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The blueprint

The blueprint: How you shape what people see and think about you. Message
platforms and an identity card keeps teams consistent.

Consistency communicates confidence and stability.



Platform: Messaging (MAPS

FUNNEL.-: MAREKETING SALES
JTOFU MOFU MOFU BOFU BOFU
Stages 1. Top of Funnel 2. Mliddle of Funnel 3. Mliddle of Funnel 4. Bottom of Funnel b, Bottom of Funnel
Description They Do not Know L= They Know L= They're thinking of us we're Talking They're a customer
Goal Euild Awareness to new audiences Euild Trust and deepen the relationzhip position your company as the preferred opkh Accelerate decision to buy Fetain, grow, and turn customers inbo advocates,
KPIS Cluote to close ratio; Average deal walue, sales Total zales, Gap Goal Met, Mumber of new
the top of the sales funnel uses vanty metrics cycle length, number of propos=al delivered. customers, MPS, Our average annual
retention in revenue
Owner Jill Plarketing Jill Mlarketing Olale, Business Development =ean, Inside Sales Jamie, Account fManagement

LIS LRI EIT Where and how do we reach our ideal customer?

Cold outreach campaigns [email or Linkedln =Start Here™ guides or solution explainers ABM [account-bazed marketing] landing pa <why Us™ zales enablement collateral Customer success stories and testimonial=
Google Display Ads= Case study promokion Competitor comparison charts Co-branded pitch meetings Customer-only webinars or training=
Influencerdpartner shoutouts Gated content [whitepapers, eBook.s] Industry-specitic case studies Customer references or referrals Exclusive otfers or beta access
Linkedin Ad= and Sponzored Fosts Linkedln conneckion requests + personal boll Lead nurturing email workHows Un-demand demos or zandboy environments Loyalty ar referral programs

.F'Fi and earned media Fodcast quest appearances Fersonalized video messages Frocurementidecision maker content Cnboarding email series and documentation
SEQ-optimized blog content Fetargeting ads [Linkedln, Google) ROl calculators Froposal support [custom decks, leave-behinds] Guarterly Business Reviews [LER=)
soclal media videos and reels soclal prool posts [testimonials, awards]  Sales rep warm Follow-up with helpbul conten Risk mikigation content [security, compliance, qu. Satisfaction sureeys [MPS, CS5AT]
speaking at industry conferences Targeted email campaigns Trial offers or imited pregiews Technical data sheets surprise & delight campaigns

Thought leadership articles in industry public Webinars and live demos
Trade show booth presence
TouTube “how-to™ ar educational videos

Left Side of funneg™ F18 G T Rl L RGN ATl

That youre credible [social proof, partners, | How you work, [process, timeline, customer  That you can prove it [RO, results, testimon How pricing, scope, and deliverables work, How to get value quickly [onboarding, quick wins]
That youre ditkerent than the noize That you're built For companies like theirs  That you understand their specific needs That choozing you 1=n°t arisk How to reach supportfzuccess teams

what problem you salve [in plain language]  ‘what makes you ditferent [positioning and p That you?ll make them ook =smart For choos That there®s a clear path to KO That they®re part of something bigger [community, |
Who you are [company name, industry relew: what results they can espect [specitic outco That your solution Hes them better than othe That you®re easy o wark, with [no surprises) That you?re invested in their long-term success
wWhy they should care [your relevance ta thel who else trusts you [logos, testimonials, inc That your keam is capable, responsive, and b That your team i= aligned and competent wWhats nest [future services, upsell path, reviews]

Marketing Plan Activities
YANITY METRIC! P& Lead, Mew contacts o CHM, webinar  Qualified leads, webinar attendence, CTH=,

attendance time on webzite, resource downloads Landing pages conversion rate
Hegular Actions
Dlaily! on conversatio Linkedin Fosts & Slweek, Linkedin Engagment; follow ups= Competitive comparion charts why U= zales deck=s, on-demand demos; proposals
weekly Cold emil or Linkedln In outreach Eranded Top-of-Mind targeted ads ROl Calculators Hisk Mikigation one-pagers
P1onkly LinkedlM Sponsored Fots Fetargeting CTA ad campaigns Case Studies Customer reference campiagn Email zeries - technology updates, Mews
Fressrelease tor earned media
SEQ blog content
Cluarkerly How to video series In=ights email + customer spoklight personalized wideo message Customer only webiars
wWwebinar Series Fost webinar drip campaign Cluarterly business regiew
LI webinar Series Speaker Email and =ales call to aerospace Caze Study « RO Calculator SUrprise camaigns
L2 Tradeshow mss Email and =sale= call with commercial Competitor comparison email
LlZ Tradeshow msss Email and sale= call with defense personalized wideo message
L4 Speak at =x Event Email and =ale= call with med device Limited Walue-Add push
MFS Survey
Annually Tearinregiew campaign Caps Flan and FR Feferral Frograms
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