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Non-access channel work delivery.
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Video Promotion
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Project Overview

The client wanted to improve the visibility and discoverability of multiple YouTube videos. Most
videos had low SEO scores, missing keywords, poor metadata optimization, and limited search
performance.

Challenges

Low VidlQ SEO Score (0-50/100)

Missing high-volume keywords

Unoptimized titles and descriptions

Poor tag optimization

Low search visibility

Some projects were completed without channel access

My Strategy
| optimized each video using VidlQ and YouTube SEO best practices by:

Keyword Research

Title Optimization

Description Optimization

Tag Optimization

SEO Checklist Completion

Ranking Keyword Selection

Metadata Optimization

Google Ads Video Promotion (for selected projects)

Tools Used

VidlQ

YouTube Studio

Google Ads

Google Sheets (Project Tracking)

Results

v Improved VidlQ SEO Scores from low values (0-50) to 90—-100+ on multiple videos.
v Successfully optimized titles, descriptions, tags, and keyword placement.

v Completed SEO work for both access and non-access YouTube channels.

v Delivered detailed before-and-after SEO reports for every completed project.



v Executed Google Ads video promotion campaigns to increase video reach and visibility.

Deliverables

YouTube SEO Optimization

VidlQ SEO Score Improvement
Before & After SEO Reports
Non-Access Channel SEO Delivery
Google Ads Video Promotion
Performance Tracking Report

Outcome
The videos became significantly better optimized for YouTube search. SEO scores increased
substantially, metadata quality improved, and each project was delivered with documented proof

of the optimization process.

Thank you for your time.

Facebook & Instagram Ads Portfolio
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ACCOUNT PERFORMANCE
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The purpose of this slide is to highlight a comprehensive key performance indicator (KP1) dashboard which will allow marketersto measure return oninvestment (ROI) from social media campaign. The key metrics covered are total
ad spend, cost perthousand (CPM), cost per click (CPC), click-through rate (CTR), efc.
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Case Study: Facebook & Instagram
Audience Growth to Sales Funnel

Project Overview

The client was struggling to generate followers and sales through Facebook and Instagram. The
business pages had low engagement, a small audience base, and very limited reach, making it
difficult to convert visitors into customers.

The primary objective was to build a targeted audience first and then convert that audience into
paying customers using a structured Facebook Ads strategy.

Challenges

Low Facebook & Instagram followers
Very limited page engagement

No targeted audience built

Low website traffic

Poor brand awareness

No effective sales funnel in place
Low conversion rate

My Strategy

Instead of running sales ads immediately, | developed a three-stage advertising funnel based on
the client's business category and target audience.

Phase 1: Audience Research & Follower Growth

| researched the ideal audience based on the client's business niche, including interests,
demographics, and buyer behavior.

Then | launched Engagement Campaigns to:

Increase Facebook Page Followers
Increase Instagram Followers

Build Brand Awareness

Improve Social Proof



e Generate High-Quality Audience

Phase 2: Traffic Generation

Once a strong audience was established, | launched Traffic Campaigns to drive qualified
visitors to the website.

Objectives included:

Website Traffic
Landing Page Visits
Customer Interest
Audience Engagement

Phase 3: Retargeting & Sales

After collecting enough audience data, | created Custom Audiences and Retargeting
Campaigns.

These campaigns targeted:

Previous Website Visitors
Engaged Facebook Users
Instagram Engagers
Existing Followers

Finally, | launched Sales/Conversion Ads to convert warm audiences into customers.

Tools Used

Meta Ads Manager
Facebook Business Suite
Meta Pixel

Custom Audience
Lookalike Audience
Audience Insights
Facebook Page Insights

Marketing Funnel
Target Audience Research

l



Engagement Ads

!

Follower Growth

!

Traffic Ads

l

Website Visitors

!

Retargeting Campaign
!

Sales / Conversion Ads

!

Customer Purchase

Results

v Built a highly targeted Facebook & Instagram audience

v Increased page followers through Engagement Campaigns

v Improved brand awareness and audience engagement

v Generated qualified website traffic

v Successfully retargeted warm audiences

v Increased sales using Conversion Campaigns

v Implemented a complete Facebook Ads Funnel from audience building to customer

acquisition

Deliverables

e Audience Research



Campaign Strategy
Engagement Campaign Setup
Follower Growth Campaign
Traffic Campaign Setup
Retargeting Campaign

Sales Campaign

Meta Pixel Setup

Audience Optimization
Campaign Performance Report

Outcome

Instead of spending the entire budget on direct sales campaigns, | first built a highly targeted
audience based on the client's business niche. After increasing followers and engagement, |
drove qualified traffic to the website and finally converted warm audiences into customers
through retargeting campaigns. This full-funnel advertising strategy improved audience quality,
increased brand trust, and generated better sales opportunities.

Thank you for your time

Social Media Management Portfolio
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Case Study: Multi-Platform Social Media
Management & Brand Growth

Project Overview

The client wanted to establish a strong and consistent presence across multiple social media
platforms, including Facebook, Instagram, TikTok, YouTube, LinkedIn, and Pinterest.
Although the business had active accounts, the content strategy was inconsistent, audience
engagement was low, and overall brand visibility needed improvement.

The primary objective was to create a structured social media management strategy that would
increase brand awareness, improve audience engagement, maintain consistent content
publishing, and support long-term business growth.

Challenges

Inconsistent content publishing

Low audience engagement

Weak brand identity across platforms
Limited organic reach

No structured content calendar

Poor audience interaction

Lack of performance tracking

My Strategy

Phase 1: Business & Audience Research

Before creating content, | analyzed the business, competitors, and target audience to
understand customer interests and platform-specific behavior.

Activities included:

Business Analysis
Competitor Research
Target Audience Research
Platform Analysis

Content Strategy Planning



Phase 2: Content Planning & Management

| created a structured monthly content strategy tailored for each platform.
This included:

Monthly Content Calendar
Daily Posting Schedule
Caption Writing

Hashtag Research

Content Optimization

Reels & Short Video Planning
Story Planning

Phase 3: Multi-Platform Management
I managed and optimized content across multiple social media platforms.
Platforms Managed:

Facebook
Instagram
TikTok
YouTube
LinkedIn
Pinterest

Management Tasks:

Content Publishing

Post Scheduling
Community Management
Comment Moderation
Inbox Management
Audience Engagement

Phase 4: Performance Monitoring & Optimization

I continuously monitored account performance and optimized the content strategy based on
audience behavior and analytics.

Activities included:

e Performance Analysis
e Engagement Tracking
e Reach & Impression Monitoring



e Best Posting Time Analysis
e Content Optimization
e Monthly Performance Reporting

Tools Used

Meta Business Suite
Canva

ChatGPT

Google Sheets
Facebook Insights
Instagram Insights
TikTok Analytics
YouTube Studio
LinkedlIn Analytics
Pinterest Analytics

Results

v Maintained a consistent brand presence across all platforms.

v Improved audience engagement through strategic content planning.
v Increased organic reach and profile visibility.

v Built a structured content publishing system.

v Strengthened community interaction and audience relationships.

v Enhanced brand awareness across multiple social media platforms.

v’ Improved overall content performance using analytics-driven optimization.

Deliverables

Social Media Strategy
Business & Audience Research
Monthly Content Calendar
Content Planning

Caption Writing

Hashtag Research



Multi-Platform Content Management
Community Management
Performance Analytics Report
Monthly Growth Report

Outcome

By implementing a structured multi-platform social media management strategy, the brand
achieved a consistent online presence across Facebook, Instagram, TikTok, YouTube, LinkedIn,
and Pinterest. Regular content publishing, active community management, and continuous
performance optimization improved audience engagement, strengthened brand awareness, and
established a scalable foundation for long-term social media growth.

Thank you for your time

Google Ads Portfolio
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Google search Standard
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Choose your objective

Select an objective to tailor your experience to the goals and settings that will work best for your campaign

* +

Website traffic

® a8

Sales Leads Product and brand

Get leads and other conversions by Get the right people to visit your consideration

encouraging customers to take website Encourage people to explore your
action products or services

Drive sales online, in app, by phone,
or in store

0 e

Create a campaign without a
goal's guidance

«{:

Brand awareness and reach

Local store visits and
promotions

App promotion

Get more installs, interactions and
pre-registration for your app

Reach a broad audience and build
awareness

Drive visits to local stores, including
restaurants and dealerships.

Choose a campaign type first,
without a recommendation based
on your objective.
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It's unclear if jury selection will begin this morning
— defense attorneys are meeting with him in
lockup currently following Ripken’s ruling — or be
delayed until the afternoon.
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Keywords ideas

Click the extension icon to configure

+ Save URLs

People also ask

meal replacement for weight loss

eal. A low carb, high protein
meal replacement

oriflame

meal replacement shakes

]
N =

LATEST NEWS

Spotlight: Annapolis High student stars in
scary “Carrie” musical

Connecticut and Navy meet on gridiron for
last time in a long time

4 WEEKS
FOR ONLY

1% 64°F
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Yy

Domain  Referrer  Landing Page WELUCCE Campaign  Medium  Content  Keyword  Search  State City Day  Hour

Source People ~ Visits CP Conw. CR Cost CPA CPC Revenue RPP Profit
E-mail Newsletters 652 767 4 8 0.6% $0.00 $0.00 $0.00 $707.00  $1.08 $707.00
Display Ads 140 178 0 0 0% $0.00 $0.00 $0.00 $0.00  $0.00 $0.00
Google AdWords 129 144 102 129 79.1% $257.73 $2.00 $1.79  $9,561.00 $74.12  $9,303.27

Affiliate Proaram 60 66 24 39 40% $0.00 $0.00 $0.00 $2.137.00 $35.62 $2.137.00



Case Study: Google Ads Campaign
Management & Performance Optimization

Project Overview

The client wanted to increase website traffic, improve online visibility, and attract high-quality
potential customers through Google Ads. However, previous campaigns were not delivering the
desired performance due to poor keyword targeting, ineffective campaign structure, and limited
optimization.

The primary objective was to develop a well-structured Google Ads strategy that would improve
campaign performance, drive qualified traffic, and maximize the return on the advertising
budget.

Challenges

Low website traffic

Poor keyword targeting

Low Click-Through Rate (CTR)
High Cost Per Click (CPC)
Low ad relevance

Inefficient budget allocation

No proper conversion tracking

My Strategy

Phase 1: Business & Keyword Research

Before launching the campaign, | analyzed the client's business, competitors, and customer
search intent.

Activities included:

Business Analysis
Competitor Research
Keyword Research
Search Intent Analysis
Campaign Planning



Phase 2: Campaign Setup

| created a well-structured Google Ads campaign tailored to the client's business objectives.

This included:

Search Campaign Setup
Audience Targeting
Location Targeting
Device Targeting
Budget Planning
Bidding Strategy

Ad Group Structure

Ad Copy Creation

Phase 3: Campaign Optimization

After the campaign started running, | continuously monitored and optimized its performance.

Optimization activities included:

Keyword Optimization

Negative Keyword Management
Bid Adjustment

Budget Optimization

Ad Copy Testing

Quality Score Improvement
Search Term Analysis

Phase 4: Performance Monitoring & Reporting

| regularly analyzed campaign performance and prepared detailed reports to identify
opportunities for continuous improvement.

Activities included:

Click Analysis
Impression Monitoring
CTR Analysis

CPC Monitoring
Conversion Tracking
Performance Reporting



Tools Used

Google Ads

Google Analytics 4
Google Tag Manager
Google Keyword Planner
Google Search Console
Google Sheets

Results

v Created a well-structured Google Ads campaign.

v Improved keyword targeting and ad relevance.

v Optimized campaign budget for better efficiency.

v Increased qualified website traffic.

v Improved Click-Through Rate (CTR).

v Enhanced campaign performance through continuous optimization.

v Established a scalable advertising strategy for long-term growth.

Deliverables

Google Ads Strategy
Keyword Research
Campaign Setup

Ad Group Structure

Audience Targeting

Budget Optimization
Campaign Optimization
Conversion Tracking
Performance Analytics Report
Monthly Campaign Report

Outcome



By implementing a structured Google Ads strategy, the campaign achieved better targeting,
improved ad relevance, and more efficient budget utilization. Continuous monitoring and
optimization helped generate higher-quality website traffic, enhance overall campaign
performance, and establish a strong foundation for long-term digital advertising success.

Thank you for your time
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Sample SEO report

Traffic trends
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Graph
I Sessions l Total users I Sessions per user I New users
ol acme N | v N | ey oI acme 8
8,674 5,986 1.47 5,257 b
SECTIONS ! ! : ! @
8845 -193% 5858 2.19% 153 -426% 5086 3.36% ol
Executive summary Views Event count Conversions Total revenue
ol acme o8l acme oWl acve o0 Acme A
Traffic trends Text
vomsperommee 11,335 36,704 367 €0.00
11,028 278% 36356 0.96% 379 -317% €0.00 0.00% |
Content performance LOBEE
Sessions vs total users o
Local SEO performance . I ACME
Page break
Backlink updates 750 600
Technical SEO summary
» 500 400 3
s £
8 g
¥ 250 200 @

A A A A A A A A A A
03'7'01 uen_n’l osﬂol ﬂmsn_oi 0,3,101 \gm‘an“" “'151 15|03n“1 05,7_01 3““&,131

onl ol A0l A6l 2!

M sessions M Total users

28

‘ Importance L Pass / Fail |

lasics

fics Installed Hig - Pass  ~ This is a place to track your notes and findings. For examg
th Engine Properties Set Up irm Submitted to Bing. No associate property found with Goog
mmended: Run a Site Crawl 5 - N/A -

rawling & Indexing

is Indexed .

rtant Content Indexed v

ns a 200 Status Code K =

1able by Robots Meta Tag and X-Robots-Tag High v

Not Blocked by Robots. txt File High - v

Listed in XML Sitemap File Medium v
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Overview Optimization Ideas Top 10 Benchmarking Idea Tasks
Total Ideas i
‘ Strategy Ideas 74 SERP Features Ideas 11
‘ Backlinks Ideas 69 [ semantic Ideas 64
458 User Experience Ideas 121 Content Ideas 17

for 106 pages
A

On-page

Our ideas may help you increase your organic traffic ©

over 1000%

Current @ 48.0k

Potential @D 504.4k

Off-page

Optimizes content, structure, and HTML
elements

Builds authority, reputation and visibility outside
the site

Includes keyword optimization, meta tags,

internal linking, and site speed
improvements

Involves in earning backlinks, brand mentions,
and citation

Ensures search engines can crawl and
understand content

Signals trust and relevance to search engines
through external validation




*3 Buffer Tools v Channels v Pricing Blog

Whether you are a seasoned social media marketer, a marketer looking to
venture into social media marketing, or a business owner looking to leverage
social media, it's helpful to know about the most popular social media sites

out there right now. This will allow you to maximize your brand reach on social
media, engage with the right people, and achieve your social media goals.

Of course, it isn’t only about the size of the social media sites. It's also
whether the social networking site is a right fit for your business and you.
Does it fit your brand image? Is your target audience using that social media
site? How many social media sites can you manage at once?

To make things easier, we researched and compiled information about the top
social media sites in 2023. Some will be familiar to you, while others might
sound new. We recommend reading through this list to learn more about the
social media apps that might be great for your brand. And remember, you
don't have to be on every social media site to have a successful brand.

Q Login Get started now

[E On this page

== The top 21 social networking sites of 2023

. Facebook — 2.96 billion MAUs

N

. YouTube — 2.2 billion MAUs

w

WhatsApp — 2 billion MAUs

&

Instagram — 2 billion MAUs

<

WeChat — 1.26 billion MAUs

o

. TikTok — 1 billion MAUs

~

. Sina Weibo — 573 million MAUs

®

. QQ — 538.91 million MAUs

©

. Telegram — 550 million MAUs

10. Snanchat — 557 million MAUs
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Case Study: Website SEO Optimization &
Organic Growth

Project Overview

The client wanted to improve the website's visibility on search engines and attract more organic
traffic. Although the website was functional, it had several SEO issues, including poor on-page
optimization, technical SEO problems, weak keyword targeting, and limited search engine
visibility.

The primary objective was to optimize the website according to modern SEO best practices,
improve search engine performance, and build a strong foundation for long-term organic growth.

Challenges

Low organic traffic

Poor keyword targeting

Weak On-Page SEO

Technical SEO issues

Poor website structure

Missing or unoptimized meta tags
Low search engine visibility

Slow website performance

My Strategy

Phase 1: Website SEO Audit

| began by performing a complete SEO audit to identify technical issues and optimization
opportunities.

Activities included:

Complete Website SEO Audit
Competitor Analysis

Keyword Research

Technical SEO Analysis
Website Structure Review



Phase 2: On-Page SEO Optimization

| optimized each page following Google's SEO best practices.
This included:

Title Tag Optimization

Meta Description Optimization
Header Tag Optimization (H1-HG)
URL Structure Optimization
Image SEO

Internal Linking

Content Optimization

Keyword Placement

Phase 3: Technical SEO Optimization

| resolved technical issues to improve crawlability, indexing, and overall website performance.
Activities included:

XML Sitemap Optimization
Robots.txt Configuration
Google Search Console Setup
Website Indexing
Mobile-Friendly Optimization
Website Speed Optimization
Broken Link Review
Canonical URL Optimization

Phase 4: Performance Monitoring & Reporting

After completing the optimization, | monitored website performance and tracked SEO progress.
Activities included:

Keyword Performance Tracking
Organic Traffic Monitoring

Search Console Performance Analysis
Google Analytics Reporting

Website Health Monitoring

Monthly SEO Reporting



Tools Used

Google Search Console
Google Analytics 4

Google Keyword Planner
Google PageSpeed Insights
Rank Math SEO

Google Tag Manager
Google Sheets

Results

v Completed a comprehensive Website SEO Audit.

v Improved website structure and on-page SEO.

v Optimized titles, meta descriptions, headings, and URLs.
v Enhanced technical SEO and website crawlability.

v Improved website speed and mobile usability.

v Increased search engine visibility.

v Built a strong foundation for long-term organic growth.

Deliverables

Website SEO Audit Report
Keyword Research

On-Page SEO Optimization
Technical SEO Optimization
Meta Tag Optimization
Internal Linking

Google Search Console Setup
Website Performance Report
Monthly SEO Report

Outcome



By implementing a complete Website SEO strategy, the website became more search engine
friendly and technically optimized. Improvements in on-page SEO, technical performance, and
website structure enhanced overall search visibility and established a scalable foundation for
sustainable organic growth.

Thank you for your time
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