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One Page Marketing Plan

One Page Marketing Plan

Objectives & measures for success - Positioning in the
from this marketing campaign el marketplace:

Prirnary goal:

Segondary goal:

= | SWOTT LAl Target customer(s)

Strengths Prafile:

Opportunities:
Missaging bo tangel customear(s):
Threats:

Trands:

Outreach

List all media/outreach chamnelstvenues for reaching targel custorner(s) in their enviranment

Paid:




Objectives & measures for success
from this marketing campaign

Frirnary goal-

Tools needed for executing campaign

Campaign tools assessment

Lead capture systemJtracking system

Pasitioning in the
Inventory new tools:

marketplace:

Secondary goal:

Adjustment te current taals:

Sales conversion strategy

Target customer(s)

Prafile:
Retention

Haww will | deliver an exceplional experience?

Dpportunities:

Crods selingincrease cLstormer valie:

Threats:

Messaging Lo target customer(s):

Falerrals

Outreach

List all media/sutresch chamnelstvenues for reaching target custorner(s) in their enviranment

Paid:
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|dentify marketing
team needed
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f{'_j- Campaign duration




My Business follows a
strategic marketing plan

(and it’s working!) :

A. Yes
B. Somewhat

C. Uhoh.Whatplan?




IN 1960, THERE
WERE 5

MARKETING
CHANNELS
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STOP WASTING MONEY AND ONLY
DO MARKETING THAT WORKS!

derek champagne

SECOND EDITION

° CRISIS
POINTS IN
MARKETING

1. WhoAml?

2. Who Are They?

3. MarketingTools
4. MarketingPlan

5. Execution
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Objectives & Medasures
for success from this
marketing campaign:

Primary Goal:
conversions

(triage, attainable, aspirational)

Secondary Goal:

awdreness
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Positioning in The Marketplace
O

Promise

- What is your promise to your target customers?

- What can and what should they expect when they interact with your brand?
- Why should they believe your claims?

Personality
- How do you want to be perceived?
Unique Value Proposition (UVP)

- What do you offer that separates you from your competitors?



If you didn't exist,
what would
customers use?

0BVIOUSLY
AWESUME

- How to Nail Product
Positioning so Customers
Get It, Buy It, Love It

n

What features/ What value do the Who cares a lot
capabilities do you attributes enable for about that value?
have that customers?

alternatives do not?

What context makes
the calue obvious to
your target
segments?




“Dude. ...this book is SO GOOD!!”
Russell Brunson, CEO of Clickfunnels

ALEX HORMOZI

HOW TO MAKE OFFERS SO GOOD
PEOPLE FEEL STUPID SAYING NO

Yew e\ VED
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From Until

03/18/2023 ~ 10:00 AM v  03/21/2023 v 10:.00 AM v
e \’” - =

Find your drive

Explore the world's largest car sharing marketplace

Book a car >

Down the street or across the

country, find the perfect vehicle
for your next adventure.

Become a host >

Accelerate your entrepreneurship
and start building a small car sharing
business on Turo.




Hotels by Day

Hospitality industry veterans, technology experts and entrepreneurs Brian Dass and Yannis Moati
pitch Hotels by Day, a business that allows travelers to book a hotel room during the day, in episode
817. They started the business in early 2015 to allow hotels to sell “uncommitted inventory” to

travelers who wanted a room for a few hours to refresh themselves.




HOW ITWORKS HEP? (= &

HOTELSBY DAY.
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Make the most of your day

Enjoy all the hotel amenities for a fraction of an overnight stay.

Where to? = When?

Why book a room for day use?

N

. . e

.J https://www.hotelsbyday.com/en/pages/hot




¥ .
Lack of support from field
Poor strategic alliances
Marketplace awareness is light
Lack of search engine optimization

STRENGTHS

° Consistent flow of inquiries/leads

Strong trade show presence
Flexible and responsive to sales
Customer and analyst leverage

Integrated web and sales
Viral marketing programs
Focus on programs that drive revenue
Awareness via Big Splash campaigns

TRENDS

Micro-targeting

Fine-tuning mobile strategy

Paid placements are here to stay
Growing need for quality content

Sales wanting to change lead model

Unfocused message = market confusion
Competitive giants with larger budgets
Marketing/sales systems not synergized

1. Strengths
2. Weaknesses
3. Opportunities
4. Threats

5. Trends




®,

Target

N A &
1 Profiling Target Customer ‘ c u s t o m e r ( s) ( s )

Income

1. Identify specific groups 2. Divide target customersinto 3. Tailor your message and
within your target based on subgroups your campaigns for personal
Nocks key motivators and unique and more effective
communication needs. communication







Need It

Want It

Willing to Pay For it




All Media/outreach
channels/venues
for reaching target
customer(s) in their
environment

O
@3

Egjﬁ Paid

% Earned

[\%? Owned



 Events
- Memberships
+ Media Buys

Digital
- Google Ads
- Social Ads/Influencer Campaigns
+ Streaming Services

- Paid Eblasts/list purchase

Traditional
- Radio
e TV
 Print




Earned

Press Reledases
Referral Programs

- Awards/Recoghnition

User Generated Content
Online Reviews
Brand Reputation/Goodwill




All Collateral

- Website

- Social Profiles

* Print Materials

» Mailing/email list

Content/Thought Leadership

 E=newsletter
- Blog

- Social Posts
- Videos
 Podcast

 Partnerships




SAMPLE INTEGRATED MARKETING CAMPAIGN
t’ -‘ Update 20+
Article . - ’ Targeted
'/

placement Banner ads email
on websites blasts

DIGITAL
CONTENT STRATEGIES

MARKETING

Press releases Speaking Aoy positive

online
raviews

(Awards, engagements
achievements,
charitable donations)

< Tradeshow A
Targeted ! presence \ Chamber of
direct Commerce

mail , |_Participation

\ LOCAL \\
strategies Print ads CO M M U N ITY s
W

CROSS SELLING/ Media |
RELATIONSHIP -,.-— & Business MA_
Case
studies

Referral

Business cards, Journal ads
BUILDING

letterhead,
envelopes, etc.

contact Custom

MATERIALS | designed TV/RADIO

proposals

Satisfaction
surveys

Personal ( SALES

Brochures ( -’




1. Campaign tools assessment

2. Adjustment to current tools

3. Inventory/Create new tools




* How well is your website converting?
* How frequently is your news/blog
section updated?

* How active and engaged is your social
media?

* Digital ads updated.

* Customized landing pages.

* How frequent are your press releases?

* How dated are your print materials?

* Review ALL marketing tools.




. Lead capture system [ Tracking
system

* Nurture system

 Sales conversionstrategy




Retention

- How willl deliver an exceptional experience?
. Cross selling/increase customer value
 Referrals



Marketing Budget

% of sale

revenue

1T 2to3%

2 5to6%

3 8to12%

4 >13%

Very safe

Bolder

Aggressive A

Risky

Assign Budget

e




Evaluate, Adjust for Maximum ROI




MARKETING TEAM ORGANIZATIONAL CHART

Quarterbacks entire campaign « Assume execution of other tasks within campaign
Set up sales funnels, email marketing - Manage tracking and performance review of various campaigns

® &

Graphic Designer SEO/Adwords
Spedialist (SEO)

Brand Personality Brand Outreach Social Media/Content
(BP) Coordinator (BOC) Manager (SM) (c]»))

Manage content calendar Ongoing graphic design for social, Ongoing website maintenance SEOQ/Adwords Specialist (SEO)
Content writing landing pages, and other campaigns Campaign landing pages

Overall*Face” of brand

Live speaking engagements

Partner outreach campaigns

Influencer Campaign Onsite web optimization

Guest on podcasts and
other public platforms
“Face” on soclal videos

Recruiting

PR Campaigns

Outreach for
Influencer campaign

Send L messages
Manage podcasts
Seek out referrals

Manage speaking
engagements

Social media posts Hold brand continuity in all visuals Sales funnels Offsite link building

Blog posts

Assist with
development/organization
of new content
In line with brand

Ask for and manage reviews

Manage ads and ad peformance

Landing pages

PPC/Retargeting Campaigns

Provide insights and
recommendations for
refreshing/updating ads




Who is The #1?




CampaignDuration

Phase One: 90 days -
development (messaging/tools)
& initial launch

Phase Two: 90-day outreach
campaign - measure/ adjust

Phase Three: extended longer-
term campaign




August

+ Prepare materials for soft launch of app

+ Decide on memberships - join / reserve
booths / sponsorship levels for the upcoming
year

+ Priority - greenlight attendance/ mambership
in the Texas Association of Healthcare Facility

+ Managers event in Sept in Dallas

+ Prigrity - greenlight atiendance/ registration as
a supplier to the Morth Texas Facilities Expo

September

* Disaster Preparedness Month
« Submit press release, once published, share
links with:

o All Dalworth named business to share
on their social platforms, and email
lists
Email to all Dahlworth Restoration
contacts
Send to R & R magazine for possible
republication
Send to Dallas Chamber of
commerce fo add to "announcameants”
saction of website

o Include other local chambers as well
(Frisco, Plano, Arlington)

Soft Launch of app action items

Fill Content buckets

Linkedin messages / connactions

45 TAHFM event in Dallas

Follow up TAHFM event

9/25 Morth Texas Facilities Expo

Become an official sponsor of the Community
Powered Revitalization via Six Stones

October

Fill content buckets
Fire Prevention Week
o Press Release about ERP app / fires /
businass continuity
o Radio / TV
120 Linkedin messages

Armn all Dalworth named companies with printed

materials about the ERP app to leave behind at
all commercial jobs

10/18-19 CPR via Six Stones

Develop content for lead nurture funnels

November

Activate lead nurture funnel
IFMA panelist inquiry
Fill Content Buckets
Highlight VYeteran employees
Linkedin messages / connections
+ Kick off Datworth Rewards Program for
referrals from contraciors
Begin “pick 3" referral program after ERP
sign up

December

IFMA Holiday Party attendance

Fill content buckets

Linkedin messages / connections

Prepare materials for upcoming tradeshows
Continue Dalworth Rewards Program for
refarrals from contractors

Continue “pick 3" referral program after ERFP
sign up

¥

N

January

FMExpo- Diallas (via IFMA)
Bacome official sponsor of tha CPR via Six
Stones event in Apri

+ ICSC = Fort Worth ewent

* Follow up marketing from tradeshows
Fill content buckets

« Linkedin massages | conneclions
Continue Dalworth Rewards

« Seek partnerships

» Continue “pick 3" relerral program after ERP
sign up

o Bﬂfjlﬁ SUNaYs for each completed commarncial
jobs

February

* Pra-show marketing on 2720 for AAGD
tradeshow
Fill content buckets
120 LI messages
Continue surveys for each compleled
commercial job

« Seek Partnerships
Continue Dalworth Rewards
Look at sponsoring CE credits through IREM
for August and September
Look at sponsoring CE cradits through TAHFM
for April

AN

March

= 320 AAGD tradeshow
= Flood Safaty Month
o Press Releasa about ERP/ floodsS
business continuity
o Radio/ TV
Fill content buckets
120 LI messages
Continue surveys for aach complated
commercial job+ Seek Parinerships
Continue Dalworth Rewards

April

CPR via Six Stones avent

Fill content buckats

120 LinkedIn messages

Continue surveys for each completed
commearcial job

Seek Parinerships

Continue Dalworth Rewards

TAHFM CE credits sponsorship (Housion)




Y

Make Firs




One Page Marketing Plan

One Page Marketing Plan CHAMPAGHN Tools needed for executing campaign

Campaign tools assessment Lead capture systemJtracking system

Objectives & measures for success Positioning in the

from this marketing campaign marketplace: Inventory new tools:

Frirnary goal-

Adjustment te current taals:

Secondary goal:

Sales conversion strategy

Target customer(s)

Prafile:
Retention

Haww will | deliver an exceplional experience?

Opportunities: Crads sellinglincrease custormer valua:
Messaging to target customer(s):

Threats: Felerrals

&, el (de ntify marketin .?"_—]
. ) i g = . .
L Assign budget "ﬁfbjl team needed = J:,_l Campaign duration

Outreach

List all media/sutresch chamnelstvenues for reaching target custorner(s) in their enviranment

Paid:




Download
* One Page Marketing Plan & Presentation Slides
e Complimentary Marketing Assessment
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