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Where Real Growth Beglns

Before spending a single dollar on advertising, a rock-solid foundation
must be established. This phase is about strategic clarity.

@ Buyer Persona Development ) @ Value Proposition & Core Messuging>

Effective marketing starts with deep Features don’t sell. Outcomes do.

audience understanding — not

assumptions. A strong value proposition clearly
communicates who you help, what

This phase requires building 2-4 detailed problem you solve, and why your solution

buyer personas that go far beyond basic Is different — in language your audience

demographics. immediately understands.

Fach persona captures motivations, pain & — .
points, decision triggers, Gb]ECtIOnS and Key Question: What problems does

content consumption habits. your customer face — and how does
- /

your solution unigquely solve them?
\@D SMART Goal Setting )

Marketing gc:--::ls must align directly with

business goals (revenue, profit,

‘u'r:::IIu':::lt|r:::ar“SI Use the S.M.A.R.T. framework.
—

Example (Weak): “improve social media

presgnce.: \

Example (SMART): “Increase qualified
~ leads genermted from LinkedIn by 25%
(from 40/mc:-nth to 50/month) within the

next 90 days.”
\ ‘-\‘

KWhy This Phase Matters A
Every decision in the phases ahead
depends on the work done here.
Without a strong foundation, even the
best execution will fail to deliver
meaningful results.
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CHMINEL 2| SELECTION & CONTENT PLANNING

Where to Pluy - und Why

Once you know who you’'re talking to and what you‘re trying to
achieve, you can decide where to find them and what to say.

@ Channel Audit and Prioritization )‘ @ Content Pillars and Themes )‘

Don’t be everywhere. Prioritize the 1-3 Establish 3-5 high-level content pillars
channels where your target audience based on the customer’s journey.
(from Phase 1) spends the most time and

IS most receptive to your core messages. Awareness: Problem identification (e.g.

“The top 5 challenges facing X mc:lustry )
High Priority Channels: Should directly

contribute to your SMART goals 59 s Consideration: Solution exploration (e. g.
SEOQ/Content for B2B, |n5t{]grgm TikTok “Comparing Solution A vs. Your Solution”).
for D2C).
Decision: Why choose you (e.g., Case
Audit Metrics: Check existing Studies, Testimonials, Demos).
performance for channels you already
use (Cost Per Acquisition, conversion (Key Insight: Growth accelerates when 2
rate, time on site). Cut low-performing focus is placed on the platforms where
channels. your audience is already paying
\attentlun and ready to engage. -
SEO Strategy Fundamentals )
. »

s For long-term, scalable growth, content
must be Dpt|m|zed for search engines.

Action: Identify 10-15 “money keywords”
(terms customers use when they are
ready to buy) and 20-30 “informational
“keywords” (terms customers use when
researching their problem). Map these to

your content pillars. \

Deliverable: A simple keyword map
linking topics to target personas and
desired outcomes. N

/\Nhy This Phase Matters ]

When Phase 2 is done right, every piece
of content has a purpose, every channel
has a role, and marketing efforts
compound instead of competing with
each other.

J
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Turning Plans Into Momentum

It’s time to move from planning to structured action.
Efficiency and iteration

e 1\ .
@ Content Calendar implementation ) @ Campaign & Funnel Flow )

Plan content creation 4-8 weeks in
advance. Assign clear owners for
drafting, editing, design, and publication.

Minimum Cadence: 2 new pieces of
Awareness content per week; 1 new piece
of Consideration/Decision content per
month (e.g., case study, webinar).

Tools: Use simple spreadsheets or
dedicated project management tools
(like Trello or Asana) to track progress.

p

Follow This Rule: Test only one variable
at a time until you reach statistical

™

significance.

\ > >

Ensure every piece of content leads to a

next step. The goal is to move the user
down the funnel.

Example Sequence:

> (Awareness Blog Post)
> (Consideration Gated E-Book/Webinar)
> (Decision Demo Request Page)

Crucial Element: Every campaign needs

clearly defined success metrics before

e

unch.

~

@ A[B Testing Basics

Implement a systematic approach to

te

highest-traffic assets.

What to Test:

sting key variables on your

‘_‘_

Landing Pages: Headline and Primary
Image.

Paid Ads: Ad Copy (Value Prop vs.
Feature Focus). 4

Email: Subject Line and Primmary CTA

&

—

>

\<

Why This Phase Matters
Strategy without execution is theory.
Execution without structure is chaos.

This phase is where plans either gain
momentum — or quietly stall.

S
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MEIIGHREMENT & ANALYSIS

Proving the Vulue of Every Dollar

If you can’t measure it, you can’t manage it.
This phase closes the loop between investment and results.

@ Define Your KPIs )

KPIs are Key Performance Indicators and must be linked directly back to your Phase 1
SMART goals.

Marketing Channel Example KPIs (Leading) | Business Outcomes (Lagging)

Organic Traffic,
Keyword Rankings

Marketing Qualified Leads
(MQLs)

Click-Through Rate (CTR) ! - Pipeline Generated,
Conversion Rate Return on Ad Spend (ROAS)

R e T T T R F I R N R == O O R R R R

Cost Per Lead (CPL)

Paid Sncia-ll

i@ Email

Open Rate
Click Rate
Unsubscribe Rate

%
@ Attribution Modeling )
X i ;
Understand which marketing touchpoints genuinely influenced the final sale.

Action: Implement tracking (UTM codes, Google Analytics, CRM) to determine whether the
first touch, last touch, or a multi-touch model best explains your sales cycle.

Upsells
Customer Lifetime Value (CLV)

—~—

Goal: Move beyond basic “Last Click” to accurately credit channels that initiate the
customer journey. N

. ~
@ Reporting Cadence
..

Set a regular schedule for review (weekly,

T;tn{:g{%l?uurterly) to discuss data, not KWhy This Phase Matters )
: Y N Strategy without execution is theory.
Weekly: Review velocity metrics (traffic, Execution without structure is chaos.
CPL, aad Spend\s\l

This phase is where plans either gain
Monthly: Review conversion rates, MQL to momentum — or quietly stall.
SQL ratios, and overall budget burn. - 4
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PHASES

" OPTIMIZATION & S5CALING

e

Where Real Growth Begins

Marketing is not a static plan; it is a continuous engine fueled by data.

@ The Iteration Feedback Loop )

Use the findings from Phase 4 to refine
Phase 1 and 2 elements.

If Conversions are Low: Revisit Phase 1 (Is
the Value Proposition clear? Is the CTA
strong?).

If Traffic is Low: Revisit Phase 2 (Are we
prioritizing the right channels? Is the
content optimized for search?).

If CPL is Too High: Optimize ad targeting
and A/B test ad creative (Phase 3?.

p . <
\@D Strategic Channel Testing /;

Once your core channels are profitable,

dedicate 10-15% of your total budget to

testing a new, promising channel (e.g.,
==“moving from LinkedIn-only to YouTube

ads) or a new content format (e.g.,

launching a podcast).

- S—

/'Test Rule: Set a clear 90-day budget

"~ and an unambiguous success metric.

Kill the test if the metric is not hit, or
scale it if it performs well.
\ P Y,

h I,

D

CONTACT l5 TODAY TO GET
STARTED ON YOUR
IMRKETING ROADINAP!

@ Budget Allocation Refinement

“Double down on what works, cut what
doesn’'t.”

/

| |
|
.
"'-\‘- -

Allocate budget toward the channels and

campaigns that deliver the highest ROI
(Return on Investment) based on the
attribution data. Be prepared to shift
budget radically based on performance
every quarter.

y

Why This Phase Matters

Marketing only scales when it adapts.
This phase turns performance data
iInto action by refining strategy,
real]acatinﬁ budget, and doubling
down on what works.marketing
evolves from a fixed plan into a
\scc:lc:ble engine.
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