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Reminder

1 Please choose either Fave Pay or YouTrip for the entirety of this project, with 

the exception of module 5. 

2 Module 5 (Google Analytics) Tasks will be based on Google Demo Account. 

3 You may use templates included for each task or use your own. However, 

please ensure that all necessary points are included in your project before 

submission. 

4 You may delete optional task slides or add more slides as needed.



© 2024 Vertical Institute

Task List – 100% of Final Grade
1) Module 1 capstone project, optional:

● Create at least 1 customer persona based on YouTrip or Fave Pay
● Create an expected customer journey with your business. What are the digital touch points throughout Awareness, 

Consideration, Decision, and Advocacy. 

Optional  

Interim  

submission for  

feedback from  

TAs / 

Instructor

2) Module 2 capstone project, compulsory:
● Identify 2-3 SMART Goals for your Digital Marketing campaign. 
● Propose 2-3 Social Media Growth tactics based on your SMART goals.
● Use Canva to create 1-2 Social Media posts for your campaign. Each post should include:

- Image created on Canva
- Social Media Caption relevant to your target audience
- 5-7 hashtags + number of posts per hashtag

3) Module 3 capstone project, optional but essential for learners exploring to build their digital marketing portfolio:
● Set up a Facebook ads campaign, showing your targeting, duration, and budget. 
● Propose an advertising idea, including product cost, advertising cost, and ROAS calculation.

4) Module 4 capstone project, compulsory:
● Use a keyword research tool to identify 3-4 SEO keywords, and content we can create based on those keywords
● Create 1-2 social media posts based on those keywords

5) Module 5 capstone project, compulsory:

● Using digital tools, identify 1-2 trending topics, and how they are relevant to your marketing strategy
● Use GA4 Demo account identify 2-3 improvements to your marketing strategy

Compulsory  

submission:

Module 2, 4, 5, 6,

7
6) Module 6 capstone project, compulsory:

● Use Mailchimp to create an email marketing campaign
● Use Mailchimp to create a landing page Submit 1 week after  

the 7th lesson7) Module 7 capstone project, compulsory:

● Propose steps for how to adopt 2-3 elements of the PDPA data privacy policy using the guideline document



Module 1 – Customer Persona
Points to consider including Demographics (age, gender, education) Job Role, Goals, Challenges/Pain Points, Buying 

Motivation, Values, Top Digital Channels, etc.

• Demographic – Age range 30-50
• Job Role – Regional Sales Executive, APJ
• Goals – Ensure seamless frequent travel without the hassle of visiting money changers to exchange foreign currency
• Challenges –Frequent flying and looking for a hassle-free solution to avoid high forex rates and complicated currency exchanges.
• Buying Motivation –1)Offering best rates  2)Secure and ease of managing foreign currency with an Apps.
• Top Digital Channels – IG, FB & TikTok



Module 1 – Customer Journey
Points to consider including What are the potential digital touch points through Awareness, Consideration, Decision, and 

Advocacy 

Awareness Consideration Decision Advocacy

• PR announcement with 
online travel media on 
example:  new 
partnership 
collaboration or new 
foreign currency being 
included

• Video on Influentials 
promoting “How good 
Youtrip is” on  You 
tube & TikTok

• Social Media ads 
focusing on new 
partnership; incentive 
program & travel deals

• Social Media 
highlighting the key 
differentiator features 
of Youtrip over 
competitor products

• Blogs on - example: 
How Youtrip is 
providing seamless 
travel

• Count down promotion 
that drives urgency ( 
Last day deal)

• Referral program ( 
Invite a friend to sign 
up and get $5 cash 
back)

• Positive google ads 
reviews or comments 
on social media

• Introduction of 
exclusive reward for  
loyal users 

• Engaging UGC content 
– Sharing travel stories 
& saving using Youtrip 
on social media & 
YouTube using brand 
#Youtrip travel

• Introduction of  e-
newsletter or SoMe 
posting with spotlight 
features to 
acknowledge top 
advocates 

*SoMe – social media



Module 2 – SMART Goals
Each goal should meet the criteria of Specific, Measurable, Achievable, Relevant, and Time-Bound 

Specific: The goal focuses on increasing the # of new user sign-ups via 
Instagram.

Measurable: 2% growth target from the current customer baseline of 
10,000.

Achievable: With a targeted content strategy such as engaging Reels & 
Posts -highlight user benefits, Carousel posts to show step by step sign 
up; Collaboration and partnership with nano influencer or user 
generated content from current user base. Finally incentive 
offer/gamification to achieve the target set of 200 over a period of 90 
days.

Relevant: Increase in sign-ups is aligned directly with business 
objectives to drives revenue growth quarter on quarter by expanding 
customer base.

Time-Bound: A deadline of 90 Days 



Specific: Increasing the average # of likes per post via IG

Measurable: A 20% increase from the current average #  of likes. 

Achievable: With targeted & engaging content strategy like high-quality 
visuals; engaging captions; and audience timing; hashtag strategy; 
engagement booster; posting on reels and leverage on IG feature such as 
poll or question to drive traction are likely to drive 20% increase over 90 
days period.

Relevant: Higher # of likes indicated improved engagement, which 
supports Instagram visibility, growth and brand awareness.

Time-Bound: 90 days deadline

Module 2 – SMART Goals
Each goal should meet the criteria of Specific, Measurable, Achievable, Relevant, and Time-Bound 



Module 2 – Social Media Growth Strategy
Please remove the examples before submitting your project.

Growth Tactic Platform Expected Outcome / Part of AIDA Framework

Incentive offer
Highlight the perks of signing up

Referral program to drive new sign up

Exclusive incentive for loyal users

Know how demo
Carousell posts to show the step by 
step of signing up

Instagram post
FB post

Increase Awareness & Action

Run a contest to increase the number of 
likes - such as "Like this post and tag a 
friend to win.“

Collaboration with nano influencer to 
increase coverage and likes

Announcement of new brand partnership 
or new product features to get more likes

Leverage on UGC to drive conversion

Instagram post
FB post
TikTok post

Increase Awareness & Action



Module 2 – Social Media Post Design
Please remove the examples before submitting your project.

Canva Image for your Social Media 

post

Caption for your post Goal / Part of AIDA Framework 5-7 Hashtags + Number of posts in 

each

1) Refer to next page – Happy 
Traveler

Are you ready to Travel Save with 
YouTriip.

Goal – Targeting at  Digital Savvy 
frequent traveler to adopt multi 
currency e-wallet.

AIDA framework – Engagement & 
Action

#YouTrip
#YouTrip SG
#Travel Deal
#SG Promo
#MultiCurrencyWallet
#BestExchangeRate
#Travel

2) Refer to next page – Cherry 
Blossom, Japan

Discover the Enchanting Cherry 
Blossom destination in Japan

Goal – Targeting people who has 
the intention to Cherry Blossom in 
2025. Potentially intrigue this 
group of audience & make it known 
to them that YouTrip is a brand 
related to traveling

#YouTrip
#VisitJapan
#Holiday
#Travel
#CherryBlossom
#ForeignExangeFee



Educational/ 
Product 
Information

• Accessibility of 
YouTrip card

• How YouTrip helps  
ease some of your 
traveling budget

• Safety Data feature 
implemented to the 
Youtrip card

• Where & how to 
withdraw cash at 
overseas ATMs

Rewards/Com
petition

• New sign up gets a 
$20 cash back

• Referral program –
refer  a new user and 
get a cash back of 
$20 upon approval.

• Like and tag a friend 
to get $20 cash back

• Stand a chance to 
win a trip to popular 
destination

• Travel deals/ 
packages

Inspirational & 
Motivation

• Best Places to visit 
in neighbouring 

countries –example 
Best spot to see 
cherry blossom

• Newest shopping 
malls– example One 

Bangkok

• Customer Reviews 

• Cheap/ or Direct 
flights availability

• Low exchange rate 
especially counties 

like Japan

Travel 
Information

• New immigration 
rule such as Visa 

application required 
after covid 19 

example travel to 
BKK requires Visa.

• Sharing recent 
weather news 

regarding to travel 
to e.g. heavy snow-
storm South Korea

• Best Season to 
travel  to avoid 

Monsoon

• Neighbouring 
Countries with 

unusual political 
situation e.g. riots

Module 2 – Social Media Content Pillars



Social Media Post – Awareness & Action
via (IG)



Social Media Post – Awareness & Action
via (IG)



Module 3 – Facebook Ad Campaign
Set up an ad on Facebook using your Facebook Business Page, Meta Business Suite, or Facebook Ads Manager. 

Include the following information: Ad creative, ad copy, targeting, budget, duration. (you can screenshot these as you set up the 

campaign)



Module 3 – Calculating ROAS
Set up an ad on Facebook using your Facebook Business Page, Meta Business Suite, or Facebook Ads Manager. 

Include the following information: Ad creative, ad copy, targeting, budget, duration. Please add the screenshots of each of these 

from your Facebook Ads setup.

Advertisement Idea Advertisement Targeting Settings
What is your Return on Advertising Spend 

(ROAS)?

a) Gender: All
b) Age Group:- 22-55
c) Interests, based on Facebook / Instagram targeting options: -Travel
d) Location - SG
e) Audience Size – 1k
f) Daily Budget - $50
g) Duration of Advertisement = 4 days

a) Advertising Goal = $1000
b) Cost of Product - YouTrip ( CLV) = $25 per year
c) Cost per click = $1.00
d) Total number of clicks = 1000
e) % of conversion = 8% = 80
f) Sales would be = $2000
g) ROAS Calculation : $2000- $1000 = 1000 & The 

ROAS is 100%

CLV=(1−Retention Rate + 

Discount RateARPU×Profit Margin​)

Hypothetical calculation

ARPU: $30/year Profit Margin: 25%Retention Rate:

80% (industry average for well-managed fintech 

platforms)Discount Rate: 10%



Module 4 – Choose SEO keywords & Create 
Related Content
Use a keyword research tool such as Ubersuggest to find relevant keywords and suggest ideas for related content. You can also

include screenshots from your Ubersuggest.

Keyword Search Volume Blog Title Idea Why did you select this keyword?

1) Multi- currency 110 Unlocked your traveling with the Youtip 
Multi-Currency Card

Highlighting core advantage of 
Youtrip managing multi currency in 
a single platform and the ease of 
travel with out having to carry so 
many cash around which is what 
traveler most concern about.

2) Best Travel Card 390 Singapore’s Best Travel Card: Why YouTrip 
is Every Traveler’s Must-Have

Showcasing Youtrip authority & 
credibility in the travel industry

3) Travel Deals 170 Unbeatable Travel Deals with YouTrip: Save 
More, Explore More!

User search behavior to look for 
best deals

4) Currency Converter app 590 Currency Conversion Made Travel Easy & 
Smart: Why You Need the YouTrip App

Key feature that differentiate from 
other bank cards. It offers real time 
exchange rate conversion with zero 
fee.



Module 4 – Use keywords to create social media 
content
Use a keyword research tool such as answerthepublic to find relevant content ideas based on your keywords. Use those ideas 

to create 1-2 social media posts, including a caption and a canva image. Please delete examples.

Keyword Content Idea How can I make this into a Social 
Post? Detailed Caption Canva Image

2) Best Travel Card Why YouTrip is every 
Singaporean must have card 
for traveling aboard?

A carousel of images showing a 
traveler waiting for taxi & also an 
image highlighting YouTrip Key 
differentiators

Ready to travel smart?  The YouTrip card is the 
ultimate must-have for every Singaporean 
traveler! Here’s why:
-No foreign transaction fees
-Supports 150+ currencies
-Best exchange rates for your money
-Secure and easy to manage via the App

YouTrip makes it easier to travel without the 
hassle of high fees or complicated exchanges.

- Get yours today and start saving on your 
next adventure! https://www.you.co/sg/

#TravelSmart #SingaporeTravel #YouTrip 
#TravelSavings 
#BestTravelCard)#ExchangeRate
#CurrencyconverterApp

Refer to
next page

https://www.you.co/sg/


Module 4 – Use keywords to create social media 
content

Why YouTrip is 

your Ultimate 

Travel Card? 

➢ Support 150+ 
Currencies

➢ No foreign 
transaction fee

➢ Best Exchange 
Rate for your 
money

➢ Secure & easy to 
manage via 
Apps

Whenever

& 

Wherever 

YouTrip 

got you!

T&Cs apply T&Cs apply

Instagram Post



Keyword Content Idea How can I make this into a Social 
Post?

Detailed Caption Canva Image

1) Travel Deals How to save more $ with 
YouTrip exclusive deals for 
your 2025 Japan’s Cherry 
Blossom Season Adventure

A carousel of images showing 
enchanting  rows of vibrant cherry 
blossoms & also an image on 
exclusive travel hotel deals for your 
trip
Highlight a Promo code for the 
exclusive deal

Your Japan cherry blossom adventure just got    
better with YouTrip! Swipe to see exclusive 
deals.

Why YouTrip is your must-have travel 
companion:

1)Zero foreign transaction fees
2)Best yen exchange rates
3)Exclusive travel deals & perks

YouTrip Allows you to Save More and Spend 
on what matters—whether it’s shopping, 
dinning or exploring Cherry Blossom in Japan!

Ready to travel smart? Get YouTrip now! 
https://www.you.co/sg/#sign-up-for-free

Limited-time offer: Enjoy Big Saving up to 20% 
on your Hotel Accommodation with -
Trip.com; Expedia & KLooK. 
Insert your Promo code - SAK2025 with your 
YouTrip booking.

#TravelDeal #JapanCherryBlossoms #YouTrip 
#SakuraSeason2025 #TravelSmart 
#JapanHotel # Accommodation

Refer to next page
-Rows of Cherry 

Blossoms

Module 4 – Use keywords to create social media 
content

https://www.you.co/sg/#sign-up-for-free


Module 4 – Use keywords to create social media 
content

Instagram Post

Up to

15% cashback

Up to

10% cashback

Up to

12% cashback

Experience the Enchanting 

Cherry Blossom Japan Trip

With You Trip - Exclusive 

Hotel Deals awaiting for you

T&C’s apply

T&C apply

T&Cs apply

Promotion Period : 
1 Dec 2024- 31 Mar 2025
Promo Code : SAK2025



Module 5 – Google Trends
Use a research tool such as Google Trends to find trending topics. These can be directly related to your business, or you can

choose global, local, or industry trends and incorporate them into your marketing strategy. Please delete examples.

Google Trends
Reasoning & Recommendations

Screenshot

Compared Travel saving ( currency 
exchange rate, best travel card & 

Promo card, travel fair 204

Searches related to “Promo Card” has the highest interest among the 3 
terms compared overall throughout year of 2024,

Recommend to create a  social media content with a popular destination as 
background  promoting youtrip card offers the best currency exchange rate  
and running a promo to drive  immediate conversion.

Compared school holiday cruises 
(school holiday, Disney cruise & 

cruise Singapore etc.)

Searches related to school holiday has the highest interest among the3 
terms compared overall throughout year 2024 with breakout trend for 
Disney cruise Singapore 2024

Recommend to create social media content promoting Disney cruise 
partnership with YouTrip on an exclusive deal during the school holiday 
season.
Searches related to Shopping, Japan has the highest interest among the 4 
destinations compared overall throughout year 2024. 

Recommend to create social media content best foreign exchange rate & 
zero FX fee when shopping in Japan using YouTrip 

Compared Shopping trips
(Shopping, Japan , Korea &

Taiwan)



Module 5 – Google Analytics
Use GA4 demo account to identify 2-3 improvements that can be made in your marketing strategy. Some possible paths to 

explore: Top sources, top performing pages, highest/lowest conversion rate, top performing products, etc

Please include the following information: 

Date and metric analyzed –

> 1 Sep 2024 till 30 Sep 2024 , Acquisitions & Engagement metric analysis

What business insight does it tell you?

➢ Top Channel Group |direct 74470, 52%; organic search 24738, 70%; referral  7514, 68%; cross network 3633, 72% & unassigned 3173, 11%, Email 3135, 77%,

Paid Search 2367, 29%|

- Direct drives the highest traffic (74,470 users; 52% engagement rate).

- Organic Search performs well in terms of engagement (72%) with significant traffic (24,738 users).

- Referral and Cross Network have strong engagement rates (68% and 72%, respectively).

- Email has the highest engagement rate at 77%, indicating targeted and engaged audiences.

- Paid Search is underperforming (29% engagement rate) despite traffic.



Top channel group performance chart



➢ Top Performing Source | Direct engagement rate, 51.8%, Google organic search engagement rate, 72.4%, CPC engagement rate, 55.3%, Art analytic appspot.com engagement rate, 81.2%; 

newsletter Engagement Rate 76.4% |

- Art analytic appspot.com has the highest engagement rate (81.2%).

- Newsletter performs well with 76.4% engagement, showing its potential for targeted conversions.

- Google Organic Search maintains solid performance with 72.4% engagement, driving consistent quality traffic.

➢ Top Performing Pages | Direct, 58858 new user: Product/lifestyle/classic-plushie 2801 new user; Product/lifestyle glow in the dark collectible 1926 new user ; Shop Apparel/socks 1947 

new user ; Apparel/men 1525,new user |

- Direct is doing well in attracting new user, it could be due to improve SEO & brand awareness is growing and reaching people that has not interacted with your 

brand before.

- Product pages like Product/lifestyle/ Classic - Plushie and Glow in the Dark Collectibles have high new user traction, showing these products resonate with

audiences.

- Shop Apparel categories like Socks and Men's Apparel are also gaining traction, likely indicating growth in diversified offerings

➢ Top Performing Products | Android Glow in the dark collectible, 403 units sold; Android classic collectible, 517 units sold, Android Classic Plushie 299 units sold & google lagoon blue 

sweatshirt, 137 units sold |
- Android Classic Collectible (40.7% conversion; 517 units sold) and Glow in the Dark Collectible (21.8% conversion; 403 units sold) are the standout products, 

showing demand for collectibles.

- Google Lagoon Blue Sweatshirt ( 30.9% conversion; 137 units sold) & Google Black Eco Zip Hoodie ( 26.6% conversion; 137 units sold) demonstrates

opportunities for apparel cross-promotion.

➢ Devise Category | 1st Desktop & 2nd Mobile;  3rd Tablet & last Smart TV |

- Desktop dominates, followed by Mobile. Mobile friendly is important for potential growth

- Smart TV has minimal usage, indicating it is not a primary channel for engagement.

Module 5 – Google Analytics with 76% engagement, showing its



Top performing source/medium



Top performing pages Top performing products



➢ Strong Direct Traffic: A large portion of users come directly, indicating strong brand recognition or repeat visitors.

➢ High Organic Search Engagement: SEO is effective; optimizing for search can drive more quality traffic.

➢ Underperforming Paid Search: The low 29% engagement rate suggests a need to optimize paid ads or audience 

targeting.

➢ Newsletters Are Engaging: High engagement from newsletters (76%) highlights opportunities for deeper email 

marketing strategies.

➢ Analyze referral sources for partnership opportunities.

➢ Collectibles Drive Sales: Product categories like collectibles have a strong demand, and expanding similar lines 

could drive further revenue.

What business Insight does it tell you?



➢ Improve Paid Search Performance:
Refine ad targeting, keywords, and landing page relevance to boost engagement.
Focus on audiences which are similar to those interacting via organic search and newsletters.

➢ Leverage Newsletters and Email Marketing:
Expand email campaigns focusing on high-performing product categories (e.g., collectibles and apparel).
Personalize content to improve conversions further.

➢ Double Down on SEO:
Optimize for high-traffic product pages like Classic Plushie and Glow in the Dark Collectibles.
Enhance content for other pages to attract similar organic search engagement.

➢ Capitalize on Product Trends:
Expand the collectibles product line with limited editions or themed releases to drive urgency and demand.
Bundle high-performing items like collectibles and apparel for cross-promotion.

➢ Focus on Mobile Optimization:
While desktop dominates, improving mobile UX can capture a growing audience segment.

➢ Engagement with Referrals and Cross Networks:
Analyze referral sources for partnership opportunities.
Partner with high-performing referral sources (like art analytic appspot.com) to drive quality traffic.

Recommended Action based on Data



Module 6 – Email Marketing
Use Mailchimp to create an email marketing campaign. You may insert screenshots, 

or a link to your campaign. 

Please include the following: 

- Subject title

- Merge tags

- At least one image

- At least one embedded video

- At least one button with CTA & Link to website

https://us3.admin.mailchimp.com/campaigns/finished-

sent?id=4401083

https://us3.admin.mailchimp.com/campaigns/finished-sent?id=4401083
https://us3.admin.mailchimp.com/campaigns/finished-sent?id=4401083


Module 6 – Landing Page
Use Mailchimp to create an email marketing campaign. You may insert screenshots, or a link to your landing page. 

Please include the following: 

- Hero Banner

- Main Headline + Sub-headline

- CTA + Lead Generation Form 

- Benefits / USPs

- Social Proofing

https://mailchi.mp/bb456dbf2c9e/youtrip-2024-year-

end-travel-deal

https://mailchi.mp/bb456dbf2c9e/youtrip-2024-year-end-travel-deal
https://mailchi.mp/bb456dbf2c9e/youtrip-2024-year-end-travel-deal


Module 7 – PDPA
Propose steps for how to adopt 2-3 elements of the PDPA data privacy policy using the guideline document

Privacy Policy How will you adopt this for your business?

Collection, Use & Disclosure of personal data
• YouTrip must inform the individual of the purpose for collecting, using, or disclosing their personal data
• YouTrip must conduct regular training session for their employees on privacy laws, data handling & data 

breach response especially to new hire and those departments that are handling personal data.

Protection of personal data

• YouTrip has to make sure that the personal data is being password protected – for example , implementation 
of password encryption and 2FA so as to make sure only authorized personnel can assess to the data.

• Regular update of anti virus software to prevent any data breach from malicious software.
• Ensure data can be restored quickly if it is lost or damaged.
• Store user personal data on a regularly backed-up storage space that's accessible via the organization's 

network

Withdrawing your consent

• Individuals are allowed to withdrawal their consent to YouTrip’s collection to use or disclose their personal 
data. To do so individual will have to provide reasonable notice to the organisation.

• On the other hand, YouTrip should clearly indicate the scope of withdrawal to avoid dispute.
For example, if an individual unsubscribes from SMS notifications, my organization may assume that the   
individual is only unsubscribing from SMS notifications.

• Customers are made aware of the consequences of withdrawing their consent and YouTrip should facilitate 
the withdrawal of consent reasonably.

• YouTrip should also update the database promptly to avoid contacting individuals who have withdrawn their 
consent.

https://www.pdpc.gov.sg/-/media/Files/PDPC/PDF-Files/Resource-for-Organisation/sampleclausesforobtainingandwithdrawingconsent8may2015.pdf


Thank you!

DIGITAL MARKETING BOOTCAMP
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