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REPORT GUIDE

Your strategy, connected.

Navigate the saved strategy, from business evidence and priorities to approved execution
and measurement.

01 - EXECUTIVE STRATEGY

02 - EVIDENCE AND STRATEGIC DIAGNOSIS
03 - POSITIONING, AUDIENCE, AND JOURNEY
04 - RANKED FOCUS AREAS

05 - AI-GUIDED GROWTH FUNNEL

06 - DECISION AUDIT

07 - CROSS-PLATFORM ALIGNMENT

08 - PHASED ACTION PLAN

09 - MEASUREMENT, RISK, AND NEXT STEP

Reading this report

Scores and recommendations are reproduced from the supplied strategy. They are planning signals,
not verified business results or guarantees. Missing data and validation requirements remain visible.

The source report contains shortened task titles. Those titles remain shortened here; no missing wording has been
invented.
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01 - EXECUTIVE STRATEGY

One coordinated plan for
measurable growth

This document is generated from the exact saved Unified Al Strategy version. It connects
project evidence to ranked decisions, module responsibilities, phased execution, and
measurable outcomes.

95 1 Data
Strategy score Version pe n d i n g

Readiness and alignment approved
Opportunity score

Atlantic Lead-Ready Websites
for...

Executive summary

The primary growth objective is qualified lead generation for a regional digital marketing and SEO
services business. The strongest evidence is verified commercial search demand for digital
marketing, marketing agency, social media marketing agency, and SEO services across Atlantic
Canadian provinces, but there is no supplied website, ranking, traffic, conversion, CRM, offer,
reputation, or revenue evidence. The strategic choice is therefore to build or validate a small
intent-led website and measurement system first, then connect commercial pages to a clear
consultation CTA and evidence-based follow-up. SEO leads acquisition because it is the only channel
with verified demand evidence; conversion, authority, local visibility, email, social, and Al visibility
support it but should not receive equal investment until the offer, pages, and measurement path are
validated.

Business objectives

* Generate qualified consultation or contact enquiries from commercial-intent visitors searching for
digital marketing, marketing agency, social media marketing agency, and SEO services in the
approved Atlantic Canadian markets, measured from a recorded baseline.

 Establish a validated commercial website and measurement path that connects search demand to
page engagement, qualified lead capture, follow-up, and eventual sales attribution.
Top actions

1. Confirm website status, crawl-backed page inventory, analytics, Search Console, CRM, offer,
service capacity, and primary business goal before implementation.

2. Approve a compact sitemap and map verified commercial topics to canonical pages, prioritizing
digital marketing, SEO services, social media marketing, and marketing agency intent without
duplicating location combinations.
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3. Implement and test one primary consultation or diagnostic CTA, qualified form or booking path,
confirmation, response ownership, and CRM handoff.

4. Publish or improve launch pages, then validate indexing, canonicalization, internal links,
structured data, forms, consent, and event tracking.

5. Establish baseline reporting from landing-page impressions and clicks through CTA completion,
qualified lead, follow-up, sales, and later retention or referral outcomes.

6. Publish only a small set of verified answer-first resources and monitor search and Al visibility
before expanding authority, local, social, or lead-magnet activity.

7. Increase qualified commercial-entry opportunities by creating or validating one homepage and
distinct service pages for digital marketing, SEO services, and social media marketing only when
each page has unique scope and delivery capacity.

8. Improve search-to-evaluation continuity by mapping each approved keyword cluster to one
canonical page, then linking supporting explanations back to that owner.

9. Reduce cannibalization risk by consolidating overlapping marketing agency and digital marketing
agency language unless separate offers are substantively different.

10. Increase qualified lead capture by placing one primary consultation or diagnostic CTA on each
commercial page and matching the form questions to qualification needs.

11. Improve completion quality by reducing the form to necessary qualification fields, stating what
happens next, and providing a confirmation and response expectation.

12. Avoid premature CTA experimentation by recording baseline CTA views, starts, completions,
qualification rate, and downstream sales before testing variants.

02 - EVIDENCE AND STRATEGIC DIAGNOSIS

What the evidence says and what
must change

The Strategy uses saved intake, approved keyword direction, selected opportunity, target
markets, and the latest completed Site Analysis. Directional scores support prioritization and
are not performance guarantees.

1 2 Pending

Approved groups Approved keywords Site health

Keyword Intelligence Search direction No completed crawl
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Strategic readiness

Profile demand fit D 70/100
SEO potential D 70/100
Revenue potential . ] 70/100
Execution readiness D 50/100
Confidence D 100/100

Strategic diagnosis

Current state: Verified keyword evidence shows commercial demand across Newfoundland and
Labrador, Nova Scotia, New Brunswick, and Prince Edward Island. Demand is strongest in the
supplied evidence for broader digital marketing and SEO topics, while province-level volumes are
smaller and variable. No crawl- backed website evidence, current rankings, analytics, conversion
data, CRM data, offer details, reputation data, or revenue data were supplied.

Primary constraint: The primary constraint is not proven demand; it is the absence of verified
evidence that demand can reach a relevant canonical page, understand a compelling offer, complete
a qualified conversion, and be followed through to sale.

Strategic opportunity: Create a focused commercial-intent architecture led by one digital
marketing or marketing agency proposition, supported by distinct SEO and social media service
pages only where the offer is genuinely deliverable, then instrument the consultation path before
expanding content or authority work.

Evidence baseline

Selected opportunity: Atlantic Lead-Ready Websites for Local Businesses. Business location: Grand
Falls, New Brunswick, Canada. Target markets: New Brunswick, Nova scotia, PEl, Newfoundland.
Latest Site Analysis: not available for this project.
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03 - POSITIONING, AUDIENCE, AND JOURNEY

The strategic choice and the path
to conversion

This section defines who the Strategy prioritizes, what the offer must communicate, and
which assets move the audience from discovery to a measurable next action.

Positioning statement

A proposed positioning direction is a practical digital marketing partner for businesses in Atlantic
Canada that need coordinated SEO, content, and social growth support; validate the wording through
customer interviews and qualified lead feedback.

Priority audience

Business owners and marketing managers in Atlantic Canadian markets actively evaluating digital
marketing, marketing agency, SEO services, or social media marketing support.

Offer strategy

Lead with a consultation or diagnostic offer connected to a clearly defined service package; exact
scope, pricing, qualification criteria, proof, and delivery capacity remain to be validated.

Defensible differentiation

Potential differentiation is integrated growth support rather than an isolated channel service, but this
is a planning hypothesis and must not be presented as proven market differentiation until supported
by offer, customer, or competitor evidence.

Priority audience segments

e Businesses evaluating a full-service marketing partner - Need: A credible provider that can
coordinate digital marketing activity against business growth needs. Intent: Commercial
investigation for digital marketing agency or marketing agency services. Message: Show the
business problem, operating approach, deliverables, qualification fit, and next step without
unsupported performance claims.

e Businesses seeking SEO support - Need: A provider that can explain SEO work, priorities, process,
and expected measurement. Intent: Commercial investigation for SEO services. Message: Connect
SEO services to discoverability, qualified enquiries, and transparent reporting while avoiding
guaranteed rankings.

* Businesses considering social media support - Need: A provider that can clarify whether social
media marketing fits their objectives and capacity. Intent: Commercial investigation or
informational research for social media marketing. Message: Explain scope, content workflow,
channel fit, and measurement before asking for a consultation.
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Audience journey

1. Awareness - Can this provider help with my digital growth problem? Required asset: A focused
homepage or commercial landing page with clear audience, offer, markets, and service pathways.
Next action: Review the relevant service page.

2. Evaluation - Is the service relevant, credible, and suitable for my business? Required asset:
Canonical service pages with process, deliverables, qualification guidance, proof when verified,
FAQs, and a clear consultation CTA. Next action: Start a qualified consultation or diagnostic

enquiry.
3. Trust - Can | trust the provider to deliver and communicate clearly? Required asset: Verified proof,

transparent process, team and business details, privacy information, and follow-up expectations.
Next action: Submit the enquiry with sufficient qualification information.

4. Conversion - What happens if | contact the business? Required asset: A short, measurable
consultation form or booking path with confirmation and response expectations. Next action:
Complete the primary CTA.

5. Delight - Was the initial interaction useful and professionally handled? Required asset: A consistent
confirmation, response, diagnostic process, and onboarding handoff. Next action: Attend the
consultation or proceed to the agreed next step.

6. Grow and refer - Should | continue, expand, or recommend the provider? Required asset: Outcome
reporting, renewal or expansion prompts, satisfaction feedback, and a permission-based referral
process. Next action: Renew, expand, provide a review, or make an appropriate referral.

04 - RANKED FOCUS AREAS

Where the project will focus first

Each focus area records the objective, evidence, plan of action, dependencies, responsible
channels, and success measures. These are strategic decisions rather than a repeat of
submitted keywords.

1. Own verified commercial intent with a compact canonical architecture - critical
priority
Give the strongest verified commercial topics one clear, useful intent owner instead of multiplying

thin location pages.

Why now: Keyword evidence confirms commercial intent for digital marketing, marketing agency,
social media marketing agency, and SEO services, but no existing page or ranking evidence proves
that these intents are currently owned.

Evidence used

* Verified search demand exists for digital marketing in Newfoundland and Labrador, Nova Scotia,
New Brunswick, and Prince Edward Island.
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* Verified SEO services demand exists in Newfoundland and Labrador.

 Verified commercial intent is recorded for marketing agency, digital marketing agency, social
media marketing agency, and SEO services.

Plan of action

1. Increase qualified commercial-entry opportunities by creating or validating one homepage and
distinct service pages for digital marketing, SEO services, and social media marketing only when
each page has unique scope and delivery capacity.

2. Improve search-to-evaluation continuity by mapping each approved keyword cluster to one
canonical page, then linking supporting explanations back to that owner.

3. Reduce cannibalization risk by consolidating overlapping marketing agency and digital marketing
agency language unless separate offers are substantively different.

Dependencies

e Confirm existing website status and crawl data.

* Approve service scope, audience, markets, and primary CTA.

* Validate that each proposed service is actually deliverable.

Success measures
e Each approved commercial topic has one documented canonical intent owner.
e Impressions, clicks, engaged sessions, and CTA starts are recorded by landing page and market.

¢ Qualified enquiries from commercial landing pages are measurable against a baseline.

Responsible channels
Website - SEO - Content

2. Turn commercial visits into qualified enquiries - critical priority

Create a measurable, low-friction path from commercial page evaluation to qualified consultation
enquiry.

Why now: No baseline conversion rate, form data, offer details, booking flow, or CRM evidence was
supplied, so the conversion path is an unverified but material constraint between demand and
revenue.

Evidence used

* Commercial-intent keywords are verified, including digital marketing, marketing agency, digital
marketing agency, social media marketing agency, and SEO services.

* No supplied evidence verifies an existing CTA, lead form, booking flow, response time, or
qualified-lead rate.
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Plan of action

1. Increase qualified lead capture by placing one primary consultation or diagnostic CTA on each
commercial page and matching the form questions to qualification needs.

2. Improve completion quality by reducing the form to necessary qualification fields, stating what
happens next, and providing a confirmation and response expectation.

3. Avoid premature CTA experimentation by recording baseline CTA views, starts, completions,
qualification rate, and downstream sales before testing variants.

Dependencies
* Define the offer and qualification criteria.
e Provide CRM or lead-routing access.

e Confirm delivery capacity and response process.

Success measures

e CTA views, starts, completions, qualified enquiries, response time, and sales outcomes are
recorded.

* Qualified enquiry rate improves from the measured baseline.
* No material increase in unqualified or duplicate submissions after launch.

Responsible channels

Website - Lead Magnet - Measurement - CRM

3. Support commercial pages with evidence-led content and Al-readable answers -
high priority

Help evaluators understand service fit while strengthening search and Al discoverability without
promising rankings or citations.

Why now: The keyword evidence includes commercial and mixed commercial- informational intent,

but no supplied content inventory, citation evidence, or authority profile proves that supporting
answers currently exist.

Evidence used

 Digital marketing and social media marketing have recorded informational or mixed commercial
intent in the provider evidence.

* The approved topics require explanation of service fit, process, and evaluation criteria before a
visitor can convert.

* No Al citation, content inventory, backlink, author, or source-verification evidence was supplied.
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Plan of action

1. Increase qualified evaluation by publishing answer-first pages or sections explaining how to
evaluate digital marketing, SEO services, and social media marketing support, each linking to its
canonical commercial page.

2. Improve Al interpretability by using clear entities, explicit service definitions, verifiable business
details, author or organization information, and appropriate schema where accurate.

3. Defer broad publishing until the commercial architecture and CTA path are approved; prioritize a
small set of answers tied to observed commercial questions.

Dependencies

e Confirm factual business, team, service, and source details.

* Approve editorial capacity and review process.

* Publish canonical commercial pages first.

Success measures
* Supporting content receives indexed impressions and qualified internal clicks.
* Answer sections generate assisted CTA interactions.

Al visibility is monitored as an observation, with no citation guarantee.

Responsible channels

Content - SEO - Al Citations - Website

4. Make lead quality and revenue progression observable - high priority

Connect acquisition and page activity to qualified lead, follow-up, sales, and customer-value
outcomes.

Why now: Keyword evidence establishes potential acquisition demand, but there is no supplied

analytics, CRM, revenue, follow-up, retention, or customer-value evidence to compare opportunities

or validate business impact.

Evidence used

* No GSC, analytics, CRM, conversion, sales, revenue, retention, or lifetime-value data was supplied.

e The stated commercial search evidence can support acquisition measurement but cannot establish
business performance.

Plan of action

1. Increase decision quality by implementing consent-aware analytics, Search Console, landing-page
attribution, CTA events, form outcomes, source and market fields, and CRM stage tracking.

2. Improve follow-up yield by defining enquiry response ownership, status transitions, contact
attempts, qualification outcomes, proposal outcomes, and closed-won attribution.
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3. Avoid unsupported forecasting by establishing baselines before setting numeric targets for leads,
sales, revenue, retention, or lifetime value.

Dependencies

e Analytics and CRM permissions.

* Defined funnel stages and qualification rules.

e Agreement on consent, attribution, and reporting ownership.

Success measures

e All primary CTA events and form outcomes are recorded without duplicate counting.

* Qualified leads can be traced from source and landing page to CRM stage and sale where available.
e Monthly reporting distinguishes measured performance from planning assumptions.

Responsible channels

Measurement - CRM - Website - Publishing

05 - AI-GUIDED GROWTH FUNNEL

How attention becomes a
measurable business outcome

Al evaluated how customers discover, evaluate, build trust, convert, receive value, and
become repeat customers or advocates. The Decision Engine compared all valid
cross-platform actions and selected one evidence-backed Next Best Action. Planning
estimates are not guaranteed outcomes.

Your Next Best Action

Local market coverage is incomplete - The project targets New Brunswick, Nova scotia, PEl,
Newfoundland, but its Google Business Profile, citation, review, or market-specific readiness is
incomplete.

78% 0 38

Evidence confidence Affected pages Decision score

medium effort Exact supplied URLs Local Seo

Expected impact

Improves local relevance and visibility while keeping Business Location separate from Target
Markets.
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Business objective and finding

Objective: Build a New Website

Finding: The project targets New Brunswick, Nova scotia, PEIl, Newfoundland, but its Google Business
Profile, citation, review, or market-specific readiness is incomplete.

Recommendation evidence
e Target markets: New Brunswick, Nova scotia, PEl, Newfoundland

* GBP: not configured

« Citations: not configured

Success looks like

Improves local relevance and visibility while keeping Business Location separate from Target
Markets.

Confidence basis

Medium confidence based on 1 supporting signal, 100% evidence completeness, 100% freshness,
and 100% data quality. Caution: The opportunity is inferred and must be validated during execution.
Effort, capacity, and permissions

Medium effort. medium implementation effort Permissions: Strategy approval; Destination-module
permissions

What happens after approval

1 Al-assisted action will be synchronized to local seo through the governed Execution Plan. Protected
external changes remain approval-gated.

Decision method

Eligible business value compares impact, goal fit, evidence, effort, cost, timing and dependency
readiness; unknown cost and timing receive explicit uncertainty penalties.. Business Brain v5 and
Evidence v12 were used for this Strategy version.
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Customer conversion funnel
STAGE 1 - DISCOVER

Help customers discover the business

STAGE 2 - EVALUATE

Help prospects evaluate service fit

STAGE 3 - BUILD TRUST

Build trust before contact

Convert interest into a qualified enquiry

STAGE 5 - DELIGHT

Deliver a reliable first customer experience

STAGE 6 - GROW & REFER

Retain customers and enable appropriate advocacy

Measured learning feeds the next improvement cycle

Stage 1 - Discover: Help customers discover the business

Audience intent: The audience is looking for a marketing agency, digital marketing agency, SEO
services, or social media marketing provider and is beginning commercial evaluation.

Why this matters: Commercial demand is verified, but no current rankings, URLs, indexation,
traffic, or page ownership are supplied.

Stage action: Select the relevant service page and continue into evaluation.

Handoff: Intent-matched internal links move the visitor from the search entry page to the service
scope, process, proof, and CTA.

Success measure: Indexed impressions, qualified organic clicks, engaged entry sessions, and
service- page progression from a recorded baseline.

Al recommendation: Increase qualified discovery by publishing or improving canonical commercial
pages for approved topic clusters, then validate indexing and landing-page attribution.

Recommended experiment: After baseline, compare one consolidated primary-offer entry page
against the approved service-page route using qualified CTA progression as the outcome.

Validation requirement: Confirm website status, crawlability, current rankings, approved service
scope, and baseline organic and CTA data before testing.
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Recommended assets
e Proposed homepage or primary digital marketing page
* Proposed SEO services page

* Proposed social media marketing page

Stage 2 - Evaluate: Help prospects evaluate service fit

Audience intent: The audience is comparing digital marketing, SEO, or social media providers and
needs scope, process, fit, and next-step clarity.

Why this matters: No content inventory, offer details, proof, CTA baseline, or evaluation behavior
evidence is supplied.

Stage action: Engage with the service explanation and begin the consultation or diagnostic path.

Handoff: Clear scope, qualification guidance, verified proof, and FAQs move the evaluator into trust
rather than leaving them to infer fit.

Success measure: Service-page engaged sessions, qualified CTA views, consultation starts, and
assisted conversions.

Al recommendation: Increase evaluation quality by creating concise intent-matched service pages
that explain deliverables, process, fit, exclusions, proof, and the next step.

Recommended experiment: Test a bounded service-page structure with scope, process,

qualification guidance, and CTA against the approved baseline once sufficient traffic or a reasonable
qualified-click proxy exists.

Validation requirement: Approve offer scope, audience needs, proof, form requirements, and
baseline engagement before experimentation.

Recommended assets

* Proposed digital marketing or marketing agency page
* Proposed SEO services page

* Proposed social media marketing page

e Proposed answer-first evaluation resources

Stage 3 - Trust: Build trust before contact

Audience intent: The evaluator wants confidence that the business is legitimate, capable,
responsive, and suitable before sharing contact information.

Why this matters: No supplied reviews, case studies, credentials, team information, response
standard, or trust-page evidence verifies the current trust experience.

Stage action: Review verified trust information and proceed to the consultation form or booking
flow.

Handoff: Trust content links directly to the primary CTA and explains what information is requested
and what happens after submission.
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Success measure: Trust-content engagement, CTA progression, qualified form completion, and
form abandonment where measurable.

Al recommendation: Increase confidence by adding only verified business, process, proof, privacy,
and response information, then connect it directly to the consultation path.

Recommended experiment: After trust assets and baseline form data exist, test one

expectation-setting element, such as response process or qualification explanation, against the
approved page baseline.

Validation requirement: Verify every trust claim, obtain approval for proof, and confirm sufficient
traffic or a defensible qualified-action proxy.

Recommended assets

* Proposed trust, process, and contact page
* Verified proof sections on service pages

e Privacy and form-expectation content

¢ Answer-first resources tied to verified sources

Stage 4 - Convert: Convert interest into a qualified enquiry

Audience intent: The prospect has enough interest to ask for help and needs a clear, low-friction,
credible next step.

Why this matters: No CTA, form, booking, qualification, response, CRM, conversion, or revenue
evidence is supplied; this is the highest-impact unmeasured bridge to leads.

Stage action: Submit a qualified enquiry or complete the approved consultation booking.

Handoff: The form or booking system routes the enquiry to an owner or CRM, sends confirmation,
and initiates the approved follow-up process.

Success measure: CTA completion rate, qualified enquiry rate, duplicate rate, response time, and
progression to contacted or qualified CRM stage.

Al recommendation: Increase qualified lead capture by implementing one primary consultation or
diagnostic CTA, a short qualification form or booking flow, confirmation messaging, CRM routing, and
follow-up ownership before optimizing variants.

Recommended experiment: Run one bounded CTA or form-clarity test only after baseline CTA

views, starts, completions, qualified rate, traffic or reasonable proxy, permissions, and delivery
capacity are confirmed.

Validation requirement: Implement event tracking, define qualified lead criteria, test routing and
confirmation, confirm response capacity, and record a baseline before changing the CTA.

Recommended assets
* Proposed consultation or diagnostic page
* Primary CTA on each commercial page

* Qualified enquiry form or approved booking flow
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e Confirmation and delivery message

Stage 5 - Delight: Deliver a reliable first customer experience

Audience intent: The new lead wants confirmation, timely handling, useful initial guidance, and
clarity about what happens next.

Why this matters: No delivery workflow, response-time data, onboarding process, or lead-to-sale
evidence is supplied.

Stage action: Attend the consultation, respond to follow-up, or complete the agreed diagnostic step.

Handoff: A documented outcome and next-step decision moves the lead into proposal, service
onboarding, nurture, or a clear close-lost reason.

Success measure: Confirmation delivery, response time, show or completion rate,
qualified-to-proposal progression, and first-experience satisfaction where measured.

Al recommendation: Increase lead-to-opportunity progression by standardizing confirmation,
response ownership, consultation preparation, outcome recording, and next-step handoff.

Recommended experiment: Pilot one standardized confirmation and follow-up sequence for new

qualified enquiries and compare response, attendance, and progression against the recorded
baseline.

Validation requirement: Confirm email or CRM permissions, delivery capacity, message approval,
consent, and measurable status transitions.

Recommended assets

* Submission confirmation

* Approved follow-up email or sequence

e Consultation or diagnostic workflow

* Onboarding or handoff materials

Stage 6 - Grow Refer: Retain customers and enable appropriate advocacy

Audience intent: An existing customer is deciding whether to continue, expand, provide feedback,
review the experience, or refer an appropriate business.

Why this matters: No customer list, retention, lifetime-value, satisfaction, referral, or revenue
evidence is supplied, so this stage cannot be prioritized above conversion.

Stage action: Renew, expand, provide approved feedback, or make an appropriate referral.

Handoff: Customer feedback and outcome data inform service improvement, proof development,
retention reporting, and future qualified acquisition.

Success measure: Renewal rate, expansion rate, customer satisfaction, approved reviews or
referrals, and customer value when connected data exists.

Al recommendation: Increase customer value only after baseline customer data exists by

connecting outcome reporting, renewal reviews, satisfaction feedback, and permission-based referral
requests.
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Recommended experiment: After customer and revenue data exist, pilot one permission-based
satisfaction or referral request after a documented value milestone and compare response quality
with the baseline.

Validation requirement: Confirm customer consent, outcome evidence, account ownership,
retention definitions, and sufficient customer volume.

Recommended assets
e OQutcome reporting

* Renewal or expansion discussion
 Satisfaction or feedback request

e Approved referral or review request

06 - DECISION AUDIT

How the Decision Engine ranked
valid actions

This register records the candidates considered, their calculated confidence and
business-value score, the selected Next Best Action, why other actions were not selected
first, and where approved work continues.

1. Local market coverage is incomplete - Selected Next Best Action

Finding: The project targets New Brunswick, Nova scotia, PEIl, Newfoundland, but its Google Business
Profile, citation, review, or market-specific readiness is incomplete.

Why now: The project targets New Brunswick, Nova scotia, PEI, Newfoundland, but its Google
Business Profile, citation, review, or market-specific readiness is incomplete.

Expected impact: Improves local relevance and visibility while keeping Business Location separate
from Target Markets.

Confidence: 78% (Medium); decision score: 38/100; effort: medium
Destination: Local Seo

Success measure: Improves local relevance and visibility while keeping Business Location separate
from Target Markets.

After approval: 1 Al-assisted action will be synchronized to local seo through the governed
Execution Plan. Protected external changes remain approval-gated.
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2. Al answer opportunities need validation - Queued

Finding: Approved keywords exist, but no buyer questions or answer-engine observations have been
recorded yet.

Why now: Approved keywords exist, but no buyer questions or answer-engine observations have
been recorded yet.

Expected impact: Establishes a measured Al visibility baseline before content work is prioritized.
Confidence: 78% (Medium); decision score: 35/100; effort: medium

Destination: Ai Citations

Success measure: Establishes a measured Al visibility baseline before content work is prioritized.

Why not selected first: Ranked behind the current Next Best Action because its business-value
score is 35/100 versus 38/100. It remains eligible in the approved Execution Plan.

3. Convert interest into a qualified enquiry - Deferred

Finding: No CTA, form, booking, qualification, response, CRM, conversion, or revenue evidence is
supplied; this is the highest-impact unmeasured bridge to leads.

Why now: The business objective is lead generation, and verified demand has no business value
unless prospects can complete a qualified and traceable next step.

Expected impact: A measurable increase in observable lead progression and better diagnosis of
conversion leakage; numeric uplift is not forecast because no baseline exists.

Confidence: 76% (Medium); decision score: 28/100; effort: medium
Destination: Website

Success measure: CTA completion rate, qualified enquiry rate, duplicate rate, response time, and
progression to contacted or qualified CRM stage.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

4. Search intent classification - Deferred

Finding: Keyword intent must match the page purpose and conversion path before content is
created.

Why now: Keyword intent must match the page purpose and conversion path before content is
created.

Expected impact: Creates clearer page purpose and conversion alignment for approved search
demand.

Confidence: 84% (High); decision score: 28/100; effort: medium
Destination: Seo

Success measure: Creates clearer page purpose and conversion alignment for approved search
demand.
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Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

5. Help customers discover the business - Deferred

Finding: Commercial demand is verified, but no current rankings, URLs, indexation, traffic, or page
ownership are supplied.

Why now: Verified commercial demand exists, but acquisition cannot be converted into business
value without a relevant and measurable entry route.

Expected impact: Improved relevance and measurable progression from commercial search into
evaluation, without a guaranteed ranking outcome.

Confidence: 82% (High); decision score: 27/100; effort: medium
Destination: Seo

Success measure: Indexed impressions, qualified organic clicks, engaged entry sessions, and
service- page progression from a recorded baseline.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

6. Turn commercial visits into qualified enquiries - Deferred

Finding: Create a measurable, low-friction path from commercial page evaluation to qualified
consultation enquiry.

Why now: No baseline conversion rate, form data, offer details, booking flow, or CRM evidence was
supplied, so the conversion path is an unverified but material constraint between demand and
revenue.

Expected impact: CTA views, starts, completions, qualified enquiries, response time, and sales
outcomes are recorded.; Qualified enquiry rate improves from the measured baseline.; No material
increase in unqualified or duplicate submissions after launch.

Confidence: 78% (Medium); decision score: 26/100; effort: medium
Destination: Website

Success measure: CTA views, starts, completions, qualified enquiries, response time, and sales
outcomes are recorded.; Qualified enquiry rate improves from the measured baseline.; No material
increase in unqualified or duplicate submissions after launch.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

Confidential - prepared for ||| RN 19



S SEnukeAl B / COMPLETE STRATEGY

7. Make lead quality and revenue progression observable - Deferred

Finding: Connect acquisition and page activity to qualified lead, follow-up, sales, and customer-value
outcomes.

Why now: Keyword evidence establishes potential acquisition demand, but there is no supplied
analytics, CRM, revenue, follow-up, retention, or customer-value evidence to compare opportunities
or validate business impact.

Expected impact: All primary CTA events and form outcomes are recorded without duplicate
counting.; Qualified leads can be traced from source and landing page to CRM stage and sale where
available.; Monthly reporting distinguishes measured performance from planning assumptions.

Confidence: 78% (Medium); decision score: 26/100; effort: medium
Destination: Measurement

Success measure: All primary CTA events and form outcomes are recorded without duplicate
counting.; Qualified leads can be traced from source and landing page to CRM stage and sale where
available.; Monthly reporting distinguishes measured performance from planning assumptions.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

8. Help prospects evaluate service fit - Deferred

Finding: No content inventory, offer details, proof, CTA baseline, or evaluation behavior evidence is
supplied.

Why now: Commercial keywords indicate evaluation intent, but the business cannot assume visitors
understand service fit without a verified page and offer.

Expected impact: More informed and potentially better-qualified CTA starts, with reduced
ambiguity rather than a guaranteed conversion lift.

Confidence: 76% (Medium); decision score: 26/100; effort: medium
Destination: Content

Success measure: Service-page engaged sessions, qualified CTA views, consultation starts, and
assisted conversions.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.
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9. Support commercial pages with evidence-led content and Al-readable answers -
Deferred

Finding: Help evaluators understand service fit while strengthening search and Al discoverability
without promising rankings or citations.

Why now: The keyword evidence includes commercial and mixed commercial-informational intent,
but no supplied content inventory, citation evidence, or authority profile proves that supporting
answers currently exist.

Expected impact: Supporting content receives indexed impressions and qualified internal clicks.;
Answer sections generate assisted CTA interactions.; Al visibility is monitored as an observation, with
no citation guarantee.

Confidence: 78% (Medium); decision score: 25/100; effort: medium
Destination: Content

Success measure: Supporting content receives indexed impressions and qualified internal clicks.;
Answer sections generate assisted CTA interactions.; Al visibility is monitored as an observation, with
no citation guarantee.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

10. SERP features and Al visibility - Deferred

Finding: Structured, answer-first coverage can improve eligibility for SERP features and
evidence-backed Al citations.

Why now: Structured, answer-first coverage can improve eligibility for SERP features and evidence-
backed Al citations.

Expected impact: Improves structured answer readiness without claiming guaranteed SERP
features or Al citations.

Confidence: 78% (Medium); decision score: 25/100; effort: medium
Destination: Ai Citations

Success measure: Improves structured answer readiness without claiming guaranteed SERP
features or Al citations.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.
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11. Entity graph optimization - Deferred

Finding: Clear relationships between the brand, services, locations, people, and proof improve
search and Al understanding.

Why now: Clear relationships between the brand, services, locations, people, and proof improve
search and Al understanding.

Expected impact: Improves consistency between the business, services, locations, people, proof,
copy, links, and schema.

Confidence: 78% (Medium); decision score: 25/100; effort: medium
Destination: Ai Citations

Success measure: Improves consistency between the business, services, locations, people, proof,
copy, links, and schema.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

12. Own verified commercial intent with a compact canonical architecture -
Deferred

Finding: Give the strongest verified commercial topics one clear, useful intent owner instead of

multiplying thin location pages.

Why now: Keyword evidence confirms commercial intent for digital marketing, marketing agency,
social media marketing agency, and SEO services, but no existing page or ranking evidence proves
that these intents are currently owned.

Expected impact: Each approved commercial topic has one documented canonical intent owner.;
Impressions, clicks, engaged sessions, and CTA starts are recorded by landing page and market.;
Qualified enquiries from commercial landing pages are measurable against a baseline.

Confidence: 78% (Medium); decision score: 24/100; effort: medium
Destination: Website

Success measure: Each approved commercial topic has one documented canonical intent owner.;
Impressions, clicks, engaged sessions, and CTA starts are recorded by landing page and market.;
Qualified enquiries from commercial landing pages are measurable against a baseline.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.
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13. Intent-based content mapping - Deferred

Finding: Every approved keyword cluster needs one page purpose, journey stage, target market,
and measurable CTA.

Why now: Every approved keyword cluster needs one page purpose, journey stage, target market,
and measurable CTA.

Expected impact: Connects each approved intent to one page role, journey stage, market, CTA, and
measurement target.

Confidence: 84% (High); decision score: 24/100; effort: high
Destination: Seo

Success measure: Connects each approved intent to one page role, journey stage, market, CTA,
and measurement target.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

14. Deliver a reliable first customer experience - Deferred

Finding: No delivery workflow, response-time data, onboarding process, or lead-to-sale evidence is
supplied.

Why now: Follow-up can determine whether captured demand becomes a sales opportunity, but it
should be activated only after the CTA and routing are operational.

Expected impact: More consistent post-capture handling and clearer sales leakage diagnosis,
without assuming a specific close-rate improvement.

Confidence: 76% (Medium); decision score: 24/100; effort: medium
Destination: Execution Plan

Success measure: Confirmation delivery, response time, show or completion rate,
qualified-to-proposal progression, and first-experience satisfaction where measured.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

15. Build trust before contact - Deferred

Finding: No supplied reviews, case studies, credentials, team information, response standard, or
trust- page evidence verifies the current trust experience.

Why now: Trust can influence lead quality, but it should follow the commercial page and
measurement foundation because no current trust leak is directly measured.

Expected impact: Clearer expectations and potentially improved qualified completion, without
assuming trust content alone creates demand.

Confidence: 76% (Medium); decision score: 24/100; effort: medium

Destination: Website
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Success measure: Trust-content engagement, CTA progression, qualified form completion, and
form abandonment where measurable.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

16. Retain customers and enable appropriate advocacy - Deferred

Finding: No customer list, retention, lifetime-value, satisfaction, referral, or revenue evidence is
supplied, so this stage cannot be prioritized above conversion.

Why now: Retention and referrals may improve customer value, but the available evidence supports
acquisition and conversion work first and does not establish a current retention constraint.

Expected impact: Better visibility into retention and advocacy opportunities, with no unsupported
claim of improved lifetime value.

Confidence: 76% (Medium); decision score: 21/100; effort: medium
Destination: Execution Plan

Success measure: Renewal rate, expansion rate, customer satisfaction, approved reviews or
referrals, and customer value when connected data exists.

Why not selected first: Deferred until higher-value or prerequisite work is completed and new
evidence is measured.

07 - CROSS-PLATFORM ALIGNMENT

How every module supports the
same Strategy

Website Development, SEO, Content, Lead Magnets, Al Citations, Local SEO, Authority,
Social, Publishing, and Measurement receive direction from this same saved Strategy
version.

SEO

Capture and consolidate verified commercial search demand without treating keywords as the
strategy.

Actions: Increase relevant organic entry by assigning verified commercial topics to canonical pages
and optimizing titles, headings, copy, internal links, and technical discoverability; Protect relevance
by avoiding location-page multiplication and by validating rankings and impressions after publishing.

Dependencies: Approved sitemap; Post-publish crawl; Search Console or equivalent measurement.
Destination: SEO and Keyword Intelligence modules.

Success signal: Indexed canonical pages generate impressions, clicks, and qualified CTA activity for
approved topic clusters.
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Social

Use social as supporting distribution and trust reinforcement rather than the primary acquisition
engine.

Dependencies: Approved content assets; Channel ownership; Audience evidence; Measurement.
Destination: Social Publishing module.

Success signal: Not applicable because no social audience, performance, or channel evidence was
supplied.

Content

Support commercial evaluation with a small number of answer-first assets tied to real service
decisions.

Actions: Increase evaluation confidence by publishing decision-support answers linked to digital
marketing, SEO services, and social media marketing pages; Defer broad editorial calendars until
customer questions, page ownership, and review capacity are validated.

Dependencies: Commercial page architecture; Verified factual sources; Editorial approval.
Destination: Content Planning and Publishing modules.
Success signal: Supporting content produces qualified internal clicks and assisted conversions.

Website Development

Create or validate a small commercial website that moves visitors from verified search intent to a
qualified consultation.

Actions: Increase qualified enquiries by publishing a proposed homepage, digital marketing page,
SEO services page, social media marketing page, consultation page, and trust/contact page only after
offer and capacity approval; Improve conversion clarity by using one primary CTA, supporting proof
only when verified, transparent process language, and measurable forms or booking links.

Dependencies: Website status and crawl validation; Offer and CTA approval; Analytics and CRM
access.

Destination: Website Strategy and Website Plan.

Success signal: Commercial landing-page engagement and qualified CTA completions are recorded
and improve from baseline.

Local SEO

Assess regional visibility for Atlantic Canadian markets without inventing locations, offices, reviews,
or service-area eligibility.

Dependencies: Confirm business address, eligible service areas, Google Business Profile status, and
local operating model.

Destination: Local SEO module.

Success signal: Not applicable until local eligibility and verified business-profile evidence are
supplied.
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Authority

Build authority only after the offer and commercial pages can convert and factual proof is available.

Dependencies: Verified case studies or customer evidence; Approved outreach policy; Commercial
pages.

Destination: Authority and Digital PR modules.

Success signal: Not applicable until credible assets and outreach evidence are available.
Lead Magnets

Test a lead magnet only if the value exchange and delivery system are viable.

Dependencies: Specific audience problem; Approved asset; Capture form; Delivery automation;
Follow-up sequence; Measurement and consent.

Destination: Lead Magnet and Email modules.

Success signal: Not applicable until the asset, delivery, follow-up, and measurement path are
approved.

Publishing

Coordinate approved website, content, and measurement releases so every published asset has an
owner and tracking.

Actions: Increase execution reliability by maintaining a release checklist for canonical URL,
metadata, internal links, schema, CTA, consent, analytics events, QA, and post-publish validation.

Dependencies: Approved briefs; Publisher access; Measurement implementation.
Destination: Publishing and QA module.
Success signal: Approved releases pass QA and produce valid indexed and measurable assets.

Al Citations

Improve answer accessibility and entity clarity while treating citations as an observed outcome, not a
promise.

Actions: Increase machine-readable clarity by connecting concise answer sections to verified
business entities, authoritative sources, accurate organization data, and appropriate schema; Monitor
representative Al answers for presence, accuracy, and source attribution after pages are published.

Dependencies: Verified business facts; Published canonical pages; Source governance; Monitoring
access.

Destination: Al Citation and Entity modules.

Success signal: Observed answer coverage and factual accuracy are monitored over time.
Growth and Measurement

Establish the evidence layer needed to rank opportunities by qualified leads and eventual sales.

Actions: Increase growth visibility by implementing page-level source attribution, CTA events, form
outcomes, qualification, CRM stages, response time, and revenue linkage where available; Improve
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decision quality by separating verified performance, connected data, and inferred hypotheses in
recurring reports.

Dependencies: Analytics permissions; CRM permissions; Funnel definitions; Consent requirements.
Destination: Measurement and Growth Intelligence modules.

Success signal: A complete source-to- qualified-lead path is observable and reportable.

08 - PHASED ACTION PLAN

What happens first, next, and
later

The phases preserve dependencies and approvals so foundational work is completed before
channel expansion or publishing. Each phase has an observable exit condition.

1. Foundation - Phase 1

Remove evidence gaps that prevent a defensible commercial growth decision.

Actions

1. Confirm whether a website exists, obtain crawl and Search Console evidence, and inventory
current canonical pages.

2. Define the primary audience, service offer, qualification rules, CTA, response process, and delivery
capacity.

3. Implement measurement and CRM fields before judging channel performance.

Deliverables

* Validated evidence inventory

e Approved offer and funnel definitions
* Measurement specification

* Proposed sitemap and keyword-to-page map

Exit criteria
* Website status and current page ownership are verified.
* Primary CTA and qualified-lead definition are approved.

e Core events and CRM handoff are testable.
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2. Activation - Phase 2

Publish and connect the smallest viable commercial acquisition and conversion system.

Actions

1. Build or improve the approved launch pages and connect verified commercial topics to canonical
owners.

2. Publish the consultation path, form or booking flow, confirmation, and follow-up handoff.

3. Complete technical QA, indexing checks, event validation, and initial search and Al-readability
checks.

Deliverables

e Launch website or approved page improvements

* Qualified consultation path

* Tracking and CRM integration

¢ Release QA record

Exit criteria
e All launch URLs are technically validated.
e Test enquiries reach the correct owner or CRM stage.

* Baseline landing-page, CTA, and lead metrics are recorded.

3. Trust and evaluation - Phase 3

Increase evaluation quality with verified proof and focused answer content.

Actions
1. Publish a limited set of answer-first resources tied to commercial pages.
2. Add verified process, team, business, policy, and proof content where available.

3. Begin monitoring search visibility, qualified lead quality, response time, and observed Al answers.

Deliverables

e Supporting content set

* Verified trust elements

e Search and Al visibility monitoring

e Lead-quality review

Exit criteria
e Supporting assets produce measurable assisted engagement.

* Claims and sources pass factual review.
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e Lead quality and follow-up issues are documented.

4. Measurement and expansion - Phase 4

Scale only the opportunities supported by observed demand, conversion, and delivery evidence.

Actions

1. Compare page and market performance by qualified lead and downstream outcome, not traffic
alone.

2. Consider local pages, authority, social distribution, lead magnets, or CTA experiments only when
dependencies and evidence thresholds are met.

3. Review retention, referrals, and customer value once customer and sales data exists.

Deliverables

* Opportunity ranking

* Validated expansion backlog
* Experiment decisions

* Growth Intelligence report

Exit criteria
e Expansion choices are tied to measured performance or clearly labelled hypotheses.
» Deferred work has explicit validation requirements.

* No experiment proceeds without baseline, measurement, sufficient sample or reasonable proxy,
and approval.
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09 - MEASUREMENT, RISK, AND NEXT STEP

How the Strategy becomes
accountable execution

KPIs are measured from a recorded baseline. Risks and assumptions stay visible, while
approved work continues through the Execution Plan and protected publishing workflows.

KPIs and success measures

* Qualified consultation enquiries - This is the primary lead-generation outcome and the closest
observable measure to the stated growth objective. Measurement: Count deduplicated enquiries
meeting the approved qualification criteria by source, landing page, market, and period. Direction:
Improve from measured baseline; do not invent a numeric target

* Commercial landing-page to CTA progression - Shows whether verified search intent is being
translated into evaluation and action. Measurement: Measure landing-page sessions or Search
Console clicks, CTA views, CTA starts, and completed forms or bookings by canonical page.
Direction: Improve from measured baseline; do not invent a numeric target

* Qualified lead to sales progression - Prevents optimizing for low-quality enquiries instead of
business value. Measurement: Track CRM stages from qualified lead to proposal or equivalent and
closed-won where connected data exists. Direction: Improve from measured baseline; do not
invent a numeric target

* Organic visibility for approved commercial topics - Validates whether the canonical architecture is
discoverable for verified demand. Measurement: Track indexed pages, impressions, clicks, queries,
average position, and landing-page distribution in Search Console or equivalent. Direction: Improve
relevant visibility from measured baseline; do not invent a numeric target

* Follow-up response and contact completion - A lead can fail after capture if ownership, speed, or
process is unclear. Measurement: Record response time, contact attempts, contacted rate,
qualification outcome, and lost reason. Direction: Improve from measured baseline; do not invent a
numeric target

» Customer retention, expansion, or referral rate - Measures customer value after acquisition once
sufficient customer data exists. Measurement: Track renewals, expansions, satisfaction or review
requests, referrals, and customer lifetime value when connected data is available. Direction:
Establish baseline first; do not invent a numeric target

Competitive approach

Use competitor evidence only after it is supplied or connected, and compare observable offer clarity,
intent coverage, proof, page usefulness, technical accessibility, and conversion paths rather than
copying claims or layouts. The business should differentiate through a clearly scoped offer,
transparent process, verified evidence, and measurable follow-up; market superiority and competitor
weaknesses remain unverified.
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Risks and mitigations

* Keyword evidence may not reflect the actual serviceable market, customer quality, or commercial
viability. Mitigation: Validate audience, offer, qualification, and closed-loop lead outcomes before
scaling pages or spend.

* The proposed new-site architecture may duplicate or conflict with an existing website. Mitigation:
Obtain crawl- backed evidence and replace proposed architecture with existing-page
improvements, consolidation, redirection, or retirement decisions where appropriate.

* Low regional search volumes may limit statistical confidence for experiments. Mitigation: Use
broader approved market reporting where appropriate, avoid premature A/B tests, and use
qualified CTA or CRM outcomes as the decision metric.

Unverified proof or positioning claims could reduce trust or create factual risk. Mitigation: Publish
only approved, sourced, and reviewable claims; label hypotheses as assumptions.

* Lead capture could create operational failure if response capacity is not available. Mitigation:
Confirm ownership, response standards, routing, confirmation, and delivery capacity before
activating campaigns or lead magnets.

Assumptions to validate

e The primary business goal is qualified lead generation rather than direct ecommerce sales or
another outcome.

e The business serves or intends to serve businesses in Newfoundland and Labrador, Nova Scotia,
New Brunswick, and Prince Edward Island.

* The business can actually deliver digital marketing, SEO services, and social media marketing
services at the proposed scope.

* A consultation, diagnostic, or equivalent conversion offer can be defined and delivered.

* The business has permission and capacity to implement analytics, Search Console, CRM routing,
and consent controls.

* No existing website, crawl data, ranking data, analytics, reviews, customer proof, or CRM evidence
was supplied in the available project evidence.

* The proposed integrated-growth positioning is not yet verified as differentiated in the market.

* Local SEO applicability, physical location, service-area eligibility, business-profile status, and review
profile remain unverified.

* No lead magnet should be launched until its audience value exchange, capture, delivery, follow-up,
consent, and measurement path are approved.

* No Al system currently cites or fails to cite the business; Al visibility remains unmeasured.

13 9 0

Tasks completed Awaiting approval Blocked actions

of 26 total Review required Needs attention
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Completed work

Create [} website

Create page: “Growth Marketing Services I...

Create page: “Growth Marketing Services I...

Create page: “Contact Us”

Create page: “Marketing Provider”

Create page: “Home”

Website Plan

Latest revision direction

This is the initial Unified Strategy version.

Client next step

Create page:

Create page:

Create page:

Create page:

Create page:

I / COMPLETE STRATEGY

“Growth Marketing Services i...
“Growth Marketing Services i...
“Privacy Policy”

“About Us”

“Services”

Generate site architecture

Proceed with the approved Execution Plan, monitor the defined KPIs, and refresh this report after the

next major milestone.
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