GOOD WOLF MARKETING

Impact-Driven Marketing Agency
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G STEP 1 Q
Brand Discovery

LA SPO=TS. BRANDBLUEPRINT

Goal: determine the elements of our brand identity. This is used as a playful guide to get started.

= T | .
imeline
Brand Image

u M I | eSTO n eS O n d reV| eW pOI nTS What colors represent your brand?

What 3 adjectives describe your brand the most?
What is your mantra?

| D eTe rm I n e G O O | S If the brand was a car, what car would it be?

If the brand was a person, what would their personality be?
- 1 1 1 1 Who's your dream brand ambassador?
Qualitative and quantitative s fout doem brand e
Which top 5 brands inspire you the most?

u B rO n d B | U e p rl nT &:::;7::2‘:‘;22 brand's strengths?

What are the biggest challenges the brand faces?

m )hH quesﬂons 1o gqin insig ht What is unique about the brand?

What is most recognizable about the brand?

i n TO b rO n d m eSS I n g’ p OS I-I-I O n I n g’ What do you see for the brand's future? (growth, stability, experimentation)

‘Audience

1 1 Who are the brand's ideal customer personas? Primary and seconda
and idenfity fe the bronds ideal customer personas? Primary 4

How does the brand target their ICP? Any specific tactics
How does our audience learn about the brand?

What is the audience's current perception of the brand?
What is the desired perception of the brand?



STEP 2

Infrastructure + Plan

» Project Roadmap
= From Day 1 to launch

» Meeting Schedule

» Regular cadence, ad-hoc
meetings, and review
points

= Centralize Content

= Gain access to review all
sales materials, photos,
and relevant content

-kchS()ﬁ Website Roadmap

S:Y 8§ T &

Phase 1: Website Launch (Mach 9 - May 11)

Task Name Start Date End Date Description TechSoft Supp
Cortent and Sales Material Review

P Phota and Video Content Review Mar. 9 Mar. 30 Gain access to Sharepoint/One Drive and review visual content Centralize content

= Technical Document Review Mar 9 Mar. 30 Analyze contert and copy within current sales materials Centralize sales materials
Brand Exercises

P Brand Blueprint Mar, 9 Mar. 16 15 question brand questionnaire. Gain a better understanding of the TachSoft brand. Complete questionnaire

P Competitive Anzlysis Mar, 9 Mar. 23 Identify 4 competitors, analyze messaging services, target market, and unique selling proposition Input/revien the 4 campetitors

R Website Inspiration Mar 9 Mar, 23 Identify 3-5 websites within the industry that you like/features you would like to integrate Identify websites for inspiration

Brand Too kit Review Mar. 9 Mar. 16 Review logo variations. fonts, colors, design elemeants, image: Send toolkit (o1 logos, fonts, colors)

P Planning

R Site Map Creation Mar. 16 Mar. 18 Site map - to showcase full site layout, user journey, define menu, and site pages

P Keyword Research Mar. 16 Mar. 23 Identify 8-10 keywords, analyze the volume and competition for each keyword

P Home Page Wireframe Mar. 18 Mar. 23 Wireframa of Ul design and content layout of home page

B Home Page Wireframe Review Mar. 23 Mar. 25 Review of Home Page PDF 1o get a sense of structure and look and feel Raview wireframe

B Design

P Home Page Design Mar. 28 A7 Home page creation and review, mobile-first, resp , peof | and i UI/UX design

= Home Page Review Apr.1 A7 Gain access to Webflow development site, review content, animations, layout, etc. on all devices Review home page

= Capabilties Page Design Apr. 4 Apr. 18 Creation of Capatxlities pages (T Services, Cybersecurity, Data Protection, Consulting, Outsourcing)

=] Capabilities Page Review Apr 12 Apr. 18 Analyze layout, funnel, copy, content, CTAs Capabilities page review
P Ecommerce Implementation and Integration Apr. 16 Apr. 25 Implement products and intagrate payment portal

= Ecommerce Landing Page Review Axr. 21 Apr. 28 Review the product landing pages, ensure payment portal Is functioning properly Ecommarace review

= Subpage Dasign (About, Caraers) Ax.25 Apr. 20 Creation of About pages - About and Careers pages (featuring open opportunities)

P Subpage (About, Careers) Review Apr 27 Apr. 29 Review layout, copy, design and current positioning and application process Subpage review

P Contact + Resources Page Design May. 2 May. 6 Cregteion of content and lead gen page, i ion of (vidaos, sales s, blogs, dacks)

[ Contact + Resources Page Review May. 4 May. 6 Review contact information, laad gen forms, and resources Cortact/Resource Raview
B SEO & Miscellanous

= Keyword Optimization May. 4 May. 7 Meta-tagging, alt text, heading review (H1, H2, H3 tags), geo-tagging images

P Google My Businass May. 6 May. 7 Create and upgate GMB page Send GMB login access
= Final Edts

=] Test Integrations May. 7 May. 10 Ensure all CRM, payment portals, and plugins are working and connected properly

P Final Review 8 “Red Team" Testi May. 7 May. 10 Ensure all links are functioning test site on all devices




STEP 3

Brand ldentity + Positioning

= [dentify USP/Unique Niche

» Determine the gap in the market

» Competitive Analysis
= Gain insight into competitor's digital
footprint, messaging, positioning and
value proposition

= Target Audience (ICP

* Primary and secondary

= Brand Guideline Toolkit

= Standardize fonts, colors, logos, and
design elements

COMPETITIVE ADVANTAGE
Unique Value Propisition
TARGET

MARKET SEGEMENT
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MARKETING PROFILE

DR. SANTOR

Awarg-wineing CEO wih Forune 00
ExpEnence (NASA ana Dsney

Msiennial and Gee Z Entnusiast \\ Or. Sanor
CTeates hapoier WOrkDIaCes by CHeroming
geasratianal afferoncec

Foaune 100 experience, caliege professor, 2¢
auhor o Gen Z'sand MEennials

2500+ empioyees, Calornia Flonca/TX -
technoiogy. senices. fonune 1000

2 posts per wesk on Linkodin and iestagram
TIKTOR On the roadmap, emal merketeg
UMDLEN KO KEAC BNC SAIESHANTY

8.510 - Drand design Is ere, 1ous on
keynotes, soBcbio and press/media fous.
Home page focuss on redibty through PR
logos and expenience

2/ week

2200

2 weei

2%/ week

33

+2x/ week

SETHMATTISON JASON DORSEY COREY SEEM

Speaker, advisor, author, inck of expesience.
Setes man for L5 years i 2000, xpenience a3
Chasge Agent” &0 BIgen XS~ BII0gINg e
generational dhede

Dalping leares prepars for he ditare of work

TOT YEArs EXDENENCE, VST CRE&E. 3K 0ag
Drana. MsENNAL ConsEandy - FUlLreSignt
Labs- Helping leaders make daa-amen
decisions, nfluence bedawior, and ame
outcames by laveraging Cetting-adoe tes2aich
and anayes.

EXECUNE 188115, HI C20, bedoer

MAsSVG amoent of Waeo COMast, QUOTES,. Non.
academic Miuencer ‘cool facior’, event
promos

0. Fresh, moden, ik Gemign, cONNGCISTO
conzftancy, no biog, not contont hoavy, fypical
e map - Mips/heww Sethmatgson.

1post per manth, Sght engagement, evant
promation, wWieos:

oK

Non-acive

- personal

2-3 posts per month - Fashion and wife pasts +
mOINatonal vid=os

258k

Event promo, 2-3x par month

[

#1 Mennal 2nc Gen I speakes. Keynote
SDeaker, aOVSOL, 'gENTations researcher
Twitter Tagiine: ‘Gen I and Millenndal xpen |
Gobal Speaker 1,000+ standing 0's! &1
Author new book: Zeanomy! Coep Boam
Mombar | B0 65+ Sudos” 10 yoars 'Gen Z and
Macnnial Expent” VC experience

Hs NSDIFe Your
10 18K ACHON 10 UMK £ACH GANETANON'S

potential, #om empo)Bac 10 CUSTamErs

Oves 1,000 Sanaing Ovations, mediz outlels,
dienis

TecX Speakar. 3x Aumhor. Professor. PhD. Co-
founder at Sonaran Centar for L eadersnip

2008 "Dr. Coeoy'S has
worked in highes education for more than 20
years i both faculy snd acTmistatve
POSTIONS 11 Pagher ECUCATION. SNE NES DOIN
1aught and arected programs refated 1o her
4reas of expantise, which Incude leadership,
ik engagement, career development, and
socal pstice”

“The Gen Z Speaker™ - ¥ you supervise. teach,
PAIS, O WOK WT) BESEFATNN Z, CONT Wan 1o
2am about how 10 Dest work with This.
generaticnr

Acagemic ineligence - TedX speaker,
pro‘essor, 3x author on 6en Z

Dr. Seemisier spoaks 1

Forune 00 Drancs. PIOTESSIONAL OIGANZALIONS, NON-OMS, 8nd

COMMENAty groups. “Wna 1s Genemton 22
Fe aent medz - Onine webnars, Diogs,
appearances. acacemic ressach protessonal

810, Smpie ANANJ Page ard STEMAp, Trst
foid Nexestestimonials and media, speaking -»
research -> meda, ¥deos, Dibg. content neavy-
hitps/fasandorsey.com

12 posts per week, acive engagemest, artides
and Hiought seadesiip, event promoson

™

2 posis perweek- QuOoies, Woecs, personal,
celebratony of thirc-panties

54k

+2 posis perweek- Quotes, wiecs, personal,
Ceiebratony of third-panties
127%

+2 pOsiS per week- Quoies, Woeas, parsonal,
celebratory of thid-parses, retweets of reéleant
coment

2tk

5% B30 and UX o2sign, lack of imagesy,
1extneavy. No CTA's. Tracional site map.
8i0Y's through Medium futing SEO) -
BTDSViww CoressEemBer comy

2 posts per mooth, Bght engagement. artides,
blogs, acadermic contenat

LR

-2 posts per month. gt Engagament

7

e

0-1 psts par moeth, Bgnt enzgement

14z



STEP 4

° Website Planning

» Website Inspiration

= 3-5 websites for design -
concepts and ideas e
= Keyword Research mm .
» 6-10 keywords to opfimize site e
content
» Site Map
= High level view of the user B
journey =

= Wireframe
= PDF of layout and design




STEP 5 4

e Website Design

= Webflow Development
» Begin development and design

» Mobile-First, Responsive Design
= Optimize for mobile

= Content + Copy Population

» Implement all copy, photos, videos,
and external documents

* Plugin Integration




STEP 6

e SEO Optimization + Testing

v Image Settings

' Replace Image

ts Gamng.png

» Meta-tagging, Heading Review ==

EnthusiastGaming

Enthusiast Gaming - ESTV Et

» Optimize Page Speed

» Decrease image size, utilize 1 = Sy

Wing Champ

Website Directions Save

= Geo and Alt Tag Images sorrs [

2 You manage this Business Profile

WASSle
‘e aT g RESERVE A TABLE ollaborators can edit this element

ditor Settings

Service options: Dine-In - Drive-through - No-contact delivery

Address: 2343 E Sharon Rd, Cincinnati, OH 45241

» Red Team Testing
= Ensure the site is 100% functional i,

checks - Staff required to disinfect surfaces between visits - More
details

= Test ecommerce capabilities

Phone: (513) 772-4267

Update your customers

» Google My Business iU

O Add upoate



STEP 7 Q
6 Website Launch + Ongoing

= Launch Website R = —
= Strategic social and email launch

Explorer

= Monthly Analytic Reports S SO O O
» Analyze bounce rates, content T T N 1

and page performance,
conversion rates, and more e

Acquisition Behavior

= Monthly SEO Optimization - ——— il o =

nnnnnn

Treemaps 2,127 2,075 2725 69.14% 1.75 00:01:15

= Updates and Maintenance

1,640




Website
Examples




WEBSITE EXAMPLES

PURPOSEPOINT CONSULTIN

24/7 Leader
In Esports

Process-Driven

Purpose Point TOTAL JOINT ORTHOPEDICS

'

)
INNOVATE. INCLUDE. IMPAC.'H/
4 A

Concept, Design, Construction and
Deployment of Manufacturing Assembly.and
Automation Systems

I | neeovser.couf

DR. STACY FEINER LA SPORTS COUNCIL



https://www.purposepoint.com/
https://www.estv.co/
https://www.totaljointortho.com/
https://dr-stacy-feiner.webflow.io/
https://www.lasports.org/
https://paslin.webflow.io/

JOIN THE PACK

GOOD WOLIF

MARKETING

Thank You!

Email:
conner@qgoodwolfmarketingcom

Phone:
/16-52H5-6964

Website:
goodwolfmarketingcom



mailto:conner@goodwolfmarketing.com
https://www.goodwolfmarketing.com/

