaigns.
Google Keyword Planner generates a list of keyword suggestions based on a
specific phrase, website, or category. This helps users discover related keywords
and variations to target. The tool shows historical data and trends for specific
keywords, indicating how search volumes have changed over time. This helps
identify seasonal trends or shifts in search behaviour.

SEMrush: SEMrush is an all-in-one SEO tool that offers detailed keyword
research capabilities. It provides information about search volume, keyword
difficulty, competition, and related keywords. It is bestyfor advanced SEO
practitioners and businesses wanting to analyze eompetitor keywords. It provides
insights into various aspects of SEO, PPC (Pay-Per-Click), content marketing,
competitive analysis, and more. It’s widely used by SEQ professionals, digital
marketers, businesses, and content creators t0, optimize websites, improve
search engine rankings, and gain valuable data about competitors and industry
trends. One of the most powerful features of SEMrush is its competitive research
capabilities. You can analyze competitors’ websites, find the keywords they’re
ranking for, see their pdid ad stratégies, and discover their backlink sources.

Keyword Tool.io: Keyword Tool.io is a popular keyword research tool designed
to help businessésy marketers, and‘content creators find the best keywords for
search engine optimization (SEO), paid advertising, and content marketing.
It’s an excellent teol foridiscovering relevant keywords, generating long-tail
keywords, and tmproving website visibility on search engines like Google,
YouTube, Bing, Amazon, and more. Keyword Tool.io generates keyword
suggestions based'on a seed keyword you provide. It pulls keyword data from
search engines like Google, Bing, YouTube, Amazon, and other platforms. This
feature is particularly useful for identifying high-volume search terms related
to your topic or industry. The tool specializes in finding long-tail keywords that
are less competitive but highly specific. These keywords often have a lower
search volume but can result in higher conversion rates because they target
users with more defined search intents. Keyword Tool.io can also generate hash
tag suggestions for social media platforms like Instagram and Twitter. This is
beneficial for businesses and marketers looking to optimize their social media
presence.
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Recap

¢ Website analysis is an essential process that helps ensure your website is
functioning optimally.

¢ Website analysis involves reviewing various elements, such as site speed,
mobile responsiveness, SEO performance, design aesthetics, and user
navigation, to identify any potential issues that could be affecting the user
experience or hindering site performance.

¢  Website analysis tools are essential for evaluating and improving the
performance, usability, and overall effectiveness of a website.

¢ Google PageSpeed Insights, GTmetrix, Pingdom, SEMrush, WebPageTest
and Google Analytics are some of the popular website analysis tools.

¢ A website analysis helps ensure that the content on your site is relevant,
up-to-date, and optimized for search enginesgyimproving visibility and
helping you reach a wider audience.

¢ Competitor Analysis involves studying yOur competitotsito understand their
strengths, weaknesses, strategies, and performance.

¢ Keyword research and analysis involves, identifying and analysing the
words and phrases that users/type into seatch engines when looking for
information, products, or services.

¢ The primary goal of k€yword research iso gain insights into the language
and terms your target audiencéuses.

¢ Short-tail keywords are general terms, like “web design” or “SEOQ tips,” that
attract a highivolumeof searches.

¢ Long-tail keywerdsyare more specific, such as “best web design tips for
small businesses” or “how to improve SEO for local businesses.”

Objective Questions

1. Mention any two tools used for keyword research.

2.  How localized keyword research help to focus on specific locations?

3.  What is localized keyword research?

4.  What is Commercial Keywords?

5. Briefly explain Navigational Keywords.
6. What is Seed Keywords?

7. How does Keyword Research enhance conversion rates?
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8.
9.

How Keyword Research helps in improving search rankings?

What are the three types of search intent?

10. What do you mean by Keyword Research and Analysis?

Answers

1. Moz Keyword Explorer and Google Keyword Planner

2. Whether it’s a city, neighbourhood, region, or even a landmark, localized
keywords incorporate these geographic terms to help businesses target a
specific audience.

. 3. Localized keyword research is the process of identifying the specific words
and phrases that potential customers use when searching for products or
services within their local area.

4. Commercial Keywords are search terms used by individuals who are in the
consideration or research phase of the buying process.

5. Navigational Keywords are searehitérms used by dndividuals who are
specifically looking for a particilar website, brand, or webpage.

6. Seed Keywords are the foundational or bagic keywords that serve as the
starting point for keyweordirescarchs

7. By focusing on long-tail keywords with clear search intent you can attract
users who are further down the sales funnel and are more likely to convert
into custom@rs,’sign up,for newsletters, or make a purchase.

8. By optimizingyour content for the keywords your audience is searching for,
your website has a better chance of ranking higher in search results, making
it more visible to potential visitors.

9. Navigational, Informational and Transactional

10. It involves identifying and analysing the words and phrases that users type
into search engines when looking for information, products, or services.

Self Assessment Questions

1. Explain website analysis.

2. What are some of the popular Website analysis tools?

3. Why is Competitor research and analysis important?

4.  What are the various steps in Competitor research and analysis?
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5. How do you conduct Keyword research?

6. What are the benefits of Keyword research for SEO?

7. What are the different types of Keywords?

8. What is Localized keyword research?

9. What is the significance of localized keyword research?

10. What are the various tools used for keyword research?

Assignments

1. Explain the importance of conducting a website analysis. In your response,
identify and discuss at least four key elements that should be evaluated
during the analysis.

— 2. Describe the role of competitor research and analysis, in improving business
strategies. How can understanding your competitors’ sttengths, weaknesses,
and marketing techniques help you refine'your own marketing approach?

3. Discuss the difference between short-tail'and long=tail keywords and their
impact on website traffic. How/¢an analysingsearch intent influence content
creation for better user engagement?

4. List and briefly explain the functiens” of three website analysis tools
mentioned in the €ontent (Google Analytics, Google PageSpeed Insights,
and GTmetrix). How can these tools help improve website performance,
and what typeof issues mightthey identify?

Suggested Reading
1. Jain, V. K. (2015)&Web designing and development training guide. BPB
Publications.
2. Connolly, R. (2016). Fundamentals of web development. Pearson Education
— India.
3. Willard, B. (2010). Web design. Tata McGraw Hill Education.
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Unit

Introduction to SEO

|

Learning Outcomes |

After completing this unit, the learners will be able to:
¢ understand the fundamentals of SEO and recognise its importance
¢ acquire knowledge about how search engine algorithms operate

¢ become acquainted with the concept of search engine-generated website
traffic

¢ develop a clear understanding of various SEO strategies
¢ learn about the principles of On-page and Off-page SEO methods

¢ comprehend the processes behind{Googlé’s crawlingsdndexing, and ranking
mechanisms

Prerequisite f V

EcoGlow Candles is a/mano businessybased in Kerala that crafts eco-friendly,
handmade candles using natural ingredients like soy wax and essential oils. The
business operates_ofi'@ limited budgetfand primarily targets environmentally con-
scious customer§ through its website and social media platforms. The challenges
faced by EcoGlow Candles are low website visibility on search engines, difficulty in
driving organic traffic to their website and limited knowledge of SEO strategies to
compete with larger players.

EcoGlow analysed the basics of SEO to understand how search engines like
Google rank web pages based on user queries. They realised the importance of opti-
mising their website to attract search engine traffic. By studying Google’s algorithm
updates, EcoGlow optimised its website to meet search engine guidelines. They
used Google Search Console to monitor website performance, fix indexing issues,
and identify top-performing keywords.

The team identified that ranking on the first page of the Search Engine Results
Page for keywords like “eco-friendly candles in Kerala” could significantly boost
website traffic and increase sales. Using free tools like Google Keyword Planner,
EcoGlow identified keywords such as “natural candles,” “organic soy candles,” and
“sustainable candles” to incorporate into website content, product descriptions, and
blog posts.
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Using On-Page SEO Techniques EcoGlow improved website structure with clear
titles, meta descriptions, and header tags, enhanced page loading speed by compressing
images and using lightweight themes and created engaging blog content on topics like
“Benefits of Soy Candles” to attract readers and potential buyers.

Through Off-Page SEO Techniques and Link Building, EcoGlow collaborated with
local influencers to write reviews and share backlinks to their website. They also par-
ticipated in eco-friendly blogs and forums to establish authority in the niche. To ensure
all pages were indexed, EcoGlow submitted its website’s sitemap to Google. They fixed
broken links and created a seamless navigation experience for users and search engine
crawlers. EcoGlow tracked key performance metrics like click-through rates (CTR),
bounce rates, and conversion rates using Google Analytics to measure the effectiveness
of their SEO strategies.

Within six months of implementing these SEO strategies, EcoGlow Candles wit-
nessed a 60% increase in organic traffic to their website, ranked on the first page of
Google for targeted keywords and boosted sales by 40% thteugh higher visibility and
brand trust.

Keywords

SEO, Google Algorithm, Search Intent, Search Engine ResultsPPage, Search Engine
|__Traffic.

Discussion
2.1.1 Introduction to SEQ

Search Engine Optimisation (SEO) refers to enhancing a website’s visibility and
ranking on search engine results pages (SERPs). It involves strategically using tech-
niques to attract organic traffic from search engines.

SEO is a key component of digital marketing and revolves around understand-
ing how search engines like Google interpret content to match user queries. Effec-
L—tive SEO involves optimising a website’s technical aspects (such as site speed and
mobile compatibility) and its content (including keywords and meta tags). It aims to
improve user experience while aligning with search engine algorithms. By imple-
menting SEO strategies like On-page optimisation (content-focused techniques) and
Off-page optimisation (link-building activities) businesses can drive targeted traffic,
boost their online presence, and achieve sustainable growth in the competitive dig-
ital landscape.

Example:- “Herbal Glow,” a nano business specialising in handcrafted herbal
soaps, improved its online presence by implementing SEO strategies. They opti-
mised keywords like “natural herbal soaps” and improved website titles, meta
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descriptions, and loading speed for On-page SEO. Through Off-page SEO, they
partnered with eco-conscious bloggers for backlinks and participated in online skin-
care discussions. Submitting their sitemap to Google ensured proper indexing and
fixed broken links. These efforts increased organic traffic by 50% and ranked the
website on Google’s first page for targeted keywords, leading to greater brand visi-
bility and sales growth.

2.1.2 Fundamentals and Concepts of SEO

Search Engine Optimisation (SEO) is the practice of enhancing a website’s
visibility on search engines, helping it rank higher so that more people can discover
it when searching for topics related to your business.

SEO involves a combination of strategies aimed at improving your site’s ranking
and driving organic traffic. Search engines want to recommend pages that offer a
good user experience. The quality of your content matters, too. You need to create
helpful, valuable content that answers what your audience is looking for. User
experience plays a huge role as well; a website that’s easy tomavigate and loads fast
keeps visitors around longer. Regularly checking your site’s‘performance through
tools like Google Analytics can help you see what’siworking and where you need to
improve since search engines are always updating their algorithms. Staying current
and adapting to new trends, like voice search, is key to staying ahead. By combining
all these elements, you can improve your site’s ranking, attract more visitors, and
build a solid online presence over time.

SEO is an $80 Billion Industry!

Companies \worldwide spend more than $80 billion per year
on SEQgsesvices..\Why? Because SEO is one of the highest-ROI
mark@ting strategies, bfinging sustainable, free traffic over time!

2.1.2.1 Phases of Searé¢h Engine Optimisation (SEQO)
1. Website Audit and Analysis

The first phase of SEO is all about understanding the foundation of your website
and market. The process begins with assessing the current state of the website. This
includes identifying areas for improvement, analyzing competitors, conducting
keyword research, and setting up tools like Google Analytics and Search Console to
track performance. Tools like Google Keyword Planner or SEMrush help discover
these keywords. In addition, you need to perform competitor analysis, studying
your competitors’ SEO strategies, keyword usage, and content to identify areas of
opportunity.

2. Content Creation

Content creation is at the heart of any successful SEO strategy. Content refers
tQ the material on a website that provides value to users. Content can include
{3
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text, images, videos, infographics, podcasts, and other forms of media. High-quality,
engaging content that matches user intent is essential for ranking well in search results.
Freshness matters in content, so it’s important to update existing content and regularly
add new, relevant material. Long-form content, such as detailed guides or case studies,
often performs better in search results because it tends to address more aspects of a
user’s query. By continually refining your content based on search trends and user
feedback, you ensure your site remains competitive and relevant.

3. On-Page Optimisation

On-page optimisation focuses on optimizing individual pages of your website for
better rankings. On-page optimization involves making adjustments directly on your
website to improve its visibility in search engine results and provide a better user
experience. One key strategy is keyword research, ensuring relevant terms are placed
naturally in the title tags, meta descriptions, URLs, header tags, and throughout the
content. Proper use of header tags organizes content in a readable and search engine-
friendly. Technical SEO comes under the broader category 6f On-Page SEO. However,
while On-Page SEO primarily focuses on optimizing the content and user experience,
technical SEO specifically deals with the behind-the-scenes elements that impact how
well search engines can crawl, index, and render the site. Technical SEO also involves
fixing crawl errors, improving internal linking,and using,structured data to enhance
visibility in search results.

4. Off-Page SEO

Off-page SEO refers to all the optimisationiactivities that take place outside of your
website to improve its search/ngine rankings. Unlike On-Page SEO, which focuses
on optimizing elements within the website itself, Off-Page SEO is about building the
website’s reputation and authority through external factors. Off-page activities, such as
acquiring quality bagklinks, levetaging social media, and increasing brand mentions,
help to improve a website’s authority and trustworthiness.

5. Local SEO

Local SEO is the proéess of optimizing your online presence to increase visibility
in local search results. It is particularly important for businesses that serve a specific
geographic area or have physical locations. Local SEO helps potential customers in
your area find your business when they search for products or services nearby. Key
elements of local SEO include optimising your website with location-specific keywords,
claiming and updating your Google Business Profile, ensuring your Name, Address,
and Phone number are consistent across the web, and getting listed in relevant local
directories. Encouraging customer reviews on Google and other platforms helps build
trust and boosts visibility in local search results.

6. Monitoring and Reporting

Once SEO efforts are underway, continuous monitoring and reporting are essential
to track progress and make necessary adjustments. Tools like Google Analytics provide
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valuable insights into website traffic, user behaviour, and conversions. Google Search
Console helps track keyword rankings and detect any issues related to crawling or
indexing. By monitoring your performance and adjusting strategies accordingly, you
ensure that your website remains optimized and aligned with search engine algorithms.
Regular conversion tracking also helps in assessing the utility of your SEO efforts by
determining how well your site turns visitors into customers.

75% of People Never Scroll Past the First Page

If your website isn’t ranking on Page 1 of Google, you are
missing out on potential traffic. In fact, the first five results on
Google get over 67% of all clicks!

7. Maintenance

SEO is not a one-time task but an ongoing process. Aftenthe initial optimisations,
continuous content updates are necessary to keep improvingaContent optimization
involves refreshing old blog posts, adding new sinformation, Jor improving user
engagement signals. As search engine algorithms evolve, staying informed about
algorithm updates and adjusting your strategy is-erucial to,maintaining rankings. User
engagement is also key; improving metrics' like timeion site’and bounce rate signals
to search engines that your website provides value to visitors. Regular optimization
ensures long-term success and keeps the website ahead of the competition.

2.1.2.2 Significance of SEO

Search Engine Optimisation (SEO)'1s important because it helps a website attract
more visitors, build trust;,and improve users’ overall experience. Let’s examine some
of the key reasons why SEO is so'significant.

1. More Visitors:#SEO helps your website show up higher in search engine
results, which makes it nore visible. When your site ranks higher for the right
keywords, peoplefWwho are searching for your product or service are more likely
to click on your link.

2. Better User Experience: SEO is not just about ranking; it’s also about making
your website better for visitors. A well-optimized website loads faster, is easy to
use, and has good content that answers people’s questions. Search engines like
Google pay attention to how good the user experience is, and better UX can help
improve your SEO rankings.

3. Trust and Credibility: Websites that appear at the top of search results are seen
as more trustworthy by users. Search engines give higher rankings to reliable
sites. Good SEO helps build credibility by providing quality content and gaining
backlinks and links from other reputable websites, which tells both users and
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search engines that your site is trustworthy.

4. Long-Term Results: SEO is a long-term investment. Unlike paid ads that stop
bringing in visitors once you stop paying, SEO can continue to attract visitors
even after the work is done. As your website becomes more trusted and ranks
for more keywords, it can keep bringing in traffic for a long time.

5. Stay Ahead of Competitors: Many businesses are trying to rank on search
engines. By using SEO, your website can stand out from competitors. Websites
that optimize their content and improve their technical features are more likely
to rank higher than those that don’t use SEO. This gives you an advantage and
can lead to more opportunities.

6. Better Conversion Rates: SEO attracts the right kind of visitors to your site,
people who are interested in what you offer. When you target the right keywords
and provide helpful content, visitors are more likely £o,stay on your site and take
action, whether it’s making a purchase, signing up fora service, or other goals.

7. Improved Local Visibility: For businesses with physical locations, local SEO
helps you appear in search results when people are leoking fornearby businesses.
Establishing your Google Business profile, local listings; and customer reviews
can help bring more local customers to your site and store.

Position #1 on Google Geéts'10x More Clicks Than Position #10

The difference between ranking,#1 vs. #10 is HUGE! The first
result typically gets around 27% ofielicks, while the tenth result gets
only about 2.5%w»The higher yousank, the more visibility and traffic
you get!

2.1.3 Google Algorithin

Have you ever wondered how search engines like Google determine which websites
to show when you type a query? In this section, we will look into how Google’s
algorithm works, how it assesses websites, and how you can optimize your site to meet
its criteria. Understanding these key concepts will help you improve your website’s
visibility in search results.

The Google Algorithm is the system Google uses to decide which websites to show
when you search for something and in what order. Algorithms are computer programs
that look for clues to give you back exactly what you want. It is how Google figures out
which pages are the most useful and relevant for a person’s search. It takes into account
many different factors like how good the content is, how well the site is structured, how
fast it loads, and even how easy it is to use on mobile devices. Over time, Google has
made several big changes to the algorithm to make sure the results are as helpful as
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possible.

Websites that provide user-friendly content, load quickly, and work well on all
devices are the ones that tend to rank higher. The process begins with crawling and
indexing web pages. To do this, search engines like Google have created web crawlers
which are used to index websites. Google’s crawler is called “Googlebot.” This crawler
moves from one page to another, examining their content to assess whether the site is
relevant.

Here’s a detailed explanation of each of the key steps in Google’s search algorithm:

1. Crawling

Crawling is the first step in the process of indexing the web. Google uses a tool
called Googlebot, a web crawler to discover and collect information from web pages.
Googlebot continuously scans the internet by following links, like a spider weaving a
web, to identify new and updated pages.

It starts with a set of known URLs and then follows hyperlinks on those pages to
discover more content. This helps Google keep its index up-to-date with new or updated
pages across the internet. Googlebot also uses a technique called depth-first crawling,
depending on its algorithms, to make sure it getsrasymany pages as(possible. In addition
to just following links, Googlebot also conSiders factors like'the content of a page, its
relevance, and how often it’s updated. This ensures that Google’s search results are
relevant and timely for users.

2. Indexing

After crawling a web page, Google stores the information it has collected in a
massive database called the Google Index{ Indexing refers to how Google organizes
and categorizes the data from web pagessEach page’s content is analyzed for keywords,
phrases, and metadata. Googlebet processes the text, images, and other elements, trying
to understand the page’s context and purpose. Google uses sophisticated algorithms
to classify the content based on'its relevance to different search topics. Pages are also
indexed based on their struetire, such as titles, headings, and URL patterns.

3. Ranking

When a user submits a query, Google doesn’t just display all the indexed pages. It
ranks them according to how relevant they are to the user’s search. Several factors are
involved in this process:

» Relevance of Content and Search Intent: Google’s goal is to understand what the
user is truly looking for. It does this by analyzing the context and meaning of the
search query. For example, if someone searches “Best Pizza in Kerala,” Google aims
to find content about pizza restaurants in Kerala, reviews, menus, and locations that
align with the searcher’s intent.

Search intent can be categorized into three main types:
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¢ Navigational intent: It occurs when a user is trying to find a specific website or
webpage. For example, someone searching for a “Facebook login™ is looking to
directly access Facebook’s login page.

¢ Informational intent: It happens when a user is seeking information on a topic
or looking for answers to a question. An example of this would be a search for
“how to bake a cake,” where the user wants to learn something.

¢ Transactional intent: It is when the user intends to make a purchase or complete
a specific action, such as searching for “buy a laptop.”

Based on the query type, Google gives the results to match the specific intent,
delivering the most useful content, whether it’s a product, a website, or informative
content.

» Content Quality

¢ Content Quality: Google values well-written, informative, and authoritative
content. Pages that answer user queries comprehensively, with in-depth details,
tend to rank higher. Google evaluates factors such as grammar, readability, and
depth of coverage.

¢ Content Freshness: Google also looks ferupdated contents especially for time-
sensitive queries. For example, sear¢h queries about clirrent events or trending
topics are more likely to show results from recent articles or updated pages.

» Page Experience and User Signals

¢ Page Load Speed: Slow-loading pages ean frustrate users, so Google gives a
ranking boost to fastiloading pagesa Sites that load quickly provide a better
experience, particularly for mobile users.

¢ Mobile-Friendliness: Givenithat'mobile usage is dominant, Google prioritizes
websites that are optifiized for mobile devices (responsive design).

¢ Bounce Rate: A high bounce rate when users leave a page quickly after visiting
can indicate that the page doesn’t meet the user’s needs. If users engage with a
page for a longer time, it signals that the page is relevant and engaging, which
is beneficial for ranking.

4. Display

After ranking the pages, Google displays the results in various formats, depending
on the search query and intent:

0 Organic Listings: These are the standard search results that are not paid for.

¢ Featured Snippets: A direct answer to the user’s query, extracted from a web
page and displayed at the top of search results.

0 Knowledge Panels: Information boxes that provide concise answers about
people, places, or things directly in the search results.
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Shopping Results: Paid ads for products related to a user’s query, often with
images and pricing.

Video Results: Google may show video results when a query relates to a topic
that can be better understood through video content.

Local Packs: A map with local business results for geographically-relevant
searches.

2.1.3.1 Algorithms and Updates

Google’s algorithm is continuously evolving, and it relies on different systems to
refine search results. Websites that follow best SEO practices and adapt to these updates
are more likely to rank higher and attract more organic traffic.

Here are a few updates from Google Hat that have had a significant impact on SEO:

0

PageRank: This foundational algorithm evaluates the quality and quantity of
backlinks to determine the importance of a page.

Panda: Aims to reduce rankings of low-qudlity content, such as spammy or
shallow pages.

Penguin: Focuses on penalizing websites that engage’in manipulative link-
building practices.

Hummingbird: Aims to improve Google’s understanding of the full context of a
query rather than focusingsolely on idividual keywords. Hummingbird took a
significant step forward'by focusing on the intent behind the query, considering
the relationship between words@and context

Rank Brain: Admachine learning algorithm that helps Google understand the
context of queries, especiallywhen they are ambiguous or complex.

Fred: Fred ‘penalizes sites that fail to meet the standards Google expects from
a high-quality website. For sites to avoid being affected by Fred or to recover
from a Fred penaltysithey need to focus on user experience, original content,
natural SEO practices, and relevant expertise.

Google’s search algorithm uses a highly complex set of criteria to determine what
content is most relevant and useful to a user’s query. The algorithm constantly evolves to
provide better and more accurate results, refining ranking factors with regular updates.

2.14

Google Search Console

Google Search Console (GSC), formerly known as Google Webmaster Tools, is an
essential tool for website owners and SEO professionals. It offers a wealth of insights
and data that can help optimize your website’s performance, improve its technical

health,

and ensure it is properly indexed and ranked in Google search results.

Google Search Console is a useful tool for website owners. It shows how well your
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site is performing in Google search, including how often your pages appear, how many
clicks you get, and what search terms people use to find you. It provides valuable
insights into your site’s performance, helps you identify and fix issues, and gives you
the information you need to improve your search rankings and user experience. If there
are any problems, like broken links or pages Google can’t access, the search console
will alert you so you can fix them. It also checks if your site is mobile-friendly, which
is really important for ranking well on Google. The tool also shows you which other
websites are linking to yours, helping you understand your site’s reputation.

Google Search Console tracks your site’s core web vitals, which are things like how
fast your pages load and how easy they are to use on mobile. Google Search Console
will even warn you if there are security issues, like malware, and help you improve
special features on your site, like star ratings or event dates that appear in search results.
Overall, Google Search Console helps you keep your site healthy, fix problems, and
make it work better in search results.

Why SEO Professionals Should use Google Search Consolé

1. Insights into Search Performance

0 Understanding Organic Traffic: Google Search Console (GSC) provides valuable
insights into how well your website is performing ih, Google search. With GSC,
you can track important metrics such as the total number of clicks your site
receives from search results, and the Click Through Rate, which represents the
percentage of users who click on your site after seeing it in search results.

¢ Query Analysis: GSC al§o shows whichgsearch queries are driving traffic to
your website, which pages are being clicked on the most, and where they rank
for different keywords.

2. Technical SEO Monitoring

¢ Index Coverage Report: One of the primary uses of GSC is checking whether
your pages are being correctly crawled and indexed by Google. If a page is not
indexed, it won’t appear in search results, which could negatively impact your
SEO efforts.

¢ Crawl Errors: If Googlebot encounters issues while crawling your site (e.g.,
broken links, server errors, or missing pages), GSC will notify you. This allows
you to quickly resolve issues that could prevent your site from being fully
indexed.

3. Backlink Analysis

¢ External Links: Backlinks are a significant ranking factor in SEO, and GSC
provides insights into who is linking to your site, helping you track the quantity
and quality of your backlinks.

4. Identifying Issues with Mobile Usability

0 With mobile-first indexing now being the default for Google, GSC’s Mobile
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Usability Report is essential for ensuring your site provides a smooth experience
for mobile users. If your site has mobile usability issues (e.g. small fonts, touch
elements too close) GSC will flag them, allowing you to address them promptly.

5. Core Web Vitals Monitoring

¢ User Experience Metrics: Google introduced Core Web Vitals as part of its
ranking signals. These metrics are focused on user experience,how fast your
pages load, how quickly they respond to user interaction, and how visually
stable they are during load.

¢ GSC shows you how well your pages meet these thresholds and identifies any
pages that may need improvements to perform better in search rankings. This is
vital as Google continues to prioritize user experience in its search rankings.

6. Security & Manual Actions Alerts

¢ Security Issues: GSC will notify you if Google detects any security issues
with your website, such as malware or hacking attempts. Quick resolution of
these problems is essential for maintaining a trustworthyhonline presence and
preventing penalties.

¢ Manual Actions: If your website violatesiGoogle’s webmaster guidelines, it may
receive a manual penalty. GSC alerfs you to‘any manual actions and provides
the reasons behind them, enabling you to take'corrective action and request a
review after fixing the issues.

7. URL Inspection Tool

¢ The URL Inspection Tool in GSC allows you to analyze specific pages on your
website. It provides information on whether the page is indexed, how Googlebot
views the page'and any 1ssues preventing the page from being properly indexed.

2.1.5 Search Engine Results Page

A Search Engine Results Page (SERP) is the page you see after entering a query into
a search engine like Google. It displays a list of results that are relevant to your search,
and it’s where users find the information they are looking for. Achieving a top position
on a SERP can be highly competitive, as users tend to click more frequently on the
results that appear at the top of the page.

A SERP typically includes several types of results, such as organic listings, paid
ads, and sometimes special features like featured snippets, knowledge panels, or local
packs.

Organic listings are the natural search results, ranked based on relevance and quality,
determined by the search engine’s algorithm. Paid ads, often shown at the top or bottom
of the page, are those that businesses pay for to appear when certain keywords are
searched.
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You may also see featured snippets, which are short summaries of content that
appear at the top of the page in a box, often answering a direct question. A knowledge
panel might appear on the side, offering quick facts about a topic, person, or place.
Additionally, for local searches, local packs show businesses or services near your
location, complete with maps, ratings, and contact details.

2.1.6 Search Engine Traffic and its meaning

In this section, we will explore the different types of website traffic such as organic,
direct, referral, and paid and what they tell you about how users are interacting with
your website. Understanding search engine traffic is key to evaluating your website’s
performance and improving your online presence.

Traffic refers to the number of visitors that come to your website. It’s a crucial metric
for any website, as it helps you determine how well your site is performing in terms of
attracting people, whether it’s for a business, blog, or any other online presence. Traffic
is important because it directly influences how successful your website is in achieving
its goals, such as increasing sales, growing an email list, or simply sharing valuable
information.

There are several types of website traffic, and each tells you/something different
about how people are finding and engagingvith younsite:

¢ Organic Traffic: This is the traffic/that comes to your website through unpaid
search results, typically from search,engines like Google. When people type a
query into a search engine@fid click'on,a link«o your site because it appeared
in the search results, that’s organigtratfic. Organic traffic is considered highly
valuable because it’s driven bydpeople actively looking for information related
to your content.

O Direct Traffie: This is whennwvisitors come directly to your website by typing
your URL into the bfowser or through bookmarks. It’s a good sign if your direct
traffic is growing, as it means people are familiar with your site and actively
returning without needing to search for it.

¢ Referral Traffic: Referral traffic happens when visitors click on a link to your
site from another website. This could be from a blog post, an online news article,
social media, or a forum. Referral traffic helps expand your reach and can
increase your site’s credibility, especially if it’s coming from trusted sources.

¢ Paid Traffic: This traffic comes from paid ads, such as Google Ads, social media
ads, or display network ads. When you pay to have your website appear in front
of targeted audiences, those visitors are considered paid traffic. While it can
be expensive, paid traffic is useful because you can target specific groups of
people based on their interests, location, or behaviour, which can lead to higher
conversion rates.

0 Social Traffic: This is traffic that comes from social media platforms like
Facebook, Twitter, Instagram, or LinkedIn. Social traffic is particularly important
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for businesses or individuals who use social media to promote content, products,
or services. Effective social media strategies can drive significant traffic to a
website and help with audience engagement.

¢ Email Traffic: When visitors come to your site through links found in your email
newsletters or campaigns, that’s email traffic. If you send out regular updates
or offers, tracking the traffic coming from email campaigns can help you assess
their effectiveness.

The goal is to have a balance of different traffic types, with organic traffic often
being the most desirable since it means people are actively searching for what you offer.
However, paid traffic can also be important to boost visibility, especially in competitive
markets.

Search Traffic is not just about numbers; it’s also about quality. High traffic numbers
are great, but if visitors leave quickly without interacting with your content, that can
become a problem, such as poor user experience or irrelevant content. Analyzing things
like bounce rates, which show how quickly visitors leave your site, and engagement
metrics, how long visitors stay, can give you a better idea of how effective your traffic
is in achieving your goals.

In summary, search traffic is a key indicator,ef how successful your website is at
attracting and retaining visitors. By analyzing traffic data, you€an refine your strategies,
improve your content, and ultimately grow your online presence.

2.1.7 Keyword Optimisation

The foundation of any successful SE@ eampaign lies in having a clear strategy. SEO
refers to the process of enhaneing your website’s visibility on search engines through
both organic (non-paid)sand technical optimizations. SEO can be categorized into
on-page SEO and off-page SEO, cachitargeting different aspects of website performance
and user engagement.

Before going into SEO specifics, it is important to recognize that SEO is not a one-
time task but an ongoingprecess. Search engines constantly evolve, and staying on top
of new strategies ensures continued success in ranking.

Keywords are specific words or phrases that people type into search engines when
they are looking for information, products, or services. In SEO, keywords are crucial
because they help search engines understand the content of a webpage and match it
with users search queries.

Search engines like Google use keywords to determine the relevance of your content
to user queries. If your content includes relevant keywords, it’s more likely to rank
higher in search results.

2.1.7.1 Strategies for Keyword Optimisation

1. Conduct Thorough Keyword Research: Choosing the right keywords is one of
mthe most important aspects of SEO, as it directly affects how easily your content
o
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can be discovered by search engines and users. The goal is to select keywords
that are relevant to your business or niche, align with user intent, and have a
balance of search volume and competition.

2. Understand user intent: Identify whether users are searching for information
(informational), products (transactional), or services (navigational). This will
help in choosing the right keywords that match their intent.

3. Topic Relevance: Keywords should be closely related to the core topics of your
website or business, ensuring the content meets the needs of users searching
those terms.

4. Use keyword research tools: Tools like Google Keyword Planner, SEMrush and
Ahrefs, can help you identify high-volume keywords, long-tail keywords, and
related terms.

5. Analyze competitors: Look at the keywords your competitors are ranking for
and identify gaps where you can target.

6. Identify Long-Tail Keywords: These are longer, more specific keyword phrases
that often have lower competition and’can bring highly targeted traffic. While
short keywords typically refer to gingle words or very short phrases that are
highly general.

2.1.8 On page SEO

On-page SEO (Search Engine Optimization) refers to the techniques used to
optimize individual web pages so that they rank higher on search engines and attract
more relevant traffic4#On-page factors directly influence a website’s SEO performance.
These factors include optimizing the content, HTML tags such as (title tags, meta
descriptions, headings)g$ite structure, and user experience elements

2.1.8.1 On-Page SE@y#iéchniques

1. High-Quality Content: Content is the most vital factor in SEO. Make sure
your content is valuable, informative, and relevant to the search intent. Aim to
provide thorough coverage of the topic, answer potential user questions, and use
appropriate multimedia elements like images, videos, or infographics.

2. Optimize URLs: URLs should be short, descriptive, and include the target
keyword. Keep the URL structure simple and logical for users and search
engines. Use hyphens to separate words and avoid unnecessary characters like
question marks or special symbols.

3. HTML Tags: HTML tags are the basic components of a webpage that help
organize and display content. These tags tell the web browser how to display

elements such as text, images, links, and other content. m
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a. Title Tag: The title tag is one of the most important on page elements for SEO.
It tells search engines and users what the page is about. Incorporate your target
keyword naturally at the beginning of the title while keeping it compelling to
ensure its fully displayed in search results.

b. Meta Description: The meta description is a brief summary of the page’s
content. While meta descriptions do not directly impact rankings, a well-
written meta description can increase the click through rate from search
engine results.

4. Optimizing Image Size for Faster Load Times: Large image files can slow
down your page load time, which negatively impacts user experience and SEO.
Compress images to reduce file sizes without sacrificing quality. Tools like
TinyPNG can help optimize images for faster loading.

5. Internal Linking : Internal linking refers to the practice of linking one page of
your website to another page on the same website Mt helps users and search
engines navigate your site more easily. Internal links areitypically found within
the content, navigation menus, footers, and gven sidebars. Internal links make
it easier for visitors to find related content on your website. For example, if
someone reads a blog post, an internaldink €an guide them to another article or
product page that interests them.

6. Mobile-Friendliness: Google prioritizes mobile-first indexing, which means it
mainly relies on the mobil€ version of yourwebsite for ranking and indexing
purposes. To optimize for this{ »ensure that your website is responsive,
automatically adjusting to fit the screen size of any device.

2.1.9 Off-pagesSSEO

Off Page refers‘to,thé optimization activities you perform outside of your website
to improve its search engine rankings and increase its visibility. Unlike on-page SEO,
which focuses on optimizing content and elements within your site, off-page SEO
involves external factors that influence your site’s credibility and authority.

2.1.9.1 Off-Page SEO Strategies

1. Backlinks (Link Building)

Backlinks are links from other websites that point to your site. Search engines view
backlinks as votes of confidence. The more high-quality, relevant backlinks your site
has, the more likely it is to rank higher in search engine results. The quality of the
backlinks matters more than quantity. Links from authoritative, trustworthy websites
are more valuable.

2. Brand Mentions

Brand mentions refer to instances where your brand, company, or website is mentioned
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on other websites, even without a direct backlink. Search engines, particularly Google,
use brand mentions as a signal of your website’s authority and reputation. The more
often your brand is mentioned across credible and relevant sites, the more likely search
engines will consider your site authoritative.

3. Online Reviews

Reviews on third-party platforms like Google My Business, Yelp, Trustpilot,
and other industry-specific review sites can have a significant impact on your SEO.
Positive reviews not only help with local SEO but also build your site’s credibility and
trustworthiness in the eyes of search engines and users. Encouraging happy customers
to leave reviews and responding to negative reviews professionally is very essential.

4. Public relations

Public relations strategies can also contribute to off-page SEO. Getting media
coverage mentions in news outlets, and participating in interviews can increase your
site’s authority and visibility.

5. Forum and community engagement

A forum is an online platform or discussion board where users €an post questions,
share information, and engage in discussions on various topics. By actively participating
in relevant forums like Quora or Reddit, you can establishpauthority in your niche.
By providing valuable insights and thoughtful answers, you can build your reputation,
increase brand visibility, and drive targeted traffic to your site. Share links only when
they genuinely add value to the conversation. This approach not only enhances your
credibility but also helps improyé your site’s searehréngine rankings through backlinks
and user engagement.

6. Social Media Marketing

While social média signals such“as shares, comments, and likes don’t directly
influence SEO rankingsg@ strong social media presence can bring traffic to your
website. Increased traffic and engagement from social media can indirectly boost your
SEO efforts. Active participation on platforms like Facebook, Twitter, Instagram, and
LinkedIn helps build brand awareness, generate backlinks, and enhance your online
reputation, all of which can contribute to improving your website’s SEO performance
over time.

Off-page SEO is about building your website’s authority and reputation through
external factors, primarily backlinks, social media engagement, brand mentions, and
other activities that show search engines that your site is trustworthy and relevant.
By focusing on these aspects, you can significantly improve your website’s ranking,
visibility, and overall online presence.

2.1.10 Link Building

We have already discussed link building before, but let’s explore it in more detail.
Think of it like this: just as you would trust an expert’s opinion over that of a stranger,
search engines tend to trust websites that are linked to reputable, authoritative sources.
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Link building is a key component of off-page SEO that involves acquiring backlinks;
these are links from external websites that direct users to your site. Backlinks are
crucial because they serve as a form of endorsement from one website to another. It
is the process of getting other websites to link to your website. Link building is about
earning and gaining links from other websites to improve your site’s visibility and SEO
performance. The more good quality links you have from reputable sites, the more
likely your website is to rank higher in search results.

2.1.10.1 Significance of Link Building

1.

Improves Search Engine Rankings: Backlinks signal to search engines that other
sites consider your content valuable and trustworthy. This can help improve
your position in search results.

Increases Website Traffic: Links from relevant websites can drive targeted traffic
to your site. This is particularly beneficial when the links come from sites that
share an audience similar to yours.

Enhances Website Authority: A strong backlink profile fromyreputable websites
signals to search engines that your site is a credible source of information within
your niche.

Helps with Indexing: Links also help search engine bots discover and index
your pages more effectively, making it easier for your content to be found and
ranked.

2.1.10.2 Types of Link Building

1.

2.

3.

4.

Natural Links@These areybacklinks that you earn organically because others
find your centent valuable and choose to link to it without you asking or even
reaching out, For@xample, if you write an insightful article or create a resource,
other websites may link#o it naturally.

Manual Link Building: This involves actively reaching out to other websites,
bloggers, or influencers to request a link. You might ask for a backlink in
exchange for a guest post, a mention, or a collaboration.

Broken Link Building: Broken Link Building is a strategy where you find
broken links on other websites related to your content. You then contact the
website owner to inform them of the broken link and suggest your own content
as a replacement. This benefits both parties; the website owner can fix their
broken link, and you earn a valuable backlink to your site.

Skyscraper Technique: This technique involves finding high-ranking content
within your niche, creating something even better, more comprehensive,
detailed, or up-to-date, and then reaching out to websites linking to the original

mcontent, suggesting they link to your superior content instead.
o
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2.1.11 Crawling and Indexing

Imagine a librarian organizing books in a library. Crawling and indexing are the
processes through which search engines discover and organize information on your
website. Crawling involves search engine bots scanning your site, while indexing is the
process of storing that information in the search engine’s database.

Indexing and Crawling are two fundamental concepts in SEO that refer to how search
engines discover and process content on the web to make it available in search results.

2.1.11.1 Crawling

Crawling is the process through which search engine bots also known as spiders or
crawlers discover and explore web pages across the internet. These bots are automated
programs that follow links from one page to another, gathering information about the
content of those pages.

The process begins when crawlers start with a list of known websites or a sitemap
that guides them to all the pages on your site. Once they arrive on a page, the bots
read its content, including text, images and links.{€rawlers follow internal links to
discover more pages within your site, and external links to discover new websites.
After visiting a page, the bot sends back thedata to,the search engine’s index, where
it’s stored and made searchable. However, not all pages ar¢ indexed only those that
are deemed valuable and accessible. Seatch engines also regularly revisit websites to
check for updates, and the frequency of ‘these re-crawls depends on factors like the
authority of your site, how often it’Supdated, and how well it’s structured. For crawlers
to work efficiently, your site should havésa logical structure, fast loading times, and
clear internal links.

2.1.11.2 Indexing

Indexing happens after’erawling. Once the search engine’s bots have crawled the
pages of your website, they thenindex the content, which means they store and organize
that content in a massive database known as the index.

The index acts like a library of the web, where the search engine keeps information
about all the web pages it has found, making it possible to return relevant results
when users perform searches.This includes the page’s text, images, video files, meta
descriptions, and keywords.

Once a page is indexed, search engines apply complex algorithms to determine
its ranking in search results. These algorithms evaluate various factors, such as the
relevance of the content to the user’s query, the overall quality of the page, and even the
user’s location. The better your content matches the user’s intent whether it’s answering
a question, solving a problem, or providing valuable resources the higher your chances
of ranking well in the search results. Additionally, factors like page speed, mobile-
friendliness, and backlinks to your site also play a significant role in how a page is
ranked.
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2.1.11.3 How to Ensure Effective Crawling and Indexing

1. Create a Sitemap: Submit a sitemap to search engines. This helps crawlers find
important pages on your site quickly.

2. Optimize Robots.txt: Use the robots.txt file to control which pages search
engines should crawl or avoid.

3. Fix Crawl Errors: Regularly check for crawl errors using tools like Google
Search Console. If pages can’t be crawled, they won’t be indexed, which can
affect your site’s SEO.

4. Improve Site Structure: Organize your website’s structure to make it easy
for crawlers to find and follow links. A clear, logical structure helps crawlers
efficiently navigate your site.

5. Avoid Duplicate Content: Duplicate content can confuse search engines and
hurt your ranking. Make sure your content is unique or use canonical tags to tell
search engines which version of a page to index.

6. Ensure Fast Load Times: Slow loading times can prevent ctawlers from properly
accessing your site. Optimizing speéd 1s key torensuring effective crawling.

To put it briefly, crawling is the discovery process where search engine bots explore
and scan pages on the web, while indexing is the gtoring and organizing process
where relevant content is saved.ifi the search engine’s database. For your website to be
discoverable in search results/it needs t0 be crawled, indexed, and then ranked by the
search engine. Ensuring your site is optimized for both crawling and indexing is crucial
for SEO success.

2.1.12 SEM Metries

Search Engine Marketing (SEM) refers to the practice of using paid advertising to
boost a website’s visibilityzon search engine results pages.

Search Engine Marketing involves several important techniques to improve online
visibility and drive targeted traffic. First, keyword research helps identify relevant and
specific keywords to target. Ad copy creation focuses on writing compelling ads with
strong calls to action while landing page optimization ensures pages align with user
intent to boost conversions. Then audience targeting makes sure ads reach the right
people, and ad extensions can enhance visibility by adding extra details to ads.

Local SEM strategies, like using Google My Business and geo-targeting, attract
nearby customers, and competitor analysis uncovers gaps to refine strategies. Together,
these techniques work to maximize visibility, drive traffic, and improve return on
investment. To ensure that SEM campaigns are delivering the best possible results, it’s
crucial to measure their performance effectively.
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Below is an exploration of the most important SEM metrics used to assess and
optimize the effectiveness of paid search campaigns.

2.1.12.1 Major SEM Metrics

The key to successful SEM is measuring and analyzing various metrics to assess the
effectiveness of your campaigns and optimize them for better performance. Below are
the most important SEM metrics:

1. Click Through Rate (CTR)

CTR is the ratio of clicks to impressions for a paid ad. Clicks refer to the number
of times users click on a link or ad. Impressions refer to the number of times the ad or
link is shown to users. It helps measure how well your ad copy, keywords, and overall
targeting impact the users.

¢ CTR=Clicks/Impressionsx100

A higher CTR typically indicates that the ad or link is engaging and relevant to the
audience, while a lower CTR suggests that the content might not be capturing enough
attention.

2. Cost Per Click (CPC)

CPC is the amount you pay each time a user clicks on your ad.Total Ad Spend is
the total amount you have spent on your advertising campaign.Total Clicks is the total
number of clicks your ad receiveds

¢ CPC=Total Spend/Total Clicks

CPC helps assess the efficieney of your paid campaigns. A lower CPC indicates you
are driving traffic at a’lower cost, whichds beneficial for your budget.

3. Cost Per Acquisition’(CPA)

CPA is the cost to acquire afcustomer through a paid ad.Total Ad Spend is the total
amount you spent on youradvertising or marketing campaign.Total Conversions refers
to the number of conversions such as purchases, sign-ups, downloads generated from
your campaign.

¢ Formula: CPA=Total Spend/Total Conversions

This metric shows how much you are paying to convert a user into a customer.
Lower CPA means you are getting a better return on your advertising spend, which is
critical for profitability.

4. Conversion Rate (CVR)

CVR s the percentage of visitors who take a desired action such as making a purchase
or filling out a form after clicking on your ad.
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¢  Formula: CVR=Conversions/Clicksx100

A higher conversion rate indicates that your landing pages and overall ad campaign
are effectively turning visitors into customers or leads.

5. Quality Score (Google Ads Metric)

Quality Score is a metric used by Google Ads to determine the relevance of your ads,
keywords, and landing pages to the user’s query.

Quality Score is influenced by several factors, including Click-Through Rate (CTR),
Ad Relevance, and Landing Page Experience. . A higher Quality Score typically results
in lower Cost Per Click and better ad placements, helping you achieve more clicks and
conversions for your budget.

6. Return on Ad Spend (ROAS)

ROAS is the total revenue generated from your ad campaign divided by the amount
spent on the campaign.

0 Formula: ROAS=Revenue from Ads/ Total Spend on Ads

ROAS helps measure the profitability of yous,SEM “efforts. AAROAS greater than
1 means you are making more revenue thafi you are spending on ads, while a ROAS
below 1 indicates you are not breaking eyen.

SEM metrics are essential for evaluating the effectiveness of your paid search
campaigns. By tracking these metrics, you can make ' data-driven decisions to optimize
your ads, improve ROI, reduée costs, afidiincrease conversions. Regular monitoring
and adjustments based on these key SEM metrics will help you achieve the best results
from your paid advertising efforts.

Recap

¢ SEO (Search'Engine Optimization) is the process of optimizing web content
to improve visibility on search engines.

<

SEO enhances website visibility on search engines.

<

Google Algorithm refers to the system that Google uses to rank and
determine search result listings.

¢ Googlebot is Google’s web crawler that scans and indexes websites for
search engines.

0 Keyword Research is the process of identifying terms users are searching
for to target in content creation.

0 Core Web Vitals measure user experience related to loading speed,
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interactivity, and visual stability.

¢ Google Search Console is a tool for monitoring, analyzing, and optimizing
website performance in search results.

0 Googlebot is Google’s crawler that discovers web pages

¢ Search Engine Results Page (SERP) is the page that displays search results
based on queries. Search Engine Results Pages (SERP) show organic, paid,
and special results.

0 Organic Results are non-paid listings that appear in SERP based on relevance
and ranking factors.

¢ Traffic refers to the number of visitors to a website, indicating its reach and
effectiveness.

¢ Search Intent refers to the user’s goal behind a search, like informational,
navigational, or transactional.

0 SEO Strategy: A plan to increase a website’s visibility on search engines,
driving organic traffic.

¢ Keyword Optimization: Involves seleeting andusing keywords that match
searchers’ intent to improve rankings.

¢ Keyword Research: Tools like Google Keyword Planner, SEMrush, and
Ahrefs help identify relevant keywords.

¢ User Intent: Understanding whéther users are seeking information, products,
or services is key to choosing keywords.

¢ On-page SE@uTechniques that optimize content and HTML elements like
title tags¢ meta descriptions;'and headings.

¢ Long-Tail Keéywords: These keywords are more specific and usually have
lower competition, attracting targeted traffic.

¢ Off-page SEO: External activities like building backlinks, social media
marketing, and brand mentions improve SEO.

¢ Backlinks: High quality backlinks from authoritative sites signal
trustworthiness to search engines.

¢ Crawling: Crawling is the process by which search engines discover and scan
web pages to understand their content and index them for search results.

0 Indexing: Indexing is the process of storing and organizing web pages in a
search engine’s database.

0 SEM Metrics: Metrics like CTR, CPC, CPA, and ROAS are used to evaluate
the effectiveness of paid search campaigns.
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Objective Questions
1. What does SERP stand for?

2.  What is Paid Traffic?
3. Who is Google’s web crawler?
4.  What is Google Algorithm?

5. What is the primary goal of SEO ?

6. What is Traffic in SEO terms ?
7. What are Organic Results?

8.  What does SEO stand for?

9.  Why are keywords important in SEOQ?

10. What is keyword research?

11. What is on-page SEO?

12. What is internal linking in SEQ?

13. What are long-tail keywords?

14. What is backlinking?

15. What does CTR stand for in Search Engine Metrics?
. 4

Answers
Search Engine Results Page

2. Paid traffic réfer§ to visitors who come to your website through paid
advertisements.

3. Googlebot

4. Google Algorithm is the system that Google uses to rank and determine
search result listings.

5. Visibility

6. Traffic refers to the number of visitors to a website, indicating its reach and
effectiveness.

7. Organic Results are non-paid listings that appear in SERP based on relevance
and ranking factors.
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10.

I1.

12.

13.
14.

15.

Search Engine Optimization.
Keywords help search engines match content to user queries.
The process of identifying relevant keywords for a website.

On-page SEO refers to the optimization of individual web pages to improve
their search engine rankings and user experience

Internal linking in SEO is when you link one page of your website to another
page on the same site.

Specific and longer keyword phrases with lower competition.
Acquiring links from other websites that point to your site.

Click Through Rate.

Self Assessment Questions

1.

2.

3.

10.
11.

12.

13.

Discuss the different phases of SEO

What is search Intent?

Explain Google Algorithm:

How does SEO contribute to the success of a website?

Describe thegeoncept, of Core Web Vitals. How do these metrics affect a
website’s ranking and uséréxperience?

What is.Geogle Search Console? How does it help website owners track
and improve search/performance?

W hat are the key factors to consider during keyword research?
What is off-page SEO, and how does it differ from on-page SEO?
What are on-page SEO techniques, and why are they important?
How does image optimization impact website load time and SEOQ?
What is the role of social media in off-page SEO?

What is the relationship between crawling, indexing, and ranking in search
engines?

What are some key SEM metrics, and why is measuring them important for
success?
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Assignments

1. Define Search Engine Results Page (SERP). Discuss the different types of
listings that can appear on a SERP.

2. What is the significance of mobile-friendliness in SEO? Discuss the impact
— of mobile optimization on search rankings and user experience.

3. How does traffic impact a website’s performance? Discuss the different
types of website traffic and how they influence SEO strategies.

4. How do backlinks influence search engine rankings, and why are they
important?

5. Why is content considered vital in SEO, and how does it affect rankings?

6. How can brand mentions improve a website’s atithority in SEO?

Suggested Reading \ ‘
1. Das, S. (2021). Search engine optimization andmarketing: A recipe for suc-

cess in digital marketing. Chapman and Hall/CRC.

2. Barnes, A. (2017). Search engine optimization 2017: The complete step-by-
— step guide to SEO for beginners. CreateSpace Independent Publishing.

3. Michael, A. (2017). Marketinng through search optimization: How people
search and how to be found on the web. Routledge.

.
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Social Media

Marketing

Learning Outcomes

After completing this unit, the learners will be able to:

¢ to know the idea of social media marketing and identify different SMM
platforms

¢ acquire knowledge on optimising a Facebook business page, distinguish
between fan pages, profiles, and groups, and understand Facebook
Adpvertising and Facebook Analytics

¢ understand the social media platforms lik€Twitter, LinkedIn, YouTube, Ins-
tagram, Pinterest and cost-per-click (CPC) bidding for improved engage-
ment and reach

Prerequisite

“Organic Bliss” is a nano business based in Kerl that specialises in handmade
organic skincare products, in¢luding soaps, lipbalms, and moisturisers. The business
primarily targets eco-conscious customersiand operates through a simple website and
local markets. The tasks faced by Organi¢ Bliss are limited online visibility and cus-
tomer engagement,dnability to,competeé with larger brands on digital platforms and
lack of expertisedn leveraging social media and SEO strategies effectively. Through
social media marketing®hannels, Organic Bliss created profiles on Instagram, Pin-
terest, and YouTube to showcase product demonstrations and customer testimonials.
It also engaged with localdinfluencers to promote its products through Instagram

—posts and YouTube réviews. It developed a professional Facebook business page
with attractive cover photos, updated contact details, and regular posts. It also used
Facebook groups to share eco-friendly lifestyle tips and soft promote its products in
relevant communities. The company uses SEO Strategies such as conducting key-
word research and optimised the website using keywords like “natural skincare in
India” and “organic handmade soaps.” improved meta descriptions, title tags, and
blog content to attract organic traffic and submitted the website sitemap to Google
Search Console to fix indexing issues and ensure proper crawling.

They ran a series of Facebook and Instagram ads targeting eco-conscious audi-
ences with CPC bidding. Used Facebook Analytics to monitor campaign perfor-
mance, CTRs, and conversions, making adjustments to improve ROI. Encouraged
customers to leave reviews on Google and social media platforms and hosted virtual
live sessions on Instagram to engage directly with followers and share the story

behind their products.
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As a result, “Organic Bliss” experienced a 75% increase in website traffic, mostly

from social media platforms. Their Facebook and Instagram engagement rates increased

by

40%, leading to a 30% boost in online sales. Ranked on Google’s first page for tar-

geted keywords, significantly enhancing brand credibility.

Keywords J

Social Media Marketing, SMM Channels, Facebook Optimization, Facebook Fa
Page, Profile, Group, Facebook Advertising, Facebook Analytics

Discussion ‘

2.2.1 Social Media Marketing (SMM)

Social media, one of the most important forms of o
digital content in the twenty-first century. In addition to
social media allows users to stay in touch withdriends and
they are interested in, and obtain the most recent
social media is a type of electronic communicatio
communities to exchange ideas, info s, and other types of
content, including videos. Social medi niques are digital marketing
tactics that advertise brands and items o prospective customers using social media
platforms.

¢ marketing, dominates
ing a marketing tool,
ily, follow topics
to its definition,

MEDIA

Markeking

(’?

Fig 4.1.1 Various Players Social Media
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Social media marketing, or SMM, involves using various social media platforms
such as Facebook, Instagram, Twitter, LinkedIn, and others to promote products,
services, or brand awareness through content creation, paid advertisements, and
audience interaction. With the ever-increasing number of users across these platforms,
businesses of all sizes are incorporating social media into their marketing strategies to
connect directly to consumers, build loyalty, and achieve business goals. Effective use
of social media can make a brand very visible, increase traffic to the website, and hence
lead to more sales.

2.2.1.1 Roles of Social Media Marketing

Social media marketing (SMM) plays a vital role in the digital business environment.
It is a strategic way to engage customers, promote brands, and drive business growth.
Below is a detailed explanation of the key roles of social media marketing:

a. Brand Awareness & Visibility: Social media platforms help businesses
enhance their brand recognition by reaching adlarge audience. Through
consistent posting and engaging content, companies €an keep their brand at
the forefront of users’ minds. Using hashtags, collaborations, and trending
topics also helps in increasing visibility. For example, Nike uses Instagram and
Twitter to promote its brand through visually appealing content, sponsorships,
and influencer partnerships.

b. Customer Engagement & Relationship Building: Unlike traditional
marketing, social media allows ‘businesses to interact directly with their
audience. Brands can respefidito customer comments, queries, and concerns in
real time, making constimers feelavalued. Engaging with users through polls,
live videos, and Q&A sessions helps build stronger relationships. Starbucks,
for instance, actively interacts with/customers on Twitter by replying to their
messages andatinning engagement-driven campaigns.

c. Lead Generation& Sales Conversion: Social media serves as a powerful
tool for generating leads and converting them into paying customers. Platforms
like Facebook, Instagram, and LinkedIn provide advanced targeting features
that allow businéssés to reach potential buyers based on their interests and
demographics. Features like “shoppable posts” enable users to buy directly
from social media. For example, Amazon uses targeted Facebook ads to remind
users of products they viewed, thereby encouraging conversions.

d. Content Distribution & Traffic Generation: Social media acts as a distribution
channel for content marketing. Sharing blog posts, videos, infographics, and
other valuable content helps in driving traffic to a website. LinkedIn is particularly
effective for sharing professional and industry-related content. Companies like
HubSpot regularly post marketing blogs on LinkedIn, redirecting visitors to
their website for further reading and lead generation.

e. Reputation Management & Customer Support: Social media is a key
platform for managing a brand’s reputation. Many customers use social media
to voice their opinions about a company, whether positive or negative. Quick
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responses to customer complaints and queries help maintain a positive brand
image. Companies like Zomato and Swiggy use Twitter as a customer support
channel, responding instantly to order-related issues and ensuring customer
satisfaction.

f. Market Research & Consumer Insights: Social media provides businesses
with valuable insights into consumer behavior and market trends. By analyzing
engagement metrics, comment sections, and online discussions, companies can
better understand what their audience wants. Social listening tools like Hootsuite
and Sprout Social help brands monitor customer sentiments and industry trends.
Coca-Cola, for example, tracks Twitter mentions and conversations to adapt its
marketing strategies and align with consumer interests.

g. Influencer & Community Marketing: Influencer marketing is an essential part
of social media marketing. Businesses collaborate with influencers to promote
their products to a larger audience. Influencers, being trusted figures, can help
brands gain credibility. Additionally, businesses can,build online communities
(Facebook groups, Reddit forums, etc.) to foster loyalty'and engagement. Adidas
collaborates with fitness influencers on Instagram to showease their products in
real-life usage, which helps in increasing brand awareness‘and trust.

h. Competitive Analysis & Industry Trends: Monitoring’ competitors’ social
media activities helps businesses refine theirown strategies. Companies can
analyze the types of content their ¢ompetitors ate posting, the engagement they
receive, and the marketing tactics they use. By identifying trending hashtags,
viral content, and customer_preferenees, businesses can create more effective
campaigns. For instancegimany brands obsefve TikTok trends to create engaging
short-form videos that/appeal togzounger audiences.

i.  Crisis Management & PR Handling: In the digital age, brands often face
criticism andg€ontroversies,on_social media. Handling crises effectively can
protect a company’sreputation. When brands make mistakes, social media
allows them to respond quickly and address the issue before it escalates. A well-
known example is Pepsi’s 2017 ad controversy featuring Kendall Jenner. After
receiving backlash onfsocial media, Pepsi promptly removed the ad and issued
a public apology, preventing further damage to its reputation.

jo Cost-Effective Advertising & Retargeting: Compared to traditional
advertising, social media ads are more cost-effective and offer better targeting
options. Platforms like Facebook, Instagram, and LinkedIn allow businesses
to define their audience based on age, gender, location, interests, and online
behaviour. Retargeting campaigns are especially useful in converting potential
customers who have previously interacted with a brand. Google Ads and
Facebook Pixel track users’ activity and display relevant ads, reminding them
of the products they browsed earlier.

Social media marketing has become an indispensable tool for businesses of all sizes.
From brand building to customer engagement, lead generation, and crisis management,
it plays a crucial role in business success. By strategically leveraging social media
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platforms, businesses can establish a strong online presence, maintain customer
relationships, and stay ahead in the competitive market.

2.2.2 Social Media Marketing (SMM) Channels

Social media marketing channels are those platforms where businesses can talk
appropriately with their target audiences, create brand awareness, and promote the
product or service. The channels create opportunities by harnessing the reach and
engagement of users around the globe. From organic campaigns to paid advertising,
these diverse platforms make it simple for marketers to reach divergent demographics
and further align with brand objectives through tailored strategies. Popular channels
like Facebook, Instagram, Twitter, LinkedIn, TikTok, YouTube, Snapchat and Pinterest
have unique capabilities.

For example, Swiggy, a leading food delivery service in India, effectively utilized
social media marketing channels to boost its brand presence and customer engagement.
Through campaigns like the “Voice of Hunger” on Instagsam, Swiggy encouraged
users to share voice notes mimicking food sounds, which significantly increased user
interaction and brand visibility. Additionally, Swiggy’s creative of Twitter for real-
time customer support and engagement has helped build a loyal customer base.
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2.2.2.1 Facebook

Facebook remains the largest and most complete social
media platform, boasting over 2 billion users. It has a
business-oriented suite of tools: creating separate pages,
groups, and ad campaigns with hyper-targeted marketing,
using demographic filters such as location, interests, or
online behaviour, and helping narrow the audience. For
example, a real estate agency can use Facebook Ads to
target potential homebuyers within a specific city or region,
offering them walk-through videos or guides on buying property.

Example: Airtel India, one of the largest telecommunications companies in India,
effectively uses Facebook for marketing. They run targeted ad campaigns to promote
their services, engage with customers through interactive posts, and provide real-time
customer support. This strategy has helped Airtel India enhance brand visibility and
customer loyalty

2.2.2.2 Instagram

Instagram caters to visually driven marketing and resonates
well with younger audienceslt suppeits’ features like Stories,
Reels, Instagram TV (IGTV), and.Shoppable posts, empowering
businesses to integrate product promotion into engaging visual
storytelling. For instance, a skincare brand may run a few
before-and-after cases withsfifluencers using Instagram Stories
or share user-genérated content and special promotions in the
space of a limited-time offer. The aesthetic focus of the platform
and e-commerce integrations make it best for fashion, beauty, and lifestyle brands.

Example: Zomatoga popularfood delivery service in India, effectively uses Instagram
for marketing. They, engage their audience with visually appealing posts, humorous
content, and interactive stories that highlight their services and promotions. This
strategy has helped Zomato build a strong online presence and foster customer loyalty.

2.2.2.3 X (Formerly Twitter)

Twitter is the channel for real-time interactions, quick
updates, and trending content. It comes in handy for
brands regarding customer service, industry news, or even
cultural commentary. Companies use Twitter to address
customer complaints, jump into the viral conversation of
the day, or give their audience updates on their products.
Airlines will often use Twitter to handle flight updates or
delays and respond in real-time to customer complaints,
earning them credibility and trust among customers.
Example: Goibibo, a prominent online travel booking platform in India, effectively
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uses Twitter for marketing. They leverage Promoted Videos and Promoted Tweets with
Video App Cards to raise brand awareness and engage with their audience. This strategy
has significantly increased their app installs and enhanced their overall brand visibility.

2.2.2.4 LinkedIn

LinkedIln is a professional networking

L] platform that thrives on thought leadership,

In e B2B marketing, and professional recruitment.
_ Companies utilise LinkedIn to share long-
"

form articles, case studies, webinars, and other

resources directed toward professionals. For
example, a Software as a Service (SaaS) company can publish an article discussing
emerging trends in their industry while offering a free demo targeted at decision-makers
in specific industries like healthcare or finance. LinkedIn Ads also have targeting based
on the job title, industry, and skills in great detail.

Example: Tata Consultancy Services (TCS), a leading IT services company in India,
effectively uses LinkedIn for marketing. They share thought leadership content, industry
insights, and company updates to engage with their professional audience. This strategy
has helped TCS build a strong brand presence.and connget with potential clients and
talent.

2.2.2.5 Pinterest

Pintefest specialisesminsfinspiration-driven content and is
extenSively used for planning and discovery. It is particularly
suited for businesses in home décor, fashion, DIY, travel, and
food."Brands canfcreate visually attractive “pins” that link
to their ‘websités, blogs, or stores. For example, a wedding
planning service might use Pinterest to share vision boards
with theémes, decor ideas, and links to their offerings, gaining
an audience actively looking for this resource.

Example: Nykaa, a foremost beauty and wellness e-commerce company in India,
effectively uses Pinterest for marketing. They create visually appealing pins showcasing
their products, beauty tips, and tutorials, which attract and engage their target audience.
This strategy has helped Nykaa increase brand awareness and drive traffic to its website.

2.2.2.6 YouTube

With its strength in long-form video content, YouTube is

ideal for tutorials, product demos, reviews, and storytelling.

nvouTube It has billions of users and a broad reach across various
demographics. A tech company can, for example, put up

a series of videos showcasing the features and benefits of

its latest gadgets. Its Search Engine Optimization (SEO)
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capabilities also allow brands to optimise videos for better search visibility, increasing
their reach naturally.

Example: Flipkart, one of India’s top e-commerce companies, effectively uses YouTube
for marketing. They create engaging video content, including product reviews, unboxing
videos, and promotional campaigns, to attract and inform their audience. This strategy
has helped Flipkart enhance its brand visibility and drive customer engagement.

2.2.2.7 Snapchat

Snapchat focuses on short-lived content and appeals more to a
younger audience, specifically Gen Z. It provides creative tools,
such as filters, AR lenses, and Stories, which keep users engaged.
Businesses could use these to create fun and authentic content
or run targeted advertisements. For instance, a chain of fast-
food restaurants could advertise on Snapchat with a geo-filter
to promote an offer that would only ®e,live for a day, attracting
customers to their outlets.

Each social media channel has distinct characteristi¢s and user demographics, making
it important for businesses to align their strategy with their objectives and audience
preferences. A fashion brand might prioritise Instagram forvisual appeal, while a
consulting firm could focus on LinkedIn fof professionalconnections. Successful social
media marketing often involves a multi=channel approach, combining the strengths
of different platforms to maximise reach; engagement, and conversions. Businesses
can optimise their efforts continudusly throughranalytics and testing campaigns across
channels.

Example: Amazon Prime Video uses Snapchat for marketing. They launched an AR
lens campaign to prombote the second season of their original series, “Four More Shots,
Please!” This innovative approach allowed users to transform into the show’s characters,
creating an engaging anddmmersive experience.

2.2.3 Facebook Optimisation

Facebook optimization is the process of enhancing a brand’s presence on Facebook
to maximize engagement, reach, and conversions. It involves strategic adjustments
in page setup, content creation, engagement strategies, advertising, and analytics to
ensure that businesses effectively connect with their target audience. With over 2.9
billion monthly active users, Facebook remains a crucial platform for businesses to
build relationships, promote products, and drive traffic.

2.2.3.1 Strategies for Facebook Optimisation
Below are key strategies for optimizing Facebook effectively.

a. Optimizing the Facebook Business Page: A well-structured and professional
Facebook business page is the foundation of an effective online presence.
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Businesses should ensure that their page has a high-quality profile picture
(usually the brand logo) and an attractive cover photo that aligns with their
branding. The “About” section should contain a clear and concise business
description, relevant keywords, and up-to-date contact details. Additionally,
utilizing Facebook tabs like Services, Shop, Reviews, and Events enhances
user experience. For example, an online clothing store can optimize its page
by featuring a “Shop” tab where customers can browse and purchase products
directly from Facebook.

b. Creating High-Quality and Engaging Content: Content is a key driver of
engagement on Facebook. Optimized content should be relevant, visually
appealing, and valuable to the audience. Businesses should incorporate high-
resolution images, infographics, and videos to capture attention. A variety of
content types—such as educational posts, promotional updates, behind-the-
scenes stories, and customer testimonials—keeps the audience engaged. For
example, a fitness brand can post workout videos, client transformation stories,
and nutrition tips to keep followers interested and endgaged.

c. Utilizing Facebook SEO (Search Engine Optimization): Just like Google,
Facebook has an internal search function that tanks content based on relevance.
To optimize for Facebook SEO, businesses should use relevant keywords in
their page descriptions, posts, and hashtags: Customizing the Facebook page
URL with the business name makés it more discoverable. Encouraging user-
generated content and engaging with comments, likes, and shares also helps
improve ranking. For example, a bakery that frequently uses keywords like
“best cakes in New York” imposts and eaptionsimay rank higher in search results
when users look for cakes in that area.

d. Consistency in Posting and Engagement: Posting consistently is essential for
keeping the audience ‘engaged. Businesses should establish a regular posting
schedule based ontheir audience’s activity patterns. Facebook Insights provides
data on wheén followerssare most active, allowing businesses to post at optimal
times. Additionally, responding to comments and messages promptly helps
build relationships with' customers. For example, an e-commerce brand that
posts once daily anda€sponds to queries within an hour is more likely to retain
customer interest and boost engagement.

e. Leveraging Facebook Stories and Live Videos: Facebook Stories and Live
Videos are powerful tools for engaging with audiences in real-time. Facebook
Stories are short-lived but highly engaging, appearing at the top of users’ feeds.
Businesses should incorporate interactive elements like polls, Q&A sessions,
countdowns, and stickers in their stories to encourage participation. Live videos
offer a great way to interact with followers instantly, making them effective
for announcements, product launches, or Q&A sessions. For example, a beauty
brand can use Facebook Live to demonstrate how to apply a new makeup
product while answering live audience questions.

f. Utilizing Facebook Groups for Community Building: Facebook Groups
provide an excellent way to build a community around a brand. Businesses
can create and manage a group where customers and enthusiasts can engage
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in discussions, share experiences, and ask questions. Active participation in
relevant groups helps businesses establish credibility and authority in their
niche. For example, a travel agency can create a group for travel enthusiasts
where they share travel tips, destination guides, and exclusive deals, fostering a
sense of belonging among members.

Facebook Ads Optimization: Facebook Ads allow businesses to target specific
audiences based on demographics, interests, and behaviours. To optimize
Facebook Ads, businesses should define their target audience precisely and test
different ad formats using A/B testing. Creating compelling ad copy, using high-
quality visuals, and setting an appropriate budget ensures higher conversion
rates. For example, a restaurant running a Facebook Ad campaign can target
people within a 10-mile radius, showcasing a limited-time discount to attract
local customers.

Using Facebook Insights and Analytics: Facebook provides in-depth analytics
through Facebook Insights, which helps businesses track their performance.
Key metrics such as reach, engagement, clicksiyshares, and conversions
provide valuable insights into which strategies are working and which need
improvement. Regularly analyzing these metrics enablesibusinesses to refine
their content strategy for better results. For example, a digital marketing agency
analyzing Facebook Insights might discoyver that video posts receive 40% more
engagement than image posts, prompting them toushift their content focus
towards video marketing.

Encouraging User Reviews and Testimonials: Customer reviews play a crucial
role in influencing buying.deeisions. Encouraging satisfied customers to leave
positive reviews enhanées a brand’s credibility and trustworthiness. Engaging
with customer feedback—bothgpositive and negative—demonstrates excellent
customer service. For example, a hotel that actively responds to reviews by
thanking happyseustomets and addressing complaints professionally will likely
build a strong reputation and@ttract more guests.

Integrating, Faeébook with Other Marketing Channels: Cross-promotion
across different marketing channels helps maximize reach. Businesses should
integrate their Facebeok page with their website, blog, email newsletters, and
other social media platforms to drive traffic. Adding a Facebook widget to the
website encourages visitors to follow the page. For example, an online learning
platform can share its Facebook posts in email newsletters, driving more
engagement on social media.

Facebook optimization is a continuous process that involves refining content,
increasing engagement, leveraging advertising tools, and analyzing performance data.
By implementing these strategies, businesses can maximize their visibility, enhance
customer interactions, and ultimately drive better results from their Facebook presence.

2.2.4

Creating a Facebook Page for Business

A Facebook Business Page is an essential tool for companies and entrepreneurs to

establis

h their online presence, connect with customers, and promote their products or

services. Unlike personal profiles, a business page offers specialized features such as
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advertising tools, analytics, and customer engagement options. Below is a step-by-step
guide to creating a professional and optimized Facebook Business Page.

Step 1: Sign in to Facebook and Start Creating a Page

To create a Facebook Business Page, the first step is to log into a personal Facebook
account. Facebook requires a personal profile to manage a business page. Once logged
in, navigate to the “Pages” section from the left-hand menu and click on “Create New
Page.” This will lead to a setup form where essential business details need to be entered.

Creabe new page
Lo Mcebock ainem g

The first step in creating a Facebook i : ng how to log into a
personal Facebook account, navigate to
Page”.

Step 2: Enter Basic Busines

Facebook will prompt the

¢ Description: A short and engaging description of the business, highlighting its
offerings and unique value (e.g., “We serve fresh organic coffee and homemade
pastries in a cozy atmosphere”).

After entering these details, clicking the “Create Page” button will save the
information and proceed to the next step.

Step 2, where the user enters basic business details such as Page Name, Category,
and Description in the Facebook interface.
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Fig 4.1.4 Step 2, where the user enters basic busi
Page Name, Category, and Description in the

Step 3: Add Profile and Cover Photos

Visual branding is crucial for making a busine
upload:

¢ Profile Picture: Typically, this/ s
recognition. Facebook recomme
picture.

e company’s logo for easy
0 x 170 pixels for the profile

¢ Cover Photo: A visu
a product display, sto
cover photos is 8§

age that represents the business, such as
tional banner. The recommended size for

For example, a
image of fresh pas

logo as the profile picture and a high-quality
er photo to attract visitors.

URIoad
Upload 3 Pr picture

Upload Cover Pfc—tu“

Fig 4.1.5 Step 3, where the user uploads a Profile Picture and a Cover
Photo to enhance their Facebook Business Page.
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Step 3, where the user uploads a Profile Picture and a Cover Photo to enhance their
Facebook Business Page.

Step 4: Customize the Page and Add Business Details

After adding visuals, businesses should complete the page setup by providing
additional information:

¢ Contact Details: Include the business phone number, email, and website (if
available) so customers can easily reach out.

¢ Location: If the business has a physical store, adding an address helps potential
customers find it using Facebook Maps.

O Business Hours: Mentioning working hours ensures that customers know when
the business is open.

¢ Call-to-Action (CTA) Button: Facebook allows businesses to add a CTA
button such as “Shop Now,” “Call Now,” “Message,” “Book Now,” or “Sign
Up” to encourage customer interaction.

For example, a beauty salon can include a “Book Now” button,that directs users to
an online appointment system.

Corache
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e

w: Enaticn

Eosimun Location
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Fig 4.1.6 Step 4, where the user enters additional business details such as
Contact Information, Business Location, and Business Hours to complete the Facebook
Business Page setup.

Step 4, where the user enters additional business details such as Contact Information,
Business Location, and Business Hours to complete the Facebook Business Page setup.

Step 5: Create the First Post and Invite Followers

Before promoting the page, businesses should post engaging content to make the
page look active. This can include:

¢ A welcome post introducing the business.
¢ A photo or video showcasing products or services.

¢  Customer testimonials or behind-the-scenes content. m
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After posting, businesses can invite friends, customers, and employees to like the
page and start engaging.

_F Creating your busineas page

facebook EEEEEEN 1 @ O -

Fig 4.1.8 Step 6, where the user is enabling messaging and customer interaction by
selecting options like "Enable Messaging" and "Set Automated Responses"

in the settings section
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Step 6, where the user is enabling messaging and customer interaction by selecting
options like “Enable Messaging” and “Set Automated Responses™ in the settings section.

Step 7: Promote the Page and Grow the Audience
Once the page is fully set up, businesses can begin promoting it through:
0 Facebook Ads: Running paid promotions to target specific audiences.

0 Cross-Promotion: Sharing the Facebook page link on websites, email
newsletters, and other social media platforms.

0  Hashtags and Tagging: Using relevant hashtags and tagging customers in
posts to increase visibility.

For example, an online clothing store can run a Facebook Ad offering a 10% discount
for first-time customers, targeting fashion enthusiasts.

facehook

Fig 4.1.9 Step 7, whete the user is promoting their Facebook Business Page using
options like "Boost Post," "Invite Friends," and "Run Facebook Ads."

Step 7, where the userisipromoting their Facebook Business Page using options like
“Boost Post,” “Invite Friends,” and “Run Facebook Ads.”

Creating a Facebook Business Page is a simple yet powerful way to establish an online
presence and engage with potential customers. By optimizing business information,
posting valuable content, interacting with followers, and using Facebook’s promotional
tools, businesses can enhance their brand awareness and drive customer engagement.

2.2.5 Fan Page Vs. Profile Vs. Group

Facebook provides different formats for individuals and businesses to connect
with users such as Fan Pages, Profiles, and Groups. Each has a different purpose, and
understanding their differences enables users to choose their needs appropriately.

Example: Hootsuite effectively uses Facebook Pages, Profiles, and Groups for business.
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They utilize their Facebook Page to share updates, promote their services, and engage
with a broad audience. Their Facebook Profile is used to personalize their brand and
connect with individual users, while their Facebook Group fosters a community of
social media enthusiasts, providing a space for discussions, support, and exclusive
content.

2.2.5.1 Fan Page

A Facebook Fan Page, or simply “Page,” is created for
businesses, public figures, brands, organisations, or causes.
LI The Pages enable users to like and follow them, creating

fanpage a one-sided connection where followers see updates but

do not need a mutual connection as on Profiles. Pages
are publicly visible and come with tools like Facebook
Insights, allowing businesses to track engagement, demographics, and reach analytics.
Fan Pages also allow running paid advertising campaigns, to increase visibility and
target specific audiences. They provide all the functions of se¢heduling posts, adding a
shop, integrating messenger bots, and creating events all featuresythat make them ideal
for professional marketing and brand engagement.

Why Should You Create a Facebook Fan Page?

Creating a Facebook Fan Page is crucial for businesses, brands, public figures, and
organizations aiming to establish a strong online presence and effectively connect with
their target audience. Unlike personal profiles, Fan Pages offer unique tools and features
designed to enhance visibility, engagement, and.marketing efforts. Below are the key
reasons why businesses and individuals should create a Facebook Fan Page, along with
practical examples.

1. Professional Representation and Brand Awareness: A Facebook Fan Page
provides a professionalspace where businesses can present their brand identity,
values, and offefings. Unlike personal profiles, Fan Pages allow businesses to
create a customized pageé with a branded logo, cover photo, and business-related
details.

Example: A restaurant named “Tasty Bites Café” creates a Facebook Fan Page with
an attractive logo, a high-quality cover photo showcasing its dishes, and an engaging
bio that highlights its specialties. This enhances brand recognition and attracts potential
customers.

2. Unlimited Audience Reach and Follower Growth: A Facebook Fan Page has
no limit on the number of followers, whereas personal profiles can only have
5,000 friends. This makes it ideal for businesses and influencers who want to
grow their audience on a large scale.

Example: A motivational speaker, John Miller, creates a Facebook Fan Page where he
shares daily quotes and success stories. Unlike a personal profile, which limits him to 5,000
friends, his Fan Page gains 100,000 followers, helping him reach a global audience.
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3. Access to Facebook Insights for Data-Driven Decisions: Facebook Fan Pages
provide detailed analytics and insights, helping businesses track performance,
understand audience behaviour, and refine their content strategy. Metrics such
as post reach, engagement rate, and audience demographics allow businesses to
optimize their marketing efforts.

Example: An e-commerce brand selling handmade jewellery uses Facebook Insights to
analyze which product posts perform best. The data reveals that bracelet posts get the
most engagement, prompting the brand to create more bracelet-focused content.

4. Enhanced Customer Engagement and Communication: Fan Pages enable
direct communication with followers through comments, messages, and
interactive posts. Features like Facebook Messenger, Live Chat, and Auto-
Responses help businesses offer real-time support and maintain a strong
customer relationship.

Example: A travel agency, ExploreWorld, sets up an automated chatbot on its Fan
Page that responds instantly to customer queries about travel packages. This enhances
customer experience and improves lead conversion Tates.

5. Credibility and Social Proof: A _we@rifiéd, Facebook«Fan Page increases
credibility and trust. Customer reyiews, ratings, and testimonials on the page
provide social proof, influencing potential customers’ buying decisions.

Example: A gym, FitZone, enceufages members 0 leave positive reviews on its
Facebook Fan Page. Seeing multiple 5-star ratings and success stories from satisfied
customers convinces new visitors to sign up for membership.

6. Monetisation_and Revenue Opportunities: Facebook Fan Pages provide
monetizatiofi opportunities through Facebook Ads, sponsored posts, affiliate
marketing, and_Eacebook Shop integration. Content creators and influencers
can also earn through Facebook Stars, Fan Subscriptions, and In-Stream Ads.

Example: A food vlogger-ereates a Facebook Fan Page where she posts recipe videos.
After gaining 1 million followers, she starts earning through ad revenue and brand
sponsorships from food companies.

7. SEO and Discoverability: Facebook Fan Pages are indexed by search engines
like Google, making businesses easier to find online. A well-optimized page
with relevant keywords improves discoverability.

Example: A digital marketing firm, SmartGrow, includes keywords like “Best Digital
Marketing Agency” in its page description. When users search for digital marketing
services, the page appears in Google search results, attracting more inquiries.

8. Cost-Effective Marketing and Advertising: Facebook Fan Pages allow
businesses to run highly targeted ads at a fraction of traditional advertising costs.
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Businesses can reach specific demographics based on age, location, interests,
and behaviour.

Example: A local bakery, Sweet Delights, spends $50 on a Facebook Ad campaign
targeting users within a 10-mile radius. The ad reaches 5,000 people, bringing in more
foot traffic and increasing sales.

9. Community Building and Fan Engagement: Businesses can use Fan Pages
to create Facebook Groups and foster a loyal community. Groups allow for
discussions, exclusive content sharing, and deeper audience connections.

Example: A skincare brand, GlowNaturals, creates a Facebook Group for skincare
enthusiasts where members share tips, ask questions, and discuss products. This builds
a strong community around the brand.

10. Integration with E-Commerce and Online Services: A Facebook Fan Page
can be linked to an online store, booking system, or e¥ent page, streamlining the
customer journey from browsing to purchase.

Example: A fashion brand integrates its Facebook Shop, allowing customers to browse
and buy directly from the Facebook page without leaving the platform.

A Facebook Fan Page is a powerful tool for busingsses, influencers, and brands to
enhance their online presence, engage with audiences, and drive business growth. With
benefits like unlimited reach, insights, customer interaction, credibility, and monetization,
a well-optimized Fan Page can sciveras a vital asset for long-term success. Whether a
small business, content creator or globaldbrand, leveraging a Facebook Fan Page can
lead to higher visibility, stronger customer relationships, and increased revenue.

Integral components of.a Facebook fan page

a. Profile Picture and Cever Photo: The profile picture is an image that appears
next to yout posts@and comments, representing your brand or business. The cover
photo is a large banner image that spans the top of your Fan Page, providing an
opportunity to showease your products, services, or brand identity.

b. Page Name and Category: The page name is the title of your Fan Page, and it
should be easily recognizable and aligned with your brand. Choosing the right
category is crucial as it helps Facebook categorize and recommend your page to
the relevant audience.

c. About Section: This section allows you to provide essential business
information, such as the business address, website link, phone number, and
a brief business description. A well-crafted description can entice potential
customers and provide valuable insights into your brand.

d. Username and Vanity URL: The username is a custom URL for your Fan Page,
making it easier for users to find your page. A vanity URL typically includes
your page name and is more user-friendly.
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e. Call-to-Action Button: The CTA button appears below the cover photo and
directs visitors to take specific actions, such as contacting your business, visiting
your website, or making a purchase.

f. Tabs and Sections: Facebook Fan Pages come with various tabs and sections,
such as posts, photos, videos, events, and more. These sections allow you to
organize and showcase content relevant to your brand and audience.

g. Page Settings: Page settings allow you to manage page roles, privacy settings,
messaging preferences, and other essential configurations to tailor your Fan
Page’s functionalities to suit your business needs.

h. Content and Posts: Engaging content is at the heart of a successful Fan
Page. Regularly posting high-quality content, such as images, videos, articles,
and updates, is crucial for building a loyal community and encouraging user
interaction.

i. Audience Insights: Facebook provides Page lmsights, offering valuable
analytics on your page’s performance, audience demegraphics, engagement
metrics, and more. Utilizing these insights allows you to‘@ptimize your content
strategy and better understand your audience’sipreferences.

j-  Community Interaction: Interacting withwyour followers'is vital for fostering
meaningful connections. Respondifig promptly, to comments, messages, and
reviews shows that you value your audience’s feedback.

2.2.5.2 Facebook Profile

A Facebook Profile is a personal accountthat represents an individual on Facebook.
It is used for social networking, allowing users to connect with friends, share updates,
post photos and videosgrand engage in conversations. Each Facebook Profile includes
essential details suchias the user’s name; profile picture, cover photo, contact information,
bio, education, and work history.

Example: John creates a Facebook Profile with his name, a profile picture, and a cover
photo of his favourite vaeation spot. He adds details about his education, work, and
hobbies. He connects with his friends and family, sharing updates about his life, liking
posts, and commenting on discussions.

Need for and Importance of a Facebook Profile

1. Personal Identity and Online Presence: A Facebook Profile serves as a digital
identity, allowing individuals to establish their presence online. It represents a
person’s interests, background, and social connections. People use their profiles
to showcase their personality, values, and daily life activities.

Example: Sarah, a graphic designer, uses her Facebook Profile to share creative
artwork, personal milestones, and updates about her life. Her friends and family engage
with her posts by liking and commenting.
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2. Connecting with Friends and Family: Facebook Profiles enable people to
stay connected with friends, family, and colleagues, regardless of geographical
location. It allows users to send friend requests, chat via Messenger, and share
moments through status updates, stories, and photos.

Example: David moves to another country for work but stays in touch with his family
through Facebook. He shares pictures, messages them on Messenger, and even makes
video calls to feel closer to them.

3. Sharing and Expressing Thoughts: Users can post updates, photos, videos,
and articles to express their opinions, celebrate achievements, and share
experiences. This fosters meaningful interactions with friends and followers.

Example: Emma, an animal rights activist, shares posts about pet adoption and
responsible pet ownership, encouraging her friends to support her cause.

4. Engagement in Communities and Groups: Facebook Profiles allow users to
join groups and engage in communities that match their interests, such as hobby
groups, professional networks, or educational, forums.

Example: Alex, an aspiring entrepreneur, joins a Faceboek Group for Startups, where
he interacts with business experts, learns new/strategies, and participates in discussions.

5. Professional Networking and Career Opportunities: Many professionals use
Facebook Profiles to connect with industry pgers, showcase their skills, and
discover job opportunities. Recruiters oftenicheck profiles to get an idea of a
candidate’s interests and backgreund.

Example: Sophia, a digital marketer, follows business pages and interacts with industry
leaders. A recruiter notices her engagement and messages her about a job opportunity.

6. Event Participation and Social Invitations: Facebook allows users to create
and attend events, whether virtual or in-person. This makes it easy to plan and
invite friends for gath€rings, professional seminars, or charity events.

Example: Tom creates a Facebook event for his birthday party and invites his close
friends. They responded through Facebook, making event planning effortless.

7. Privacy Control and Security Features: Facebook provides extensive privacy
settings to control who can see personal information, posts, and friend lists.
Users can set their profile to public, friends-only, or private mode.

Example: Lisa doesn’t want strangers to see her profile, so she customizes her privacy
settings to “Friends Only” for posts and personal details.

8. Access to Facebook Marketplace: Users with a Facebook Profile can buy
and sell products through Facebook Marketplace, making it a useful tool for
individuals who want to explore local shopping options or start small businesses.
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Example: Kevin sells his old bicycle on Facebook Marketplace, and a nearby buyer
contacts him via Messenger to make a purchase.

9. News and Information Updates: People use Facebook to follow news pages,
brands, and influencers to stay updated on current affairs, trends, and interests.
It acts as a personalized feed of relevant content.

Example: Rachel follows a technology news page, which keeps her informed about the
latest smartphone launches and software updates.

10. Entertainmentand Engagement: Facebook offersawiderange of entertainment
options, such as videos, memes, gaming, and live streams. Users can interact
with pages and influencers that align with their interests.

Example: Jake enjoys watching live gaming streams on Facebook and follows his
favourite esports players to stay updated on tournaments.

A Facebook Profile is more than just a personal sociahymedia account. It is a
powerful tool for communication, networking, self-expression,yand entertainment. It
enables individuals to stay connected, express themSelves, participate in communities,
and even explore professional opportunities. Whether used for personal connections,
career growth, or knowledge-sharing, a well-maintained Facebook Profile helps users
maximize the benefits of the digital world:

2.2.5.3 Facebook Group

A Facebook Group is an onlifie community where people with shared interests, goals,
or activities can come together to intefact, share content, and engage in discussions.
Groups can be created for various purposes, such as business networking, education,
hobbies, local communities, and professional collaborations.

Unlike Facebook Pagesgiwhich are designed for businesses and public figures to
broadcast informationgFacebook Groups foster more interactive and community-driven
conversations among members. Groups can be public, private, or secret, depending on
the level of exclusivity and’privacy required.

Example: A group called “Digital Marketing Experts” is created for marketing
professionals to share strategies, job opportunities, and industry news. Members ask
questions, share case studies, and network with like-minded individuals.

Types of Facebook Groups

1. Public Groups: Public groups are open to everyone, and anyone can see the
group’s content, members, and discussions. These groups are ideal for general
discussions, awareness campaigns, or fan communities.

Example: A public group called “Photography Enthusiasts” allows photographers
worldwide to share their work, discuss techniques, and give feedback on each other’s
photos.
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2. Private Groups: In private groups, only members can see the content and
discussions. However, the group’s existence and member list remain visible to
non-members. Users must request to join or be invited by an existing member.

Example: A private group called “Startups and Entrepreneurs” allows only verified
business owners and startup founders to exchange ideas, get funding tips, and share
business strategies.

3. Secret Groups (Now Called “Hidden Groups”): Secret groups are completely
hidden from Facebook searches, and only members can see them. These groups
are used for exclusive or confidential discussions.

Example: A company creates a hidden group for its employees to discuss internal
projects, share work updates, and collaborate privately.

Key Features of Facebook Groups

1. Member Engagement and Discussions: Groups allow, members to interact by
posting questions, updates, polls, and media. Unlike Faeebook Pages, which
focus on broadcasting information, groups faeilitate two-way communication
between members.

Example: A teacher’s group allows edugators to exehange lesson plans, classroom
management tips, and new teaching techniques.

2. Admin and Moderator Centrols: Group admins and moderators manage the
community by approving membersy setting group rules, monitoring content, and
removing inappropriate posts of spam

Example: A health andswellness, group has admins who ensure that only factual and
science-backed health tips are shared;preventing misinformation.

3. Facebook ‘Group Insights: Admins can access group analytics to track
engagement, post activity, and member participation. This helps improve
content strategy and iteraction.

Example: A fitness community group admin sees that Monday motivation posts receive
the most engagement and decides to post-workout challenges every Monday.

4. Eventsand Announcements: Groups can create events and send announcements
to notify members about upcoming webinars, meetups, or important discussions.

Example: A music fan group creates an event for a virtual Q&A session with an
independent artist, inviting all members to join.

5. Learning Units (Facebook Social Learning Groups): Educational and
professional groups can create Learning Units, allowing members to take
structured lessons and track progress.
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Example: A coding boot camp group offers programming tutorials in step-by-step
learning modules, enabling new developers to learn at their own pace.

6. Buy and Sell Feature: Some Facebook Groups have a Marketplace-like
feature where members can list items for sale, negotiate prices, and complete
transactions.

Example: A local buy-and-sell group for second-hand furniture allows community
members to post furniture listings and find buyers.

Importance of Facebook Groups

1. Community Building and Networking: Facebook Groups provide a space for
people with common interests to connect, collaborate, and build relationships.

Example: A writers’ group helps aspiring authors share their work, get feedback, and
connect with publishing professionals.

2. Business Growth and Brand Engagement: Businessesiuse Facebook Groups
to build brand loyalty, support customers, andygenerate diseussions around their
products.

Example: A cosmetics brand creates a group for customers tordiscuss makeup trends,
share beauty tips, and provide feedback on new products.

3. Exclusive Content and Customer Support: Companies, educators, and
influencers use groups to offer exclusivegeontent, behind-the-scenes updates,
and customer support.

Example: A paid online course\provider creates a group where students get access to
additional learning re§ources and directifistructor support.

4. Crowdsourcing and Market Research: Businesses and organizations can use
groups to gather feedback, test new ideas, and conduct surveys to improve their
products and serviees:

Example: A startup in the gaming industry asks group members for opinions on features
they’d like to see in their upcoming mobile game.

5. Lead Generation and Sales: Marketers use Facebook Groups to engage
potential customers, educate them about their products, and convert them into
buyers.

Example: A real estate agent manages a group where he shares investment tips, new
property listings, and mortgage advice to attract clients.

Facebook Groups are powerful tools for building communities, engaging audiences,
and fostering meaningful discussions. Whether used for networking, education, business
promotion, or knowledge sharing, a well-managed Facebook Group can serve as an
invaluable resource for individuals and brands alike.
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Difference between Profiles, Fan Pages and Groups

The interaction dynamic is the most striking difference between Fan Pages and
Groups. While Fan Pages are a vehicle for a central figure or business to broadcast
updates, Groups allow for a more level playing field of equal and communal
participation among all members. Profiles, however, are for personal relationships and
are inappropriate for scalable brand or business use. Anyone who wants to build a
public presence, track metrics, or run ads should use a Fan Page. Groups also give an
interactive, intimate space for businesses or influencers seeking to create smaller, more
involved communities for feedback or mutual engagement.

Table 2.1.1:Difference Between Facebook Profiles, Facebook Pages and Facebook
Groups

The Difference Between Facebook

PROFILES FAGES CKOURS

+ Parsonal Incivichual « Dfficial Bresen W cuesi i Forurm or

« Businesses not allowed Bugingss or Selebrmy Community for Chat, Cause

+ rvice + Maintain Friends « Admiin Can e shared

« Dnly Friends can view - Cakn Likes |05 Fans)

v WO Acvertisin g

+ Create Pages + Groups + Mo + Do not have to be Friends

+ It is pessible to have a permission Lo Like + Profiles + Pages can [uin
16 Al OF [eaat

Pay ta promote Pasts

The best approach oftenuses these tools together. For instance, a company could
use a Fan Page for product promotion, updates, and advertising but then create a
Group for conversation and a more profound connection with loyal customers. The
person representing the brand may also have a Profile to serve personal branding and
relationship building. By knowing their particular strengths and purposes, businesses
and individuals can work together with Profiles, Pages, and Groups in a coordinated
way to build up their social media strategy for success.

2.2.6 Facebook Advertising

Facebook Advertising is a paid marketing platform that allows businesses, brands,
and individuals to promote their products, services, or content to a targeted audience on
Facebook and its associated platforms, including Instagram, Messenger, and Audience
Network. Unlike organic posts that reach only a fraction of followers, Facebook Ads
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ensure that businesses reach a wider audience based on their demographics, interests,
behaviours, and location.

Example: A local bakery wants to attract more customers. Using Facebook Ads, they
target people within a 5-mile radius who are interested in “cakes” and “birthday parties,”
ensuring the ad reaches potential customers.

2.2.6.1 Types of Facebook Ads

1. Image Ads: Image Ads are simple yet effective, using a single high-quality
image to promote a product or service. They appear in Facebook’s news feed,
Stories, and sidebars.

Example: An online clothing store runs an Image Ad showcasing a summer dress with
a “Shop Now” button, directing users to their website.

2. Video Ads: Video Ads allow businesses to engage audiences with short or long-
form videos. These ads can appear in feeds, Stories, and Reels.

Example: A fitness brand creates a 15-second videgyad demonstrating a new workout
program, encouraging users to sign up for an online class.

3. Carousel Ads: Carousel Ads allowdbusinesses to display multiple images or
videos in a single ad, enabling usets to swipe through different slides.

Example: An electronics store runs a Carousel Ad showeasing different laptop models,
allowing customers to browse before clicking “keari More.”

4. Slideshow Ads: Slideshow Ads are lightweight, looping image slideshows that
create a video-like expetience using multiple photos.

Example: A real estate agency uses‘a Slideshow Ad to display various properties for
sale, making it visually appealing for buyers.

5. Collection Ads: Collection Ads offer an immersive mobile shopping experience,
featuring a main image or video with multiple smaller product images below it.

Example: A cosmetic brand uses Collection Ads to showcase a new lipstick range,
letting users browse and purchase directly from the ad.

6. Lead Generation Ads: Lead Generation Ads help businesses collect customer
information directly within Facebook without requiring users to leave the
platform.

Example: An MBA institute runs a Lead Generation Ad offering a free webinar on
career growth, asking interested users to fill out a form with their name and email.

7. Messenger Ads: Messenger Ads appear in Facebook Messenger, allowing
businesses to initiate direct conversations with potential customers.
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Example: A car dealership runs a Messenger Ad that says “Chat with us for exclusive
discounts”, leading to a direct inquiry.

8. Story Ads: Story Ads appear in Facebook and Instagram Stories as full-screen
vertical images or videos that disappear after 24 hours.

Example: A travel agency runs a Story Ad featuring breathtaking views of a beach
destination with a “Swipe Up” link for vacation bookings.

9. Instant Experience Ads (Canvas Ads): These are interactive mobile ads that
load instantly when tapped, providing an immersive experience with videos,
images, and carousels.

Example: An automobile brand uses an Instant Experience Ad where users can explore
360-degree car views and interior features.

2.2.6.2 Why is Facebook Advertising Important2

1. Targeted Advertising for Better Results

Facebook’s advanced targeting options allow businesses to reachitheir ideal audience
based on:

¢ Demographics (age, gender, location)
Interests (hobbies, preferences)
Behaviour (purchasinghabits, device usage)

Custom Audiences (existing customers)

S 0 O O

Lookalike Audienices (néw users§imilar to current customers)

Example: A pet store runs.afl ad'targeting people who own dogs, ensuring only relevant
users see their ad fordog food.

2. High Engagement and‘Conversion Rates

With billions of active users, Facebook Ads generate high levels of engagement
through likes, comments, shares, and clicks.

Example: A restaurant runs a Facebook Ad offering a 20% discount, leading to a 50%
increase in online reservations.

3. Cost-Effective Advertising

Facebook Ads allow businesses to start with a small budget and scale up based on
performance.

Example: A startup e-commerce store spends $10 per day on ads and generates 100
website visits daily.
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4. Retargeting Lost Customers

Facebook retargeting ads help bring back users who visited a website but didn’t
make a purchase.

Example: An online shoe store runs an ad reminding users about the shoes they added
to their cart but didn’t buy.

5. Performance Tracking and Insights

Facebook Ads Manager provides detailed analytics on ad performance, audience
behaviour, and conversions to optimize campaigns.

Example: A bookstore tracks that ads targeting women aged 25-40 perform best, so
they increase budget for that audience.

How to Create a Facebook Ad (Step-by-Step Guide)
Step 1: Access Facebook Ads Manager

Go to Facebook Ads Manager and click on “Create” to start anew ad campaign.
Step 2: Choose an Ad Objective

Select a goal, such as Brand Awareness, Traffic, Engagement, Leads, or Sales.
Step 3: Define Target Audience

Use targeting options like location, age,interestS, and behaviors to specify the
audience.

Step 4: Set Ad Budget and Schedule
Decide between daily or lifetime,budget and set the ad duration.
Step 5: Choose Ad Format
Select an ad type (Image, Video, Carousel, etc.).
Step 6: Add Creative Elements
Upload images, videos, headlines, descriptions, and call-to-action (CTA) buttons.
Step 7: Launch and Monitor Performance
Click “Publish” and track performance through Facebook Insights.

Facebook Advertising is an effective and affordable way for businesses to reach their
target audience, increase brand awareness, drive sales, and engage customers. With a
variety of ad formats and powerful targeting capabilities, businesses of all sizes can
leverage Facebook Ads to grow and succeed in the digital world.
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2.2.7 Facebook Analytics

Facebook Analytics is important in social media marketing because it provides
actionable insights on how businesses can improve their strategies to achieve their
marketing goals. Itis a powerful tool for tracking user behaviour, campaign performance,
and audience demographics on the platform, allowing marketers to make data-driven

decisions.

Example: OnePlus India makes excellent use of Facebook Analytics to enhance their
marketing strategies. They control the platform’s insights to understand user behaviour,
track engagement metrics, and optimize their marketing strategies. By analyzing data
from Facebook Analytics, OnePlus India can make informed decisions to enhance their

online presence and connect with their audience more effectively.
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Fig4.1.11 Facebook Analytics

2.2.7.1 Features of Fa€ebook Analytics

a. Understanding the Audience: One of the most important characteristics
of Facebook Analytics is the ability to understand your audience in detail.
It will help marketers get a prominent view of exactly who is engaging with
their content and what the age, gender, location, and interests of that audience
are. This information allows brands to create content and campaigns targeted
toward specific audiences, ensuring relevance to the audience and increased

engagement rates.

b. Track Campaign Performance: Marketers use Facebook Analytics to track
the performance of their campaigns in real-time, reviewing metrics regarding
impressions, clicks, sharing, and conversion, which helps to understand how
customers resonate with those marketing campaigns. It is easy to identify what

works and focus on problem areas to make adjustments.
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c. Customer Journey Analysis: Facebook Analytics helps businesses track the
customer journey from the first interaction to the final conversion. Analysing
touchpoints along the funnel allows brands to understand user behaviour, realise
where potential customers drop off, and improve removing friction from the
buying process.

d. Ad Spend Optimisation: With Facebook Analytics, marketers can finally
optimise ad spend. Knowing, for instance, which demographics or ad creatives
yield the best results allows a company to concentrate spending only on the
best-performing strategies to improve its return on investment.

e. Content Strategy Enhancement: It provides data on the type of posts video,
photo, or text that perform best with the audience. These insights can help guide
content creation and posting strategies to ensure the material resonates and
encourages interaction.

f. Custom Audiences and Retargeting: Facebook Analytics allows the creation
of custom audiences: in this way, marketers can tafget specific groups of users
based on their past behaviours. Businesses can retarget, for example, people
who have abandoned their shopping cartsswith tailoredrads, increasing the
probability of conversion.

g. Event Tracking and KPIs: It allows the marketentosSet and then track the
defined event, like a button clickf form submission, or any other page view.
Those metrics correspond very closely with KPIs, allowing businesses to judge
how their marketing objectives are being met.

h. Comparative Analysis: Marketers can‘use Facebook Analytics to compare
performances of different campaigns, time frames, or audiences. This permits
businesses to recognise patterns and try new things to learn what works best.

i. Predictive Amalytics: Facebeok Analytics includes predictive analytics tools
that help forecast fuftite, outcomes from past data. These insights will allow
the companyiteradjust its ways to optimise its future performance and edge out
competition.

j- Integration with Other Platforms: Facebook Analytics can be integrated into
other platforms, including Instagram and Messenger. Through this feature, the
user gets one view of interactions on the different channels, so marketers get
much more insight into their social media marketing efforts.

In a nutshell, Facebook Analytics helps businesses sharpen their social media
strategies for the best engagement and to meet marketing goals. With these powerful
capabilities, marketers can create more personalised and impactful campaigns to drive
meaningful results.

2.2.7.2 Types of Facebook Analytics

Facebook provides quite a few analytics tools that allow businesses to track the
performances of their advertising campaigns and understand user behaviour on their
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pages or with their ads. The main types of Facebook Analytics are given below.

a.

Page Insights: Provides data on your Facebook page’s performance, including
audience demographics, reach, and engagement metrics such as likes, shares,
and comments. This tool is ideal for monitoring overall page health and
understanding how users interact with your content.

Ad Manager Analytics: Track the performance of your ad campaigns based
on metrics like impressions, clicks, cost per click (CPC), conversion rates, and
return on ad spend (ROAS). It is ideal for tracking and optimizing advertising
efforts.

Audience Insights: Offers demographic and behavioural insights about your
audience, including their age, gender, location, interests, and how they interact
with devices. This tool is useful for refining targeting strategies and gaining a
deeper understanding of your ideal customers.

Conversion Insights (via Meta Pixel): Tracks actions people take on your
website, app, or landing page after seeing your ads, like purchases or sign-
ups. It is essential for sales funnel tracking, conversion measurement, and ROI
calculation.

Event Manager Analytics: Shows how people engageswith your website or
app initiated by specific events, su¢h as form submissions, product page views,
or checkout completion. This tool helps optimize events set up via the Meta
Pixel, (Software Development Kit)SDKs, or offline data sources.

Video Insights: Measutes video-spectfie metrics like views, average watch
time, and audience retention. Itfis valuable for understanding how your video
content performs with your audience.

Messenger Analytics: “Measures interactions via Facebook Messenger,
including conversatienirates, message volume, and user engagement. This tool
is useful for businesses that leverage Messenger for customer support or sales.

Instagram Insights (if linked to your Facebook account): Provides analytics
for Instagram posts, Stories, and IGTV analytics, including engagement rates,
follower growth, and content reach. It helps businesses compare the performance
of Instagram content to Facebook.

Custom Analytics Dashboards: Enable businesses to create tailored analytics
dashboards that combine different data points from Facebook tools such as
Ads Manager, Meta Business Suite, or integrations with third-party tools. This
feature is useful for consolidating data relevant to specific goals.

2.2.8 Modes of Social Media Marketing

The different modes of social media marketing include content marketing, creating
and sharing quality and engaging types of posts; influencer marketing, where trusted
persons endorse products to their followers; paid advertising through the use of targeted
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advertisements to drive instant results such as sales and traffic; engagement-driven
marketing, fostering interactivity with users through comments, polls, or user-generated
contents; viral marketing, seeking to create shareable campaigns; and the new school
of thought, social commerce, integrating buying into the very fabric of platforms.
Together, they afford the creation of different touchpoints to build brand awareness,
loyalty and drive conversions.

Example: Zomato is an Indian company that successfully influences multiple social
media marketing channels. They utilize platforms like Twitter for engaging memes,
Instagram for influencer collaborations, and Facebook for targeted ads and customer
interactions. This multi-platform approach helps Zomato reach a diverse audience and
maintain a strong online presence.

1. Content Marketing

Content marketing is the backbone of social media marketing, where valuable,
relevant, and consistent content is created and shared withea brand’s target audience.
It could be in the form of blog posts, videos, podcasts, infographics, etc., entertaining,
educating, or informing users while remaining true to the brand walues. Social media
platforms are simply the channels through which thé €entent is distributed strategically
to reach a wider audience. Consistency and creativity in,content help build a brand’s
reputation for being an authority, thus earning customer trust,and loyalty over time.

2. Influencer Marketing

Influencer marketing leverages the reach and crédibility of individuals with a
significant following on socialdmedia. These influencers, from celebrities to niche
micro-influencers, collaborate with brands to promote products or services through
sponsored posts, product placements, and honest reviews. Their established trust with
their audience makes_.these endorsements more impactful. Influencer collaborations
often target specifiefddemographics;-allowing brands to reach a focused audience while
benefiting from a personaliSed, relatable marketing approach.

3. Paid Advertising

Paid social media advertising offers brands the most advanced targeting capabilities
to reach their dream customers. Social media ads come in many forms, from carousel
and video ads to sponsored posts and story ads, blending into users’ feeds. Platforms like
Facebook, Instagram, and LinkedIn offer powerful analytics and optimisation tools to
ensure the best performance. Paid advertising is usually best suited for direct-response
goals, like lead generation, website traffic, or product sales because it allows businesses
to establish a definite budget and optimise dynamically.

4. Social Media Engagement

The idea of engagement marketing originates from the two-way communication
principle with audiences. Engaging actively with comments, direct messages, live
sessions, and interactive polls humanises the brand and builds a better rapport with
customers. Moreover, engagement builds a community of user-generated content, be it
reviews, testimonials, or even hashtag campaigns that organically expand the brand;
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reach. This personal touch helps businesses understand customer preferences while
reinforcing loyalty and trust.

5. Viral Marketing

Viral marketing creates compelling campaigns that spread rapidly across social
media, fueled by shares, likes, and comments. This strategy is based on creating
entertaining, emotional, or thought-provoking content that captures wide attention.
Many successful viral campaigns ride on trending topics, challenges, or creative
storytelling to generate buzz. While highly effective at quickly grabbing massive
exposure, virality’s unpredictability requires a deep understanding of audience interests
and social media trends.

6. Affiliate Marketing

Affiliate marketing on social media involves partnerships with individuals or other
businesses to promote products or services in exchange for a commission. Affiliates use
their platforms to share customised referral links or codes, €arning rewards for sales
generated through their efforts. This performance-based approach ensures measurable
brand returns while allowing affiliates to monetise their online presence. This method
allows businesses to increase sales while tapping into diverse audiences.

7. Social Commerce

Social commerce seamlessly integrates e-commerce with social media platforms,
allowing users to browse, explore, and purchase produets directly without leaving the
app. Features like shoppable pests, Instagram»€heckout, and Facebook Shops have
made social platforms a key driver of online sales. This mode of marketing simplifies
the customer journey, providing convenience and an engaging shopping experience.
It also facilitates direct interaction betwegen buyers and brands, fostering trust and
boosting conversiondates.

2.2.9 Introduction to X/ (Formerly Twitter)
X (Twitter) as a Social Media Marketing Platform

X (formerly known as Twitter) is one of the most powerful platforms for social
media marketing due to its fast-paced, real-time engagement and ability to facilitate
brand conversations. With over 450 million active users, X provides businesses with an
opportunity to build brand awareness, interact with customers, and drive sales through
strategic marketing campaigns. The platform is widely used by brands, influencers,
and digital marketers to connect with audiences, generate leads, and establish thought
leadership.

2.2.9.1 Features of X (Twitter)

1. Real-Time Engagement for Instant Interaction: One of the biggest advantages
of X is its real-time nature, which allows businesses to interact instantly with
their audience. Companies use X to share updates, respond to customer inquiries,
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and provide real-time support. For example, airlines like American Airlines and
Delta use X for customer service, answering queries about flight schedules,
delays, and baggage issues within minutes. This instant interaction builds trust
and enhances customer satisfaction.

Hashtags and Trends to Increase Visibility: Hashtags are an essential
part of X’s marketing strategy as they help categorize content and increase
discoverability. Businesses often create branded hashtags for marketing
campaigns, making it easier for users to find and engage with their content.
For instance, Nike’s #JustDolt campaign successfully encouraged users to share
their personal fitness journeys, leading to widespread engagement. Moreover,
brands can participate in trending hashtags to remain relevant, such as using
#WorldCup during major sporting events to connect with global audiences.

Short and Engaging Content for Higher Impact: Unlike other platforms that
favor long-form content, X thrives on short, concise messages. The 280-character
limit forces brands to craft compelling and direct content. This makes it an ideal
platform for posting quick updates, witty femarks, and promotional content.
For example, Wendy’s Twitter account has gained popularity for its humorous
and engaging tweets that interact with customers in-asfun, playful manner. This
strategy not only entertains but also builds a strong brand personality.

X Ads (Twitter Ads) for Targeted Marketing: Businesses can use Promoted
Tweets, Promoted Acceunts, and Prometed Trends to expand their reach
through paid advertising. X Ads$ offers advanced targeting options based on
demographics, interests, and user behaviour. For example, an e-commerce
brand selling techigadgets,can rund@ Promoted Tweet targeting users interested
in technology and gadgets, ‘ensuring that their ad reaches the most relevant
audience. By, investing in X Ads, companies can significantly boost their brand
awareness and conversion rates.

Influencer Marketing and Brand Collaborations: Partnering with influencers
on X can help businesses gain credibility and reach a wider audience. Many
brands collaborate with celebrities, industry leaders, and micro-influencers
to promote their products or services. For instance, when Tesla CEO Elon
Musk tweets about a new product, it instantly generates buzz and engagement.
Similarly, brands like Samsung collaborate with tech influencers to showcase
their latest smartphones, creating excitement and anticipation before a product
launch.

Polls and Surveys for Audience Engagement: X allows brands to create
interactive polls and surveys, making it a great tool for market research and
customer engagement. By asking questions, businesses can gather insights about
customer preferences while keeping the audience engaged. For example, Netflix

SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing @

Vilgsog 5
SREENARAYANAGURU
GPEN UNIVERSITY



often uses Twitter polls to let viewers vote on which movie or show they should
stream next, giving customers a sense of involvement and making them feel
valued. This approach enhances customer loyalty and increases engagement.

7. Customer Support and Crisis Management: Many companies use X as a
customer service platform, offering quick responses to complaints and inquiries.
Itis a crucial tool for handling crises, as brands can immediately address negative
publicity or product-related issues. For example, when KFC ran out of chicken
in the UK in 2018, they used a humorous and apologetic tweet to manage the
crisis effectively. The post received millions of likes and appreciation for its
transparency, turning a PR disaster into a positive branding moment.

8. X Spaces (Live Audio Conversations) for Community Engagement: X
Spaces, the platform’s live audio conversation feature, is an excellent tool for
brands to connect with their audience through discussions, Q&A sessions, and
industry talks. Companies like Microsoft and Googlese X Spaces to launch
new products, allowing users to join in real-time discussions. For example,
a digital marketing agency can host a live 8ession on social media trends,
answering audience questions and establishing themselves as thought leaders
in the industry.

9. Retweets and Viral Potential for Organic Reach: X is known for its viral
nature, where a single tweet can‘reach millions within hours. Brands that
create engaging, humoreus, or thought-pfévoking content often see their posts
retweeted by thousands of users, exponentially increasing their reach. For
example, Oreo’s “You'Can Still Dunk in the Dark™ tweet during the 2013 Super
Bowl blackout'became ‘one of the most famous marketing tweets, as it was
retweeted thousands efitimes and generated free publicity for the brand.

10. Website Traffic and Lead Generation: Many businesses use X to drive traffic
to their websites by in€luding links in their tweets. Marketers often use Twitter
Cards, which allow users to preview content and click directly on the link,
leading to higher engagement. For example, an online clothing brand can post
a tweet with an image and a link to their latest collection, encouraging users to
visit their website. By strategically placing CTAs (Call-to-Actions) in tweets,
businesses can improve lead generation and sales.

11. Facebook Groups and Community Building: Although primarily known
for short-form content, X also supports community-building efforts through X
Communities, where people with shared interests engage in discussions. Brands
can create communities around topics relevant to their industry. For example,
Adobe has a design-focused community where graphic designers share their
work and tips, helping Adobe maintain a strong connection with its audience.
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12. Analytics and Performance Tracking for Optimization: X provides valuable
insights through its Twitter Analytics tool, allowing businesses to track
engagement, impressions, and audience demographics. Marketers can analyze
which posts perform best and refine their strategy accordingly. For example, a
digital marketing agency might track which type of tweets get the most retweets
and likes and then adjust their content strategy to optimize engagement.

2.2.10 Twitter Followers

Twitter followers are users who subscribe to another account’s updates, meaning
they see the tweets posted by the account they follow in their timeline. Followers are
crucial for engagement, brand awareness, and communication.

2.2.10.1 Types of Twitter Followers
a. Genuine Engaged Followers

These are real people who are interested in your content, engage with your posts,
and add value to your Twitter presence. Example: Aldigital marketing expert regularly
shares tips and insights on social media strategies. Business owners and fellow marketers
follow the account to learn and engage in dis€ussions. The, follewers frequently like,
retweet, and reply to the posts.

b. Fake or Inactive Followers

These are bots or inactive user$ who do not engage with your content, making your
follower count look high but with no real impact. Example: A company purchases 10,000
Twitter followers to boost its|eredibility. However, these followers never interact with
the content, resulting in_no incréase in engagement or real audience growth.

c. Influencer Followers

These followers aré gained due to a recommendation or engagement from a well-
known personality. Example: A'tech blogger tweets a review about a new smartphone,
and a famous tech influeficer with 500,000 followers retweets it. The exposure leads to
a surge in new followers for the blogger.

d. Trend-Based Followers

Followers who engage based on trending topics or viral content. Example: A political
commentator tweets about an ongoing election with a strong opinion. People supporting
that opinion start following the account to stay updated on similar discussions.

2.2.11 ReTweets

The act of retweeting on Twitter refers to sharing someone else’s posted tweet with
one’s own set of followers for such content to be seen by more people. Retweeting is
that feature that fuels the propagation of ideas, news, or discussions in real time and
primarily makes Twitter the site for current trending topics or viral information. There
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are two forms of retweets: one is the standard retweet, where the tweet is shared as is,
and the other is the retweet with a comment, better known as a quote tweet, where users
can add their comments or opinions before sharing. Retweets amplify the visibility of
tweets, enabling content to transcend its original audience and be part of something
bigger.

For individuals, businesses, and brands alike, retweets can significantly increase
engagement and build credibility. Multiple retweets of a single tweet give the impression
that it is relevant or valuable; thus, such a post will go further in the site’s algorithm.
Users often retweet what they agree with, find funny, or think their followers will
appreciate, helping to build a sense of shared interest. Brands and influencers can use
retweets strategically by sharing customer testimonials, positive mentions, or industry
insights to build a relationship with their audience. Further, encouraging retweets via
compelling content or calls-to-action can considerably amplify organic reach and drive
conversations around specific topics or campaigns.

Example: Amul, an Indian company, retweets excellently’for marketing by sharing
user-generated content and customer feedback. This approach helps them engage their
audience, amplify positive brand messages, and build a sense of.¢ommunity and trust
among their followers.

2.2.12 Clicks

Clicks become very important in measures for social media marketing; an action
counted and proving that a user is engaged and showing interest. Most of the time, the
click means any case where thedaiser interacts withssome clickable elements of a social
media platform that is, through links, pictures, call-to-action buttons, or advertisements.
This metric thus becomes fundamental in marketing campaigns, giving direct insight
into user behaviour and.nterest in specified content, products, or services.

2.2.13 Linkedin: AdProfessional Networking Platform

LinkedIn is the world’s largest professional

networking platform, designed to help individuals and

Lin k e d m businesses connect, network, and grow professionally.
Founded in 2003 and now owned by Microsoft,

LinkedIn has over 900 million users worldwide (as of

2023), spanning diverse industries and career stages.

Unlike social media platforms focused on personal or recreational content, LinkedIn
emphasises professional interactions, including job opportunities, business insights,
and knowledge sharing. It is where users create profiles that act like dynamic resumes,

displaying their skills, experiences, certifications, and accomplishments; hence, it is a
vital tool for career development and recruitment.

Example: Infosys operates well on LinkedIn for marketing by demonstrating thought
leadership, disseminating industry insights, and engaging with professionals through
valuable content. Their optimized LinkedIn presence enhances their credibility and

broadens their professional network.
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a. Features and Functionalities

LinkedIn provides its professional user base with various features. The news feed
allows sharing updates, articles, or insights to nurture industry-specific discussions and
knowledge sharing. Its Jobs section assists job seekers in searching and applying for
posted job opportunities, mostly with one-click applications. LinkedIn provides direct
messaging, while groups allow professionals with like-minded ideas to collaborate on
specific topics or interests. Moreover, LinkedIn Learning gives access to online courses
that will arm users with skills to improve their careers. For businesses, LinkedIn offers
Company Pages, recruiters, and paid advertisements to help them engage with and
grow their audience.

2.2.14 Branding on Linkedin

Branding on LinkedIn is the creation and development of your identity, personal,
professional, or business, on the platform. Unlike other social media platforms,
LinkedIn is built for professional and industry-specific branding, allowing its users
to showcase their expertise, thought leadership, and accomplishments. It is a space to
connect with a professional audience, build credibility, and stand'out in a competitive
landscape. LinkedIn is the perfect platform for craftingia unique and impactful brand
image, whether you are a job seeker looking teséreate,a compelling profile or a business
looking to connect with key decision-makefts.

Example: HubSpot excels in using branding on LinkedIn for marketing by crafting
a cohesive and professional presence that reflects it§ brand values and messaging.
Through the consistent sharingfof valuable contént and active audience engagement,
HubSpot enhances its credibility, attraCts high-value connections, and solidifies its
position as an industry leader:

2.2.15 Youtubé Channel

A YouTube channel is simply a customised digital space

°YOUTI1|]E in YouTube through which a person, a brand, or an entity

reaches out with video content to the general public. With

over 2 billion monthly viewers, YouTube is the world’s

biggest library of user-generated videos. It hence cannot be

stopped for its creators of talent, sharers of knowledge, and promoters of products,

among others. One’s central home is where one publishes, organises, and showcases
videos for an audience.

1. Setting up a channel: This involves linking a Google account to YouTube
and setting up your channel’s brand elements. The profile picture and banner
identify the creator visually; the “About” section briefly describes what the
channel is about or its niche. Also, having a great intro video or even a trailer
for new visitors gives an idea of your channel and helps them decide whether
to subscribe.
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2. Content Creation and Strategy: Successful YouTube channels are based on
quality, engaging, and consistent content. A clear content strategy includes
choosing a niche, knowing the target audience, and creating content regularly that
interests them the most. Whether it is a tutorial, review, vlog, or entertainment
channel, the creator must ensure the content is quality and relevant to the
audience. Moreover, following an upload schedule keeps the audience engaged
and looking forward to future videos.

3. Engaging with the Audience: Audience engagement helps to grow the channel.
Feedback from viewers can be through comments, likes, and shared information
that might be used in sharpening the content. In addition, features like live
streams, polls, and community posts on YouTube are ways creators engage with
their audience to build a community. This keeps the subscribers and turns the
casual viewers into loyal followers.

Example: ModCloth effectively uses its YouTube channel formarketing by consistently
creating engaging video content. This approach helped them gain 4,000 subscribers
and 1 million views, resulting in increased sales atsa fraction of their typical search
campaign costs.

2.2.16 PINTEREST

Pinterest is a visual discovery and bookmarking website
where users canfind, shate, and save images and videos
onto virtual ‘boards” with others. Since its launch in

@ Pinterest 2010, it has‘become one of the most popular social media
platforms, especially among people interested in fashion,
home, decor, €ooking, travel, and other lifestyle verticals.
Unlike“the'more traditional social media platforms based

more on social interactionfand messaging, Pinterest is used as an inspiration board to
which users may add'and save ¢ontent that reflects their interests or wishes to refer to
later. The site is highly dependent on visuals, allowing for creative expression on the
user’s part but also supplying an efficient method for finding trends and discovering
new content.

a. User Experience and Interface

Pinterest allows users to browse content through keywords, hashtags, or topics. While
browsing through images known as “pins” users can add the ones they like to their self-
generated boards, according to their interests. These boards become the user’s curated
collections, whereby he or she organises his or her pins according to themes or projects
such as “Wedding Ideas,” “Healthy Recipes,” or “Home Makeover.” Apart from this,
Pinterest’s feed features personalised recommendations that increase user engagement
and make it easy to find pins similar to those they have already saved or engaged with.
Its interface is user-friendly, easy to navigate, and visually appealing hence, it is a great
browsing experience for users looking for inspiration across many categories.

m SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing

—oC—~
i~

Vilgsog 5
SREENARAYANAGURU
GPEN UNIVERSITY

123



b Pinterest for Content Discovery

Pinterest is used more for content discovery than for direct social interaction. It
is a virtual “idea board” where people gather inspiration for personal or professional
projects. Its algorithm shows users content based on what they have pinned in the past
or engaged with, increasing the chances of finding similar or related posts. This unique
search and discover function is vital in home improvement, wedding planning, event
organising, and DIY fanatics. The fashion and beauty fields also see widespread use of
Pinterest, where people pin and repin images of products, styles, looks, makeup, and
more. Its powerful search engine functions make it a handy tool for anyone looking to
spark creativity or find unique ideas.

c. Pinterest for Business and Marketing

Pinterest is great for businesses to connect with potential customers through highly
visual content. Brands can have their profiles and boards, pinning products, services,
or content to interact with other users with the same interests. The site has proven very
effective for businesses under visually oriented niches such as e-commerce, fashion,
home decor, and beauty. The platform also allows brands to“promote their content
through Promoted Pins paid ads that show up in users’ feeds based on their interests
or searches. Marketers could also use Rich Pins, which show meore product details
and provide direct links to e-commerce platforms;, cultivating'a smooth shopping
experience. Further, the analytics tool of Pinterest allows tracking of how content is
doing and how people engage with it.

Example: IKEA excels in using Pinterest for markéting by ingeniously integrating
product recommendations anddpre-populated boards to simplify the furniture buying
process for customers. They offer a quiz that recommends IKEA items based on user
preferences, making it easy for.customers to pin and shop for their favourite products
directly through Pinter@str This method mot only alleviates customer overwhelm but
also improves theig/overall shopping experience.

2.2.17 Profile Optimisation on Instagram

Profile optimisation on Instagram means customising and optimising your profile
to attract your target audience, grow engagement, and achieve personal branding
goals, growing as an influencer, or simply promoting a business. Being one of the
most visually centred social platforms, Instagram dramatically relies on how well
users present themselves or their brands through concise yet impactful profile details.
A fully optimised Instagram profile conveys your unique identity, purpose, and value
proposition in seconds; therefore, it is the most important part of building credibility
and engagement on the platform.

Example: Starbucks effectively utilizes Instagram for marketing by consistently posting
visually engaging content that highlights its products. They interact with their audience
through interactive stories and leverage Instagram’s shopping features to boost sales.
By making the most of Instagram’s various tools, Starbucks maintains a strong online
presence and successfully connects with its customers.

124 SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing @

Vilgsog 5
SREENARAYANAGURU
GPEN UNIVERSITY



2.2.18 Google Plus for Businesses

Google Plus was launched in 2011 as Google’s social networking platform, intended
to help businesses and individuals build online communities, engage audiences, and
share content. Though it has been officially shut down since April 2019, in its operational
years, it provided businesses with many tools to increase their online presence and
foster customer relationships. Integrated within Google’s ecosystem, including Google
Search, Maps, and YouTube, Google Plus provided better visibility and connectivity for
brand building and search engine optimisation (SEO) efforts.

Key Features for Businesses

Google Plus had unique features like Circles, Communities, and Hangouts, which
were tailor-made for professional engagement. Circles allowed businesses to segregate
their audience into specific groups customers, partners, or employees to share information
with that particular group. Communities enabled brands to create and participate in
industry-related discussions, gaining credibility and a sense,of community among the
users. In Hangouts Google provided the possibility of live mteractions through video
conferencing for webinars, training, or customer support. All these features together
helped businesses connect and collaborate on the platferm.

Example: Cadbury successfully operated GoegléPlus foribusingss by engaging their
audience with behind-the-scenes content, product updates, and interactive posts. Their
vibrant and active presence on the platform helped them build a strong community and
enhance their brand visibility.

2.2.19 CPC Bidding

Cost-per-click (CPC) bidding is one of the most frequent and somewhat effective
pricing models withinfSocial media marketing; the advertiser pays only for ad clicks
by a user. CPC bidding is about prioritising traffic but enticing people to visit websites,
landing pages, or onlinesStores through user interaction. Social media platforms like
Facebook, Instagram, LinkedInj and Twitter all offer CPC as part of their advertising
options, allowing marketers 40 control costs while targeting specific audiences. This
model is best for lead generation, conversion-driven campaigns, or engagement with
external content.

Role of CPC in Social Media Marketing

CPC bidding in social media marketing provides a proper balance between cost
control and tangible results. It supports various marketing goals, from driving website
traffic to increasing app downloads or boosting event sign-ups. In competitive industries,
CPC helps advertisers reach their target audience effectively through strategic bidding
and optimisation of their content. Further, with its flexibility across multiple platforms,
it is quickly adopted by businesses of all sizes, so it is perfect for both startups and
established enterprises looking to take this route. With CPC bidding in social media
marketing, companies can build a strong ROI while developing their online presence
and customer base.
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Example: eBay develops Cost-per-click (CPC) bidding in their advertising campaigns
to drive website traffic and boost sales. By setting a maximum bid for each click, they
ensure that they only pay when a user clicks on their ad, making their marketing efforts
both cost-effective and targeted.

Recap

¢ Social Media Marketing (SMM): Promoting a brand, product, or service
using social media platforms to engage audiences and drive online growth.

0 SMM Channels: The different social media platforms used for the marketing
of services and communicating with target audiences include Facebook,
Instagram, Twitter, LinkedIn, and TikTok.

¢ Facebook Optimization: A process of optimising the performance of a
Facebook page or its contents to maximise engagement, reach, and visibility.

¢ Creating a Facebook Page for Business: Creating a special page on
Facebook to represent a business thatgllows professional engagements,
branding, and marketing.

0 Fan Page vs. Profile vs. Group: The fan page,represents a business or
public figure; the profile is for personal use; while a group fosters community
discussions around shared intetests.

0 Facebook AdvertisingzyPaid “promotions on Facebook through its ad
manager, targeting(the rightademographics, behaviours, and interests in
hopes of reaching marketing goals.

¢ Facebook Analyties: The insights and data Facebook provides to track
page, post, and ad performance—allowing a business to know how well
they are doing.and further optimise their approach.

0 Modes of Social Media Marketing: Using social media platforms to reach
audiences, createdbrand awareness, and drive business goals with the help
of varied content strategies.

¢ Introduction to Twitter: A microblogging site with an emphasis on building
a follower base, creating engagement through retweets, and driving web
traffic with the help of clickable posts.

¢ LinkedIn: A professional identity-establishing and promoting process on
LinkedIn through expertise-sharing, network-building, and trust-creation
within industry circles.

¢ YouTube Channel: Where businesses create and share video content for
greater reach with their audience and more engagement, resulting in brand
loyalty.
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Pinterest: A visual discovery engine on which businesses share and organise
ideas with target audiences in specific niches through pins and boards.

Instagram Profile Optimization: This involves optimising the Instagram
profile to post targeted content, bio optimisation, and visual strategy that
will help increase brand presence and engagement.

Google Plus for Businesses: A now-defunct social networking platform
businesses use to increase search visibility, sharing of content, and customer
engagement.

CPC Bidding: A model of paid advertising where an advertiser pays bids
on specific keywords every time their ad is clicked to bring targeted traffic
to their website.

1.
2.

10.
11.
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Objective Questions

What aims to promote a brand, product, or serviceusing social platforms?

Who does Social Media Marketing help ednnect with their audience through
interactive content?

Which popular platform is useddn Social Media Marketing?

What is LinkedIn primarily 'designed for/in terms of networking and
marketing?

What involves imptoving a page’s visibility, reach, and engagement?

How can you create\a business page by selecting a category that reflects
your business type?

What essential information does a Facebook business page require?
What is a fan pagedesigned for, and what is meant for personal use?

What feature on Facebook is ideal for discussions and building communities
around shared interests?

What tool helps businesses manage their ad campaigns on Facebook?

How can businesses define demographics to target a specific audience based
on age, location, and interests?

. What provides insights on post-performance and audience behaviour?

. What does social media marketing involve using platforms like Facebook,

Instagram, and Twitter to promote and engage with audiences?
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14. What helps businesses on Twitter build an engaged audience and expand
their reach?

15. What occurs when a Twitter user shares someone else’s tweet, amplifying
its reach?

16. What action occurs when a user clicks on a link in a tweet to visit an external
website?

17. Which platform do businesses use to build their professional brand by
showcasing skills, sharing content, and networking within their industry?

18. Which platform do businesses use to create and share videos to increase
customer engagement and build a loyal audience?

19. Which platform do businesses use to share and organize images and ideas
that inspire users and drive website traffic?

20. Optimizing which social media profile inyolves creating visually appealing
content, writing an engaging bio, and usingthashtags to enhance visibility?

21. Which platform was once usedaby businessesytosenhance their online
presence and interact with customers?

22. In which bidding method do businesses pay @ach time a user clicks on their
ad after bidding on spe€ific keywords,inpaid search campaigns?

Answers
1. Social Media Markéting

2. Businesses
3. Facebook
4. Professional
5. Facebook Optimization
6. Facebook business page
7. Address and Contact
8. Profile
9. Groups
10. Ads Manager
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I1.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.

Advertisers
Facebook Analytics
Brand awareness
Followers

Retweet

Click

LinkedIn

YouTube channel
Pinterest

Instagram

Google Plus

Cost Per Click (CPC)

1.

Self Assessment Questions

Define social media marketing ‘and@explain its importance in today’s
business.

Name and describe at least five popular social media marketing channels
used forgnarketing.

Explain what Facebook optimisation means and why it is important in any
social media strategy.

What are the three best practices for optimising content on Facebook for a
wider audience?

Describe the steps of creating a Facebook business page

Compare and contrast the difference between a Facebook fan page, personal
profile, and group in purpose, features, and interaction with your audience.

What are the different Facebook ad types, and how can a business determine
the most appropriate type?

Define Facebook analytics. What is its role in the performance of marketing?
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9. Describe the modes of social media marketing and explain how businesses
can use the platforms for their marketing purposes. Provide concrete
examples of specific platforms you recommend to achieve certain business
goals.

10. Explain the importance of followers, retweets, and clicks on Twitter. How
can these factors help in increasing engagement and visibility for businesses?
Suggest strategies to grow Twitter followers and maximise retweets and
clicks.

11. Describe how to create a good personal and business brand on LinkedIn.
Which are the most important aspects of a business that require optimisation
to help solidify its presence on LinkedIn and enhance credibility at a
professional level?

12. Discuss the main components of a great business, YouTube channel. How
can a business create compelling video content, and what are some ways to
use analytics to improve a business’s Youlube channel performance?

13. How can businesses use Pinterest_effectively, to promote their products
or services? What are the bestdpractices for creating pins and boards to
maximise audience engagement?

14. Describe what actions businesses, should take to optimise their Instagram
profile for brandingj including recomimendations on bio-design, content
strategy, and tacti¢s for audiénce engagement.

15. Google Plusds,no longer available, but businesses use it to gain visibility.
Describe! how businessés™used Google Plus and the impact of its
discontinuationon social media marketing strategies.

16. Describe CPC (Cgast-Per-Click) bidding in digital advertising. Explain
how businesses should set a CPC bidding strategy for effective campaign
management and to maximise ROI. Provide examples of how different
industries might approach CPC campaigns differently.

Assignments

1. Why is social media marketing, considered essential for businesses in
today's digital landscape?

2. Can you compare the effectiveness of two specific SMM channels in
achieving marketing goals?
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3. Analyze the strategies for increasing Twitter followers and their impact on
a brand's social media presence.

4. Examine how LinkedIn can be used as a branding tool for professionals and
businesses.

5. Evaluate the effectiveness of Pinterest as a marketing platform compared to
other social media.

6. Explain the benefits and role of CPC bidding in social media marketing.

Suggested Reading

1. Dahl, S. (2021). Social media marketing: Theories and applications (3r
ed.). SAGE Publications Ltd.

2. Zahay, D., & Roberts, M. L. (2022). Social Media Marketing: A Strategic

Approach.

Reference AV ‘
1. Bhatia, P. (2017). Fundamentals of digital marketing (2nd ed.). Pearson

Education India.

Kamath, K. (2024)4Social media marketing essentials you always wanted
to know. Vibrant Publisherss

Tuten, T. La(2021). Secial media marketing.

SGOU - SLM - BA - Nano Entrepreneurship - Digital Marketing

131



SREENARAYANAGURU OPEN UNIVERSITY

SET - 01
QP CODE: ......... Reg. No: ..oviviiiie

Name :....oooovvvviniin.n.

THIRD SEMESTER BA NANO ENTREPRENEURSHIP EXAMINATION
SKILL ENHANCEMENT COURSE

B23NEO1SE DIGITAL MARKETING (CBCS - UG)
2024-25 - Admission Onwards
Time: 3 Hours Max Marks: 70

SECTION A

Objective Types Questions; Answer any Ten (1x 10=10)

1. Describe website

Mention Blog?

Outline Content Delivery Network.
Explain HubSpot

What is GoogleAmalyties?
Describe SEMrush

Elucidate seed keywords

What is competitoriresearch?

Y © =2 kR LD

Mention Search Engine Optimization
10. State Crawling

11. What is Google Search console?

12. Explain HTML Tags

13. Elucidate social media marketing

14. Mention LinkedIn

15. Discuss viral marketing

16. What is X-spaces?
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SECTION B

Very Short Answer Questions; answer any Five (2x5=10)

17. What do you mean by news website?
18. Mention Wix

19. What is Ahrefs?

20. What is Head keywords?

21. Explain Moz Keyword Explorer

22. Explain Click Through Rate (CTR)
23. Discuss organic traffic

24. Mention YouTube channel

25. Explain about Instagram

26. Elucidate Google Plus for business

SECTION C

Short Answer Questions; answer any five (4x5=20)

27. State the difference between Static and Dynami¢ website,

28. Describe five techniques used to improve website speed.

29. What is the importance of Compétitor Research and Analysis?
30. What are the tools used for keyword research?

31. Explain the significance of SEO

32. Discuss different types of website traffic

33. Mention types of Facebook ads

34. FElucidate differentitypes of Facebook Analytics
SECTION D

Long answer Question; Answer any two (15x2=30)

35. Explain different types of websites in detail with suitable examples.
36. Explain important computer research tools.

37. Explain the phases of SEO.

38. Explain modes of Social Media Marketing.
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SECTION A

Objective Types Questions; Answer any Ten
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What is Static website?
Mention website layout.
Express GTmetrix.

Outline Google Sites.

What is Pingdom?

What is SpyFu?

Explain commereial kKeywords.
What is long-tail keywords?
Mention about local SEO

. What is Ranking?

. Explain Referral traffic

. Discuss on Return on Ad Spend (ROAS)
. Elucidate about Facebook

Mention on snapchat

. What is Clicks?

Explain ReTweets

(1x 10=10)
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SECTION B

Very Short Answer Questions; answer any Five (2x5=10)

17. Mention Typography.

18. What is Lighthouse?

19. What is Google Page Speed Insights?
20. What is BuzzSumo?

21. What is transactional keywords?

22. Explain broken link building

23. Define Panda

24. Mention on Pinterest

25. Discuss about Twitter followers

26. Elucidate on CPC bidding.

SECTION C

Short Answer Questions; answer any five (4x5=20)

27. Describe Navigation in website design.

28. Explain some of the important website design platforms.

29. Discuss some popular/website afialysis tools

30. Explain localized keyword researchs

31. Mention theaise of Google Search Console.

32. Discuss on major.SEM Metrics

33. Differentiate between Facebook Profile, Fan page and Groups.

34. Explain the featutes of Twitter

SECTION D

Long answer Question; Answer any two (15x2=30)

35. Explain the tools used for website speed optimisation.
36. Explain different types of keywords.

37. Explain On Page and Off Page SEO.

38. Discuss on Social Media Marketing Channels.
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