Dezyne Ecole College
Digital Marketing - Comprehensive Exam Materials

Units I, II, lll: Sample Examination Questions and Answers

Examination Structure
Total Marks: 100 Duration: 3 Hours

Section A: Multiple Choice Questions (20 marks) Section B: Short Answer Questions
(30 marks) Section C: Long Answer Questions (30 marks) Section D: Case Study
Analysis (20 marks)

SECTION A: MULTIPLE CHOICE QUESTIONS (MCQ)

Instructions: Choose the most appropriate answer. Each question carries 1 mark.

UNIT I: DIGITAL MARKETING FUNDAMENTALS

Q1. Which of the following is NOT a characteristic of digital marketing?

a) Measurable results b) Two-way communication c) Limited reach d) Cost-effective
Answer: c) Limited reach

Explanation: Digital marketing offers global reach, unlike traditional marketing which
may have geographical limitations. Measurability, two-way communication, and cost-
effectiveness are all key characteristics of digital marketing.

Q2. The 7 C's of digital marketing do NOT include:
a) Content b) Community ¢) Competition d) Context
Answer: c) Competition

Explanation: The 7 C's are: Content, Context, Community, Customization,
Communication, Connection, and Commerce. Competition is not part of this framework,
though competitive analysis is important in digital marketing strategy.

Q3. What is the primary advantage of PPC (Pay-Per-Click) advertising over
organic SEO?



a) Lower cost b) Immediate results c) Better credibility d) Permanent rankings
Answer: b) Immediate results

Explanation: PPC provides immediate visibility and traffic once campaigns are
launched, while SEO takes 6-12 months to show significant results. However, PPC has
ongoing costs while SEO provides more sustainable long-term value.

Q4. In keyword research, which match type provides the most control over when
your ad appears?

a) Broad match b) Phrase match c¢) Exact match d) Modified broad match
Answer: ¢) Exact match

Explanation: Exact match allows ads to show only when the exact keyword (or very
close variants) is searched, providing maximum control but minimum reach. Broad
match provides maximum reach but minimum control.

Q5. Which social media platform is MOST effective for B2B marketing?
a) Instagram b) TikTok c) LinkedIn d) Snapchat
Answer: ¢) LinkedIn

Explanation: LinkedIn is designed for professional networking and is most effective for
B2B marketing, with targeting options based on job titles, industries, and company size.
Instagram and TikTok are better for B2C, particularly for younger demographics.

UNIT Il: SEARCH ENGINE OPTIMIZATION
Q6. What is the primary purpose of a robots.txt file?

a) To improve site speed b) To tell search engines which pages NOT to crawl ¢) To
increase keyword density d) To generate sitemaps automatically

Answer: b) To tell search engines which pages NOT to crawl

Explanation: The robots.txt file provides instructions to search engine crawlers about
which areas of the website should or should not be accessed. It's used to prevent
crawling of admin pages, duplicate content, or resource-heavy pages.

Q7. Which HTTP status code indicates a permanent redirect?

a) 200 b) 302 c) 301 d) 404



Answer: ¢) 301

Explanation: HTTP 301 indicates a permanent redirect and passes 90-99% of link
equity to the new URL. 302 is temporary, 200 is success, and 404 is page not found.

Q8. What does the canonical tag do?

a) Improves page speed b) Indicates the preferred version of duplicate pages c) Blocks
search engines from indexing d) Increases domain authority

Answer: b) Indicates the preferred version of duplicate pages

Explanation: The canonical tag (rel="canonical") tells search engines which URL is the
preferred version when multiple URLSs contain similar or identical content, helping to
consolidate ranking signals.

Q9. Which of the following is NOT a Google ranking factor?
a) Page speed b) Backlinks c) Meta keywords tag d) Mobile-friendliness
Answer: c) Meta keywords tag

Explanation: Google officially stopped using the meta keywords tag as a ranking factor
years ago due to abuse. Page speed, backlinks, and mobile-friendliness are all
confirmed ranking factors.

Q10. What is the recommended length for a meta title tag?
a) 30-40 characters b) 50-60 characters c) 70-80 characters d) 100+ characters
Answer: b) 50-60 characters

Explanation: Google typically displays 50-60 characters in search results. Longer titles
get truncated with "..." which looks unprofessional and may cut off important
information.

UNIT 1lI: LINK BUILDING
Q11. What does "Domain Authority" measure?

a) The age of a domain b) The predicted ranking strength of a website ¢) The number of
pages on a website d) The traffic a website receives

Answer: b) The predicted ranking strength of a website



Explanation: Domain Authority (DA) is a metric developed by Moz that predicts how
well a website will rank, based on factors including backlink profile, age, size, and other
factors. It ranges from 0-100.

Q12. Which type of link provides NO SEO value for rankings?
a) Dofollow link b) Editorial link c) Nofollow link d) Contextual link
Answer: c) Nofollow link

Explanation: Nofollow links include the rel="nofollow" attribute which tells search
engines not to pass link equity. However, they can still provide value through referral
traffic and brand exposure.

Q13. In broken link building, what is the typical response rate?
a) 5-10% b) 20-40% c) 50-60% d) 70-80%
Answer: b) 20-40%

Explanation: Broken link building has higher response rates (20-40%) than most other
outreach tactics because you're providing value (helping them fix broken links) before
asking for anything.

Q14. What is HARO primarily used for?

a) Finding broken links b) Analyzing competitor backlinks c) Connecting journalists with
expert sources d) Automated link building

Answer: ¢) Connecting journalists with expert sources

Explanation: HARO (Help A Reporter Out) connects journalists seeking sources with
experts who can provide quotes and information. It's an effective way to earn high-
authority backlinks from media publications.

Q15. Which anchor text distribution is considered healthiest?

a) 100% exact match keywords b) 100% branded anchors ¢) 50% exact match, 50%
branded d) 30-40% branded, 20-30% URL, 20-30% generic, 10-20% partial match, 5-
10% exact match

Answer: d) 30-40% branded, 20-30% URL, 20-30% generic, 10-20% partial match,
5-10% exact match



Explanation: A natural, diverse anchor text profile includes variety across different
types. Too many exact match anchors (option a) looks manipulative and can trigger
penalties. Complete diversity (option d) appears most natural.

Q16. What is the primary risk of buying backlinks?
a) High cost b) Google penalty c) Low traffic d) Slow delivery
Answer: b) Google penalty

Explanation: Buying links violates Google's Webmaster Guidelines and can result in
manual penalties (site removed from search results) or algorithmic devaluation. This is
why white hat link building is recommended.

Q17. Which tool has the largest backlink index?
a) Moz b) SEMrush c) Ahrefs d) Google Search Console
Answer: c) Ahrefs

Explanation: Ahrefs currently maintains the largest backlink index with 14+ trillion links,
though all major tools provide valuable data. Google Search Console shows Google's
own data but only a sample.

Q18. What percentage of link equity is typically transferred through a 301
redirect?

a) 0% b) 50% c) 90-99% d) 100%
Answer: ¢) 90-99%

Explanation: Google has stated that 301 redirects pass the same amount of PageRank
as a direct link, which is approximately 90-99% of link equity. Some minimal loss may
occur, but it's very efficient.

Q19. Which of the following is a "white hat" link building tactic?

a) Buying links from link farms b) Creating quality content that naturally attracts links c)
Participating in link exchange schemes d) Using automated link building software

Answer: b) Creating quality content that naturally attracts links



Explanation: White hat tactics follow Google's guidelines and focus on earning links
through quality content and legitimate outreach. Buying links, link schemes, and
automation are black hat tactics that risk penalties.

Q20. What is the main purpose of a disavow file?

a) To hide links from competitors b) To tell Google to ignore harmful backlinks to your
site ¢) To speed up indexing d) To improve domain authority

Answer: b) To tell Google to ignore harmful backlinks to your site

Explanation: The disavow tool allows you to tell Google to ignore specific backlinks
that may be harming your site (spam links, negative SEO attacks). It should be used
cautiously and only when necessary.

SECTION B: SHORT ANSWER QUESTIONS

Instructions: Answer any SIX gquestions. Each question carries 5 marks.

Q1. Explain the difference between traditional marketing and digital marketing
with three key points.

Model Answer:
1. Reach and Targeting:

« Traditional: Limited geographical reach; mass marketing to broad audiences
with limited targeting capabilities. Example: TV ad reaches everyone watching
the channel regardless of interest.

« Digital: Global reach with precise targeting based on demographics, interests,
behavior, and location. Example: Facebook ads can target 25-35-year-old
women in Bangalore interested in yoga.

2. Measurability:

e Traditional: Difficult to measure exact ROl and customer actions. Example:
Can't track how many people saw a billboard and then visited your store.

« Digital: Everything is trackable - impressions, clicks, conversions, ROI, customer
journey. Example: Google Analytics shows exactly how many visitors came from
each source and what they did.

3. Cost and Accessibility:



« Traditional: High entry costs (TV ads, print ads, billboards). Better suited for
large companies with big budgets.

o Digital: Low entry barrier. Small businesses can start with ¥5,000-10,000
monthly budget. Flexible spending and easy to scale.

Additional point: Two-way communication vs. one-way. Digital allows interaction and
engagement; traditional is mostly one-directional messaging.

(5 marks: 1.5 for each main point, 0.5 for clarity and examples)

Q2. What is Quality Score in Google Ads and why is it important?
Model Answer:

Definition: Quality Score is Google's rating (1-10 scale) of the quality and relevance of
your keywords, ads, and landing pages in PPC campaigns.

Components:
1. Expected Click-Through Rate (CTR): How likely users are to click your ad
2. Ad Relevance: How closely your ad matches search intent

3. Landing Page Experience: Quality, relevance, and usability of the page users
land on

Importance:
1. Cost Impact:
o Higher Quality Score = Lower cost-per-click (CPC)

o Example: Quality Score 8 might pay %¥20/click while Quality Score 4 pays
%40/click for same keyword

2. Ad Position:

e Ad Rank = Bid Amount x Quality Score

« Higher Quality Score allows lower bids to achieve better positions

o Example: %30 bid x QS 10 = Ad Rank 300, beats %50 bid x QS 5 = Ad Rank 250
3. Ad Eligibility:

e Low Quality Score may prevent ads from showing even with high bids

e Ensures only relevant ads appear

Why It Matters: Allows advertisers with better ads and landing pages to pay less and
rank higher than competitors with bigger budgets but lower quality.



(5 marks: 1 for definition, 1 for components, 2 for importance, 1 for example)

Q3. Describe the three stages of how search engines work.

Model Answer:

Stage 1: Crawling (Discovery)

Process:
e Search engines use automated bots (Googlebot) to discover web pages
« Bots follow links from known pages to find new pages
« Start with seed URLSs, sitemaps, and previously crawled pages

Example: Bot visits your homepage, finds link to /about page, visits that next, continues
following links throughout site.

Optimization: Submit XML sitemap, ensure all pages have internal links, avoid blocking
important pages in robots.txt

Stage 2: Indexing (Organization)
Process:

e Search engines analyze and store discovered content in massive database
(index)

o Extract and analyze: Text content, images, page structure, metadata, links
« Organize by keywords, topics, and entities

Example: Google processes your blog post about "SEO tips," identifies main topic,
extracts key information, stores in index under relevant keywords.

Optimization: Unique, quality content; proper HTML structure; optimize meta tags;
ensure mobile-friendliness

Stage 3: Ranking (Delivery)
Process:
« When user searches, search engine retrieves relevant pages from index

e Ranks pages using 200+ ranking factors including: content relevance, backlinks,
user experience, page speed, mobile-friendliness



« Displays results in order of perceived relevance and quality

Example: User searches "SEO tips for beginners" — Google analyzes intent —
Retrieves matching pages — Ranks based on quality, authority, relevance — Displays
top 10

Optimization: Quality content matching search intent, earn high-quality backlinks,
optimize for Core Web Vitals, positive user engagement signals

(5 marks: 1.5 for each stage including process and optimization)

Q4. What are canonical tags and when should they be used? Provide two
examples.

Model Answer:

Definition: A canonical tag (rel="canonical") is an HTML element that tells search
engines which URL is the preferred version when multiple URLs contain identical or
very similar content.

HTML Implementation:
html

<link rel="canonical" href="https://example.com/preferred-url">

*When to Use:**

**]1. Parameter URLs (E-commerce):**

**Problem:**

example.com/shoes

example.com/shoes?color=blue

example.com/shoes?sort=price

example.com/shoes?color=blue&sort=price

All show same content but different URLs = duplicate content.



Solution: On all parameter pages, add:
html

<link rel="canonical" href="https://example.com/shoes">

Google treats all as one page, consolidates ranking signals.

**2. WWW vs. Non-WWW:**

**Problem:**

https://www.example.com/page

https://example.com/page

Same content, technically different URLSs.

Solution: Choose preferred version (e.g., non-www), add canonical to all pages:
html

<link rel="canonical" href="https://example.com/page">

**Benefits:**

- Prevents duplicate content issues

- Consolidates link equity to one URL

- Clarifies to Google which page to index and rank

- Especially important for large sites with many URL variations



**Best Practice:** Even on the canonical page itself, use self-referencing canonical
(pointing to itself) to confirm it's the preferred version.

**(5 marks: 1.5 for definition and implementation, 1.5 for each example with
problem/solution, 0.5 for benefits)**

**Q5. Explain the concept of E-E-A-T in SEO and its importance.**

**Model Answer:**

**E-E-A-T Definition:**

E-E-A-T stands for **Experience, Expertise, Authoritativeness, and Trustworthiness** -
Google's framework for evaluating content quality, especially for YMYL (Your Money or
Your Life) topics.

**Four Components:**

**1. Experience (Added 2022):**
- Does the content creator have first-hand experience with the topic?

- *Example:** Restaurant review from someone who actually ate there vs. someone
who just read about it

- *Demonstration:** Personal anecdotes, original photos, detailed experiential
knowledge

**2. Expertise:**
- Does the content creator have necessary expertise/credentials?

- *Example:** Medical advice from licensed doctor vs. random blogger



- *Demonstration:** Credentials, education, professional experience, industry
recognition

**3. Authoritativeness:**
- Is the website/creator recognized as authority in the field?
- *Example:** Mayo Clinic for health information vs. unknown health blog

- *Demonstration:** Industry recognition, awards, citations by other experts, media
mentions

**4 Trustworthiness:**
- Is the website and content trustworthy and safe?
- *Example:** HTTPS site with clear privacy policy vs. HTTP site with no contact info

- *Demonstration:** Secure website (HTTPS), clear contact information, transparent
about company/authors, positive reputation

**Importance:**

**Eor YMYL Topics (Critical):**
- Health, finance, legal, safety topics can impact user wellbeing
- Google heavily weighs E-E-A-T for these topics

- Low E-E-A-T = significantly lower rankings

**How to Improve E-E-A-T:**
1. **Author bios:** Show credentials and expertise
2. **Citations:** Link to authoritative sources
. *About page:** Detailed company/author information

3

4. **Contact info:** Clear ways to reach you
5. *Reviews:** Positive third-party reviews
6

. **Security:** HTTPS, privacy policy



7. **Quality:** Well-researched, accurate, comprehensive content

**(5 marks: 1 for definition, 1.5 for explaining components, 1.5 for importance, 1 for
improvement methods)**

**Q6. What is the difference between white hat, gray hat, and black hat link building?
Give one example of each.**

**Model Answer:**

*White Hat Link Building:**

**Definition:** Ethical, guideline-compliant strategies that follow Google's Webmaster
Guidelines and focus on earning links through quality and value.

**Characteristics:**

- Long-term sustainable

- No risk of penalties

- Focuses on creating value

- Natural and organic approach

**Example:** Creating comprehensive original research (industry survey with unique
data), publishing the findings, and journalists/bloggers naturally linking to it as a source.
You earn links by providing genuine value.

**Result:** Safe, builds real authority, sustainable long-term.



**Gray Hat Link Building:**

**Definition:** Tactics in a questionable area - not explicitly forbidden but not entirely
clean. Exploits loopholes or pushes boundaries.

**Characteristics:**

- Moderate risk

- May work short-term

- Could be penalized in future

- Ethically questionable

**Example:** Scholarship link building - offering small scholarships ($500-1,000)
primarily to get .edu backlinks from university resource pages. Not explicitly against
rules, but Google frowns upon it if scholarship's main purpose is links rather than
helping students.

*Result:** May work now, but risky as Google updates algorithms.

**Black Hat Link Building:**

**Definition:** Manipulative tactics that directly violate Google's guidelines, designed to
deceive search engines.

**Characteristics:**
- High risk of penalties
- Not sustainable

- Can result in de-indexing



- Unethical practices

**Example:** Buying links from link farms or Private Blog Networks (PBNSs) - networks of
sites created solely to link to your site. Google explicitly forbids buying links for SEO
purposes.

**Result:** High risk of manual or algorithmic penalty, potential complete removal from
search results.

*Recommendation:**

Always stick to white hat tactics. Short-term gains from gray/black hat aren't worth the
risk of losing all organic traffic permanently.

**(5 marks: 1.5 for each category with definition, characteristics, and example; 0.5 for
overall recommendation)**

**Q7. Describe the broken link building process step-by-step.**

**Model Answer:**

**Step 1: Find Target Websites**

Identify relevant sites in your niche that likely have resource pages or external links:

- Google search: "[your topic] + resources”

- Competitor backlink analysis (Ahrefs)

- Industry blogs and publication sites

*Example:** For SEO niche, search "SEO resources" to find resource pages



**Step 2: Find Broken Links**

Use tools to identify broken (404) links on target sites:

- **Check My Links** (Chrome extension) - free, instant
- *Ahrefs** - Site Explorer — Broken Links

- *Screaming Frog** - crawl site, filter 404s

**Action:** Document each broken link URL and its context (what topic it covered)

**Step 3: Verify Your Content Fits**

Check if you have content that could replace the broken link:
- Is it on the same topic?

- Is it equal or better quality?

- Does it provide similar value?

**If no:** Consider creating content specifically for this opportunity

**Step 4: Find Contact Information**

Locate website owner's email:



- Check "Contact" page

- Use Hunter.io email finder
- Check author bio

- WHOIS lookup

**Step 5: Send Personalized Outreach**

Email template structure:

Subject: Broken link on [Their Page Title]

Hi [Name],

| was reading your article on [Topic] and found it really

helpful - especially [Specific Point].

While | was there, | noticed a link appears to be broken:

[Broken URL] - Returns 404 error

For that link (about [topic]), | recently published a
comprehensive guide that covers similar material:
[Your URL]

Feel free to use it as a replacement if you think it fits.

Thanks for the great content!



Best,

[Your Name]

Key Elements:
o Personalization (shows you read their content)
o Help first (identify broken link)
e Suggest replacement (not demanding)

e Soft approach

Step 6: Follow Up

If no response after 7-10 days:
« Send brief follow-up reminder
e One follow-up only

« Keep friendly tone

Step 7: Track Results
Document in spreadsheet:
« Site contacted
e Outreach date
« Response (yes/no)
e Link acquired (yes/no)
Expected Results:
o Response rate: 20-40%
e Conversion to links: 50-60% of responses
e Overall: 15-20% of outreach results in links

Why It Works: You're helping them (fixing broken links) while offering value (quality
replacement). Win-win approach has higher success than just asking for links.

(5 marks: 0.5 for each step, 1 for why it works and expected results)



Q8. What are the key differences between dofollow and nofollow links? When
should each be used?

Model Answer:
Dofollow Links:

Definition: Default state of links that passes link equity (PageRank) from source page
to destination page.

HTML:
html
<a href="https://example.com">Link Text</a>
(No special attribute needed - dofollow is default)
Characteristics:
o Passes SEO value (link equity)
e Search engines follow and crawl destination
« Contributes to destination page's authority
e Main link type for SEO purposes
When to Use:
. Internal links (your own site pages)
. Links to quality, relevant external sources
. Editorial links (credible citations)
. Partner/affiliate links (if not paid)

. Any link you endorse and want to pass value

Nofollow Links:

Definition: Links with rel="nofollow" attribute that tells search engines NOT to pass link
equity.

HTML:
html
<a href="https://example.com" rel="nofollow">Link Text</a>

Characteristics:



Does NOT pass link equity (officially)

Search engines may not follow or crawl

Still visible and clickable to users

Can provide referral traffic
o Part of natural link profile

When to Use:
. Paid/sponsored links (required by Google)

User-generated content (comments, forums)

Untrusted or questionable sites

Login/signup pages (utility pages)

Links you don't want to vouch for

New Attributes (2019):

rel="sponsored" - Specifically for paid links rel="ugc" - For user-generated content
Example:

html

<a href="sponsor.com" rel="sponsored">Sponsor</a>

<a href="site.com" rel="ugc">Comment link</a>

*Comparison Table:**

| Aspect | Dofollow | Nofollow |
e e A

| **Passes SEO value** | Yes | No |
| **Crawling** | Yes | Maybe |

| **User visibility** | Visible | Visible |
| **Traffic** | Yes | Yes |

| **Required for** | Quality endorsements | Paid links, UGC |



*Common Mistakes:**

X **Nofollowing all external links** (hoarding PageRank looks unnatural)
X **Not nofollowing paid links** (violates Google guidelines)

X **Nofollowing internal links** (wastes your own link equity)
**|deal Link Profile:**

- 80-90% dofollow

- 10-20% nofollow

- Mix looks natural (all one type is suspicious)

**(5 marks: 1.5 for dofollow explanation, 1.5 for nofollow explanation, 1 for when to use
each, 1 for comparison/mistakes)**

## **SECTION C: LONG ANSWER QUESTIONS**

**Instructions:** Answer any THREE questions. Each question carries 10 marks.

**Q1. Explain the complete process of keyword research for SEO with detailed steps
and tools.**

*Model Answer:**



Keyword research is the foundation of SEQO, identifying search terms users enter to find
information, products, or services related to your business.

*STEP 1: Define Your Business and Goals (Week 1)**

**Purpose:** Understand what you offer and who you serve

**Actions:**
- List your products/services clearly
- Identify target audience (demographics, pain points, needs)

- Define business goals (awareness, leads, sales)

*Example:**

Business: Digital marketing agency in Bangalore
Services: SEO, PPC, social media marketing

Target: Small to medium businesses, startup founders

Goal: Generate 50 qualified leads/month

*STEP 2: Brainstorm Seed Keywords (Week 1)**

**Purpose:** Create initial list of basic keywords

**Sources:**

1. **Your knowledge:** What terms would you search?

2. **Team brainstorm:** Sales team, customer service (what do customers ask?)
3. *Competitor websites:** What keywords appear on their pages?

4. *Industry forums:** What language do people use?



**Example Seed Keywords:**
- SEO services

- Digital marketing agency

- PPC management

- Social media marketing

- Online marketing company

**Target:** 10-20 seed keywords to start

*STEP 3: Expand with Keyword Tools (Week 2)**

**Google Keyword Planner (Free):**

Process:

1. Enter seed keyword ("SEO services")
2. Get keyword ideas with search volume
3. Filter by location (India, Bangalore)

4. Export list

Output: 100-200 keyword variations

**Qther Tools:**

- *Ubersuggest** (freemium): Keyword suggestions, difficulty, CPC

- *Answer The Public**: Question-based keywords



- *Ahrefs/SEMrush** (paid): Comprehensive data, competitor keywords

**Keyword Types to Find:**

**Short-tail (Head Keywords):**
- "SEQ" - High volume (10,000+), very competitive

- "digital marketing" - Generic, hard to rank

**Long-tail Keywords:**

- "SEO services for small businesses in Bangalore" - Lower volume (100-500), specific,
easier to rank

- "affordable digital marketing agency for startups" - Higher intent

**Target:** 200-500 keywords after expansion

*STEP 4: Analyze Search Intent (Week 2)**

**Four Intent Types:**

**nformational:** Learning/researching
- Keywords: "what is SEQ", "how to do keyword research”

- Content needed: Guides, tutorials, blog posts

**Navigational:** Finding specific site
- Keywords: "Facebook login”, "Gmail"

- Less relevant for most businesses



**Commercial Investigation:** Considering purchase

- Keywords: "best SEO agency", "top PPC services"

- Content needed: Comparison pages, reviews, case studies

**Transactional:** Ready to buy/act
- Keywords: "hire SEO expert", "book consultation”

- Content needed: Service pages, pricing, contact forms

**Match Keywords to Sales Funnel:**
- Top of funnel: Informational keywords — Blog content
- Middle: Commercial keywords — Comparison content

- Bottom: Transactional keywords — Service/product pages

*STEP 5: Analyze Keyword Metrics (Week 3)**

**Key Metrics:**

**]1. Search Volume:**

- Monthly searches for keyword
- Tools: Google Keyword Planner, Ahrefs, SEMrush

- **Good range:** 100-1,000 for specific terms; 1,000-10,000 for broader

**2. Keyword Difficulty (KD):**
- How hard to rank (0-100 scale)

- Based on: Competing pages' authority, backlinks, content quality

- *Target:** KD <30 for new sites, <50 for established



**3. Cost-Per-Click (CPC):**
- What advertisers pay for click
- **Indicator of commercial value:**
- High CPC (%¥500+) = valuable, commercial intent

- Low CPC (%10) = informational, less commercial value

**4. Trend Analysis:**
- Is keyword growing or declining?
- Tool: Google Trends

- Avoid declining trends unless necessary

**Example Analysis:**

Keyword: "SEO services Bangalore"

Search Volume: 720/month (good)

Keyword Difficulty: 45 (moderate, achievable)
CPC: %450 (high commercial value)

Trend: Growing 15% year-over-year (positive)

Verdict: Excellent target keyword

*STEP 6: Competitive Analysis (Week 3)**

**Analyze Top 10 Ranking Pages:**
y Y



For each target keyword:
1. Google the keyword
2. Analyze top 10 results:
- Domain Authority (Ahrefs/Moz)
- Number of backlinks
- Content length
- Content quality
- Page type (blog, service page, etc.)

**Gap Analysis:**
- Can you create better content?
- Can you realistically acquire similar backlinks?

- Do you have domain authority to compete?

**Example:**

Keyword: "digital marketing services"
Top 3 Results:

- #1: DA 65, 500 backlinks, 3,000 words
- #2: DA 58, 350 backlinks, 2,500 words
- #3: DA 52, 200 backlinks, 2,000 words

Your site: DA 35, new content
Assessment: Very difficult currently

Alternative: Target long-tail variant with lower competition



*STEP 7: Prioritize and Select Keywords (Week 4)**

**Scoring Framework:**

Create spreadsheet with scoring:

Keyword | Volume | Difficulty | Relevance | Commercial Value | Total Score

Scoring (1-10 each):

- High volume =10, low =1

- Low difficulty = 10, high =1

- Very relevant = 10, not relevant = 1

- High CPCl/value = 10, low =1

Sort by total score

**Selection Criteria;**

**Primary Keywords (10-20):**

- Highest total scores

- Balance of volume and achievability
- Directly related to main offerings

- Will create dedicated pages

**Secondary Keywords (50-100):**

- Good scores but lower priority



- Target in blog content

- Support primary keywords

**Long-tail Keywords (200+):**
- Lower volume, very specific

- Easy to rank

- Target in blog posts

- Quick wins

*STEP 8: Organize and Map Keywords (Week 4)**

**Group by Topic:**

Topic Cluster: SEO Services
- Pillar: "SEO services"

- Cluster: "local SEO services", "technical SEO services",

"e-commerce SEO services", "SEO audit services"

Topic Cluster: PPC Management
- Pillar: "PPC management services"
- Cluster: "Google Ads management", "Facebook Ads management"

"PPC for small business"

*Map to Content:**



| Keyword | Search Intent | Content Type | Priority | Target Page |
R B R i A |

| SEO services Bangalore | Transactional | Service page | High | /seo-services |

| How to do SEO | Informational | Blog post | Medium | /blog/seo-guide |

| Best SEO agency | Commercial | Comparison page | High | /why-choose-us |

**Create Content Calendar:**

Month 1: Create service pages for primary keywords
Month 2-3: Create blog content for informational keywords
Month 4-6: Create commercial investigation content

Ongoing: Target long-tail keywords with blog posts

**Tools Summary:**

**Free:**

- Google Keyword Planner (search volume)

- Google Search Console (keywords you already rank for)
- Google Trends (trend analysis)

- Answer The Public (question keywords)

- Ubersuggest free tier (basic research)

**Paid ($99-199/month):**
- Ahrefs (most comprehensive)
- SEMrush (all-in-one)

- Moz (beginner-friendly)



**Recommended Starting Approach:**
1. Start with free tools
2. Upgrade to Ahrefs/SEMrush when budget allows (huge time savings)

3. Combine multiple tools for best results

*Common Mistakes to Avoid:**

X Targeting only high-volume competitive keywords

Balance high-volume with achievable long-tail

X Ignoring search intent

Match content type to intent

X Not analyzing competition

Assess if you can realistically compete

X Choosing keywords not relevant to business

Prioritize business relevance over pure volume

X One-time research and forgetting

Quarterly review and update keyword strategy

**(10 marks: 1 mark per step, 1 for tools, 1 for mistakes/summary)**



**Q2. Discuss the importance of backlinks in SEO. Explain what makes a high-quality
backlink and how Google evaluates link quality.**

**Model Answer:**

**Introduction: Why Backlinks Matter**

Backlinks (inbound links from other websites) are one of the top 3 ranking factors in
Google's algorithm, alongside content quality and RankBrain (Al understanding of
queries).

**Historical Context:**

Google's PageRank algorithm (created by Larry Page and Sergey Brin) revolutionized
search by treating links as "votes" - the more quality votes a page receives, the more
important it is.

*PART 1: Importance of Backlinks**

**1. Authority and Trust Signal**

*How it works:**

When reputable site links to you, it's an endorsement: "This content is valuable enough
to reference.”

*Example:**



TechCrunch (DA 93) links to your startup blog
Signal to Google: "If TechCrunch trusts this site, it must be credible”

Result: Your domain authority increases

**Impact:** Sites with strong backlink profiles rank higher than similar sites without
backlinks, even with identical on-page optimization.

**2. Discovery and Crawling**

*How it works:**

Googlebot discovers pages by following links.

**Without backlinks:**
- New pages may take weeks to be discovered
- Deep pages may never be found

- Slow or no indexing

**With backlinks:**
- Immediate discovery (bot follows link from linking site)
- Faster indexing

- More frequent crawling

*Example:**
New blog post published:
- Without backlinks: Indexed in 2-3 weeks

- With backlink from authoritative site: Indexed within hours



**3. Referral Traffic**

**Beyond SEO value:**

Links bring direct visitors who click through.
*Example:**

Article featured on Forbes:

- SEO value: Backlink from DA 94 site

- Direct value: 500 visitors clicked link

- Business value: 15 became leads

Dual benefit: SEO + immediate traffic

**4. Competitive Advantage**

**Reality check:**

Search "digital marketing services":
Top 10 results have average:
- 150+ referring domains

- 500+ total backlinks



- DA 50+

Your site without backlinks:
- Won't rank in top 50

- Invisible to potential customers

**Data:** Ahrefs study showed 91% of pages get zero organic traffic, primarily due to
lack of backlinks.

*PART 2: What Makes a High-Quality Backlink**

**Quality Factor 1: Domain Authority**

**\What it is:**

Moz's metric (0-100) predicting site's ranking potential based on backlink profile, age,
and other factors.

**Quality hierarchy:**

DA 70+: Exceptional (major publications, universities)
DA 50-70: Excellent (industry leaders, established blogs)
DA 30-50: Good (quality niche sites)

DA 20-30: Moderate (newer sites)

DA <20: Low value (new/weak sites)



**Impact:**

1 link from DA 80 site > 20 links from DA 20 sites

*Example:**
- Link from Harvard.edu (DA 95) = extremely valuable

- Link from random blog (DA 15) = minimal value

**Quality Factor 2: Topical Relevance**

**\What it is:**

Alignment between linking site's topic and your topic.

**Relevance levels:**

Perfect match:

Your site: SEO agency

Linking site: SEO/marketing blog
Result: Highly valuable

Related:
Your site: SEO agency
Linking site: General business blog

Result: Good value



Unrelated:

Your site: SEO agency

Linking site: Pet care blog

Result: Low value (though not harmful)

Why it matters: Google's algorithm understands topic relationships. Relevant links
carry more weight than random links.

Quality Factor 3: Link Placement
Position hierarchy (highest to lowest value):
1. Editorial/Contextual (Best):
html
<article>
<p>For comprehensive SEO guidance, see
<a href="...">this excellent resource</a>.</p>

</article>

- In main content

- Editorially chosen

- Contextually relevant

- *Most valuable**

**2 . Author Bio:**

Author: John Smith, SEO expert at ExampleAgency.com

- Legitimate but lower value than editorial

**3. Sidebar:**



<aside>
<h3>Resources</h3>
<a href="...">SEO Guide</a>

</aside>

- Visible but peripheral

- Lower value

**4. Footer (Lowest):**

<footer>
Partners: <a href="...">Sitel</a> | <a href="...">Site2</a>
</footer>
e Present on every page (less unique)

o Often discounted by Google

Quality Factor 4: Anchor Text
What it is: The clickable text of the link.
Types and value:
Exact Match:
html
<a href="...">SEO services in Bangalore</a>
e Strong keyword signal
« BUT: Too many = over-optimization risk
Partial Match:
html
<a href="...">professional SEO solutions</a>

« Relevant but natural



« Ideal balance
Branded:
html
<a href="...">Example Agency</a>
« Natural, safe
e Builds brand recognition
URL:
html
<a href="...">https://example.com</a>
o Natural occurrence
« No keyword signal but acceptable
Generic:
html
<a href="...">click here</a>
« No SEO value but natural in mix

Ideal distribution: 30-40% branded, 20-30% URL, 20-30% generic, 10-20% partial
match, 5-10% exact match

Quality Factor 5: Dofollow vs Nofollow
Dofollow (Default):

html

<a href="...">Link</a>

o Passes link equity

e« SEO value
Nofollow:
html
<a href="..." rel="nofollow">Link</a>

- Does NOT pass link equity (officially)



- Still has value (traffic, brand exposure)

**|deal profile:**

80-90% dofollow, 10-20% nofollow (natural mix)

**Quality Factor 6: Link Context**

**Google analyzes surrounding content:**

**High-quality context:**

Article about "digital marketing trends" links to your

"digital marketing guide"

Surrounded by: relevant industry discussion, other

guality resources, expert analysis

Result: Strong relevance signal

**_ow-quality context:**

Article about "cooking recipes" randomly links to your

"SEO services"

Surrounded by: unrelated content



Result: Weak or no relevance signal

*PART 3: How Google Evaluates Link Quality**

**Google's Multi-Factor Analysis:**

**1. Link Graph Analysis:**
- Maps relationships between sites
- Identifies patterns (natural vs. manipulative)

- Detects link schemes

**2 . Historical Data:**

Link acquired: Month 1

Google observes:

- Link remains active? (permanent or temporary?)

- Site quality maintained? (linking site still reputable?)

- Pattern natural? (steady growth vs. sudden spike?)

**3. User Behavior Signals:**
- Do people actually click the link?
- If they click, do they stay or immediately bounce back?

- High engagement = genuine valuable link



**4. Spam Detection:**

Red flags:

- Links from penalized sites

- Sudden spike (500 links overnight)

- All exact-match anchor text

- Links from unrelated sites

- Site-wide footer links from random sites

- Known link networks (PBNSs)

Result: Links discounted or site penalized

**Red Flags (Low-Quality/Toxic Links):**

** 3¢ Link Farms:**

Sites created solely to sell links, no real content or value

** ¥ Private Blog Networks (PBNs):**

Network of sites owned by one entity for link manipulation

** ¥ Irrelevant Link Spam:**

Random blog comments, forum spam with links

** ¥ Paid Links (Undisclosed):**



Buying links without nofollow violates Google guidelines

** 3 Reciprocal Link Schemes:**

"I'll link to you if you link to me" at scale

*+ % Over-Optimized Anchor Text:**

Every link uses exact keyword = unnatural pattern

**Quality Backlink Checklist:**

High-Quality Backlink Has:

DA 40+ linking domain

Topically relevant to your content
Editorial placement in main content
Natural, varied anchor text

Dofollow attribute

Relevant surrounding content

From page with traffic

From trusted, reputable source
Permanent (not removed after review)

Acquired naturally or through white-hat outreach



**Conclusion:**

Backlinks remain critical to SEO success because they:
1. Signal authority and trustworthiness

2. Help discovery and crawling

3. Provide referral traffic

4. Are difficult to manipulate (quality over quantity)

**Key Takeaway:**

Focus on earning high-quality backlinks from relevant, authoritative sources through
excellent content and legitimate outreach. 10 quality links beat 100 low-quality links.

**(10 marks: 3 for importance, 5 for quality factors with examples, 2 for Google's
evaluation process)**

**Q3. You are launching a new e-commerce website selling sustainable fashion. Design
a comprehensive 3-month link building campaign. Include goals, tactics, timeline,
budget, and expected outcomes.**

**Model Answer:**

*CAMPAIGN OVERVIEW**

**Business:** EcoThread - Sustainable Fashion E-commerce

**L_aunch Date:** January 1, 2024

**Campaign Duration:** 3 months (Q1 2024)
**Total Budget:** ¥2,00,000



**PHASE 1: GOAL SETTING AND ANALYSIS**

**Primary Goal:**

Acquire 60 high-quality backlinks from DA 35+ sites within 3 months to establish domain
authority and drive initial organic traffic.

*SMART Goals:**

- *Specific:** 60 backlinks from fashion, lifestyle, sustainability, and e-commerce sites
- *Measurable:** Track via Ahrefs, minimum DA 35, 75% dofollow

- *Achievable:** Based on budget and tactics, realistic for new site

- *Relevant:** Focus on building foundation for long-term SEO success

- *Time-bound:** 90 days (January-March 2024)

**Success Metrics:**

Primary KPIs:

- 60+ total backlinks acquired
- 45+ referring domains

- Average DA: 40+

- 75%+ dofollow links

- At least 10 DA 50+ links

Secondary KPIs:

- 500+ referral visits

- 5-10 initial rankings (long-tail keywords)
- Domain Authority increase: 1 — 15-20

- 20+ unlinked brand mentions



*Competitive Analysis:**

**Top 3 Competitors Analysis:**

Competitor A (established 2 years):
- Referring domains: 250
- DA: 42

- Main link sources: Fashion blogs, sustainability sites

Competitor B (established 1 year):
- Referring domains: 120
- DA: 35

- Main link sources: Influencer blogs, press coverage

Competitor C (established 6 months):
- Referring domains: 45
- DA: 28

- Main link sources: Directory listings, guest posts

Gap Analysis:
Need to catch up to Competitor C in 3 months

Requires aggressive but quality-focused approach



**PHASE 2: TACTIC SELECTION AND STRATEGY**

**Tactic Mix (Diversified Portfolio):**

**Tactic 1: Original Sustainability Research (30% effort, 25 expected links)**

*What:** Conduct survey of 500 consumers on sustainable fashion purchasing
behaviors

N hy s+
- Data-driven content highly linkable
- Positions as industry authority

- Media coverage potential

- Sustainability angle newsworthy

**Execution:**

- Week 1-2: Design survey, collect responses
- Week 3: Analyze data, create report

- Week 4: Design infographic

- Week 5-8: Outreach to fashion/sustainability media

**Investment:** 360,000

- Survey tool: ¥5,000

- Data analysis: 10,000

- Report writing: 15,000

- Infographic design: 320,000
- PR distribution: 10,000



**Target Publications:**

- Fashion blogs (Vogue India, Elle India)
- Sustainability sites

- Business publications

- Marketing blogs (data angle)

**Tactic 2: Sustainable Fashion Blog Directory Submissions (10% effort, 10 expected
links)**

*What:** Submit to relevant fashion and sustainability directories

**Quality Directories:**

High Priority (DA 50+):
- Sustainable fashion directory sites
- Eco-friendly brand databases

- Ethical shopping guides

Medium Priority (DA 30-50):
- Regional fashion directories
- Startup directories

- E-commerce listing sites

**Execution:**

- Week 1: Research 50 quality directories



- Week 2: Submit to 30 best directories

- Week 3-4: Follow up on pending submissions

**Investment:** ¥10,000
- VA for submissions: 8,000
- Premium listings (3-5): 32,000

**Tactic 3: Influencer & Blogger Collaboration (25% effort, 15 expected links)**

*What:** Partner with sustainable fashion bloggers for product reviews and features

**Strategy:**

- Identify 30 micro-influencers (10K-50K followers)
- Fashion, sustainability, lifestyle niches

- Send product samples

- Request honest review with link to site

**Execution:**

- Week 2: Influencer research and outreach

- Week 3-4: Ship products to interested bloggers

- Week 5-10: Reviews published, build relationships

**Investment:** 345,000
- Product samples (15 x %¥1,500): 22,500
- Shipping: ¥7,500

- Influencer management: 215,000



**Expected:**
50% response rate (15 bloggers)

15 links from reviews/features

**Tactic 4. Guest Posting (20% effort, 12 expected links)**

*What:** Write high-quality guest posts for fashion and lifestyle blogs

**Target Sites:**

Tier 1 (DA 50+): 3 posts
- Major fashion blogs

- Investment: ¥8,000/post (high-quality writing)

Tier 2 (DA 35-50): 6 posts
- Established lifestyle blogs
- Investment: ¥4,000/post

Tier 3 (DA 30-35): 3 posts
- Niche sustainable living blogs

- Investment: ¥2,000/post

**Topics:**

- "10 Sustainable Fashion Trends for 2024"



- "How to Build an Eco-Friendly Wardrobe on a Budget"
- "The True Cost of Fast Fashion: Data Analysis"

- "Ethical Fashion: Complete Buying Guide"

**Execution:**

- Week 1-2: Identify target blogs, pitch ideas
- Week 3-6: Write accepted posts

- Week 7-10: Posts published

**Investment:** 42,000
- Writing (12 posts): ¥42,000

**Tactic 5: Resource Page Link Building (10% effort, 8 expected links)**

*What:** Get listed on sustainable fashion resource pages

**Process:**
- Google searches: "sustainable fashion resources", "ethical shopping links"
- Identify 50 resource pages

- Personalized outreach to webmasters

**Execution:**

- Week 4-5: Find resource pages
- Week 6-8: Outreach campaign
- Week 9-10: Follow-ups



**Investment:** %8,000
- Email finding tools: ¥3,000

- Outreach management: %5,000

**Tactic 6: HARO & Media Queries (5% effort, 5-8 expected links)**

**What:** Respond to journalist queries for expert sources

**Execution:**
- Daily HARO email monitoring
- Respond to 3-5 relevant queries weekly

- Fashion, sustainability, e-commerce topics
**Investment:** ¥5,000

- Time investment (low cost)

- HARO premium (optional): ¥5,000
**Expected:**

10-15 quality responses

5-8 features in publications

**PHASE 3: DETAILED TIMELINE**

*MONTH 1 (JANUARY): FOUNDATION & LAUNCH**



*Week 1:**

o Complete competitor analysis

o Set up tracking systems (Ahrefs alerts, spreadsheet)
o Design sustainability survey

o Research directory submissions (50 targets)

o Research influencers (50 targets)

o Begin HARO monitoring

Deliverables: Survey live, systems in place

*Week 2:**

o Collect survey responses (target: 500)
o Submit to 15 directories

o Outreach to 15 influencers (batch 1)

o ldentify guest post targets (30 blogs)
o Respond to 5 HARO queries

Expected Links: 3-5 (early directories)

*Week 3:**

o Complete survey data collection

o Submit to 15 more directories



o Outreach to 15 influencers (batch 2)
o Send 10 guest post pitches
o Respond to 5 HARO queries

Expected Links: 5-8 (directories + first influencer)

*Week 4:**

o Analyze survey data

o Write research report (first draft)

o Ship products to interested influencers (10-15)
o Write accepted guest posts (3-5)

0 Resource page research

Expected Links: 8-12 total month 1

*MONTH 2 (FEBRUARY): CONTENT & OUTREACH PEAK**

*Week 5:**

o Finalize research report
o Design infographic
o Begin PR outreach (research report)

o Continue guest post writing



0 Resource page outreach (batch 1: 15 sites)

o Follow up with influencers

Expected New Links: 5-8
Cumulative: 13-20 links

*Week 6:**

o Major PR push (report + infographic)

o Pitch to 50 fashion/sustainability journalists
o Guest posts published (3-5)

o Resource page outreach (batch 2: 15 sites)

o Influencer reviews starting to publish

Expected New Links: 10-15
Cumulative: 23-35 links

*Week 7:**

o Continue PR follow-ups

o Guest posts published (3-5 more)

o Resource page follow-ups

o Relationship building with influencers

o First media features from research

Expected New Links: 8-12



Cumulative: 31-47 links

*Week 8:**

o Syndicate research findings

o Final guest post submissions
o Resource page final follow-ups
o Evaluate results, adjust tactics

o Media coverage continues

Expected New Links: 6-10
Cumulative: 37-57 links

*MONTH 3 (MARCH): OPTIMIZATION & RELATIONSHIP BUILDING**

*Week 9:**

o Focus on relationship maintenance
o Thank all linkers

o Social media amplification

o Engage with communities

o HARO continued

Expected New Links: 5-8



Cumulative: 42-65 links

*Week 10:**

o Follow up on all pending outreach
o Final influencer reviews published
o Guest posts finalized

o Document all relationships

o Build foundation for Month 4+

Expected New Links: 4-6
Cumulative: 46-71 links

*Week 11:**

o Comprehensive results analysis
o ROI calculation

o Relationship nurturing

o Plan Q2 strategy

o ldentify what worked best

Expected New Links: 2-4
Cumulative: 48-75 links

*Week 12:**



o Final campaign report

o Stakeholder presentation

o Archive all assets for future use
o Set up ongoing link monitoring

o Launch Q2 tactics

Final Count: 50-75 links (exceeding 60 goal)

**PHASE 4: BUDGET ALLOCATION**

TOTAL BUDGET: %2,00,000

BREAKDOWN:

1. Original Research: ¥60,000 (30%)
- Survey tool: ¥5,000
- Analysis: 10,000
- Writing: 15,000
- Design: 20,000
- PR: 310,000

2. Influencer Collaboration: 345,000 (22.5%)
- Product samples: 322,500
- Shipping: ¥7,500



- Management: 315,000

3. Guest Posting: 42,000 (21%)
- Content writing: 342,000

4. Directories: 210,000 (5%)
- VA work: %8,000
- Premium listings: 2,000

5. Resource Pages: 8,000 (4%)
- Tools: %3,000
- Outreach: %5,000

6. Tools & Software: 15,000 (7.5%)
- Ahrefs (3 months): 212,000
- Hunter.io: 23,000

7. HARO: %5,000 (2.5%)

- Premium subscription: ¥5,000

8. Labor/Management: ¥10,000 (5%)

- Project management: 310,000

9. Contingency: ¥5,000 (2.5%)

- Unexpected opportunities

**Cost Per Link:** ¥2,00,000 + 60 = %3,333/link (acceptable for quality)



*PHASE 5: EXPECTED OUTCOMES**

**By End of Month 3:**

*Quantitative Results:**

Links Acquired: 60-75
Referring Domains: 50-60
Average DA: 38-42
Dofollow %: 75-80%

DA 50+ links: 10-15

DA 40-50 links: 20-25

DA 30-40 links: 25-35

Domain Authority Growth: 1 — 18-22
Organic Traffic: 200-500 visits/month
Referral Traffic: 500-800 visits/month

**Qualitative Results:**

- Brand awareness in sustainable fashion community
- Relationships with 50+ influencers/bloggers
- Media coverage in major publications

- Industry authority positioning



- Foundation for ongoing link acquisition

**Long-term Value:**

Month 6 Projection:

- DA continues growing to 25-30

- Organic traffic: 1,000-2,000/month
- Rankings for 50+ keywords

- Established link acquisition system

Year 1 Projection:

- DA: 35-40

- Organic traffic: 5,000-10,000/month
- Top 10 rankings for key terms

- Sustainable link growth continuing

**PHASE 6: TRACKING & REPORTING**

*Weekly Metrics:**

- Links acquired this week
- Qutreach sent
- Response rate

- Issues/blockers



**Monthly Report Sections:**

1. Executive Summary

2. Links Acquired (table with all details)

3. Tactic Performance (which tactics working best)
4. Notable Wins (highlight top 5 links)

5. Traffic Impact

6. Next Month Focus

**Tools for Tracking:**

- Ahrefs: Backlink monitoring, competitor tracking

- Google Search Console: Link discovery, impressions
- Google Analytics: Referral traffic, conversions

- Spreadsheet: Master campaign tracker

- Project management: Trello or Asana for workflow

**RISK MITIGATION:**

**Risk 1. Low Response Rates**

Mitigation: Over-prospect (2x targets), A/B test templates, improve personalization



**Risk 2: Influencers Don't Follow Through**

Mitigation: Send products to 30, expect 15 to deliver (50% buffer)

**Risk 3: Research Doesn't Get Coverage**

Mitigation: Diversified tactics, not dependent on one asset

**Risk 4: Budget Overruns**

Mitigation: 2.5% contingency fund, prioritize tactics by ROI

**Risk 5: Quality Issues**

Mitigation: Vet all prospects for DA 35+ minimum, reject low-quality opportunities

**SUCCESS FACTORS:**

*Why This Campaign Will Succeed:**
. **Diversified tactics** - not relying on single approach
. **Quality focus** - DA 35+ minimum maintained

. **Qriginal research** - highly linkable asset

1

2

3

4. **Realistic timeline** - 3 months for proper execution

5. **Adequate budget** - ¥3,333/link reasonable for quality

6. **Ongoing value** - relationships and assets continue providing value
7

. *Measurable** - clear metrics and tracking

**Key to Success:**

Consistent execution, quality over quantity, relationship building, and continuous
optimization based on results.



**(10 marks: 2 for goals/analysis, 3 for tactics with details, 2 for timeline, 2 for budget, 1
for outcomes/tracking)**

## **SECTION D: CASE STUDY ANALYSIS**

**|nstructions:** Read the case study and answer ALL questions. Total: 20 marks.

*CASE STUDY: TechStartup India's Link Building Challenge**

**Background:**

TechStartup India is a B2B SaaS company providing project management software for
remote teams. Launched in January 2023, they have a functional product and 50 paying
customers but minimal online visibility.

**Current Situation (December 2023):**

**Website Metrics:**

- Domain Authority: 12

- Total Backlinks: 35

- Referring Domains: 18

- Organic Traffic: 300 visits/month

- Keyword Rankings: 5 keywords in top 50

**Business Challenges:**



- 90% of traffic comes from paid ads (expensive)
- SEO generates minimal leads
- Competitors ranking for all target keywords

- High customer acquisition cost (315,000/customer)

*Competitor Analysis:**

**Competitor A (Established 3 years):**
- DA: 55

- Referring Domains: 380

- Organic Traffic: 50,000/month

- Strong content marketing and PR

**Competitor B (Established 18 months):**
- DA: 38

- Referring Domains: 150

- Organic Traffic: 12,000/month

- Active guest posting and partnerships
**Resources Available:**

**Team:**

- 1 Marketing Manager (you)

- 1 Content Writer (part-time)

- Design support (on-demand)

**Budget:** %1,50,000 for Q1 2024 (3 months)



*Time:** Marketing Manager can dedicate 20 hours/week to link building

**Assets:**

- Blog with 25 published articles

- Case studies from 10 satisfied customers

- Product expertise in remote work and project management

- Engineering team that can build tools/calculators

*QUESTIONS:**

**Q1. Identify the primary challenges facing TechStartup India’s link building efforts. (5
marks)**

**Model Answer:**

**Challenge 1: New Domain with Low Authority (Critical)**

**Problem:**
- DA 12 is very low (industry standard for ranking: DA 30+)
- Only 18 referring domains vs. competitors' 150-380

- Massive authority gap makes it difficult to compete for commercial keywords

**Impact:**
- Even with perfect on-page SEO, won't rank due to lack of link authority
- Long timeline to catch up (could take 12-18 months)

- Difficult to attract links without existing authority (chicken-egg problem)



**Evidence:** Competitor B with DA 38 (launched 6 months earlier) already has 8x more
referring domains and 40x more organic traffic.

**Challenge 2: Limited Resources and Budget (Moderate)**

**Problem:**

- %1,50,000 for 3 months = ¥50,000/month

- Small team (1 full-time, 1 part-time)

- Can't compete with larger competitors' budgets

- Need strategic, high-ROI tactics

**Constraints:**
- 20 hours/week = ~80 hours/month for link building
- Budget allows ~15-20 quality links at ¥3,000/link

- Must prioritize ruthlessly

**Challenge 3: Competitive Niche (High)**

**Problem:**

- B2B SaaS and project management space is highly competitive
- Competitors already have strong link profiles

- Many established brands (Asana, Trello, Monday.com) dominate

- Difficult to find unique angles for content

**Challenges:**



- Guest post opportunities likely saturated
- Resource pages already list competitors

- Hard to break through noise with content

**Challenge 4: Limited Brand Recognition (Moderate)**

**Problem:**

- Only 50 customers (small user base for testimonials/case studies)
- Unknown brand (cold outreach more difficult)

- No media presence or industry recognition

- Influencers unlikely to cover unknown product

**mpact:**
- Lower response rates to outreach (no brand recognition)
- Harder to earn links naturally

- Need to build credibility from zero

**Challenge 5: Current Link Profile Quality Issues (Low)**

**Problem:**
- 35 backlinks but only 18 referring domains (multiple links from same sites)
- Need domain diversity

- Unknown quality of existing links (could include low-quality directories)



**Risk:**
- If existing links are low-quality, could be hurting not helping

- Need to audit and potentially disavow toxic links

**(5 marks: 1 for each challenge identified with problem, impact, and evidence)**

**Q2. Design a prioritized 3-month link building strategy specifically for TechStartup
India. Include specific tactics, timeline, and resource allocation. (8 marks)**

**Model Answer:**

*STRATEGIC APPROACH: Focus on Quick Wins + Authority Building**

Given constraints (low DA, small budget, competitive niche), strategy must focus on:

1. **Achievable targets** (not competing head-on with DA 55 competitors yet)

2. **High ROI tactics** (efficient use of limited budget)

3. **Scalable processes** (sustainable beyond 3 months)

*MONTH 1: FOUNDATION + QUICK WINS**

**Tactic 1: Original Research - Remote Work Productivity Study (Primary Focus)**

*\What:**

Survey 500-1,000 remote workers about productivity, tools used, challenges, and
solutions.



*Why Perfect for TechStartup:**

- Remote work is trending topic (media interest)

- Aligns with product (project management for remote teams)
- Low competition (not many have this data)

- Highly shareable and linkable

**Execution:**

- Week 1: Design survey, launch on social media, remote work communities
- Week 2: Collect responses (target 500 minimum)

- Week 3: Analyze data, create comprehensive report

- Week 4: Design infographic, write press release, begin outreach

**Investment:** 340,000

- Survey tool: ¥3,000

- Incentives (prize draw): 5,000
- Data analysis: ¥7,000

- Report writing: 210,000

- Infographic design: 310,000

- PR distribution: ¥5,000

**Expected Links:** 15-25 (from media, remote work blogs, business publications)

**Resource:** 30 hours (research design, oversight, outreach)

**Tactic 2. Free Project Management Tool/Calculator (Secondary Focus)**



**What:**

Build free tool: "Team Productivity Calculator” or "Project Timeline Estimator"

*N hy e+
- Utilizes existing engineering resources

- Interactive tools get linked frequently

- Evergreen (continues earning links after launch)

- Demonstrates product value

**Execution:**

- Week 1-2: Design and develop tool

- Week 3: Launch with blog post explaining how to use

- Week 4: Outreach to project management blogs, productivity sites
**Investment:** 25,000

- Development (simple calculator): 20,000

- Design: %5,000

**Expected Links:** 10-15 initially, ongoing

**Resource:** 15 hours (coordination, promotion)

**Tactic 3. High-Value Guest Posts (Ongoing)**

*\What:**



Target 8-10 guest posts on B2B SaaS, remote work, and project management blogs

**Quality over Quantity:**
- Only target DA 35+ sites
- Focus on sites competitors have links from

- Leverage remote work expertise

**Topics:**

- "10 Project Management Mistakes Remote Teams Make"
- "How to Maintain Team Productivity in Hybrid Work"

- "Data-Driven Guide to Remote Team Collaboration™

- "Case Study: How [Customer] Improved Productivity 40%"

**Execution:**
- Week 1: Research 50 target blogs
- Week 2-4: Pitch 25 best targets (expect 8-10 acceptances)

- Ongoing: Write and submit posts

**Investment:** ¥30,000
- Content writing (10 posts x ¥3,000): ¥30,000

**Expected Links:** 8-10

**Resource:** 20 hours (research, pitching, coordination)

*Month 1 Expected Results:**

- Links: 8-12 (early guest posts, tool links starting)

- Investment: 295,000



- Foundation set for Month 2 research push

**MONTH 2: CONTENT AMPLIFICATION + SCALE**

**Tactic 4. PR Push for Research (Primary Focus)**

**\What:**

Aggressive outreach campaign promoting remote work study

*Targets:**

- Business publications (50 journalists)

- Remote work blogs (30 sites)

- Project management/productivity blogs (40 sites)
- Tech publications (30 sites)

- Total: 150 targets

**Execution:**

- Week 5: Identify all targets, find contact info

- Week 6: Personalized outreach (batch 1: 50 emails)
- Week 7: Outreach batch 2 + follow-ups

- Week 8: Outreach batch 3 + follow-ups + relationship building

**Investment:** 215,000
- Email finding (Hunter.io): 5,000
- Outreach management: 210,000



**Expected Links:** 15-20 from research

**Resource:** 35 hours (outreach execution)

**Tactic 5: HARO + Expert Positioning (Ongoing)**

**\What:**

Respond to 3-5 HARO queries weekly related to remote work, productivity, project
management, SaaS

**Why:**
- Low cost, high authority potential
- Positions as expert

- Fits into daily routine

**Execution:**
- Daily: Review HARO emails
- Respond to relevant queries within 2-4 hours

- Provide valuable, quotable insights

**Investment:** 5,000

- HARO premium: %5,000 (optional but helpful)

**Expected Links:** 5-8 features

**Resource:** 15 hours (2-3 hours/week)



**Tactic 6: Strategic Partnerships (New)**

**What:**

Partner with complementary SaaS tools for co-marketing

*Targets:**

- Time tracking tools

- Communication platforms
- File sharing services

- Other project management adjacent tools

**Execution:**
- Week 5-6: Identify 20 potential partners

- Week 7-8: Outreach for integration partnerships, joint content, mutual linking

**Investment:** ¥5,000

- Partnership development

**Expected Links:** 5-8 (from partner sites, integration directories)

*Resource:** 20 hours (relationship building)

**Month 2 Expected Results:**

- Links: 25-36 (research coverage peaks, HARO results, partnerships)

- Cumulative: 33-48 links
- Investment: 225,000



- Momentum building

**MONTH 3: OPTIMIZATION + SUSTAINABILITY**

**Tactic 7: Resource Page Outreach (Focus)**

**\What:**

Target project management, remote work, SaaS resource pages

**Process:**
- Google: "project management resources", "remote work tools"
- Find 100 quality resource pages

- Pitch research report and free tool as valuable additions
**Execution:**

- Week 9: Find resource pages, evaluate quality

- Week 10-11: Outreach campaign

- Week 12: Follow-ups

**Investment:** ¥10,000
- Outreach execution: ¥10,000

**Expected Links:** 8-12

**Resource:** 25 hours



**Tactic 8: Customer Case Study Content (New)**

**What:**

Work with 5 best customers to create detailed case studies with metrics

**Why:**
- Unique, data-driven content
- Customer quotes and testimonials

- Linkable stories of success

**Execution:**

- Week 9-10: Interview customers, gather data
- Week 11: Write 5 case studies

- Week 12: Promote to industry publications

**Investment:** 15,000
- Writing (5 studies): 15,000

**Expected Links:** 5-8 (from features, customer sites, industry blogs)

**Resource:** 20 hours

**Tactic 9: Ongoing Guest Posting (Continued)**



*What:**

Continue guest posting momentum from Month 1-2
**Execution:**

- Pitch 10 more sites

- Write accepted posts

- Build on relationships from earlier posts

**Investment:** 215,000
- Content writing (5 posts x ¥3,000)

**Expected Links:** 5

**Resource:** 15 hours

**Month 3 Expected Results:**

- Links: 18-25

- Cumulative Total: 51-73 links
- Investment: ¥40,000

**COMPLETE 3-MONTH SUMMARY :**

**Total Investment:** ¥1,60,000 (10,000 over budget, but within contingency)

**Resource Allocation:**



Month 1: 65 hours (setup heavy)
Month 2: 70 hours (outreach peak)
Month 3: 60 hours (optimization)
Total: 195 hours (within 240 available)

**Expected Outcomes:**

Total Links: 51-73 (exceeding initial DA gap needs)
Referring Domains: 45-60

Average DA: 38-42

Dofollow Ratio: 75-80%

Impact:

DA Growth: 12 — 22-25

Organic Traffic: 300 — 1,200-2,000/month
Keyword Rankings: 5 — 25-40 keywords ranking
Referral Traffic: 400-700/month

**Cost Per Link:** %1,60,000 + 60 = %2,666/link (excellent for B2B SaaS)

**Strategic Priorities Justification:**

*Why Original Research is Primary:**

- Biggest ROI potential (20+ links from one asset)



- Positions as thought leader
- Media coverage worth multiples of cost

- Evergreen resource that continues earning links

*Why Guest Posting Throughout:**
- Consistent link flow (not depending on one asset)
- Relationship building with industry

- Sustainable tactic for long-term

*Why Partnerships Month 2:**
- Takes time to build relationships
- Starts mid-campaign when some credibility established

- Ongoing value beyond campaign

*Why Resource Pages Month 3:**
- Requires assets to exist first (research, tool)
- Easier after some authority built

- Efficient use of end-of-campaign time

**(8 marks: 2 for strategic approach, 4 for detailed tactics with execution, 1 for
timeline/resources, 1 for expected outcomes and justification)**

**Q3. What metrics should TechStartup India track to measure the success of this
campaign? Design a simple monthly reporting framework. (4 marks)**

*Model Answer:**



*PRIMARY METRICS (Must Track)**

**1. Link Acquisition Metrics:**

- Total Backlinks Acquired (target: 50-70)

- New Referring Domains (target: 45-60)

- Average Domain Authority of New Links (target: 38-42)
- Dofollow Percentage (target: 75-80%)

- Links by Tactic (which tactics performing best)

Tracking: Ahrefs, Google Search Console

Frequency: Weekly count, monthly deep analysis

**2. Domain Authority Growth:**

- Domain Authority (Start: 12, Target: 22-25)

- Trend over 3 months

Tracking: Moz, Ahrefs Domain Rating

Frequency: Monthly (changes slowly)

**3. Organic Performance:**

- Organic Traffic (Start: 300, Target: 1,200-2,000/month)

- Keyword Rankings:
- Total keywords ranking (Start: 5, Target: 25-40)



- Top 10 rankings (Start: 0, Target: 5-10)
- Top 50 rankings (Start: 5, Target: 25-40)

Tracking: Google Analytics, Ahrefs Rank Tracker
Frequency: Weekly

**4. Referral Traffic:**

- Referral Visits (from backlinks)
- Quality Metrics:
- Bounce Rate (target: <60%)
- Pages/Session (target: >2)

- Session Duration (target: >1:30)

Tracking: Google Analytics (Acquisition — Referrals)

Frequency: Weekly

*SECONDARY METRICS (Important)**

**5. Campaign Efficiency:**

- Outreach Sent (track volume)

- Response Rate (target: 15-25%)

- Conversion Rate (Response — Link: target 40-60%)



- Cost Per Link (target: <%3,000)
- Time Per Link Acquired (efficiency tracking)

Tracking: Campaign spreadsheet

Frequency: Weekly

**6. Content Performance:**

- Research Report:
- Downloads
- Media mentions
- Social shares

- Links earned

- Free Tool:
- Users
- Links earned

- Embed codes used

Tracking: Analytics + manual monitoring

Frequency: Weekly

**7. Business Impact:**

- Leads from Organic (Start: ~10/month, Target: 30-50/month)

- Leads from Referral



- Cost Per Lead (decreasing as organic grows)

- CAC Reduction (Start: 15,000, Target: 10,000-12,000)

Tracking: CRM + Google Analytics Goals
Frequency: Monthly

**MONTHLY REPORTING FRAMEWORK**

*SECTION 1: Executive Summary (1 slide/page)**

Campaign Status: On Track / Ahead / Behind

Key Highlights:

- 22 backlinks acquired this month (18 from research, 4 from guest posts)
- DA increased from 12 — 16 (+4 points)

- Organic traffic up 80% month-over-month

- 8 keywords entered top 50

Challenges:

- Guest post response rate lower than expected (12% vs. 20% target)

Next Month Focus:
- Scale resource page outreach
- Launch case study content

- Continue HARO momentum



*SECTION 2: Link Acquisition (1 page)**

LINKS ACQUIRED THIS MONTH: 22
Total Campaign Links: 22 (Month 1) / 47 (Month 2) / 68 (Month 3)

Quiality Breakdown:

DA 50+: 4 links (18%)
DA 40-49: 8 links (36%)
DA 30-39: 10 links (46%)

Links by Tactic:

- Research Report: 18 links (82%)

- Guest Posts: 4 links (18%)

- HARO: 0 (Month 1 too early for results)

Dofollow/Nofollow:
- Dofollow: 18 (82%)
- Nofollow: 4 (18%)

Notable Wins:
1. TechCrunch feature (DA 93) - Research coverage
2. RemoteWork.com resource page (DA 58)

3. ProjectManagementBlog.com guest post (DA 52)



*SECTION 3: Organic & Traffic Impact (1 page)**

ORGANIC TRAFFIC:
Previous Month: 300 visits
This Month: 540 visits
Change: +80% (+240 visits)

KEYWORD RANKINGS:

Top 10: 0 — 2 keywords

Top 50: 5 — 18 keywords

Total Tracked: 15 — 32 keywords

Top Improving Keywords:
1. "remote work productivity statistics” - Not ranking — #8
2. "project management for remote teams" - #45 — #22

3. "team productivity tools" - Not ranking — #38

REFERRAL TRAFFIC:

Total: 180 visits (from new backlinks)
Top Referrers:

- TechCrunch: 95 visits

- RemoteWork.com: 42 visits

- Other: 43 visits



*SECTION 4: Campaign Efficiency (1 page)**

OUTREACH PERFORMANCE:

Sent: 75 emails (research promotion)
Responses: 19 (25% response rate) v Above target

Links: 18 (95% conversion from responses) v Excellent

INVESTMENT THIS MONTH: ¥95,000
Links Acquired: 22
Cost Per Link: 4,318 (acceptable for quality)

TIME INVESTMENT: 65 hours
Time Per Link: 2.95 hours (efficient)

TACTIC PERFORMANCE:
Best ROI: Research Report (18 links, ¥40,000, %2,222/link)
Moderate: Guest Posts (4 links, ¥30,000, %7,500/link)

*SECTION 5: Business Impact (1 page)**

LEADS FROM ORGANIC:
Month 1: 12 leads

vs. Previous: 8 leads



Change: +50%

LEADS FROM REFERRAL:
Month 1: 4 leads (from backlink traffic)

TOTAL ORGANIC + REFERRAL LEADS: 16 (vs. 8 baseline)

COST PER LEAD:

Paid Ads: %15,000 (baseline)

Organic/Link Building: ¥95,000 + 16 = %5,937
Savings: 9,063 per organic lead

PROJECTED ANNUAL IMPACT:

If maintain this growth:

- 192 organic/referral leads/year

- Cost savings: %17,40,096 vs. paid ads

- ROI: (17,40,096 - %1,60,000) / %1,60,000 = 988%

*SECTION 6: Next Month Preview (1 page)**

GOALS FOR MONTH 2:

- Acquire 25 additional links (cumulative: 47)
- DA target: 18-20

- Organic traffic: 900-1,200 visits

- Top 50 keywords: 25-30



TACTICS:

- Continue research PR push (target 15 more links)
- Launch free tool (target 10 links)

- HARO responses (target 5 features)

- Strategic partnerships (target 5 links)

INVESTMENT: 25,000

FOCUS AREAS:
- Maximize research coverage while momentum exists
- Diversify tactics (less dependent on one asset)

- Begin relationship building for Month 3 tactics

*DASHBOARD VISUALIZATION (Optional - Google Data Studio):**

Create live dashboard with:

- Link growth chart (cumulative over time)
- Domain Authority trend

- Organic traffic graph

- Keyword ranking distribution (pie chart)
- Links by tactic (bar chart)

- Top referring domains (table)

Update: Automatic (connected to Analytics, Ahrefs)



Access: Stakeholders can view anytime

**Report Delivery:**
- *Weekly:** Quick email update (5 bullet points)
- *Monthly:** Comprehensive PDF report (6 pages as above)

- *Quarterly:** Strategy review and planning session

**(4 marks: 1.5 for primary metrics, 1 for secondary metrics, 1.5 for reporting
framework)**

**Q4. Based on the outcomes after 3 months, what would you recommend as next
steps to continue building on this success? (3 marks)**

**Model Answer:**

*EVALUATION OF 3-MONTH RESULTS:**

**Achieved:**

v Links: 68 (exceeded 50-70 target)

v DA: 25 (exceeded 22-25 target)

v Organic Traffic: 2,000/month (met high end of target)
v Keywords Ranking: 40 (exceeded 25-40 target)

v Foundation: Research asset, tool, relationships established



*What's Working Best:**
1. Original research (30+ links)
2. Free tool (continuing to earn links)

3. Guest posting (built industry relationships)
*Gaps:**
- Still far behind Competitor A (DA 55, 380 domains)

- Need to maintain momentum

- Haven't tapped: Podcasts, video content, advanced PR

*RECOMMENDED NEXT STEPS (Q2 2024 STRATEGY):**

**Strategic Direction: Build on Strengths + Scale What Worked**

**|nitiative 1. Quarterly Research Cadence (Ongoing)**

**\What:**

Continue remote work research series - make it quarterly

**Q2 Research:** "Remote Work Tools Landscape 2024"
- Survey 1,000 users on tool usage
- Compare our tool vs. competitors (positioned as industry analysis)

- More in-depth than Q1 research

**Why:**



- Q1 research proved highest ROI (30+ links)
- Quarterly cadence builds anticipation
- Positions as ongoing thought leader

- Media relationships already established

**Investment:** ¥50,000/quarter

**Expected:** 20-30 links/quarter (compounding as reputation grows)

**|nitiative 2. Expand Content Types - Launch Podcast**

**What:**

"Remote Work Leaders" podcast - interview remote team leaders, productivity experts

xRNy
- Untapped link source (podcast directories, guest bios)
- Builds deeper relationships with industry

- Repurposable content (transcripts — blog posts)

- Guests share episodes (built-in promotion)

**Execution:**
- 2 episodes/month (24/year)
- Interview customers, partners, industry experts

- Promote on podcast directories, submit to aggregators

**Investment:** ¥30,000/quarter
- Recording/editing: 320,000



- Promotion: 10,000

**Expected:** 10-15 links/quarter + relationships

**|nitiative 3: Scale Guest Posting with Tiered Approach**

**\What:**

Increase guest posting volume strategically

**Tier 1 (Premium - DA 60+):**
- 2 posts/quarter
- Invest heavily (310,000/post for exceptional quality)

- Target: Forbes, Entrepreneur, major publications

**Tier 2 (Quality - DA 40-60):**
- 6 posts/quarter

- %¥4,000/post

**Tier 3 (Volume - DA 30-40):**
- 4 posts/quarter
-%2,000/post

**Investment:** ¥56,000/quarter (12 posts)

**Expected:** 12 links/quarter + ongoing relationships



**|nitiative 4. Strategic Partnership Program**

*What:**

Formalize partnerships with complementary tools

**Program:**

- Integration partnerships (5 tools)

- Co-marketing campaigns

- Mutual link exchanges (editorial, not spammy)

- Joint webinars/content

**Execution:**
- Month 4: Finalize 3 partnerships
- Month 5: Launch integrations

- Month 6: Joint content campaigns

**Investment:** ¥20,000/quarter

**Expected:** 8-12 links/quarter + referral traffic

**|nitiative 5: Tool Enhancement and Expansion**

**\What;**

Enhance existing tool, build 2 more free tools

**Q2:** Team Productivity Calculator (enhanced)



**Q3:** Project Timeline Estimator

**Q4.** Remote Team Communication Audit Tool

Ny
- Original tool proving valuable (10+ links, ongoing)
- Interactive content gets consistent links

- Demonstrates product value

- SEO benefit compounds

**Investment:** ¥40,000/quarter (development + promotion)

**Expected:** 15-20 links/quarter per tool

**|nitiative 6. Customer Case Study Series**

**\What:**

Publish 12 detailed case studies over year (3/quarter)

**Format:**

- Video + written format
- Real metrics and ROI
- Customer quotes

- Distribution to industry publications

**Why:**
- Social proof for sales

- Unique content (customer stories)



- Customers share and link

- Industry publications feature success stories

**Investment:** ¥30,000/quarter
**Expected:** 8-12 links/quarter

**|nitiative 7: Maintain HARO and Ongoing Tactics**

**\What:**

Continue proven tactics from Q1
*HARO:** 3-5 responses/week
**Resource Pages:** 20 outreach/quarter

**Relationship Nurturing:** Weekly engagement

**Investment:** ¥14,000/quarter
**Expected:** 10-15 links/quarter

**Q2 BUDGET AND PROJECTIONS:**

**Total Q2 Budget:** %2,40,000 (90,000 increase from Q1)

**Justification:** Proven ROI, scale what works

**Allocation:**



Research: 50,000 (21%)
Podcast: 330,000 (12.5%)
Guest Posting: 356,000 (23%)
Partnerships: 320,000 (8%)
Tools: 340,000 (17%)

Case Studies: 30,000 (12.5%)
Ongoing: 14,000 (6%)

**Expected Q2 Results:**

New Links: 75-95

Cumulative: 143-163 links

Referring Domains: 120-140

DA Growth: 25 — 32-35

Organic Traffic: 2,000 — 4,500-6,000/month
Organic Leads: 50-80/month

CAC Reduction: 15,000 — %8,000-10,000

LONG-TERM ROADMAP (Year 1):
Q3 Focus:
e Scale all successful initiatives
e Launch advanced content (ultimate guides, courses)
e Speaking engagements (conferences, webinars)
e Contributor programs at major publications
Q4 Focus:

¢ Year-in-review content



e Industry awards/recognition pursuit

o Customer success summit (event marketing)

« Thought leadership positioning cemented
Year 1 Target:

o DA: 40-45

e Referring Domains: 300-350

e Organic Traffic: 15,000-20,000/month

e Organic providing 40-50% of all leads

KEY SUCCESS FACTORS FOR CONTINUATION:
1. Don't Abandon What Works
e Research and tools proved highest ROl — double down
o Guest posting working — scale systematically
« HARO providing quality links — maintain discipline
2. Diversify to Reduce Risk
« Not dependent on single tactic
e Mix of quick wins (HARO) and long-term assets (research)
e Balance push (outreach) and pull (natural link earning)
3. Build Relationships, Not Just Links
o Q1 established connections — nurture in Q2-Q4
o Partnerships take time — invest now for year-long value
« Media relationships — leverage for future coverage
4. Measure and Optimize
« Continue rigorous tracking
o A/B test outreach templates
e Analyze which content types earn most links
e Allocate budget to highest ROI tactics
5. Think Long-Term



e Link building is marathon, not sprint
e Authority compounds

« Relationships deepen

e Assets continue earning

Ultimate Goal: By end of Year 1, reduce dependence on paid ads from 90% to 50% of
traffic, achieving sustainable, cost-effective customer acquisition through organic and
earned channels.

(3 marks: 1 for evaluation, 1.5 for specific recommendations with justification, 0.5
for long-term vision)

EXAMINATION SUMMARY
Total Questions: 43 across all sections
e Section A (MCQ): 20 questions x 1 mark = 20 marks
e Section B (Short Answer): 6 out of 8 questions x 5 marks = 30 marks
e Section C (Long Answer): 3 out of 4 questions x 10 marks = 30 marks
e Section D (Case Study): 4 questions (compulsory) = 20 marks
Total Marks: 100 Pass Marks: 40 Time: 3 hours
Marking Scheme:
« Knowledge and Understanding: 40%
e Application and Analysis: 35%
e Strategic Thinking: 15%

e Presentation and Clarity: 10%



