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Overview

Resman Ltd is an IT service provider based in Liverpool, which is set to have significant growth and is now looking
for @ marketing partner than support their branding, web, digital, marketing and PR requirements. Looking at the

Resman current website, we can fairly state that although the website is responsive, it lacks visually-appealing content,
in particular video. Industry statistics indicate that 59% business executives prefer to watch video rather than read copy.
It is said that one minute of video is worth 1.8 million words, and your target market is 64% more likely* to purchase
the product. This needs to the taken into consideration when elaborating the brand, website and marketing strateqy.

Why Bare Bones Marketing? *Source: Hubspot

Bare Bones Marketing is a full service agency, with clients in Cheshire, Manchester, Merseyside, London, Oxfordshire

and Scarborough. Totalling over 50 years combined marketing experience, we have clients across many sectors
including local councils, telecommunications, property, electronics, hotels and hospitality training, education and
professional services.

Our services include Strategy and Planning, Branding and Design, Website Design, Build and Maintenance, Advertising,
Digital Marketing, Media Buying and Planning, Copywriting, PR, Event Management and Social Media.

Bare Bones Marketing has a wide ranging network of contacts including close relationships with the media, including

local newspapers including the Liverpool Echo, radio stations (BBC Merseyside), regional TV, magazines and online
websites, as we generate local PR coverage for our clients on a weekly basis. You will benefit from our media relationships
and we are able to neqgotiate rates on your behalf, as we buy media on behalf of our clients on a reqular basis.

Our clients comprise a mix of public sector, local government and private commercial enterprises.
Emma Dalzell, owner and MD of Bare Bones Marketing has resided in South Cheshire for over 13 years, and has community and business links,

especially within local education. She has recently joined the Chartered Manager Degree Apprenticeship Advisory Board, which is held at
Manchester Metropolitan University in Manchester.
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including Canon, Xerox, Compaq, DELL, Acer, BENQ and SONY, to name a few.

Emma Bowman, Client Services Director, is originally from Cheshire and has experience B2B and B2C marketing for IT brands &ageones A
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Bare Bones Marketing’s Approach

We believe we can bring a fresh approach tailored to the marketing of Resman to the local area. We will use
Bare Bones Marketing’s "A KEEN" approach.

Awareness - Create an attraction - Stand out!
Knowledge - Increase target audience knowledge
Enable - Demonstrate capability
Engagement - Build relationships with decision makers to understand issues

Nurture - Through the customer lifecycle

Our knowledge of local media, businesses and networks, in addition, our experience in marketing education means that we can create a
“multiplier” effect with our marketing. As we need to reach a varied target audience, within a set budget, we will create key messages,
1 within an “"umbrella” campaign consisting...

, - "The Big Idea” - a hook with which to engage your target market, often comprising 3 mnemonic, which can be

f images or copy.
= - A concept which is engaging, memorable and campaignable - an overarching concept that will work across &
- multi mediums and touchpoints. e

- A concept that works through-the-line across our proposed media plan.
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Meet the Team

Emma Dalzell

» 20+ years marketing experience

« BSC (Hons) Economics and Business Finance
* Public speaker

» Branding & strategy expert

» Founder & MD of Bare Bones Marketing
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Helen Critchley

« 3 years marketing experience

* BA (Hons) Marketing with Public Relations
Responsible for: —
 Branding

» Graphic design

» Website development

+ Web training

« Email marketing

Emma Bowman aE)% ;%,‘ W
« 20+ years marketing experience TrJerS UC| n

« Branding & Advertising Professional
« Google Anlaytics Certified
Responsible for:

« Strategy & Planning

* Through-the-Line Campaign Management r
* PR & Events e
Canon KL Xerox i‘ &
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Meet the Team

(5

Alex lichenko E
» Studying Events & Business Degree Drew West —
;?;:Ip. c')':gléla; fr. « Experience in logistics & public services
' » Graphic Designer
 Social media Megan Jones Respgnsible fogr:
: FAg iest!va: ;o-ordmatuon « BA in Politics, University of Nottingham « Graphic design
' EA estival.Diogs « University of Hong Kong « Artworking
vent management Responsible for: * lllustration
« Social media » Photography
» FAB Festival co-ordination
« FAB Festival sponsor liaison NetworkRai
Argas « Event management UN'PA_—R'TRA"_ L
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Some Of Our Brand Identity Creations

SCARBOROUGH 7

=UIC  j=.

sity Technical College for 14 - 18 yes
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Example of Bare Bones Marketing “Big Idea” Campaigns

Midd/e a_)/.C./}

@mm Midd/ewse /s FA B
W - v/

FAB
Come o FAB, -

17*-18"-19" June
= ovear 10 Qe CONCEPT DEVELOPMENT
r CID g.‘}"“ Create an overarching concept for a through-the-line campaign
I e appealing to a broad target market.
it o to0d s dirk o o Stand out from other festivals and events and create a -
ol e e unigue mnemonic.

Caryy bird FAB vatue et !
Frctay night’s Congm T Teaturing
The South’, Aveilable mow yntil

i Lotk e of T i Generate a hook to entice engagement.
€45 Sor a family of four*
@W Encourage and provoke online ticket purchases with a strong
call to action. -
ThelSouthBiRilihe! "’hﬂ’m’m [REmmalStevens: —
Camn MR oating ¥ ad ¢ tEA TN o et & of o ’ '
ax Be visually striking to stand ‘off the page'’ ~
Besensatlonal Be there BeFB** -
ook t: mldfeét 'Org uk -
“ v R7O@IL ) L-;:
| Scnal Juonaizl i gag =
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Examples of Bare Bones Marketing “Big Idea” Campaigns M,'a/a//ew,‘c h
T i

Communicates ‘something for everyone’

'SENSES'CONCEPT RATIONALE:

Strong call to action

Memorable

Emotional and a rational pull

Is motivating and positive

Bright and visually striking

Interesting body copy to pull the concept through

Clear and easily identifiable branding

Deployable through-the-line in print ads, radio, film, social -

media, outdoor, email marketing, PR.
aE) 7
ones ¢
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Examples of Bare Bones Marketing “Big Idea” Campaigns

- Grewe Engineering
& Design UTC

/ \y/

Aspiration STEMS
From Inspiration

CONCEPT DEVELOPMENT

Create an overarching concept for a multi-tiered campaign to engage
target audiences across all touchpoints.

P

»g-- AT o S e e e @SL == e 0 Create a unique, point-of-differention, stand out from competitors
oo B & —  and disrupt market trends.

Be relevant and current.

Dedication STEMs

From Motivation
4 - el — The first advert comprised ‘space’ concept to piggy-back off Major

Tim Peake’s ISS mission and success in STEM subjects.

Be visually striking to stand ‘off the page’ -

BT |

@ eyl

SBres

marketing o=

© All content is copyright of Bare Bones Marketing 2016.

_



Examples of Bare Bones Marketing “Big Idea” Campaigns

¥~/ Crewe Engineering

b

AVAVA'
,f§>r* & Design UTC

7\

Performance = y < 'STEMs FROM’ CONCEPT RATIONALE:
STEMs ' :

From Drive ™= " e O A clever usage and play on the acronym 'STEM'’

Places STEM in the centre of the ad

sy . S35 W Is campaignable and has longevit
“n=w*  Race for your place JURSTINURLY  ———— paig g y

¥ = www.utccrewe.co.uk vws . o e

Z
-

Emotional and a rational pull

&1

Is motivating and positive

Opportunity STEMs
Thought-provoking

. ae From Acceptance
4 x Happy Ensher hofidayst Attractive, visually appealing
j Engaging body copy
- Defined, strong call-to-action -

!

Clear and easily identifiable branding

B |

Deployable through-the-line in print ads, radio, film,

social media, outdoor, email marketing, PR. 3
g bones
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gth - 10“1 - 11“1
July 2016

We're gearing up for trAction Crewe

It's full STEAM ahead to celebrate Crewe's role in rallways, science and
engineering. Discover many free activities for allthe family Including
science, sports, children’s competitions, games and exhibitions for
everyone, provided by our supporting business partners

Are you ready to embark upon a voyagein science and motion?

www.tractioncrewe.co.uk

G B e

Wﬂnﬂu‘n(mv & (FElne 1omares 8 body  far (Ve

"a' | BENTLEY Councit ®

Examples of Bare Bones Marketing “Big Idea” Campaigns

‘TRACTION CREWE'BRAND AND CONCEPT RATIONALE:
Traction relates directly to Science and Motion
Traction is contemporary and has longevity

Brand creation uses a vibrant colour spectrum

‘Gear Up' has multiple meanings and is a call-to-action
‘Gear Up' has relevance and is campaignable

Is motivating and positive

Thought-provoking

Attractive, visually appealing to the target market e

Iy

Clearly communicates this is a family event

1% |

Defined, strong call-to-action

Works across all touchpoints. aE)
ones
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Midd/ecoich

Some Of Our PR Generated FAB

W e =2\ o/

PR coverage generated: :
14 articles —
5 features in Weekend Supplement across the Guardian Series -
1 feature on Signal Radio o
Reach 902,663 individuals over 8 weeks &a e =
Estimated equivalent advertising spend £4,547.809. Bones 'i
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Some Of Our PR Generated A .~ Crewe Engineering
A & Design UTC

r ‘e rletons 5
..,ullm';:-:;(I;'I‘Jln(: force

‘*5! w_ﬁg.

C——

PR coverage generated:
19 articles generated in 2016
Estimated equivalent advertising spend £6,134.21

=1 Reach 637,515 individuals. aB
s ones
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Some Of Our PR Generated _ Mid Cheshire
| Hospitals Charity

i
R

.

J
"
‘l

PR coverage generated:
- 17 articles generated from July 2015.

4

3
= Reach 637,515 individuals in just three titles m9
~ Estimated equivalent advertising spend £3,230. @
F: aBe 5
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Social Media Campaign - 3rd Party Posts M:id Cheshire

Hospitals Charity

“ Emra Deand
o = = . Dorie Willington shared Mid Cheshire Hospitals Charity's post
,I‘ 1Juysi 1056 @

Mid Cheshire Hospitals Charlty added 3 new pholos o Like Page

July 81 0958 - &

The competition for the best costume has officially begun... Look at these amazing
outis! We cant wai 1o see &8 of your photo's via the hashtag #superheroMC. CEPRR P S TP ——
B meaSupemefo!oday! Y v A mmetars Ve (Dmeren tempten ety SV e e e b

¢ Uke # Share TS
Lz Southall == arnd Bare Bones Marketng s photo o Ve
RoaShift Community Hub RO

Chock ol FRaEENS LS mambers Hlato Bones Madating supporting Selow -
Hub members M Cheshive Hospials Crarnty ¢MALcHver Aposgl S o s

.':._ Holmes Chapel Gossip o Like Page Wi Message '.'___
2July al 10:17 - €
More pics from yesterday's #superheroMC day in aid of the Mid Cheshire
Hospitals Charity @DonDonalberto @Desertgrass htips/1.co/1KNZZFIhZY 2 R TS
: 2 o S )
Photo Booth - Mid Cheshire
Hospitals Charity —
Welcome to the photo booth! #superheroMC day We [
want 10 see your best superhero costumes, g
fundraising activities and sponsorsivp events. .. %
Mid Cheshire AP s e b s se e e
Hospl’ﬂli :‘ .|y WOHOCHARITY ORGHPHOTOBOO0T: ‘.?..
#superheroMC
&~
& Like B Comment # Share &age
marketing
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Social Media Engagement

Facebook Organic Reach

INSIGHTS

59k Reached @ J\/\
+0 this week

7.2K Viewed @ J\/\
+0 this week

1.2K Responded @

+0 this week

od 10 ) T

Since 23/03/2016 View All Insights

M dd/ecoic /7

FAB
Y o Sz /B

~
—
_——
P
"
——
e
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Social Media Engagement

Twitter Organic Reach

Your Tweets earned 233.2K impressions over this 91 day period

M dd/ecoic /7

FAB
Y o Sz /B

During this 91 day period, you earned 2.6K
impressions per day.

i
&

i1
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Sample Campaign Analysis of Increase of Website Traffic

5 Gooi e Analytics All Website -~ 2., Gansmm
Linding Peass Data Landing PageS 23 May 2016 - 10 Jul 2018

L+ LAMDWNG PAGE Sprentoeiipndes phg

Manchester
Metropolitan
o University

Swavemary

* Al Lsars

L
Campaign brokwds here
S — e " e
L— e e
chiin ..t P ag Norm e Aee Vereen G G sl Ve
(s e .
1.190 88235% 129 000037 000% ‘0 [0'00 % Google Anadgtics Analytics A” Website - v £haeh o "-“ G0 e reees ——
Pages Data Pages 23 May 2016 - 10 Jul 2016
A e s ) 148%™ s 1 _ L P » Ny 100N ’ ) nw »
M R T s R )
e Al Usens
-, Radio campaign broke here
A
® Page Views
]
:
3
pra—— paaagme 8
- G - ~een - o ~
Group pages by  Unguped Current Selection: lapprenticeshipindex. php Sow s 1) |e o
- - Entrances 23May 200 - 1004 2010 8232 Exits 2)Me e
Previcws Pages 23May-20% - 10042016 17 685 Next Pages 23 Map 2016 - 10-04 2004 14 42
(W TR
é marketing
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What Our Clients Say...

“Bare Bones Marketing has always shared Middlewich Town Council’s vision of enhancing the experience for both residents and
businesses. As a result, Middlewich Town Council has developed a close working relationship with Bare Bones Marketing team. So
far they have delivered a number of activities for us including our new website, PR and print advertising.

We were approached by Bare Bones Marketing with a proposal for Middlewich FAB Festival, which included the complete
marketing plan for the promotion of the festival. Because of their relationship and experience with advertising and PR campaigns,
including liaison with the leading media titles comprising newspapers, radio and online, Middlewich Town Council has been
| able to further the awareness of Middlewich FAB Festival far more effectively, resulting in a wider geographic reach, higher brand
awareness and for the first time pre-sales of tickets online.

J We have been very happy with Bare Bones Marketing’s creative approach as well as their down-to-earth commercial awareness.
Their understanding of the regional and local target market is thorough with an extensive network. They are a professional and
friendly, value-for-money agency to work with.”

Jonathan Williams, Clerk, Middlewich Town Council

&ageones
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What Our Clients Say...

Mid Cheshire
Hospitals Charity

"We have been working with Bare Bones Marketing for nearly two years now and they have transformed the way we look at our
PR and marketing for the Charity. We were in a position where we really needed to be committing to marketing, as well as using
traditional PR, for our new major fundraising appeal and from their pitch we knew they were the right people to be working with.

They had obviously done their research and demonstrated true understanding of our organisation. They have since added value
through suggesting new techniques, events and ways of doing things. Their friendly, flexible, down to earth approach is exactly what
we needed and they aren't afraid to remind me to do things which | think is great! Bare Bones Marketing is an absolute pleasure to
work with.”

——

i Laura Riddle, Charity Manager, Mid Cheshire Hospitals Charity

£
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What Our Clients Say...

“In a nutshell, Bare Bones Marketing deserve public recognition for the outstanding level of commitment, skill and expertise that
they have brought to the creation of a whole new educational provision for our region. The aim of Bare Bones Marketing through
their bespoke Marketing Plan, has been to plan and cost all marketing promotion, and recruitment activities for the UTC.

@1 By working with Bare Bones Marketing, the UTC has accelerated its start-up phase work with an excellent marketing plan that focuses

on a range of marketing channels to enhance the awareness of the UTC prior to the opening in 2016. The range of activity that
| BareBones Marketing has supported the UTC on has been extensive.”

Dave Terry, Principal, Crewe Engineering & Design UTC

é marketing
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Our Learnings To Deliver An Effective Marketing Strategy For Our Clients

Bare Bones Marketing has worked on multiple marketing strategies, especially within the North West region. We have .
measured a range of channels when deploying our brands through multi-tiered campaigns, including print, radio, social =
media, email, PR coverage and website visits and employed these learnings within this proposal. -

- Understand your USP and key messages, which differentiate you from your competition from the perspective
of your target market and not based on your own perspective. . -

- Communicate these through a thought-provoking, creative concept that is implemented across a multiple :A
media through-the-line strateqy. These have been extremely effective creating an impact, creating a
differentiation, standing out and cause a stir in their market as well as delivering optimal ROIs.

- Advertising on social media channels is very effective at reaching a wide range of people, including people ‘/
of senior management and decision-making age, and can be very cost effective as it can be targeted very
specifically in terms of location and interests.

- Video works really well at engaging with both businesses as well as individuals and very cost-effective CPMs.

- Radio, especially the local commercial station, is very effective at reaching the target audience and with one campaign generating a return of
investment of 10:1.

- Email marketing to a targeted list is effective, however, is more effective with a follow-up phone call.

- Local press advertising is good value, but is far harder to measure, and therefore whilst it should be considered, has to be measured in the
context of the overall campaign.

- PR is a vital part of an overall campaign, but needs to have a really good story to ensure coverage, and is again harder to track, but is very
valuable as it is perceived as more credible than advertising.

T

-

- Qutdoor media can be costly, but can have a big impact, but lower cost options such as vinyl banners are very effective. a e

ones
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- Social media posts integrated as part of an overall strateqy is an effective and cost-efficient means to boost awareness and

encourage customer interaction over a longer duration. © All content is copyright of Bare Bones Marketing 2016,
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Target Market

Located within the Liverpool and proximity, our marketing strateqy will target:

B2B

Geographic Demographic Psychographic

* Liverpool + Moales / Females + Early adopter

+ Merseyside * Aged 30 years+ * Fast follower
+ Socio-economic A, B, C - Lateral thinker
* Business Owners * Digitally savvy
* Entrepreneurs
* Influencer

| Objectives

We will define objectives to measure effectiveness of the marketing strategy and campaign initiatives to
include:
Elaborate a marketing plan
Identify key messages
Elevate brand recognition and recall
Drive traffic to the website
 Create an emotional connection
- Conceptualise an overarching concept

Increase current B2B brands usage frequent basis

Yo
:
awh

ii + Generate weekly press and coverage
Deliver an above average return-on-investment

* Secure more B2B clients.

| v
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Situation Analysis

Resman is based in Liverpool and provides IT Support Services. About to embark upon a significant
expansion plan, Resman has issued a RFQ through the Local Growth Hub, Liverpool. Although the website
was only built a couple of years ago, there is a lack of visual content, video is notably lacking as well as a clear
brand strategy and brand positioning statement and social media is not linked. Upon further analysis,
Social Media seems to be under utilised and this is @ missed opportunity with which Resman can further
their reach, effectively and become recognised as an industry-leader.

The brief has requested that the agency elaborate recommendations for:
- Brand Audit and Brand Strateqy Recommendation
- Brand Identity Creation
- Key Message Generation
- Visual Language Recommendation
- Marketing Strateqy and Plan
- Wordpress CMS Website
- Through-The-Line Communications including:
- Digital Strateqy
- Offline Marketing Activity

- Corporate Collateral (Product Sheets)

Bare Bones Marketing has elaborated a proposal overleaf for Resman’s review and consideration. Let’s start with the meaning of a brand...

RESSSU TR IpTEEE T L O T EEEEES . L R\ R T TR TR
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What is a brand?

- The emotional and psychological relationship you have with your stakeholders

- Strong brands elicit opinions, emotions and sometimes physiological responses from stakeholders

- Logos are not brands, they are merely visual representations of brands. They are the entry point
and the shortcut to the brand for your mind

- A set of perceptions and images, the essence of a promise of what is to be delivered or experience

- Brands are not concrete; they are the thoughts, feelings and psychological relationships between you

and your audience.

- Your brand is the foundation for all of your marketing activities

- A brand is a cornerstone

- Your brand will be the blueprint of your customer experience design, it will flavour all conversation
about you, and it will align your advertising and promotional activity

- Your brand determines the position and strength of your entire marketing framework.

What a brand is really....

Gut feeling

Reputation =

~ What you stand for —
= What you promise

Your actions

Experience aB .:
What you deliver & Oones E

marketing
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Bare Bones Marketing Brand Recommendation {

Bare Bones Marketing will facilitate a brand workshop with company key stakeholders, as well as
a full brand audit of all current marketing materials including master brand, business cards, stationery suite,
corporate collateral, ambient branding and online including social media such as Linked In, Twitter and Facebook.

From the results, Bare Bones Marketing will elaborate a brand strategy, which will become the cornerstone for all future communication. The
brand strategy will detail internal and external communication, down to the types of images to be used, tone-of-voice and lanquage used.
Depending on the outcome of the brand workshop, and immediate need, Bare Bones Marketing may examine a brand hierarchy as means to
introduce other sector services.

DA

Upon completion of a brand strateqy and brand review, Bare Bones Marketing would undertaken to elaborate:

* Key Messages

+ Brand Values

* Brand Positioning Statement

+ Brand Identity Review

+ Super Graphic

* Website Strategy

+ Overarching Concept

* Deployment Recommendation.

&ageones %
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Bare Bones Marketing Phased Methodology

We undertake a phased approach, which not only affords cost-efficiencies but also allows for all stakeholders to be heard, considered and come on
board with the new strateqgy.

Phase 1: Brand Development Phase 2:: Brand Identity

Cnr

\f‘

BBBE
marketing o=
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Phase 1: Brand Development

Brand Workshop: Bare Bones Marketing will facilitate a brand workshop with key stakeholders to
identify objectives, ambition, key messages, capabilities, challenges and potential

) Brand Audit: Total review of all current marketing and international and external comms materials
Brand Values: For internal use to understand the past, present and future of the master brand

Key Messages: Further exploration of the key messages will be elaborated

[ Brand Positioning Statement: A single short thought-provoking sentence to externally communicate to key stakeholders the past, present and
" future of the master brand.

Phase 2: Brand Identity

[ Master Brand Review: Consider the relevance and impact of current master brand icon with fonts, potentially evolve in line with brand values
¢ and key messages

_': Super Graphic Development: A graphic extension of the brand identity used in design

Colour Palettes: Both primary and secondary colours will be identified and defined on how they may be used for key messages

Visual Lanquage: Definition of style of images to be used in brand communication (abstract, literal, colour or black and white etc.

Stationery Suite: Will include deliverables such business cards, letterheads, complement slips, A4 and D/L envelopes and email footer —

Brand Guidelines: A brand quide book provided in a PDF format. This will include the brand identity usage - do’s and don'ts, spacing, reversed

out in black, monotone, as well as identity colours in CMYK, RGB and Hex, title font, body copy font, stationery suite.

marketing o
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Marketing Campaign Deployment Recommendation

Bare Bones Marketing would recommend conducting a through-the-line campaign to elevate
brand awareness in the target market. Ideally this would comprise a marketing mix comprising print

advertising, radio, outdoor, online and social media advertising, PR, event sponsorship and email marketing,

What is really needed initially is to create an overarching concept, ‘The Big Idea’, which will

stand out and create a point of differentiation in the market. Businesses often consider the ‘where’ or
‘how’ they should advertise rather than the ‘what’ first. What key messages need to be communicated? Is

there a promotion or a particular service? After identifying this, Bare Bones Market conceptualises ‘The Big Idea’ and then based on your market
budget, recommends the best means to deploy the campaign. A strong overarching concept can be deployed across all touch points and
create impact in the market.

PR would be an important element in the marketing mix. Bare Bones Marketing will aim to script press releases for dissemination to all media in

order to generate coverage in terms of unbiased editorial in print media, interviews on radio and regional TV to position Resman as the
pioneering IT Service Provider in the North West region.

In addition, Bare Bones Marketing highly recommends producing video content. Stock library footage will be used to maintain cost-efficiencies
with an originally scripted audio track being produced unique to Resman. Special effects and supers will be used to clearly communicate key
messages in an impactful manner to make the brand stand out and be memorable - generating brand recognition and recall.

!
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Phase 3: Deployment

Once your brand strateqgy has been created, how do you communicate your brand to your stakeholders through all their touch points? Bare Bones
Marketing will elaborate a detailed marketing strateqy and actionable plan for Resman. This section highlights the key components but is not a fully
comprehensive list. This will be elaborated during and after the brand development process.

DA

&ageones :";
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Phase 3 - Deployment

Website: Bare Bones Marketing will design, build, populate, proof read and a Wordpress CMS responsive website including
training of two personnel as well as optimising SEO (page titles, keywords and meta tags.) Further details are elaborated under
a separate section for Website Design and Cost

Corporate Literature: Development of corporate literature including product and pricing lists and product fact sheets

The Big Idea: Conceptualisation of an overarching concept for external communication to all target audiences

Through-The-Line Advertising: Comprising print advertising, radio, social media etc. Further details are elaborated overleaf.

PR and Media Relations: Carefully scripted speeches and releases communicating brand values and key messages will be
elaborated to local media (print and radio) as well as industry specific

Social Media: Critical to engagement of all stakeholders and target markets and essential to building relationships and developing trust. Plans will be
detailed for each platform including, but not limited to, Twitter, Facebook, Pinterest, Vine, Linked In and Snapchat

Video Marketing: Effective film usage will bring the customer experience to life, which is increasingly important to create impact and engagement
in social media.

Email Marketing: Permission based databases categorised with different target audiences will be created with frequent emailers of events, offers,
incentives and news
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Website Cost and Deliverables
Design, Build and Population

Bare Bones Marketing proposes to design and build a new website with an easy-to-use Wordpress CMS. We will *
provide training for up to two key members of the Resman team on how to be able to update the site

with images, posts and events. Bare Bones Marketing will create the website on a development URL and when
complete, hand-over the new site to the URL upon client approval.

We would:

» Design the website look and feel to an agreed Wordpress template and navigation. A selection of themes will be made available to choose from.
» Populate the website with attractive and visually appealing images to create immediate impact for the website visitors

* Include the key messages to promote Resman

» Conduct desktop market research using industry online tools to ensure that the design optimises UX experience and ease of navigation
» Support the team with help in proofreading, copywriting and copyediting

Set up initial organic SEO on all Page Titles, Meta Descriptions and Keywords

Include the social media and RSS feeds (if required) on the website to assist with keeping the site up to date

Ensure that compliance is adhered to such as enlarging font function

Initial two hour training session for up to two key members of the team

Upload all content for the initial launch of the new site

Build the new site on a development server until fully approved to go live

Set up and install Google Analytics

Put the site live to the existing domain.

Cost: £2,500 + VAT

Costs and Exclusions

An annual maintenance fee including updating all Plugins and the latest version of the WordPress Theme would be charged at £180 + VAT

Costs that are excluded are as follows

* Photography

» Any paid for licenses for marketing software e.qg. CRM systems etc

 Tracking software, setting up of cookies

» Expenses incurred on your behalf such as postage

« Additional requirements over those outlined above, other than if agreed separately to this proposal =
« On-going management, uploading new content / images to the website a e
« Website hosting (which we recommend you source independently - we can recommend a hosting company if required) Ones
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Bares Bones Marketing Recent Websites

To view some of our clients’” websites created in last the year, please visit the URLs below.

www.open-rhodes.com

A
?

WWW.prosper2.co.uk
www.pdpuk.com
www.middlewich.org.uk

WWW.0sbos.co.uk
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www.glkgroup.co.uk

www.utccrewe.co.uk

www.scarboroughutc.co.uk

www.eze-talk.com

Tracking Software

Upon completion of the website, Bare Bones Marketing would recommend implementing a tracking software which we will provide at
an additional cost. This would enable Resman to be able to identify any unknown web traffic to your website. This means that you
would know the exact business name and contact details of the visitors that had been on your website, you would know which pages
and services were of interest and be able to follow up with a call to close the sale. Industry statistics indicate that only 2% of all
website traffic will actually follow up with an action and make an enquiry. By being able to see the other 98% of visitors you will be
able to identify potential missed sales opportunities. Further details and a demonstration would be provided at a later date.
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http://www.osbos.co.uk
http://www.glkgroup.co.uk

Through-The Line Advertising

Bare Bones Marketing deploy the creative concepts across a multi-tiered campaign reaching all touchpoints.
* Print
- Radio
+ Online
- Retargeting
- Clickable skins
* Social Media Advertising
- Facebook
- YouTube

Bares Bones Marketing campaigns this year have delivered a Return On Investment, significantly higher than industry
benchmarks, If an ROI of 2:1 or even 3:1 is considered acceptable, Bare Bones Marketing has delivered an 8.5:1 ROI even
up to a 26:1 ROI. Our campaigns have more than doubled website traffic and increased organic searched by four times. Full statistics can be
demonstrated upon request.

Digital Content

. We understand that PPC is an important part of an advertising mix in a highly competitive market, especially when a new website has been
1 launched and there is an immediate demand to drive traffic. However, in the case of Resman, Bare Bones Marketing would recommend that
»—j website traffic can be driven by ensuring SEO optimisation but predominantly led by social media engagement and online advertising. This is
considerably more cost-effective and avoids an online bidding war. Bare Bones Marketing proposes to elaborate a calendar and build the —_
2 following and uptake of Facebook, Twitter and Linked In profiles to raise brand awareness and generate brand recognition and recall through the _w
,‘ implementation of a social media strateqy, which also be measured to deliver a generous ROl comprising:

1

+ Social Media

Facebook
YouTube :
Linked In ¥3
+ SEO Optimisation &ageones 'i:
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Cost

Branding (Phase 1)

Bare Bones Marketing phased approach affords
cash-flow and cost effective efficiencies. Phase 2 -
brand creation and Phase 3 - deployment can only
be costed for after we have the outcomes of phase 1

Digital Strategy

Off Line Marketing

Public Relations & Email Marketing

Corporate Collateral Design

- Design & Build of Wordpress CMS Website
- Developer Website Hosting

- Proof reading, copy editing

- SEO Set Up

- Social Media Calendar for five months
- Daily Social Media Posting and Scheduling per month @

£250

- Overarching Concept
- Artworking
- Radio Commercial Script Writing and Production including 2

VOs and SFX

- 30 Second Film Production using Stock Footage including

SFX, Studio and Producer Fees

+ 1 x Press Release per month @ £150
- 1 x Email Marketing per month @ £90

Templates will be set up charged at £50 per hour - ballpark
estimate is five templates

Bare Bones Marketing has submitted costs for Resman review. Costs not included are media placement costs, printing costs of price sheets and
corporate collateral, outbound sales calls, securing corporate sponsorship, additional design work and tracking software.

- Brand Workshop

- Brand Strategy

- Brand Audit

- Brand Values

- Key Messages

- Brand Positioning Statement

2,200

2,500

1,250

1,850

1,200

250

9,250
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Bare Bones Marketing Rate Card by Deliverable

We do provide other services not detailed in the table below. Please contact us for further information if required.

One off fee for ‘The Big Idea’ generation, creating the overarching theme for all
S PRl deliverables through-the-line for one brand =

m Artworking of 1 x print ad layout to media specification 100
Social Media Creation of adverts for social media such as Facebook, Instagram, Snapchat, 100
Campaign LinkedIn etc

Production of 30" audio track with sound effects, 2 x VO, studio and production
fees

Production of 30” film for usage on social media using stock footage and audio 450
track including supers, graphics and animation
Scripting and dissemination to online and offline local media titles 150
Design and layout with artworking for outdoor banner 90

Email Marketin Using Mailchimp. BBM will send out one email marketing campaign. ONLY up to 9
ail Marketing 2000 names can be stored for FREE. Above this figure incurs additional costs*

Managing social media with 2 news articles per month. Scripting of news articles 550 per month -
and posting twice a month on FB, Twitter and Linked In P -

&aﬁeones
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Audio Track 450

Social media posts
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Design Services

Copywriting

Web developer

Managing Director

Client Services
Director

SEO Senior Client
Advocate

Client Advocate

Bare Bones Marketing Rate Card Per Hour

Description Cost (£) Exc.
i VAT per hour
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From the concept creation, design for ATL advertising, BTL flyers and print

production as well as online design >0
Creative copywriting services for marketing materials 40
Per hour 50 ;.-
Cost for Emma Dalzell per hour 100
For client management services per hour 80
Client management services as required per hour 65
Client management services as required per hour 50
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Payment Terms

50% advance payment
25% upon brand workshop completion
Final payment prior to website going live.

Next Steps

Client to review Bare Bones Marketing proposal and revert with comments and feedback.
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Next steps

Client to review Bare Bones Marketing proposal and revert with comments and feedback. Contact us at:
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01606 535035 / 07597 188671
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emmabowman@bbmarketing.co.uk

www.bbmarketing.co.uk
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