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The Course at a Glance
1.Foundations, Offers & Funnel Clarity
2.Traffic & Campaigns (Paid & Organic)
3.SEO & Generative Engine Optimisation
4.Email, Retention & Conversion
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THE DIGITAL

LANDSCAPE IS

CHANGING
RAPIDLY




94

of organisations use Ai to
prepare or execute marketing
campaigns

=10

of Google searches end
without any click

S7.4 trillion

projected e-com sales in 2025

(it was $5 trillion in 2021)

3%

of all website traffic comes from
organic search results

5 trillion

Google searches per year (about 9.5 million
searches per min)
90% of the global search volume
over 60% of Google searches are from mobile

60%

of all oqline sqles are from
mobile devices in UK
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Ai Overview Example

what is knee pain

Knee Pain

4 Al Overview

Knee pain refers to any discomfort or pain experienced in or around the
knee joint. It's a common ailment that can stem from various causes,
including injuries, medical conditions, and overuse. Many cases of mild knee
pain can be managed with home remedies like rest, ice, and over-the-counter
pain relievers. However, persistent or severe knee pain should be evaluated by
a healthcare professional.

Knee pain - NHS

Knee pain: MedlinePlus Medical
. ] Encyclopedia
Here's a more detailed look at the causes and types of knee :

pain:

Show more

Mayo About

Knee pain is pain in or around the knee. The knee joint

Knee pain - Symptoms and causes

ain may be the It of an injury, h as a ruptured

of an arficulation between four bones: the femur

; ; : . i to the
ligament or torn cartilage. Medical conditions — inclu gout and ...

compartments, the patellofemoral compartment

bular joint. Wikipedia
People also ask :




30%

increase YoY in social
commerce, expected to reach

$1.36 trillion in 2025

20-25%

average email open rates

1.8 billion

monthly users on TikTok

3.07 billion

monthly active users on Facebook.

Instagram & Whatsapp are approx
2 billion each

2.5 billion

monthly logged-in users on YouTube

S277 billion

rojected Ad spend on social in
2025 (projected annual increase of

10%)

v



450 million

weekly active users on chatgpt
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The small
subject of A....
let’s take a

moment.




ANI - AGI - ASI

Chatbots Tool- Multi-Agent ASI

(2016-)  Enhanced Al Agents Networks (Possibly)
2023- 2024-  2024-2025

v



How are you
currently
using Ai?
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How might Ai
support your
bigggst hl.)l,l"dle?
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PEER REVIEW
ACTIVITY




ABOVE THE FOLD IMPRESSION
WHAT'S MISSING
WHAT’'S WORKING
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KPI Tracking &
Attrlbutlon
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LTV- CUSTOMER LIFETIME VALUE

CAC - CUSTOMER ACQUISITION COST
ROAS - RETURN ON AD SPEND

AOV - AVERAGE ORDER VALUE

CAR - CUSTOMER ACQUISITION RATE
CR - CHURN RATE

CVR- CONVERSION RATE
CPA- COST PER ACQUISITION
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FOUNDATIONS

OF A SOLID DIGITAL FRAMEWORK

WEBSITE

PROPOSITION. MARKET

COMPETITOR

ANALYSIS
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Offer

Engineering




Funnel Thinking



’ Awareness

Nurturing

Conversion
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