Actionable Marketing Plan for AMM in Huntington, WV

1. Executive Summary

This report outlines a comprehensive marketing plan for AMM, designed to establish a
distinct competitive advantage in the Huntington, West Virginia market. The core objective of
this plan is to transform website traffic into a reliable stream of high-quality, sales-ready leads,
thereby validating AMM's premium service model. The approach is fundamentally rooted in a
relentless focus on qualified lead generation and conversion accountability, directly addressing
prevalent market frustrations.

The strategic positioning of AMM, drawing insights from successful models like Grow
and Convert (G&C), is predicated on its ability to deliver measurable value. G&C's capacity to
command premium pricing, often $10,000 per month, is directly linked to their rigorous
commitment to tangible outcomes and sophisticated lead attribution models. This underscores a
fundamental principle for AMM: the marketing plan must not merely articulate AMM's unique
differentiation but actively demonstrate it through its own marketing efforts and the quantifiable
results it promises to clients. The execution of this plan serves as the ultimate proof of AMM's
unique value proposition, setting the stage for AMM to justify its premium offering from the
outset.

The plan is structured around three interconnected pillars: strategic messaging and
branding, specialized content marketing and conversion-optimized service packages, and
targeted local involvement combined with digital advertising. Each pillar is supported by a
measurement and accountability framework, ensuring every marketing investment directly
contributes to the client's bottom line.

2. AMM's Strategic Foundation: A Recap

AMM's strategic positioning in the Huntington, WV market is meticulously defined to
carve out a distinct niche and address specific unfulfilled needs, serving as the bedrock for all
subsequent marketing initiatives.

Target Client Segments

AMM is strategically positioned to serve established small to medium-sized businesses
(SMBs) within Huntington, WV. The focus is particularly sharp on those operating in the
healthcare, industrial, and B2B services sectors. These businesses represent a specific
demographic that has already committed resources to digital marketing but consistently
encounters frustration due to low conversion rates and a persistent lack of measurable, qualified
leads. This segment is more likely to recognize and value a partner that can deliver tangible,
bottom-line results.

Core Pain Points Addressed

The marketing plan directly addresses several critical pain points prevalent among these
target clients:



Low Conversion Rates and Lack of Qualified Leads: A pervasive issue where website
traffic, despite potentially being high, fails to translate into high-quality, sales-ready
leads, leaving businesses frustrated by their digital marketing investments.

Lack of Accountability for Leads: A significant market gap exists where many content
solutions provided by other agencies do not hold themselves accountable for generating
tangible leads or demonstrating clear ROI. This represents a fundamental breakdown of
trust between clients and agencies, as businesses have often been disappointed by vague
promises of traffic without corresponding business impact. AMM's strategy is designed
to explicitly address this trust deficit by providing measurable proof of value and a
rigorous commitment to tangible outcomes.

Inability to Write on Advanced/Specialized Topics: There is a distinct need for expert-
level content on complex subjects that generalist agencies often lack the depth or
specialized knowledge to provide effectively. This is particularly true for industries like
healthcare and industrial sectors, which require nuanced and authoritative
communication.

Incomplete Content Promotion Strategies: Competitors frequently fall short in
implementing thorough, multi-faceted promotion processes, including crucial elements
like paid amplification and targeted link building, which are essential for content to
effectively reach its audience and convert.

AMM's Unique Value Proposition (UVP)

AMM's core promise is to provide a comprehensive, results-accountable content

marketing and conversion optimization service. This service is meticulously designed to
consistently transform website traffic into a reliable stream of high-quality, sales-ready leads.
This commitment to measurable outcomes sets AMM apart.

Key Differentiators

AMM distinguishes itself from existing agencies in Huntington through several critical
differentiators:

Specialization vs. Generalism: Unlike local generalist marketing agencies that offer a
broad spectrum of services, AMM specializes in delivering measurable, qualified leads.
This focus allows for profound depth and specific problem-solving capabilities in key
areas, avoiding the risk of weak expertise across all service areas inherent in a broad
approach. By specializing, AMM avoids direct head-to-head competition on price and
breadth of services, instead competing on perceived expertise and superior results for a
specific, high-value client segment.

Focus on Measurable, Qualified Leads: AMM's core differentiation lies in its
unwavering commitment to tangible outcomes, moving beyond superficial metrics like
simple website traffic or article deliverables.

Expert-Level Content for Advanced Audiences: The agency is committed to the creation
of high-quality, authoritative content tailored for advanced audiences, consciously
avoiding generic or "high school research paper" quality. This positions AMM as a
knowledge partner, not just a service provider.



Robust, Multi-Channel Promotion Strategy: AMM implements a comprehensive
promotion strategy that includes crucial components like paid amplification and targeted
link building, which are often lacking in competitor offerings.

Transparent, Direct-to-Conversion Analytics: All of AMM's efforts are rigorously backed
by transparent analytics that directly track conversions, providing clear proof of value.
Consultative Approach: AMM positions itself as a strategic partner that diagnoses
specific conversion problems and proposes tailored solutions, rather than simply selling
a menu of services.

Premium Pricing Justification: By explicitly tying its services to high-value, measurable
business outcomes and demonstrating tangible return on investment (ROI), AMM can
justify and command a premium price point, similar to G&C's $10,000 per month. This
capability is a direct result of its ability to guarantee business growth and mitigate
perceived risk for clients.

3. Competitive Landscape and Market Opportunity Analysis

A thorough examination of the marketing and creative agency landscape in Huntington,

WYV, reveals a competitive environment characterized by broad service offerings and a significant
opportunity for AMM to establish a differentiated position.

Overview of Local Competitors

The analysis identifies three key players with comprehensive public descriptions:

ICS Creative Agency: This agency broadly positions itself to serve "all types of
businesses," from small to large corporations, government entities, and non-profits. It
offers a "full-service" suite of digital marketing solutions, with a particular focus on web
design and development, alongside branding, graphic design, video production, SEO,
and PPC management. ICS emphasizes "custom solutions," client control over websites,
and a "results-oriented approach".

702 Pros: Primarily targeting businesses in Huntington and nearby cities, 702 Pros
aggressively positions itself as the "Top Creative Agency" and "Best Creative Agency in
Huntington, WV." It provides an extensive range of digital services, including "award-
winning web design," "cutting-edge technology" for SEO, comprehensive digital
marketing, and app development. Key unique selling points include being a "veteran-led
business" and a strong emphasis on delivering "the best results and customer service
ever" and "highest return on your business investment".

Bulldog Creative Services: This agency targets diverse sectors such as banks,
educational institutions, industrial companies, and medical facilities. It positions itself as
a "one-stop shop" for advertising and marketing needs, offering logo development,
media planning, website design, and HD video production. Bulldog Creative Services
highlights its "Comprehensive Service" approach, "Award-Winning Work," and a
"Client Success Focus" established since 1999.

Common Thread Among Competitors



A pervasive characteristic among these identified competitors is their broad "full-service"
positioning or their provision of an extremely wide range of services. While this approach may
initially appeal to businesses seeking convenience, it inherently carries the risk of weak expertise
across all service areas. This presents a classic business strategy dilemma: breadth versus depth.
While a broad service offering might attract a wider range of initial inquiries, it often leads to
diluted value and difficulty in commanding premium prices for specialized problems. This
inherent weakness in the generalist approach creates a significant vulnerability that AMM is
strategically positioned to exploit.

Identified Market Gaps AMM Can Exploit

AMM's strategic counter-strategy involves focusing on profound depth and specific problem-
solving capabilities in key areas. This allows AMM to directly address several significant market

gaps:

e Lack of Explicit Accountability for Leads/Conversions: While some local competitors
claim to be "results-oriented," none explicitly detail their lead attribution models or
guarantee leads/sign-ups in the transparent manner that Grow and Convert does. This
represents a significant and unaddressed trust and performance gap in the Huntington
market. The difference between merely claiming "results-oriented" and explicitly
demonstrating "accountability for leads" is substantial. AMM's marketing must not just
claim to be results-oriented but must demonstrate and quantify its commitment to lead
accountability by showcasing specific lead attribution models, conversion rates, and
attributed revenue in its own marketing materials. This builds a higher level of trust and
justifies premium pricing.

e Incomplete Content Promotion Strategies: Grow and Convert explicitly highlights that
most agencies lack a "thorough promotion process," particularly a multi-faceted one that
effectively combines community engagement, paid amplification, and targeted link
building. Competitor descriptions do not detail such comprehensive and integrated
content promotion strategies.

e Opportunity for Premium, Results-Driven Pricing: The Huntington market appears to
lack agencies that can confidently justify and command a premium price point (similar to
G&C's $10k/month) by explicitly tying their services to high-value, measurable business
outcomes and demonstrating tangible ROI.

e Underserved Industries with Complex Needs: There is a clear opportunity to strategically
focus on industries within Huntington such as specialized healthcare, industrial
manufacturing, or complex B2B services. These sectors often require highly specialized,
expert-level content and a clear, traceable path from content consumption to qualified
lead generation. G&C's success with a "concussion treatment center" producing content
on "neuroplasticity treatment" exemplifies this opportunity.

e Service Not Easily Available: The integrated service of expert content creation combined
with a robust, transparent, and multi-channel promotion strategy that explicitly
guarantees lead generation, not merely traffic, represents a clear and significant market

gap.



By specializing, AMM avoids direct head-to-head competition on price and breadth of
services. Instead, it competes on perceived expertise and superior results for a specific, high-
value client segment. This allows AMM to command premium pricing because it is seen as the
indispensable solution for complex, high-stakes problems within these niches, rather than just
another generalist vendor. This specialization also makes marketing efforts more efficient by
narrowing the target audience and refining the marketing message.

4. Pillar 1: Messaging and Branding for Lead Accountability

This pillar outlines a strategic overhaul of AMM's external communications to
prominently feature its core differentiators: "Lead Accountability" and "Expert Content." This
ensures consistent and compelling messaging across all touchpoints, directly addressing
identified market gaps and client pain points.

The overarching strategy is to refine AMM's public messaging to clearly articulate its
unique value proposition, focusing on its ability to deliver measurable, qualified leads through
expert-level content. This necessitates a comprehensive overhaul of all external communications.

Actionable Steps

e Website Content and Design Adjustments:

o Homepage: The homepage must be revamped to immediately communicate
AMM's unique value proposition: "Turning website visitors into ready-to-buy
leads with great content and reliable follow-through." It should utilize strong,
benefit-driven headlines that directly address client pain points, such as "Tired of
traffic that doesn't convert?" This immediate clarity sets AMM apart from
generalist competitors.

o Service Pages: Service pages for SEO & Content Marketing, Website Design &
Development, and Consulting must be redesigned to explicitly detail how each
service contributes to lead generation and conversion optimization. For instance,
the messaging for SEO should emphasize, "Our SEO isn't just about rankings; it's
about qualified lead volume."

o Case Studies/Proof Section: A dedicated, prominent section for detailed case
studies and client testimonials is crucial. This section should specifically
highlight quantifiable results such as "leads increased by 50%," "website traffic
doubled," and "increased revenue". This directly provides the "Proof" outlined in
AMM's positioning statement, offering tangible evidence of its capabilities.

o Call-to-Actions (CTAs): Clear, conversion-focused CTAs must be implemented
across the site. Examples include "Get a Lead Generation Audit," "See Our
Conversion Success Stories," or "Request a Consultation for Qualified Leads."
These CTAs should guide the user towards a measurable conversion event.

Development of Compelling Value Propositions for Target Industries:

e Healthcare/Medical: Messaging for this sector must emphasize AMM's ability to produce
highly specialized, expert-level content (e.g., on "neuroplasticity treatment," as G&C
successfully did) that resonates with advanced audiences and drives patient inquiries or
conversions. It should highlight an understanding of complex medical sales cycles and



the need for nuanced communication. An example of the healthcare sector that AMM
could do well in is the drug rehabilitation sector, because they are located all across
Scioto county and Lawrence county.

e Industrial Companies: Messaging for industrial businesses should focus on AMM's
capacity to create detailed, authoritative content that supports complex B2B sales cycles
and generates qualified leads for high-value industrial products and services.

e B2B Services: For established B2B firms struggling to convert web traffic into sales-
ready leads, AMM should position itself as the indispensable partner, emphasizing its
accountability and consultative approach to solving specific conversion bottlenecks.

Creation of Sales Enablement Materials:

e Pitch Decks: New sales presentations must lead with AMM's unique value proposition,
competitive differentiation, and a strong emphasis on measurable ROI and lead
accountability. These should include specific examples of how lead attribution models are
applied.

e Brochures/One-Pagers: Design concise, visually appealing materials that highlight
AMM's specialized services, target industries, and proven results in lead generation.

e Email Templates: A suite of email templates for outreach and follow-up should be
developed to consistently reinforce AMM's focus on leads and accountability.

Public Relations & Thought Leadership:

e Draft press releases or articles for local business publications announcing AMM's
specialized focus on lead generation and conversion for Huntington businesses. This
builds local credibility and awareness.

e Prepare AMM leadership for speaking engagements at local industry events, focusing on
topics such as "The ROI of Content Marketing: Beyond Traffic to Leads." This positions
AMM as a thought leader and expert in its specialized areas.

The repeated emphasis in the strategic plan on "lack of accountability for leads" as a key pain
point and AMM's differentiator highlights a profound psychological need among clients. This is
not merely a technical feature; it is a fundamental reassurance for businesses that have
experienced frustration with agencies promising traffic but delivering no tangible business
impact. By explicitly stating that "most content solutions don't hold themselves accountable to
leads”, AMM, like G&C, creates a clear, compelling contrast that resonates deeply with client
frustrations. AMM's messaging should not shy away from directly addressing this pain point.
Instead of simply stating, "we deliver leads," it should convey, "we are accountable for the leads
we deliver, unlike others." This positions AMM as a trustworthy partner, shifting the client's
perception from a mere vendor to an invested growth partner. This messaging strategy builds
trust and justifies premium pricing by mitigating perceived risk.

Furthermore, AMM's strategy emphasizes "bottom-of-funnel content for faster, more direct
results" and "expert-level content that resonates with advanced audiences". This indicates that
content is not merely for brand awareness or traffic generation (top-of-funnel activities), but a
direct tool in the sales process. It is designed to answer specific, advanced questions that
qualified prospects have before they make a purchasing decision, thereby potentially shortening
the sales cycle and pre-qualifying leads. Therefore, messaging should highlight how AMM's
content strategy integrates with a client's sales process. It is about empowering sales teams with



highly qualified leads and pre-educated prospects. This shifts the perception of content from a
marketing expense to a direct revenue driver, further justifying AMM's premium, results-driven
approach.

S. Pillar 2: Strategic Content Marketing & Conversion-Optimized Service Packages

This pillar details how AMM will develop and market specialized, full-solution service
offerings for its targeted industries, with a relentless focus on conversion-optimized content that
drives qualified leads.

The strategy is to develop specialized service offerings that provide comprehensive
solutions to specific industry challenges, capitalizing on identified market gaps. This involves
focusing on "Full-Solution" packages for targeted industries, moving beyond broad services to
profound depth and specific problem-solving capabilities.

Actionable Steps

e Content Strategy for Lead Generation:

o Bottom-of-Funnel Focus: Prioritize the creation of content assets specifically
designed for direct conversion. This includes detailed case studies, ROI
calculators, comparative guides, expert-level whitepapers, and interactive tools.
This content should address specific client pain points and provide clear solutions,
actively moving prospects closer to a sales conversation.

o Expert-Level Content Production: Cultivate or leverage internal and external
expertise to produce exceptionally high-quality, authoritative content on complex
subjects relevant to healthcare, industrial, and B2B services. For instance,
emulating G&C's work with a "concussion treatment center" on "neuroplasticity
treatment” demonstrates the depth required. This approach avoids generic "high
school research paper" content and establishes both AMM and its clients as
thought leaders.

o Client-Specific Content Pillars: Work consultatively with clients to identify their
most critical conversion bottlenecks and develop content pillars that directly
address these. This ensures content is not just informative but actively persuasive
and aligned with client business objectives.

Multi-Channel Content Promotion Plan:

e Paid Amplification: Implement targeted paid promotion campaigns on platforms like
Google Ads and LinkedIn Ads for high-value content assets. This ensures content reaches
specific decision-makers within the target industries and includes retargeting strategies
for users who engaged with content but did not convert.

e Community Engagement: Actively participate in relevant online forums, industry groups,
and professional networks where target clients reside. Sharing expert content and
engaging in discussions establishes authority and drives qualified traffic.

e Email Marketing: Leverage email lists for content distribution, nurturing leads through
drip campaigns that provide additional value and guide them towards conversion points.

Website Design & Development (Conversion-Optimized):



e Lead Generation Focus: Position web design services not merely for aesthetics or
functionality but explicitly as tools for lead generation and conversion optimization. This
involves designing websites with clear, intuitive conversion paths, prominent calls-to-
action, and integrated tracking from the outset.

e User Journey Mapping: Conduct thorough user journey mapping for client websites to
identify and optimize every touchpoint from initial visit to qualified lead, ensuring a
seamless and persuasive experience.

e A/B Testing & CRO: Offer ongoing Conversion Rate Optimization (CRO) services,
including A/B testing of landing pages, CTAs, and content formats to continuously
improve conversion performance.

Consulting (Strategic & Accountability-Driven):

e Problem Diagnosis: Offer initial strategic consulting sessions focused on diagnosing
specific client pain points related to conversion rates and lead generation. This
consultative approach contrasts sharply with agencies that simply deliver outputs.

e Tailored Solutions: Propose customized content marketing and conversion optimization
strategies based on the diagnosis, rigorously accountable for measurable outcomes. This
reinforces AMM's position as a true strategic partner focused on the client's bottom line.

e Workshops & Training: Provide workshops for client teams on understanding lead
attribution, interpreting conversion data, and aligning sales and marketing efforts.

The strategic plan emphasizes AMM's commitment to "full-funnel" content solutions that
explicitly link content investment to sales-qualified leads. This approach extends beyond
traditional content marketing, which often focuses solely on top-of-funnel awareness. By
prioritizing "bottom-of-funnel content”, AMM acknowledges that content must serve every stage
of the buyer's journey, culminating in a measurable conversion. This requires a deeper
integration with client sales processes and CRM systems, positioning AMM as a strategic partner
in revenue generation, not just a content provider. AMM's marketing of its content services
should highlight this full-funnel approach, emphasizing that it is not merely about creating
articles, but about creating a system where content nurtures, qualifies, and converts.

Furthermore, AMM aims to command premium pricing, similar to G&C's $10,000 per
month. This is directly linked to its ability to produce "expert-level content that resonates with
advanced audiences" and solve the "inability to write on advanced/specialized topics". Producing
such content requires significant investment in specialized knowledge, research, and writing
talent. This high barrier to entry for competitors justifies the premium. AMM's marketing should
not only showcase the results of its expert content but also the process and caliber of its content
creation. Highlighting the expertise of its writers, researchers, and strategists (e.g., through bios,
thought leadership pieces) reinforces the value of the premium service. This positions AMM as a
knowledge partner, making the premium price seem like an investment in unparalleled expertise.

6. Pillar 3: Local Involvement & Targeted Advertising Campaigns

This pillar details how AMM will build trust and reinforce its differentiation within the
Huntington, WV market by combining genuine local involvement with precisely targeted,
results-driven advertising campaigns.



differentiation.

The strategy is to deepen connection with the local market by combining genuine local
involvement with AMM's unique, results-driven message, thereby building trust and reinforcing

Actionable Steps

Active Participation in Local Business Communities:

o

©)

Chamber of Commerce: Actively engage with the Huntington Regional Chamber
of Commerce, attending meetings, networking events, and seeking leadership
roles on relevant committees. This demonstrates a commitment to the local
economy.

Industry-Specific Associations: Join and participate in local chapters of healthcare
associations, manufacturing groups, or B2B service networks. This provides
direct access to target clients and demonstrates industry-specific commitment.
Speaking Engagements/Workshops: Offer pro bono workshops or presentations to
local business groups on topics directly related to AMM's expertise, such as
"Converting Website Traffic into Qualified Leads: A Practical Guide for
Huntington Businesses" or "Advanced Content Strategies for Complex
Industries". This positions AMM as a thought leader and a valuable community
resource.

Sponsorships: Explore sponsoring local business events, awards, or community
initiatives that align with AMM's values and target audience.

Targeted Digital Ad Campaigns:

©)

Google Ads (Search & Display): Launch highly targeted Google Search
campaigns using keywords related to client pain points (e.g., "how to get more
qualified leads Huntington WV," "B2B content marketing agency Huntington,"
"healthcare marketing conversions"). Utilize the Google Display Network for
brand awareness and retargeting based on website visits.

LinkedIn Advertising: Leverage LinkedIn's robust targeting capabilities to reach
decision-makers (e.g., Marketing Directors, CEOs, Business Owners) in
healthcare, industrial, and B2B services sectors within Huntington, WV. Ad copy
should directly address their frustrations with low conversions and lack of
accountability.

Facebook Advertisements: Use Facebook and other related/non-related social
media platforms to launch compelling campaigns that leave your audience
wanting more. The social media platform(s) used will depend on the target market
demographics, psychographics, and behaviors.

Local News Websites/Publications: Explore advertising opportunities on
prominent local news websites or digital versions of local business journals to
reach a geographically relevant and business-focused audience.

Ad Copy & Creative: Develop compelling ad creative that clearly articulates
AMM's differentiation—its focus on measurable leads and expert-level content—
and directs potential clients to case studies or testimonials demonstrating tangible
ROL.

Local Testimonials and Case Studies:



o Prioritize Local Success Stories: Actively seek and prioritize securing testimonials
and developing detailed case studies from early Huntington-based clients. These
are invaluable for building local credibility and trust.

o Highlight ROI: Ensure these case studies explicitly detail how AMM's results-
driven approach led to increased qualified leads, improved conversion rates, and
attributed revenue for local businesses.

o Multi-Platform Promotion: Feature these local success stories prominently on
AMM's website, in sales materials, and within targeted ad campaigns. Consider
video testimonials for added impact.

e Partnerships with Local Non-Competing Businesses:

o Strategic Alliances: Identify and explore partnerships with local businesses that
serve similar target audiences but offer complementary, non-competing services
(e.g., business consultants, IT service providers, legal firms specializing in
business law, financial advisors for SMBs).

o Referral Programs: Establish formal referral programs that incentivize partners to
recommend AMM to their clients.

o Joint Marketing Efforts: Collaborate on joint webinars, co-authored content, or
cross-promotional campaigns to expand AMM's reach and reinforce its local
commitment.

While AMM aims for premium pricing and highly specialized services, its local presence
is not merely a basic checkbox; it is a critical trust-builder, especially in a market like
Huntington, WV, where community ties are strong. For a premium, accountability-driven
service, clients need to feel confident in the agency's stability and commitment. Active local
involvement (e.g., Chamber participation, industry associations, sponsorships) provides tangible
proof of this commitment, reducing the perceived risk of investing in a high-cost solution.
AMM's local involvement should be authentic and visible, extending beyond perfunctory
membership. The marketing should leverage this local connection by featuring local faces, local
success stories, and local community support, thereby creating a powerful blend of high-level
expertise with hometown reliability. This combination makes the premium offering more
palatable and trustworthy.

Active participation in local business communities also provides AMM with direct,
unfiltered feedback from its target audience. This goes beyond formal market research.
Conversations at Chamber events or industry meetups can reveal nuanced pain points, emerging
challenges, or specific jargon unique to the Huntington market that might not be captured in
broad strategic documents. This direct engagement creates a continuous feedback loop that
allows AMM to refine its messaging, service packages, and even identify new niche
opportunities. This agility ensures that AMM's offerings remain highly relevant and responsive to
the evolving needs of its local target clients, strengthening its differentiation and competitive
edge over less locally engaged agencies.

7. Measurement and Accountability Framework: KPIs & Attribution

This is a critical pillar that underpins AMM's entire strategic positioning. It details how
AMM will implement a robust framework for transparent reporting and lead attribution,
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mirroring Grow and Convert's rigorous methods, to definitively prove its value and justify its
premium pricing. The strategy is to implement a robust framework for transparent reporting and
lead attribution, mirroring Grow and Convert's rigorous methods. This will move AMM beyond
superficial metrics to demonstrate direct business impact.

Actionable Steps

e Define AMM-Specific Key Performance Indicators (KPIs):

o

Qualified Lead Volume: The absolute number of leads that meet predefined
qualification criteria (e.g., specific industry, company size, budget, expressed
need for AMM's core services). This is a primary metric for AMM's
accountability.

Conversion Rates from Content Assets: The percentage of users who engage with
specific content (e.g., whitepaper download, webinar registration, blog post read)
and subsequently complete a desired conversion action (e.g., contact form
submission, consultation request). This demonstrates the effectiveness of AMM's
expert content.

Attributed Revenue: The revenue generated directly or indirectly as a result of
AMM's marketing efforts, linked back through sophisticated attribution models.
This is the ultimate proof of bottom-line impact.

Cost Per Qualified Lead (CPQL): The total cost of marketing efforts divided by
the number of qualified leads generated. This metric helps demonstrate the
efficiency of AMM's campaigns.

Customer Acquisition Cost (CAC) (Attributed): The total sales and marketing cost
divided by the number of new customers acquired, with AMM's contribution
specifically attributed. This provides a holistic view of client acquisition
efficiency.

Client Lifetime Value (CLTV) (Attributed): The predicted total revenue that a
client will generate over their relationship with AMM, with AMM's contribution
to high-value client acquisition highlighted. This emphasizes the long-term value
of AMM's lead generation efforts.

e Leverage Google Analytics 4 (GA4) for Conversion Tracking and Multi-Touch
Attribution:

o

GA4 as the Core Platform: Utilize GA4 as the primary analytics platform due to
its event-based data model, which is ideal for tracking granular user interactions
and conversions.
Setting up Key Events (Conversions): Configure GA4 to track specific user
actions as "key events" (conversions). This includes:

=  Form submissions (contact forms, consultation requests).

= Downloads of high-value content (whitepapers, case studies).

= C(Clicks on specific calls-to-action (e.g., "Request a Quote").

= Engagement with specific video content (e.g., explainer videos, client

testimonials).

» Views of critical "thank you" or confirmation pages.
Multi-Touch Attribution Models: Implement and utilize GA4's attribution reports
to understand the full customer journey and assign credit across various
touchpoints.
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o  Data-Driven Attribution (DDA): Set GA4's reporting attribution model to Data-
Driven Attribution (DDA) as the default. DDA uses machine learning to evaluate
both converting and non-converting paths, assigning fractional credit to
touchpoints based on their likelihood to drive key events. This aligns perfectly
with G&C's sophisticated approach of tracking users who engaged with a blog
post at any point in their journey.

o Comparison with Other Models: While DDA is primary, occasionally review
"Paid and organic last click" and "Google paid channels last click" models for
comparative insights, understanding their limitations in a multi-touch
environment.

o Conversion Path Reports: Utilize GA4's "Attribution paths report” to visualize
and analyze the sequence of interactions (touchpoints) users take before
completing a key event. This report shows: Key events, Purchase revenue, Days
to key events, and Touchpoints to key event. Allows filtering by path length and
dimensions (e.g., Default channel group) to understand channel contributions.
This directly supports AMM's claim of accountability by showing the full journey,
not just the last click.

o UTM Parameter Implementation: Ensure all marketing campaigns (paid ads,
social media posts, email links, content promotion) use consistent UTM
parameters to accurately track traffic sources, mediums, and campaigns within
GAA4. This is crucial for granular attribution.

Establish Regular Reporting Cadence and Dashboard Structure:

= (Client-Facing Dashboards: Develop customized, easy-to-understand dashboards for each
client, focusing on the agreed-upon KPIs (Qualified Lead Volume, Conversion Rates
from Content Assets, Attributed Revenue). These dashboards should visually
communicate the impact of AMM's services on the client's bottom line.

=  Monthly/Quarterly Performance Reviews: Conduct regular review meetings with clients
to discuss performance, explain attribution data, and strategize next steps. This fosters
transparency and collaborative optimization.

= Internal Reporting: Create internal dashboards for AMM's team to monitor campaign
performance, identify optimization opportunities, and ensure consistent delivery against
client goals.

Attribution is not merely for internal measurement; it is a powerful sales and retention tool.
G&C's "sophisticated lead attribution models" allow them to "command premium pricing". By
transparently showing clients exactly how AMM's efforts contribute to their bottom line through
multi-touch attribution, AMM builds unparalleled trust and justifies its value. This shifts the
conversation from "what did you do?" to "look at the revenue we generated for you." AMM's
sales process should include a demonstration of its attribution capabilities. Prospective clients
should understand how AMM will prove ROI before they even sign on. This pre-empts common
client frustrations with agencies and reinforces AMM's "accountability" differentiator. The
reporting dashboards themselves become a key part of the client experience and a competitive
advantage.

For AMM's target industries (healthcare, industrial, B2B services), a "qualified lead" is often
a complex concept, not a simple e-commerce purchase. It might involve a specific form

12



submission, a download of a highly technical whitepaper, or a direct phone call after engaging
with specific content. The strategic plan highlights "inability to write on advanced/specialized
topics" as a pain point. This implies that engagement with expert-level, specialized content itself
can be a strong indicator of a qualified lead, even before a direct contact. AMM must work
closely with its clients to define what constitutes a "qualified lead" and "key event" for their
specific business models. This might involve tracking engagement with specific technical
content, time spent on product pages, or even specific scroll depths on high-value industry
reports. By customizing GA4's event tracking to these nuanced indicators, AMM can provide a
more accurate and valuable picture of lead quality, further differentiating its "results-
accountable" approach.

8. Implementation Roadmap and Next Steps

This final section provides a high-level, phased approach for rolling out the comprehensive
marketing plan, ensuring a structured and manageable implementation process. It prioritizes
initial actions and recommends ongoing optimization and review for continuous improvement.

Phase 1: Foundation & Messaging (Months 1-2)

This initial phase focuses on establishing AMM's core identity and the foundational
infrastructure for tracking and communication. Without clear messaging and reliable data,
subsequent marketing efforts will be less effective.

= Action: Complete a comprehensive overhaul of AMM's website content and design to
prominently reflect its "Lead Accountability" and "Expert Content" positioning. This
includes revamping the homepage, service pages, and creating a dedicated "Proof™
section with client success stories.

= Action: Develop core sales enablement materials, including new pitch decks and
brochures, that clearly articulate AMM's unique value proposition and differentiation.

= Action: Configure Google Analytics 4 (GA4) for enhanced measurement and set up
initial "key events" for lead tracking, such as form submissions, key page views, and
specific content downloads.

= Action: Collaborate with early potential clients in target industries to define specific
"qualified lead" criteria tailored to their business models.

Phase 2: Content & Initial Outreach (Months 3-6)

This phase is crucial for demonstrating AMM's model in action, gathering initial data, and
building early case studies, which are vital for future growth and validating the premium service
model.

= Action: Begin the production of expert-level, bottom-of-funnel content for one to two
initial target industries (e.g., Healthcare, Industrial). This content should be designed for
direct conversion and address specific, complex pain points.

= Action: Launch initial targeted digital ad campaigns on platforms like LinkedIn and
Google Ads, specifically focusing on the identified client pain points and clearly
articulating AMM's unique value proposition.

= Action: Initiate active participation in one key local business community (e.g.,
Huntington Regional Chamber of Commerce) and one industry-specific association. This
builds local trust and provides direct access to target clients.
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= Action: Implement initial multi-channel content promotion strategies for newly created
content, including paid amplification and community sharing, to ensure content reaches
its target audience and converts.

Phase 3: Optimization & Expansion (Months 7+)

Marketing is an iterative process. This phase emphasizes continuous improvement, leveraging
data to refine strategies and scale successful approaches. The accumulation of local success
stories becomes a self-reinforcing mechanism for trust and market penetration.

= Action: Continuously monitor GA4 data, particularly conversion paths and Data-Driven
Attribution insights, to optimize content performance and ad targeting. This data-driven
approach ensures ongoing refinement of marketing efforts.

= Action: Develop detailed local testimonials and case studies from early successes,
prominently featuring them in all marketing materials. These local success stories are
invaluable for building credibility within the community.

= Action: Expand content production and targeted ad campaigns to additional niches within
the identified industries or new industries as opportunities arise, based on proven success
and market demand.

= Action: Explore strategic partnerships with non-competing local businesses for referral
programs and joint marketing initiatives. This expands AMM's reach and reinforces its
local commitment.

= Action: Refine service packages based on client feedback and performance data,
potentially introducing more advanced consulting offerings as AMM's expertise and
reputation grow.

Ongoing Optimization and Review

=  Monthly Performance Reviews: Conduct regular internal and client-facing reviews of
KPIs, attribution data, and overall campaign performance. This ensures transparency and
allows for timely adjustments.

= A/B Testing: Continuously A/B test website elements, ad copy, and content formats to
identify improvements and maximize conversion rates.

= Competitive Monitoring: Regularly review competitor activities and broader market
trends to identify new opportunities or potential threats.

= Feedback Loop: Maintain an open feedback loop with clients to ensure AMM's services
remain aligned with their evolving needs and pain points, fostering long-term
partnerships.

Conclusions and Recommendations:

The comprehensive marketing plan for AMM in Huntington, WYV, is strategically
designed to capitalize on significant market gaps and establish AMM as the leading, results-
driven agency. The core of this strategy lies in AMM's unwavering commitment to "Lead
Accountability" and "Expert Content," directly addressing the prevalent frustrations of
businesses struggling with low conversion rates and a lack of measurable ROI from their digital
marketing investments.

The competitive landscape in Huntington, dominated by generalist "full-service"
agencies, presents a clear opportunity for AMM to differentiate through specialization and a
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demonstrable focus on tangible outcomes. By emulating the rigorous accountability and
sophisticated attribution models of successful agencies like Grow and Convert, AMM can
confidently command premium pricing, justifying its value through transparent reporting of
qualified lead volume, content conversion rates, and attributed revenue.

The actionable recommendations outlined in this plan—encompassing a complete
overhaul of messaging and branding, the development of specialized, conversion-optimized
service packages for targeted industries, and strategic local involvement coupled with highly
targeted advertising—provide a clear roadmap for implementation. Each component is designed
to reinforce AMM's unique value proposition and build deep trust within the Huntington business
community.

Ultimately, AMM's success will be defined by its ability to consistently deliver on its
promise: transforming website traffic into a reliable stream of high-quality, sales-ready leads. By
meticulously tracking and attributing every conversion, AMM will not only prove its value but
also redefine client expectations for marketing agency partnerships in Huntington, WV.
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