
BOXMAKER
G R O W T H  W I T H  I N B O U N D  
R E V I S E D  1 0 / 2 1 / 2 1  



MARKETING GOAL 

It’s the shared goal of BoxMaker and Weidert Group to work 
together on a website and expanded inbound program that 
produces the quantity and quality of leads needed to support 
growth goals: 

$78MM in sales, including all business divisions in 2022
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G R O W T H  W I T H  I N B O U N D  

The recommended growth strategy for BoxMaker starts with a strategic 
foundational period and redesigned website, followed by 90-day roadmaps to build 
and continuously improve upon a custom inbound program.

S E T  T H E  W E B S I T E  &  I N B O U N D  S T R A T E G Y :  P A R T  1  

Develop Part 1 of the Playbook for the BoxMaker website & inbound program 
TIMELINE: November - December 

W E B S I T E  R E D E S I G N  &  L A U N C H  

Redesign and optimize b o x m a k e r . c o m  for inbound 
TIMELINE: December - March 

S E T  T H E  W E B S I T E  &  I N B O U N D  S T R A T E G Y :  P A R T  2  

Develop Part 2 of the Playbook for the BoxMaker website & inbound program 
TIMELINE: February - March 

I N I T I A T E  T H E  I N B O U N D  2 . 0  P R O G R A M  

Attract, engage, and delight leads and clients for BoxMaker with a 2.0 program; 
continuous improvement and optimization 
TIMELINE: Starts April 

1

3

W E I D E R T  G R O U P ’ S  P R O M I S E :  
To do everything in our power to transform and 
profitably grow clients’ businesses.

2

4

P H A S E  1

P H A S E  2

http://boxmaker.com
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B D  F U N N E L  &  K P I s

Unknown 
(50% CR)

Unknown 

(X% CR)

Unknown 
(50% CR)

Unknown 

(25% CR)

C U R R E N T  
F U N N E L  M E T R I C S

11,000 

XXX 

(X% CR)

198 

(XX% Ratio)

31 

(XX% CR)

34 

(XX% CR)

XX 
(XX% CR)

Base KPIs we’ll measure as we collect data from BoxMaker's inbound 
marketing program are shown below.

Total # of monthly agents/
members gained with inbound

C U S T O M E R S  

Sales Qualified Leads are ready to be 
engaged in the sales process

S Q L S  

Marketing Qualified Leads fit the 
demographics of what a good 
customer looks like

M Q L S  

Total # of visitors that converted 
as leads by filling out a form

C O N T A C T S

Total number of  
monthly sessions to the site

S E S S I O N S

Opportunities are open dealsO P P O R T U N I T I E S  
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T R A C K ,  A N A L Y Z E  &  A D J U S T   

• Track and monitor performance, customer acquisition, and ROI with analytics/reporting 
• Adjust/optimize program as needed to make it even more powerful with data-driven decisions and 

strategic 90-day roadmaps

Every stage of the buyer’s journey is interconnected, from stranger to 
prospect, customer, and promoter. This means your marketing, sales and 
service should be, too. The more force you apply and friction you remove, the 
better the experience for your customers. The following recommendations for 
attracting, engaging, and delighting (BoxMaker's Flywheel) are the building 
blocks for your initial “core” monthly inbound program. 

B O X M A K E R  F L Y W H E E L

M A N A G E  C U S T O M E R  R E L A T I O N S H I P S

• Publish content that answers your buyers’ questions with blog articles 
• Promote your content through email and social media channels  
• Optimize your website for the user experience/conversion and for 

being found on search engines with SEO and paid advertising

A T T R A C T

• Convert leads with gated content offers and live chat/chatbots 
• Nurture with marketing automation workflows 
• Qualify leads for sales with lead scoring 
• Connect with leads quickly with automated lead notifications 

E N G A G E

• Gather and manage customer feedback 
• Case studies and reviews/testimonials 
• Segment customer emails and nurturing workflows 
• Deliver exceptional service with live chat/chatbots 
• Engage with promoters through social media monitoring

D E L I G H T



PHASE 1
P L A Y B O O K  P A R T  1  
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P U R P O S E :  We use what we learn about your business to create a guide called the Inbound Marketing Plan & 
Playbook. This is where you’ll find the background work we do prior to initiating your new website and  program. 

R E C O M M E N D A T I O N :  144 POINTS 
Details for each recommended “chapter” found on pages 8-10

BOXMAKER & WEIDERT 
GROUP

7

I N B O U N D  M A R K E T I N G  P L A N   
&  P L A Y B O O K :  P A R T  1

W E E K  
1

• Kickoff meeting
• Customer interview contacts 

provided before call

W E E K  
2

• Customer interviews begin 
• Competitive review begins 
• SEO strategy work begins

W E E K S  
3 - 4

• Persona review 
• Competitive advantage & 

positioning review 
• Messaging

BOXMAKER WEIDERT GROUP

N O V E M B E R

W E E K  
5

• Progress Presentation
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K I C K O F F  &  I N T E R N A L  M E E T I N G S  –  3 4  P O I N T S  

The 2-hour kickoff meeting will be conducted via Zoom video conference. Contacts for customer interviews to be 
provided to Weidert Group for review before the meeting. Two hours of internal discovery calls also included.   

C U S T O M E R  I N T E R V I E W S  –  1 8  P O I N T S  

Interviews with customers help us understand the buyer journey, needs, thought processes, their view of 
BoxMaker's value proposition, objections, what they think are pros and cons of their decision to work with 
BoxMaker, etc. We’ll use this information to articulate BoxMaker's competitive advantage and positioning and 
create content that addresses prospects’ needs and aligns with their “states of mind” related to your products 
and services. Includes 4-6 phone interviews. 

C O M P E T I T I V E  R E V I E W  –  8  P O I N T S  

The review identifies what competitors are doing (right and “wrong”), what their main message to prospects is, 
what kind of brand they’ve created, and where our opportunities are relative to their activities. 

S E O  C O N T E N T  S T R A T E G Y  –  2 6  P O I N T S  

For organic search results to put BoxMaker “above the fold,” we first need to know what our prospects are/will 
be searching for, then create valuable content that incorporates these terms naturally. This section outlines what 
we found through in-depth SEO research (in conjunction with SEO work as part of the website development 
project) and what we recommend for BoxMaker's ongoing SEO strategy. The findings will drive our future 
content and editorial calendars. Website/SEO scoping meeting is a prerequisite for SEO content strategy work to 
begin. Complete SEO research and strategy includes: 

• Summary of keyword insights for editorial planning and quick-win opportunities 

• Compilation of keyword strategy & topic clusters 

• List of initial inbound link building opportunities 

• Strategy for ongoing link building 

• Off-page SEO opportunities 

I N B O U N D  M A R K E T I N G  P L A N   
&  P L A Y B O O K :  P A R T  1

N O V E M B E R
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P E R S O N A  R E V I E W  –  6  P O I N T S  

Personas draw a detailed picture of the people we want most to attract to the website and content. The 
demographics and psychographics help us create copy that zeros-in on their unique needs, aligns with how they 
think, speaks their language, and can be written to overcome hurdles/reluctance/skepticism we believe they 
have. This will allow us to create content that has power to motivate them to work with BoxMaker. This chapter 
includes review of BoxMaker's existing persona documents and the development of the persona playbook slides 
with some light additional persona research time. 

C O M P E T I T I V E  A D V A N T A G E  &  P O S I T I O N I N G  R E V I E W   

–  2  P O I N T S  

We’ll review BoxMaker's work on competitive advantage & positioning to inform our recommended messaging 
(see next chapter). 

M E S S A G I N G  –  8  P O I N T S  

Based on all previous assets we develop primary messaging: what we will say that will mean the most to our 
prospects, and what will be most effective in motivating them to choose BoxMaker. These messages are 
foundational to all content (website, blogs and advanced content) and to social media. 

P R O G R E S S  P R E S E N T A T I O N  –  2 4  P O I N T S  

A 2-hour progress presentation will be scheduled to share the first half of the Playbook via Zoom video 
conference. 

I N B O U N D  M A R K E T I N G  P L A N   
&  P L A Y B O O K :  P A R T  1

N O V E M B E R
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M A R C H  -  A P R I LP H A S E  1  M K T G  S U P P O R T

L E V E L  2  M E E T I N G S  &  S U P P O R T  –  1 8  P O I N T S  

P U R P O S E :  You can expect regular contact with your team and others (our president is always available to 
talk, as is anyone else in the agency). Our teams hold regular status calls to discuss progress and touch base on 
outstanding items. But communication is essentially ongoing – we respond quickly, we answer questions 
thoroughly and we offer insights when we see a need for changes to be made to your program. 
(1) 30-minute status call every other week with agenda and call summaries, plus up to 9 points for program 
management and marketing support as needed. 

Weidert Group 

• Provide agenda and call summaries for each status call 

BoxMaker 

• Attend status calls every other week 

N O V E M B E R



PHASE 1
W E B S I T E  R E D E S I G N
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P L A T F O R M   
HubSpot 

S T R A T E G Y   
Strategic direction is critical to a successful website 
project. The following launchpad site proposal 
assumes the following strategic work has been 
completed in the Foundational Work phase prior to 
the build of the site: 

• SEO 
• Scoping 
• Key messages, including approach & tone  

P A G E  C O N T E N T   
Stock photography and icons included; Content to 
be written by BoxMaker with 12 points of support 
from Weidert Group 

C O M M U N I C A T I O N   
A Google Drive folder will be shared with BoxMaker's 
main contact in order to transfer files to and from 
Weidert Group. Files from Weidert Group will be 
emailed and stored on Google Drive for redundancy. 
Frequency of status meetings depend on phase of 
project and timeline. 

A P P R O V A L  P R O C E S S   
All signed project approvals are to be returned from 
BoxMaker's main appointed contact to the assigned 
Weidert Group Consultant throughout the project. 
Client approval turnaround times vary based on 
website timelines, but should never take more than 5 
business days. 

R E S P O N S I V E N E S S   
The site will be mobile responsive. 

W E B S I T E  A S S U M P T I O N S

W H A T  Y O U ’ R E  G E T T I N G  

• All-new website that is: 
Optimized for Inbound potential 
Optimized for User Experience (UX) using 
best practices 
Optimized for SEO with CWV goals 
Nimble, easy to manage and update using 
HubDB for the Our Team and Our Work 
pages 
Focused 
  

• Revised messaging/tone/branding 
In order to really capture your buyer 
persona’s attention you need to align your 
messaging, tone, and branding with what 
resonates

W E B S I T E  D E L I V E R A B L E S

D E C  -  M A R

12
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ACTIVITY DELIVERABLES

P H A S E  1 SEO

• Keyword gap analysis 
• Backlink gap analysis 
• Additional keyword research 
• Website health analysis

P H A S E  2 Scope
• Discussion guide 
• Scope meeting

P H A S E  3 Architecture 
& Timeline

• Timeline of work 
• Architecture of website 
• Revised estimate if applicable

P H A S E  4 Wishlist
• Wishlist template 
• Wishlist meeting

P H A S E  5 HubSpot Setup

• Setup portal users (to be done by BoxMaker) 
• IP filters 
• Connect social 
• Google AMP setup 
• Google Analytics, Search Console, and Tag Manager setup

P H A S E  6 Content
• 12 points of copywriting support 
• Content template with mapped out keyword intent 
• Stock photography and iconography

P H A S E  7 Mockups
• (3) design mock-ups 
• (1) Image CTA template

P H A S E  8 Wireframes • (12) wireframes

P H A S E  9 Development

• Up to (36) total templates (including system, subscription and landing page/thank 
you page templates) 
• Assumes the Industries and Services secondary pages share 1 template 
respectively 
• Assumes BoxMaker to setup team HubDB and update LP/TYP 
• Setup any new CSS styling 
• Create new menu 
• Create new footer 
• Browser mobile testing

P H A S E  1 0 Go Live

• Final site audit 
• Final DNS setup 
• 301 URL Redirects (<150 pgs) 
• XML sitemap submission

W E B S I T E   
D E V E L O P M E N T  P H A S E S

D E C  -  M A R

W E B S I T E  R E D E S I G N  –  3 9 9  P O I N T S

13



PHASE 2
P L A Y B O O K  P A R T  2
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P U R P O S E :  We use what we learn about your business to create a guide called the Inbound Marketing Plan & 
Playbook. This is where you’ll find the background work we do prior to initiating your new program—your content 
strategy and action plan, your editorial calendar, your social media protocols, and more. 

R E C O M M E N D A T I O N :  198 POINTS 
Details for each recommended “chapter” found on pages 16-19

BOXMAKER & WEIDERT 
GROUP

15

I N B O U N D  M A R K E T I N G  P L A N   
&  P L A Y B O O K :  P A R T  2

W E E K  
1

• Content workshop  
homework completed

W E E K S  
2 - 4

• Content & buyer journey 
workshop

• Content audit, strategy/ 
   ed cal 
• Content promotion strategy 
• Paid ad strategy

W E E K S  
5 - 6

• Lead qualification &  
marketing automation 
strategy 

• Reporting & KPIs

BOXMAKER WEIDERT GROUP

W E E K  
7

• Final presentation

W E E K  
8 - 9

• Playbook set-up items

• Playbook & set-up approval

F E B  -  M A R
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C O N T E N T  &  B U Y E R  J O U R N E Y  W O R K S H O P  —  2 5  P O I N T S  

To define the buyer’s journey, we’ll focus on how buyers become aware of, evaluate, and purchase your 
products and services. We’ll want to understand what questions they’re asking in order to determine how to be 
most helpful in each stage. For Marketing and Sales, that means creating content in terms of the buyer’s journey, 
offering the right content at the right time, providing context to Sales to help them challenge prospects 
appropriately during the sales process, and asking the right questions in order to offer the most help and value. 
Conducted via 90-minute Zoom video conference. 

C O N T E N T  I N V E N T O R Y  &  A U D I T  –  1 2  P O I N T S  

The content audit utilizes analytics tools to evaluate blog article and advanced content performance based on 
views, conversions, number of keywords ranking for, minimum keyword ranking (your best position in search 
results), engagement, and bounce rate over a 1-year period. We’ll prepare an audit and content tracking/
inventory spreadsheet and instruction for the BoxMaker team to review and determine appropriate actions for 
each content piece: 

• Remove: Includes articles that are duplicates/redundant, promote past events, or highlight discontinued 
products. It’s recommended these articles be redirected based on topic tags to a pillar page or another 
article that is performing well 

• Improve: Identify at least 15 articles that could be technically optimized to improve performance for quick 
wins, identify high performing blogs that could be linked to and from pillar pages, remove dates from 
headings and urls, and analyze and improve CTAs on high traffic but low conversion rates 

• Consolidate: Identify articles with weak results and may be combined into longer article with more depth 

• Keep: Includes articles published in the last year and/or historical articles with decent keyword ranking 
performance. For these articles we’ll also define if content is Awareness, Consideration, or Decision level 

The content audit will provide insight on how to improve content strategy in future roadmaps: new pillar pages, 
linking older articles to new ones, backlink opportunities, use of campaigns, etc. 

I N B O U N D  M A R K E T I N G  P L A N   
&  P L A Y B O O K :  P A R T  2

F E B  -  M A R
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C O N T E N T  P R O M O T I O N  S T R A T E G Y  -  S O C I A L  M E D I A  &  P A I D  

A D S  –  1 4  P O I N T S  

This section outlines the relative value of social media platforms for use as promotion tools for BoxMaker's 
content, then outlines protocols for engagement. The recommended engagement is based on the prospects’ 
likelihood to be on specific platforms and the types of issues/challenges they’re experiencing. 

It also outlines the strategy for paid ads. Paid ads help BoxMaker (and information about its services) rank at or 
near the top of the page for the keywords we bid on in the Google Search channel. They also help achieve wide 
exposure in image-based ad channels such as LinkedIn, Google Display, and Facebook.  

For a seamless launch of your paid ads, this research phase includes: 

• Research to see which keywords would drive the most engagement, and ultimately, clicks 

• Industry research of BoxMaker products and services and other relevant keywords in various markets 

• Research of BoxMaker's primary competitors to see which keywords rank for their sites 

• Development of a list of relevant website placements and audiences to target with paid ads 

• Recommendations for ad assets, ad spend, and ad mix 

9 0 - D A Y  E D I T O R I A L  C A L E N D A R  –  1 0  P O I N T S  

The calendar outlines the content topics for blogs and advanced (gated) content, plus our plans for distribution. 
Topics are determined by what prospects want to know (based on their personas) and what we want to tell 
them; frequency is based on what we know about search engines (how crawlers evaluate the appropriateness of 
a site relative to what the prospect is searching for), and what we know about the power of frequent publication 
to attract more traffic and leads. 

L E A D  Q U A L I F I C A T I O N ,  L E A D  S C O R I N G  &  M K T G  

A U T O M A T I O N :  R E V I E W  +  S T R A T E G Y  –  1 8  P O I N T S  

Our lead qualification strategy is based on specific information we want to gather in order to qualify and 
segment lead conversions as well as to develop the most appropriate nurturing workflows and live chat/chatbot 
conversations. This will help ensure that we’re keeping leads engaged with content that moves them further 
along in their buyer journeys. Nurturing communicates with prospects throughout their buyer journeys with the 
goal of moving them down the sales funnel. We’ll identify each lead type and the best way to segment them for 
future nurturing workflows and ongoing communication, as well as thresholds for lead handoff.  

I N B O U N D  M A R K E T I N G  P L A N   
&  P L A Y B O O K :  P A R T  2

F E B  -  M A R
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R E P O R T I N G  &  K P I  S T R A T E G Y  –  7  P O I N T S  

Because tracking performance and adjusting as necessary are core to the success of inbound marketing, the KPIs 
identified are those we will monitor, analyze and report during regular review calls. BoxMaker's performance 
against industry benchmarks will be closely evaluated and will guide our recommended activity tweaks. 

F I N A L  P R E S E N T A T I O N  –  2 4  P O I N T S  

A 90-minute final presentation will be scheduled to share the final Playbook via Zoom video conference. 

P A I D  A D S  S E T - U P  –  4 6  P O I N T S  

• Paid ad account setup for Google Ads, LinkedIn Ads and Facebook Ads includes ad campaign setup, 
copywriting, ad graphics creation, reporting and notifications setups, and ads launch. 

R E P O R T I N G  D A T A B O A R D S  S E T - U P  ( D A T A B O X )  –  6  P O I N T S  

• Creation of custom Databoards (up to 3) for real-time reporting per recommendations in the Plan & 
Playbook

I N B O U N D  M A R K E T I N G  P L A N   
&  P L A Y B O O K :  P A R T  2

F E B  -  M A R
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M A R C H  -  A P R I LP H A S E  2  M K T G  S U P P O R T

L E V E L  2  M E E T I N G S  &  S U P P O R T  –  3 6  P O I N T S  

P U R P O S E :  You can expect regular contact with your team and others (our president is always available to 
talk, as is anyone else in the agency). Our teams hold regular status calls to discuss progress and touch base on 
outstanding items. But communication is essentially ongoing – we respond quickly, we answer questions 
thoroughly and we offer insights when we see a need for changes to be made to your program. 
(1) 30-minute status call every other week with agenda and call summaries, plus up to 18 points for program 
management and marketing support as needed. 

Weidert Group 

• Provide agenda and call summaries for each status call 

BoxMaker 

• Attend status calls every other week 

F E B  -  M A R



PHASE 2
2 . 0  P R O G R A M  L A U N C H
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B L O G  A R T I C L E S  –  0  P O I N T S / Q T R  

P U R P O S E : Companies that make a commitment to regularly publish quality content to their blogs reap the 
biggest rewards in terms of website traffic and leads – and those results continue to pay out over time.  

• Improve SERP rankings 
• Demonstrate your knowledge and authenticity 
• Build prospect trust and credibility 
• Provide prospects help with no strings attached 
• Allow a broad audience to regularly engage and provide affirming online votes on your behalf 

Weidert Group  
• N/a 

BoxMaker 
• Write 13 blogs/qtr, format and publish in HubSpot 
• Review and approve blog articles 
• Provide access to SMEs as needed 

C O N T E N T  P R O M O T I O N  –  3  P O I N T S / Q T R  

P U R P O S E :  Your content must be seen by your best prospects to have power to build your business. 
• Distribute content and engage with target buyers 
• Advance leads through the buyer journey 
• Alert contacts who downloads content that you’ve got additional content they’ll find useful 
• Social media management and execution for company branded profiles across social media channels 
• Creation of monthly blog-in-review email. 

 
Weidert Group 

• Create and send monthly blog-in-review email newsletter
BoxMaker 

• Write and publish social media posts per agreed-upon strategy and schedule to company profiles 
• Regular posting by select team members on LinkedIn personal profiles (using provided lead-ins) 
• Monitor social media channels 

2 . 0  I N B O U N D  P R O G R A M   
L A U N C H

A T T R A C T

A T T R A C T

S T A R T S  A P R I L
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P A I D  A D V E R T I S I N G / P P C  –  6  P O I N T S / M O  +  $ 4 , 0 0 0  M O N T H L Y  
A D  S P E N D  

P U R P O S E : Paid ads can make BoxMaker, its key content, and information about its products and services 
visible at or near the top of the page for the keywords we bid on in the Google Search ad channel. These ads 
will also bring a lot of attention to and drive awareness of BoxMaker in image-based ad channels like Google 
Display and LinkedIn. 

A $4,000 monthly budget for PPC search and display ads, executing on the recommendations in BoxMaker's 
Marketing Plan & Playbook, is recommended. We are recommending monthly management for: 

• Google Search and Display Ads 

• LinkedIn Ads 

• Facebook Ads 

Weidert Group 

• Create ads and manage campaigns 
BoxMaker 

• Review and approve ads 

A T T R A C T

S T A R T S  A P R I L2 . 0  I N B O U N D  P R O G R A M   
L A U N C H
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T A R G E T - S P E C I F I C  A D V A N C E D  ( G A T E D )  C O N T E N T  –  4 1  

P O I N T S / Q T R  

P U R P O S E : The more advanced content (infographics, eBooks, case studies, tip sheets, etc.) you have as 
conversion offers, the greater your chances of turning up as a search result to a target’s question or need and 
turning him or her into a lead — and a customer. 

• Turn visitors into leads 
• Attract new leads and re-engage existing leads 
• Allow for “next conversion” opportunities 
• Capture lead data 

Weidert Group 
• Create (1) 5-8 page advanced content piece with content support landing page, thank you page, email, and 

CTA graphic each quarter. Weidert Group will send the promotional email for the content pieces in HubSpot. 
BoxMaker 

• Create (1-2) advanced content pieces with content support landing page, thank you page, email and CTA 
graphic each quarter. Weidert Group will send the promotional email for the content pieces in HubSpot. 

• Review and approve content 
• Provide access to SMEs as needed 

E N G A G E

S T A R T S  A P R I L2 . 0  I N B O U N D  P R O G R A M   
L A U N C H
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G R O W T H - D R I V E N  D E S I G N  ( G D D )  &  S E O  O P T I M I Z A T I O N  

C Y C L E S  –  9 6  P O I N T S / Q T R  

P U R P O S E :  Leverage user data to inform continuous improvements to the site. 
Cycles of ongoing updates to the client's website each month (1 cycle = 6 weeks) using user data to determine 
what those updates/changes will be. Goal is to conduct ongoing improvement so the site is in an "always 
optimized" state. Each cycle includes: 

• Address any website crawl errors or technical SEO issues and implement needed corrections 
• Ongoing monitoring and reporting on SEO progress and new opportunities 
• Ongoing on-page SEO updates and refinements based on keyword rankings data 
• Maintain listing of ongoing link building opportunities and newly secured links 
• Review website performance data from various tools 
• Develop action plan related to data 
• Develop associated goals 
• Provide insights on buyers, buyers’ journeys, etc., provided by analytics 

Weidert Group 
• Provide agenda and call summaries for each status call 
• Implement action plan - 28 points each cycle (56 total for quarter) to “build” phase for improvement 

recommendations 
• Ongoing SEO analysis and management includes continued improvements/corrections from SEO audit, 

ongoing corrections of search engine crawl errors/usability alerts from Google, recommendations for link 
outreach to high-potential websites, ongoing on-page SEO updates, etc. 

BoxMaker 
• Attend 60-minute monthly cycle meeting, approve recommendations for action plan 
• Complete link outreach to high-potential websites per Weidert Group’s guidance 

T R A C K ,  A N A L Y Z E  &  A D J U S TA T T R A C T E N G A G E

S T A R T S  A P R I L2 . 0  I N B O U N D  P R O G R A M   
L A U N C H
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9 0 - D A Y  R O A D M A P P I N G  –  2 7  P O I N T S / Q T R  

( I N C L U D E S  9 0 - D A Y  E D I T O R I A L  C A L E N D A R )  

P U R P O S E : Every 90 days we quickly assess and fine tune your inbound program based on what we see is 
working, what’s not, and new challenges and opportunities you may be facing. Sometimes little change is 
needed and the roadmap for the next 90 days is very similar; other times we’re taking bigger steps to optimize 
performance or pursue emerging opportunities. Includes meeting to review previous quarter and discuss next 
quarter’s goals and recommendations. 

Weidert Group 
• Prepare 90-day roadmap recommendations based on data, including editorial calendar for content creation 

and publishing (blog/vlog, advanced content, and video content) 
BoxMaker 

• Attend roadmap meeting; approve 90-day roadmap for next quarter 

L E V E L  2  M T G S  &  M A R K E T I N G  S U P P O R T  –  5 4  P O I N T S / Q T R  

P U R P O S E : You can expect regular contact with your team and others (our president is always available to 
talk, as is anyone else in the agency). Our teams hold regular status calls to discuss progress and touch base on 
outstanding items. But communication is essentially ongoing – we respond quickly, we answer questions 
thoroughly and we offer insights when we see a need for changes to be made to your program. 

(1) 30-minute status call every other week with agenda and call summaries, plus up to 26 points each quarter for 
program management and marketing support as needed. Also includes access to Databox data walls for 24/7 
reporting. 

Weidert Group 
• Provide agenda and call summaries for each status call 

BoxMaker 
• Attend status calls every other week

T R A C K ,  A N A L Y Z E  &  A D J U S T

T R A C K ,  A N A L Y Z E  &  A D J U S T

S T A R T S  A P R I L2 . 0  I N B O U N D  P R O G R A M   
L A U N C H



ABOUT US
W E I D E R T  G R O U P
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A C H I E V E M E N T S  

• We’ve been a HubSpot partner for more than 10 
years, and we practice all that we preach 

• We reached Diamond level partner status in 2020 – 
one of only 32 in the U.S. 

• We’ve won multiple North America HubSpot Impact 
awards for website and inbound results 

• Multiple winner of various Best Company awards 

T H E  T E A M  

• 37 full-time, in-house employees. 

• Employee-owned company (ESOP) since March 2017 

• Full-service – we offer every capability needed to 
thoroughly execute an integrated inbound program 

E X P E R I E N C E  

• For 30 years we were a traditional marketing firm. We 
formalized our inbound transition in 2011 and now 
help clients do the same. We know how to jump the 
hurdles, minimize pushback from Sales, and plug in to 
start getting leads from the moment a program is 
implemented 

E X P E R T I S E  

• Every one of our 37 employees is certified by 
HubSpot as having the highest level of expertise in 
inbound marketing methodologies and additional 
related inbound certifications that broaden our 
capabilities

Y O U R  T E A M
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We’ve developed programs and written content for complex industries and companies such as:

O U R  S P E C I A L I Z E D  E X P E R I E N C E
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Our team helps clients attract qualified new business opportunities online, and assist with nurturing and 
qualifying those opportunities for the Sales team.

M A R K E T I N G  S T R A T E G Y  

• Branding (logo + positioning) 

• Marketing Plan Development 

W E B S I T E  

D E V E L O P M E N T /

O P T I M I Z A T I O N  

• Website Planning/Strategy 

• Website Design 

• Website Content Development 

• Website Programming 

• Search Engine Optimization (SEO) 

• Growth-Driven Design (GDD) 

D E S I G N  

• Web Graphics 

• Printed Materials 

• Tradeshow/Event Graphics 

• Signage

C O N T E N T  C R E A T I O N   

&  P R O M O T I O N  

• Email Campaigns 

• Blog Articles 

• Downloadable Content Resources:  

eBooks, whitepapers, infographics, etc. 

• LiveChat/Chatbots 

• Landing Pages 

• Website Copy 

• Videos 

• Print & Digital Ads 

• Public Relations/Press Releases 

• Marketing Automation 

S A L E S  E N A B L E M E N T  

• Service Level Agreement (SLA) 

• Sales Templates (phone + email) 

• Sales Library Content 

• HubSpot CRM & Tools Training 

• Social Selling Training (LinkedIn)

C A P A B I L I T I E S
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C A S E  S T U D Y :  W E I D E R T  G R O U P

P R O B L E M  

• Not differentiated in a meaningful way from 
our competitors 

• Doing cold-calling with little success, or 
relying on word-of-mouth and networks for 
referrals

2 9 0  

77kO R G A N I C   
T R A F F I C

1 1  

500L E A D S

1 , 2 4 8  

90kT O T A L  
T R A F F I C

S O L U T I O N  

A comprehensive, integrated IM program that: 
• Attracts our best prospects to our website 
• Provides relevant content that helps them 

progress in their buyer journey 
• Demonstrates our expertise
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C A S E  S T U D Y :  F A L C O N  S T R U C T U R E S

P R O B L E M  

• Take initial inbound efforts to “the next 
level” to reach short- and long-term goals 
and KPIs 

• Leverage their industrial experience to 
precisely target and meaningfully engage 
the right prospects (communicate more 
clearly to military, construction, 
manufacturing and other audiences and not 
to consumers) 

• Evaluate the company’s existing branding 
and, if needed, revamp it to be more in line 
with what the company offers (and what its 
best prospects are looking for)

86%
6%%
%

S O L U T I O N  

• New website and implementation of an 
optimized inbound marketing program, 
including a comprehensive SEO strategy 

• New logo and branding/style guide

Results 4 months after site launch: 

I N C R E A S E  I N   
O R G A N I C   
V I E W S

738 N E W  M Q L S

31 N E W  
C U S T O M E R S

14%
I N C R E A S E  I N  
M O N T H L Y  
S A L E S
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C A S E  S T U D Y :  G O R D O N  F L E S C H ®  
C O M P A N Y ,  I N C .

P R O B L E M  

• Poor visibility in organic search 
• Outdated website 
• The company hadn’t effectively 

communicated the broad range of 
capabilities or their significant potential 
value to prospects and customers – many 
thought GFC was a company whose sole 
business was to lease office printers

S O L U T I O N  

• New website and implementation of a 
custom inbound marketing program, 
including the creation of the GFC blog 

• Creation of a Service Level Agreement (SLA) 
that defined and formalized how leads 
would be qualified, managed, assigned, and 
followed up on

Results 6 months after site launch: 

407 N E W  M Q L S

230 N E W  S Q L S  
I N  5  M O N T H S

$394k
I N  N E W  
S A L E S  O P P S

N E W  
C U S T O M E R S 15
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P R O B L E M  

Amidst a global pandemic and struggling 
economy, Pumptec was ill-prepared for selling in 
a digital world. Manual processes made it almost 
impossible to share and track information or 
gauge marketing and sales efforts. In addition, 
their online presence didn't reflect the robust 
capabilities, quality, and industry expertise they 
were known for – and they hadn't published a 
blog post in seven years. 

S O L U T I O N  

A new website using HubSpot CMS and 
reintroduction of a regular blog and gated 
advanced content pieces helped Pumptec 
leverage inbound marketing for business growth. 
By using HubSpot's full CRM suite and sales 
enablement tools, Pumptec also reduced friction 
for their Sales and Service teams through better 
tracking, managing and responding to prospects 
and customers.

Results 10 months after site launch: 

I N C R E A S E  I N  
S A L E S  I N  T H E  
F I R S T  N I N E  
M O N T H S

C A S E  S T U D Y :  P U M P T E C

39%
%%

I N C R E A S E  I N  
A V E R A G E  N E W  
C U S T O M E R   
S A L E89% 

% R E D U C T I O N   
I N  C U S T O M E R  
O N B O A R D I N G  
T I M E  A N D   
S A L E S  C Y C L E33%

" B E F O R E  W O R K I N G  W I T H  W E I D E R T  G R O U P  A N D  H U B S P O T ,  
W E  W E R E  D O I N G  A  L O T  O F  C O L D  C A L L I N G .  N O W ,  L E A D S  
A R E  F I N D I N G  U S . "  –  S T E V E  B A B C O C K ,  P U M P T E C  
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https://clutch.co/profile/weidert-group

“I LIKE THEIR RESPONSIVENESS  
AND FORWARD, OUT-OF-THE-BOX 

THINKING.”

C L I E N T  R E V I E W S



AGREEMENT



B O X M A K E R     |      W E B S I T E  &  I N B O U N D  P R O P O S A L     |     O C T O B E R  2 0  2 0 2 1 36

T E C H  B U D G E T

H U B S P O T  C M S  P R O  

Everything you need to build a powerful, optimized website that converts as outlined in this proposal. 

Price: $400 per month if paid monthly/$360 if paid upfront annually
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• Foundational Work (all but website) to billed in November ($19,440) 
• Website Work to be split billed evenly between the months of December - March ($13,467 per month)

P H A S E  1  B U D G E T
B O X M A K E R  P R I C E  P E R  P O I N T :  $ 1 3 5

N O V  -  M A R
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P H A S E  2  B U D G E T
B O X M A K E R  P R I C E  P E R  P O I N T :  $ 1 3 5

• $26,730 to be split billed evenly between months Feb - March ($13,365 per month) 

F E B  -  M A R
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P H A S E  2  B U D G E T
B O X M A K E R  P R I C E  P E R  P O I N T :  $ 1 3 5

• $32,265 to be split billed evenly between months April - June ($10,755 per month) 
• Does not include $4,000 per month ad spend

A P R  -  J U N
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• Does not include WI sales tax for ad design

1 2 - M O N T H  B U D G E T  R E C O M M E N D A T I O N

WEIDERT GROUP BUDGET

Nov Dec Jan Feb Mar Apr May June July August Sept Oct

PHASE 1:  Plan & Playbook Part  1  & Web Redesign

Playbook Part 1 (includes 
L2 Mktg Mtgs & Support)

144

Website Redesign 100 100 100 99

PHASE 1:  Plan & Playbook Part  2  

Playbook Part 2 
(includes L2 Mktg Mtgs & 
Support)

99 99

PHASE 2:  2 .0 Program Roadmap (Apri l  -  June)

2.0 Inbound Program 80 80 79

PHASE 2:  2 .0 Program Roadmap (July -  Sept)

2.0 Inbound Program 80 80 79

PHASE 2:  2 .0 Program Roadmap (Oct -  Dec)

2.0 Inbound Program 80

Monthly Totals 144 100 100 199 198 80 80 79 80 80 79 80

Total Investment $19,440 $13,500 $13,500 $26,865 $26,730 $10,800 $10,800 $10,665 $10,800 $10,800 $10,665 $10,800

ADDITIONAL BUDGET 

Nov Dec Jan Feb Apr May June July August Sept Oct Nov

HubSpot CMS $360 $360 $360 $360 $360 $360 $360 $360 $360 $360 $360

Ad Spend $4,000 $4,000 $4,000 $4,000 $4,000 $4,000 $4,000

B O X M A K E R  P R I C E  P E R  P O I N T :  $ 1 3 5



B O X M A K E R     |      W E B S I T E  &  I N B O U N D  P R O P O S A L     |     O C T O B E R  2 0  2 0 2 1 41

• Any work performed by Weidert Group remains the intellectual property of the 

Agency until it is paid for in full by the Client 

• Production timelines may vary due to many interdependent factors, including but 

not exclusive to delay of Client input and approvals at each stage of the 

development process 

• Client changes above and beyond stated scope during the development process 

could also delay timelines and will be subject to additional charges not outlined in 

this Agreement 

• Terms: 1% 10, net 30. Paid ads NET 10. Finance charges are 18% on an annual rate 

and 1.5% on a monthly rate on past due balances 

• Proposal is null and void after 30 days without completed signatures

T E R M S  &  C O N D I T I O N S
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LET'S DO THIS! 

Review proposal and provide feedback 

Sign Weidert Group formal roadmap quotes for Phase 1 (to be 

provided once proposal is finalized) 

Schedule the Kickoff Meeting, Website Scoping Meetings and 

Plan/Playbook Workshops! 

42

C O M P L E T E  T H E  F O L L O W I N G  S T E P S  

A N D  W E ’ L L  B E  R E A D Y  T O  S T A R T !

1

2

3
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T H E  C O N T E N T S  O F  T H I S  P R O P O S A L  

A R E  C O N F I D E N T I A L  A N D  P R O T E C T E D  

B Y  C O P Y R I G H T .


