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Connect the dots... in 100 hours!



“Digital marketing has
the luxury of ENDURANGE
in the job market. n
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Ytoxog tou Digital Marketing Diploma/
Certificate clval n TAfpnNG Kataption Twv
OUUPETEXOVTWY  OTL( TEXVIKEG Kal Ta
gepyalela tou online  marketing. Ot
OUMHETEXOVTEG Ba €xouv TNV eukatpia va
EKTIALSEUTOUV TOOO O BEWPNTIKO HECW TWV
Habnudatwyv 000 KAl Of TIPAKTLKO ETiimedo
Héow Twv workshops (labs). Emiong, 6a
avaAuBouv case studies TNG EAANVLKNC A&
KaL Tng Taykooplag ayopag kat Ba
HEAETNBOUV SLEEOSIKA N OTPATNYLKN TOU
digital marketing, social media marketing,
performance marketing, A/B testing, Digital
PR (Public Relations) kat Google Analytics.

To Kévtpo ALa Biou
MaOlnong Emintedou 2

NEW TORK (OLLEGE

SLopyavwVEL
EKTTALSEUTLKO

mpoypappa pe Bepa:
DIGITAL
MARKETING
DIPLOMA/
CERTIFICATE

To mpoypappa elvat cuvoALkng StapkeLag 100 wpwv, Kal
Ba uvAomolnBel pe tn pPEBOSO TNG MLKTAG KATAPTLONG
(blended learning): katdaption cepwvapLakou TUTIOU
«TPOCWTIO HE Tpoowto» (55 wpeg) oe albouoca
SL6aokaAlag Kal epyactr)plo Kal €§ AMOCTACEWG HECW
TNAEKATAPTLONG ACUYXPOVNG HOPYPNG (45 WPEG).

KdBe ekmalSeutikn €votnta KAAUTTETAL PEca amo
TNV EUTIAOKI] TOU KATAPTL{OMEVOUL O PEYAAO apLOpo
SLadpacTKWY SpactnpLoTATWY Kal TepAapBavel
BewpnTLKn €lorjynon-ttapouciacn, aoKnoeLg Epappoyng,
Sokipaoia (teot) a&loAdynong yvwoewv.

O cuppeté)xovteg Oa AapBouv BePaiwon
mapakoAouOnong amné to New York College.



MPOZAOKQMENA ODEAH:

MeTd to MEPAG TOU TIPOYPAPHATOC OL
CUMMETEXOVTEC Ba avamtUEouv TIC TAPAKATW
segLotnteg:

Nvwon Twv Bactkwv Apxwv tou digital
marketing

Eumelpla oto oxedSLaopd kapmaviwy Google
AdWords kat Facebook/Instagram

METpNoN TNG ATIOTEAECHATLKOTNTAG LECW
Google Analytics

Exnidévnon digital otpatnylkng

ATIOOTOAN GTOXEUHEVWYV newsletters

Eumelpla oto Digital PR/Influential Marketing
Eumelpla oxETIKA PYE TNV ATTOTEAECHATLKNA
Snupovpyia epLexopévou ota Social Media
E€okelwon pe tnVv epappoyr) tou A/B testing
KaL TNV a&LOAOYNOoN TWV aToTEAECUATWY AUTOU
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2E MNOIOYZ ANEYOYNETAI

AmteuBUvetal oe LPNAOBABUA OTEAEXN TTOU SpactnploTolouvTal
OTO XWPO TNG Atagrpiong kat tou Marketing kat embupolv va
€UBABLVOLY TIC YVWOELG TOUG OTO Pn@Lakd PAPKETLVYK,
ALeuBLVTEC OLKOVOULKWY YTINPECOLWY, MWANCEWY, K.A.TL., OTEAEXN
Kal emayyeApatieg mou embupoly va Spactnplomolnfolv oto
Xwpo tou digital marketing, emixelpnuatieg, autoanacyoAoUHeVoL
Tou evéLagépovtat va poBdlouy PneLlakd ta mpoldvta f Tug
UTINPECLEG TOUG, POLTNTEG, KA.TL.




Digitally
forward
creative.
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Foundation: A new digital era (3 hours in class) Display (3 hours in class):
e Program The selection and the use of the
e Presentation most appropriate banner and video
e Program structure ads in the Digital environment,
e Vision presented in a practical manner. All
e Targeting platforms and placements shall be
« Positioning presented and analyzed (emphasis
e Goals in Google Display Network, direct

display and YouTube) and the pros
Introduction (3 hours in class): and cons of every advertising type
Analytical presentation of the structure and the content of the course, shall be examined. Additionally, the
the benefits and the prospects of working in the field. Participants shall course will cover and examine the
become familiar with the basic terminology used in Digital Marketing and cases of real-life brands:
shall be presented with the tools and the methods for the configuration B ) )
of the optimal and most competitive plan. More specifically: ¢ D'g'.ta.l .Dlsplay Campaign Process

e Definitions
e Terminology e Viewable Impression e Cookies e Terminology & Mechanics
e Funnel e PPC e Remarketing e Ad Formats & Challenges
e Organicvs Paid e Publisher e Landing Page e Campaign
e Click e Visit URL e Split Testing e Configurations: Targeting & Tracking
e Buyer'sjourney e UI/UX e Push vs Pull e Analysis: Measuring & Optimisation
e Impression e Conversions e Branding e Trends
e Ad Blockers e Campaign e Performance e More Resources



SOCIAL MEDIA (6 HOURS IN GCLASS):

Introduction: The most popular social networks used by
businesses and how businesses engage on these
accomplish their objectives.

¢ Introduction to Social Media Marketing
¢ Introduction to Social Networks

Optimizing Your SoMe Profiles: the elements you should
focus on for every network and the best practices to keep
in mind.

Social Media Strategy: Goals, Objectives, KPIs, defining
brand persona and tone of voice, incorporating content
marketing into a social context.

e What Is a Social Media Strategy?
e Setting Strategic Goals
e Tactical Best Practices

Growing Your Advocate Community: Community
building fundamentals and the benefits of different social
networks from a community-building perspective.

e Community Building Fundamentals

e Engaging, Growing and Leveraging Your Social Media

e Engaging with Influencers and Advocates

e Best Practices for Growing Community Across Social
Media Channels

Content Marketing: how to craft a content strategy, best
practices for content creation.

e Creating a Content Strategy for Social Media-

e Content Curation and Creation for Social Media
¢ Instagram Content Creation

e Best Practices for Sharing Across Networks

e Best Practices for Sharing Video Content

Intro: Best Practices for Optimizing Social Media
Profiles

Twitter Business Profile & strategic best
practices

Facebook Pages Profile & strategic best practices
LinkedIn Company Page

Instagram Business Profile

YouTube Profile Settings

e Live tutorial: Learn the basics of content video &
image creation: Quick, Unfold, Canva, Lumen5.

e Exercises:

1) Choose a brand and then think of an engaging co-
creation idea that the brand “starts” and the consumers
have to “finish” and vice versa. Discussing each approach
to see which is the most original, creative & compelling.

2) Pick three brands from a certain list & visit each
Facebook page. Discussing how much of it is the same
across each brand. What, if any, unique content is there?
3) Create an idea for a brand to appear on Instagram that
utilizes its content-lifespan (15sec for a story for 24 hours)
in a unique way.

¢ Homework:

Create a draft Social Media content Strategy Social
Advertising: Lets go to the next level with paid social
media advertisements.

¢ Using Social Ads Effectively

e Ad




Facebook Ads (3 hours lab): during the 3 hour lesson in class, the student
acquires all the technical training needed to create ad campaigns on
Facebook and other affiliate channels (Instagram-Messenger, etc). Also, he
will be familiar with all digital metrics and techniques for evaluating and
optimizing campaign performance. In addition, the student will be able to
apply all appropriate campaign creation while practicing to real market
conditions.

PPC (3,5 hours in class & 3 hours lab): The course is designed for anyone
who wants to learn what it takes to become a pay-per-click specialist. You
will learn what PPC really is and how it works. You will also learn the part
of a Google Ads PPC account, like keywords, ad groups, bid strategies and
key PPC metrics.

¢ Introduction to ppc creating and setting up of Google Ads account
e Account Structure

e Keyword Research

e Ad groups organization
e Keywords Match type

e Negative Keywords

e Bidding Strategies

e Writing compelling Ads
e Ads Extensions

e Budgeting

e Campaign Monitoring
e Conversion Tracking

e Google

e Analytics for PPC

SEO (3 hours in class): The course is created with main focus to
understand how search engine works and how you can improve the
presence of a website. Learn the main parts of search engine optimization
such as technical, onsite & off-site optimization, how search engines
understand your website and what they value most.

Google Analytics (3,5 hours in class & 3 hours lab): The course covers
primarily Google Analytics for measuring website traffic. Learn how to
analyze the audience visiting your website, define the acquisition channels,
create and understand behavior reports for your website’s visitors and set
up goals and campaign tracking.

e Intro

e Account Property View Settings
e Exploring data

e Creating and editing dashboards
e Audience Reports

e Acquisition Channels

e Behavior of Users

e Conversion Tracking

e Attribution

e Custom report

E-mail marketing (3 hours in class): The module shall cover the most
appropriate tools used for a newsletter’s drafting and content creation, the
selection and modification of the appropriate target group, each time,
depending on the campaign we wish to promote. A real-life case study
shall be carried out: the case of Barrack Obama, with its optimal selection
of e-mail strategy and its amazing results:

e Introduction

e Email Marketing Methods
e Email Marketing Process

e Subscriber Management

e Newsletter Content & Design

e Delivery Management

e Reporting & Analysis

e Integrate Email and Social Media

DIGITAL PR (3 hours in class): Digital
Public Relations is a powerful tool that
will enhance  your  corporate
communications further, faster, wider,
cheaper and more interactive,
something that would otherwise be
impossible to do in the traditional
public relations.

The Digital PR course will focus on
the following issues:

e History of PR

e Definition of PR

e Digital vs Traditional PR

e Digital PR pros

e Report Monitoring

e Management of Reputation
e Crisis Management

e PR Strategy & Social Media
e Influencers

e Case Studies



Digital Strategy (3 hours in class): The purpose of
this module is to provide insight into the ways in which
a brand can achieve competitive advantage, by
selecting the appropriate tools and methods for the
drafting, preparation, enhancement and organization
of a marketing plan:

Introduction

ZMOT

Funnel

Where is Digital

Marketing now in Greece

Strategy & Planning process

Approach

Audience

Activities

GDPR in Digital Marketing (3 hours in class): Under
GDPR businesses are forced to re-think the way they
conduct their activities, especially when using personal
data in the digital environment. The GDPR course will
focus on the following issues:

Principles relating to processing of personal data

Rights of the data subject and obligations of the

controller/processor

E-Privacy

Regulation: The proposal for a Regulation on Privacy

and Electronic Communications

European Court of Justice case law

Case Studies

Conclusions

A/B TESTING & GOOGLE OPTIMIZE
(6 HOURS IN CLASS & 3 HOURS LAB):

Learn how to deliver a personalized experience that
works best for each customer and for your business:

Optimization Basics

¢ What is website optimization and why is it important
e Good UX means better business

e From UX review to personalization

A/B Testing Essentials

e What is A/B testing

e Why A/B testing

e What to test

¢ Types of experiments: when to use

e A/B testing process

¢ Do itright (Dos and Don'ts)

e A/B test examples in the banking sector

The Power of Personalization

¢ What is personalization

¢ Benefits of personalization

e Stages of personalization

e 3use cases in financial industry

Google Optimize in Depth

e What is Google Optimize and why to use it
¢ Google Optimize vs other A/B testing tools
e How to set up test in Google Optimize

e Experiment targeting

e How to get insights from report in Google
e Optimize

e Demo

TnAekatdption aclyxpovng Hop®@rG HECw SLadLktuou:
45 wpeg

TO NAEKTPOVLKO EKTIALSEUTLKO UALKO £xeL SounBel pe TpoOTIO
WOTE va TapexeL autovopia kat euell&la o oxéon PE ToV
TOTIO, TO XPOVO KAl To puBuo Pdabnong. MepthapBavet:

e [apadelypata kat PEAETE TIEPITTTWONG, yLa ETKANGCN TNG
EUTIELPLOG TWV  EKTIALSEUOUEVWY KAl  TIANPECTEPN
Katavonon Tou EKTIALSEUTLKOU UALKOU

e Katahdyoug BLBALOYpa®IKWY avagopwy, TIPOTACELG yla
TEPALTEPW  PEAETN kAt  odnyleg  ywa  avelpeon
CUMTIANPWHATIKWY TINYWV

AZIONOTHZH - NAPAAOTEA: MNa tn xopryynon tng BEBAIQIHZ

MAPAKOAOYOHZIHZI petd tnv oAokArpwaon tou Tipoypdupatog,

OL OUMPMETEXOVTEG Ba TIPEMEL va TANPOUV TLG QAKOAOUBEG

TpoUToBEoELG:

e Na ¢€yxouv TmapakoAouBrjosl  TouAdylotov To 90% TOUu
T(POYPAPHATOG

* Na éxouv UTIOBAAEL project (atopLko 1 opadikd) otn ARgn Twv
pabnuatwv



AIAPKEIA: 3 Mnveg

MEPEZ & QPEZ AIEZATQIHZ:
Acutepa & Tetaptn 18:00 €wg 21:00

TOMOZ YAOMNMOIHZHZ:
NEW YORK COLLEGE AMAAIAZ 38, 2YNTATMA

BEBAIQZH NAPAKOAOYOHZHzZ:

Me TnVv OAOKANPWON TOU cepLlvapiou

Ba §06¢el otoug cuppetexovteg BEBAIQZH
MAPAKOAOYOHZzZHZ

EKMAIAEYTIKO YAIKO/ZHMEIQZEIZ:
Me Tnv oAOKANPwWoN tou ceplvapiov Ba do00¢el
otouc couppetexovtec EKMAIAEYTIKO YAIKO

%

HYC
NEW YORK COLLEGE

EUROPEAN & AMERICAN EDUCATION

NMAnpowopieg - eyypapeg:

AMAAIALZ 38, 10558, 2ZYNTATMA, AOHNA

TnA.: 210 3225961, e-mail: adminkdvm2@nyc.gr

WWWwW.nyc.gr




