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Marketing changed fast between 2020 and 2025. Al left the lab and moved into your browser. Social
platforms became retail storefronts. Privacy rules forced a smarter approach to data. The goal of this
blueprint is simple: help you ship the right work in the right order to grow faster—with fewer guesses
and fewer meetings.

You'll find battle-tested frameworks, checklists, and a 90m day plan you can start tomorrow. We’'ll
show where Al belongs (and where it doesn't), how to build a brand people trust, and how to create a
content and social engine that actually converts.

. The 2025 Marketing Landscape

. Al-Powered Marketing (What to Automate, What to Keep Human)
. Social Media That Converts (Platform Playbooks)

. Brand Strategy for Trust and Differentiation

. Website & SEO Essentials That Still Matter

. Content Marketing That Wins (Formats, Calendars, Distribution)

. Measurement: KPIs, Dashboards, and Decision-Making

. Your 90m Day Action Plan

. Resources, Templates & Next Steps
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**Three forces reset the rules:**

1) **Al everywhere:** Content, research, ads, and analytics got faster—sometimes 10x faster.
Leaders who built *systems* around Al got compounding returns.

2) **Privacy & signal loss:** Thirdm party cookies fade; firstm party data and consentm based funnels
win.

3) **Platform shifts:** Shortm form video = the new homepage; creators = distribution; social = search.

*What doesn’t work anymore**

- Spraym andm pray posting without a strategy or funnel.

- Measuring “vanity” over value (impressions without intent).

- “We'll fix the website later.” Your site is still the conversion engine.

**The growth formula (2025 edition)**
**Eocused ICP - Clear Offers - Credible Brand - Content Engine — Social/Creator Distribution —
Conversionm Ready Site — Fast Feedback Loops.**

We'll map each piece to actions you can implement right now.



*Principle:** Automate the repetitive. Human the consequential.

**Automate with Al**

- **Research & synthesis:** Competitive scans, audience mining, topic clustering.

- **Drafting & repurposing:** First drafts, outlines, summaries, caption variations, email skeletons.
- **Ad ideation & iteration:** Message angles, headline variants, A/B ideas.

- *Analytics & QA:** UTM checks, anomaly detection, QA for broken links, grammar consistency.

*Keep Human**

- Positioning, brand voice, values, and strategic choices.

- Highm stakes copy (homepages, pricing pages, investor decks).
- Creative direction and story selection.

- Relationshipm driven sales and partnerships.

**A simple Al content pipeline**

1. *Brief** (human). audience, angle, callm tom action, sources.

. **Draft** (Al): generate outline - longform — skim for gaps.

. **Edit** (human): facts, tone, originality, point of view.

. **Repurpose** (Al): snippets, carousels, shorts, email, ads.

. **Publish & measure** (human+Al): score by intent and outcome.
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**Quality guardrails**

- Require **source notes** in prompts.

- Run **fact checks** and **originality scans**.

- Lock **brand voice** (e.g., style guide snippets).

**Where to start**

- Document your **voice and values**, then scale with Al.

- Build a reusable **prompt library** by channel and goal.

- Implement **content QA**: links, citations, CTAs, accessibility.

(Explore Al services with Brickell: https://brickellmediagroup.com/ai-marketing)

**Golden rule:** Every post should do one of three jobs—**Earn Attention, Earn Trust, or Earn a
Click.**

### Instagram & Facebook

- Lean into **shortm form video** + carousels.

- Use **story series** for behindm them scenes and FAQs.
- *Shop** & **DM automation** for lead capture.



- Cadence: 3-5 feed posts/week; daily stories; 1-2 Reels/shorts.

### LinkedIn

- Treat it like your **B2B event booth**—help first, sell second.

- Post **frameworks, teardown threads, and data snapshots**.

- Use **native documents/carousels** for higher reach.

- Cadence: 3 thoughtful posts/week; weekly longform; daily comments.

##t TikTok & Shorts

- Fast hooks, strong POV, “show me” content.

- Batch record; test 10 hooks per topic.

- Use **series** and **playlists** to create binge paths.

### YouTube

- Midm form explains your domain authority.

- Chapters, clear thumbnails, and serial formats.

- Convert with descriptions + pinned comments + site CTAs.

*Community & creators**
- Partner with microm creators who *use* your product.
- Supply **briefs, bmroll, offers**, and clear attribution.

**Erom social to sales**
- Always route to: lead magnet - email/SMS - offer.
- Track: *viewm through**, **engaged view**, **assisted conversions**,

(Need a donem formyou social engine? https://brickellmediagroup.com/social-media-marketing)

**Brand # logo. Brand = the sum of promises you keep.**

*Positioning questions**

- Who do we help best? (ICP)

- What urgent problem do we solve?

- Why us—what credibly sets us apart?
- What proof will skeptics believe?

**Messaging stack (2025)**

- **Core narrative:** 1-2 sentences customers can repeat.

- **Value pillars:** 3—5 proofm backed reasons to choose you.
- **Category POV:** The change you believe in and lead.

- **Qbjection handling:** Address price, risk, timing, switching.



**Trust accelerators**

- Outcomenm based case studies (before/after, time to value).
- Public scorecards (SLA, response times, CSAT).

- Founder videos and customer interviews.

(Shape your story with us: https://brickellmediagroup.com/brand-strategy)

**Your site is still the conversion engine.**

*Mustm have pages**

- *Homepage:** clear ICP, value, proof, CTA.

- **Solutions/Services:** specific outcomes, pricing signals, FAQs.
- **Case Studies:** metrics, quotes, screenshots, timelines.

- **Resources/Blog:** educational depth; internal linking.

- *About:** credibility, team, values, social proof.

- **Contact/Book:** frictionless scheduling; multiple options.

*Performance & UX**

- Subm 2s LCP, accessible color contrasts, mobilem first layout.
- Clear nav, breadcrumbs, table of contents for long posts.

- CTAs sized for thumbs; forms with minimal fields.

*SEOQ in 2025**

- Build **topic clusters**: pillar pages + supporting posts.

- Optimize for **search + social discovery** (dual paths).

- **FEirstm party data** — email capture - personalized followm ups.
- Schema, internal links, and **helpful content** signals.

(Get a conversionm ready site: https://brickellmediagroup.com/website-design-consulting)

**Rule of thirds:** 1/3 Educational, 1/3 Entertaining, 1/3 Commercial.

**Eormats that perform**

- Pillar articles (2,000-3,000 words) with TOC and demos.

- Comparison pages (“X vs Y”), ROI calculators, templates.

- Short videos: explainers, teardown, “how we did it”.

- Email sequences: welcome - nurture - offer — success stories.



**Distribution beats creation**

- For every 1 piece you create, plan **10+ derivatives**.

- Syndicate to LinkedIn articles, Medium, YouTube, newsletter.

- Use *UTMs** and tracking rules; prune what doesn’t move the needle.

*Sample weekly content rhythm**

- *Mon:** Pillar update or new guide.

- **Tue:** Carousel + thread with 3 key insights.
- *Wed:** Short video demo + email tip.

- *Thu:** Case study clip + CTA.

- **Friz** Founder POV post + community AMA.

(Get content that compounds: https://brickellmediagroup.com/content-marketing)

**North stars by funnel stage**

- **Awareness:** Qualified reach, engaged views, branded search.

- **Consideration:** Content depth (time, scroll), repeat visits, email signm ups.
- **Conversion:** Demo/bookings, CAC, win rate, sales velocity.

- *Retention/Expansion:** NRR, timem tom value, product adoption, referrals.

**Dashboards that matter**

- Marketing: channel efficiency, assisted conversions, content ROI.
- Sales: pipeline coverage, stage conversion, cycle length.

- Exec: CAC payback, LTV/CAC, NRR, blended ROAS.

**Decision cadence**

- *Weekly:** creative tests and offer iterations.

- *Monthly:** budget reallocation by winners/losers.
- **Quarterly:** strategy resets, category bets.

**Attribution sanity**
- Use *multimtouch** where possible; accept imperfect edges.
- Pair quant with **qual**: postm purchase surveys, call notes, feedback forms.

**Days 1-30: Foundation**

- Finalize ICP, offers, and messaging.

- Audit site, analytics, and tracking; fix the leaks.

- Build an Al prompt library and content QA checkilist.
- Ship 1 pillar page + 1 lead magnet + 1 case study.



*Days 31-60: Engine**

- Launch weekly content rhythm and distribution matrix.

- Stand up LinkedIn + Shorts/TikTok series with 12 hooks.

- Build email welcome + 3m part nurture.

- Launch 2 paid experiments (retargeting + one cold angle).

**Days 61-90: Scale**

- Double down on best formats, cut 20% that underm perform.
- Creator partnerships; 2 com marketing collaborations.

- Publish 2 new case studies; add ROI proof to pricing page.
- Quarterly review; reset roadmap with learnings.

*Templates included in this ebook**
- Messaging worksheet

- Content calendar (weekly rhythm)
- KPI dashboard outline

- 90m day plan checklist

*Work with Brickell Media Group**

- Al Marketing — https://brickellmediagroup.com/ai-marketing

- Brand Strategy - https://brickellmediagroup.com/brand-strategy

- Social Media Marketing — https://brickellmediagroup.com/social-media-marketing

- Content Marketing — https://brickellmediagroup.com/content-marketing

- Website Design & Consulting - https://brickellmediagroup.com/website-design-consulting
- Contact — https://brickellmediagroup.com/contact

**About Brickell Media Group**
We help brands turn attention into revenue with clear strategy, crisp content, and consistent
execution. No theater. Just outcomes.
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