
Grow your business and 
increase brand awareness 
through PR and Content marketing 



TODAY 
 
•  Introductions 
•  Quick lesson: Inspired branding 
•  Identifying your audience 
•  Understand your audience 
•  Questions and Answers 
 



INTRODUCTIONS 
 
•  Your name  

•  Your company 

•  Why you’re here 
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INTRODUCTION 

David Kelbaugh, President, Tacklebox Brand Strategy 
 
15 years of experience in brand management. 
 
Big Agencies 
Leo Burnett 
Ogilvy & Mather 
FCB 
 
Famous Campaigns 
Marlboro Man – Latin America, Europe, Asia 
Allstate - US 
BP Helios Power – US, Australia, Netherlands 
 
Award-winning campaigns and strategies 
Effies – Most effective campaigns in the world 2007, 2012 
Cannes Lions – Most creative campaigns in the world 2012 
Addys – 2007, 2012, 2013, 2014 – Best campaigns in Chicago 
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INTRODUCTION 

David Kelbaugh, Founder & CEO, TACKLEBOX 

•  Professor of Entrepreneurship at Tribeca Flashpoint 
College (Founded by Howard Tullman) 

•  Brand-strategy mentor to Techstars 

•  Brand-strategy advisor to U. of Chicago Booth’s 
Accelerator & Northwestern’s Garage 

 
•  2 kids (Alex and Miles), 1 wife (Staci) 

•  Horrible at video games and basketball 





some of our clients 

A Chicago-based, full-service marketing agency. !
Location: West Loop!
Founded: 2012!
Clients: 70+ !
!
!
Some of our clients 
 

tacklebox.us.com	
info@tacklebox.us.com	
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A BRIEF HISTORY OF MARKETING 

40 YEARS AGO 
 
Make sales. 
 
•  Newspaper advertising 
•  Salesmen 

  

20 YEARS AGO 
 
Make REPEAT sales. 
 
•  Cross-sell / Upsell 
•  CRM 

  

TODAY 
 
•  Make sales 
•  Make repeat sales 
•  Transform customers into 

ADVOCATES 
 
•  Brand 
•  Social Media 
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BUILDING A BRAND 

DISCOVERY BRAND 
CONCEPTS 

MEDIA KIT EXECUTION 

•  Audience Identification 
•  Understanding your 

audience 

•  3-4 concepts 
•  Differentiated design 

and copy approaches 

•  Internal playbook  
•  Versatile marketing 

communication piece 

•  Web site 
•  Advertising 
•  Influencer outreach 



MICRO LESSON: 
 

BRAND CONCEPTS 
 

Ways to begin thinking and speaking about your company in ways that 
will be more memorable, more differentiating 

 
Brand concepts allow for you to test your brand ideas – just as 

technology companies test their technology 
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TACKLEBOX BRAND CONCEPT FORMULA  

DESCRIPTIVE 
MODIFIER 

Belief creates 
emotional 
connection with 
consumers. 

Logo creates visual 
identifier 

Descriptive modifier 
explains “what”… 

We exist to… 
Believe us because… 

REASONS TO BELIEVE. 
Proof points. “Why 
should I believe you?” 1

1	

LOGO 



We are Nike and we believe…there’s an 
athlete in all of us. 
 
We exist to…help you find your greatness.  

We have excellent designers, access to incredible materials and our items have 
been tested extensively at the professional level.  

NIKE ATHLETIC APPAREL 



Your BRAND is the epicenter for everything your company does. 
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THE NIKE BRAND 

WE BELIEVE 
THERE’S AN 
ATHLETE IN 
ALL OF US.  

Your products 

Your social media 

Your advertising Who you hire 

Your web site 

Your offices 

What you wear 

Company culture 



Your BRAND BELIEF is the epicenter for everything your company does. 
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WHAT WE BELIEVE 

WE BELIEVE 
THERE’S AN 
ATHLETE IN 
ALL OF US.  



Your BRAND is the epicenter for everything your company does. 
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THE CMUK BRAND 

WE BELIEVE 
TRIATHLONS 

ARE A BIG PART 
OF LIFE, BUT 

NOT THE ONLY 
PART OF LIFE. 

Your products 

Your social media 

Who you hire 

Your web site 

Your offices 

What you wear 

Company culture 

Your advertising 
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YOUR TARGET AUDIENCE 
 
 

YOUR TARGET AUDIENCE 
 
 

PERSONAS 
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1.  IDENTIFY YOUR TARGET AUDIENCE 
 
 

In order to market to them, you have to find them: 
 
Q: Do you have current customers?  
 
 

 

  
 
 
Quantitative 
 
 
 
 
Qualitative 
 
 
 
 
 
 
 
 

 
 
Quantitative 
 
 
 
 
 
Professional Assistance 
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1.  TALKING TO YOUR CURRENT CUSTOMERS 
 
 

How to gain meaningful information from your current customers: 
 
Quantitative Research 
1.  Develop a link to a online survey of 15-20 questions 
2.  Deploy to your customer database 
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1.  TALKING TO YOUR CURRENT CUSTOMERS 
 
 

How to gain meaningful information from your current customers: 
 
Quantitative Research 
 
 
 
 
 
 
Questions: 
•  Demographic  
•  Psychographic 
•  Product-focused questions 
•  Media Usage / Information Consumption 
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1.  TALKING TO YOUR CURRENT CUSTOMERS 
 
 

Quantitative Research 
 
 
 
 
 
 
 
 
 
 

 

  

Demographic 
•  Age 
•  Gender 
•  Location 
•  Marital Status 
•  Occupation 
•  Household Income 

Psychographic 
•  Hobbies / Spare Time 
•  What do you do on weekends? 
•  Products you love 
•  Brands you love 
•  What media do you consume the most? 
•  What media do you consume to learn about products and services?  

Product 
•  What did you buy? 
•  For whom did you buy?  
•  Why did you buy?  
•  What problem does the product solve for you?  
•  What do you like about it? 
•  What don’t you like about it?  
•  How did you hear about it?  
•  How likely are you to recommend the product to friends and family?  
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1.  TALKING TO YOUR CURRENT CUSTOMERS 
 
 

	
Review	the	panel:	
	
https://www.surveymonkey.com/analyze/FjTSTuBbCD4nyK2NTmcIgyu5xRstBRWsq8D_2BYkewBmA_3D	

QUANTITATIVE RESEARCH 
 
Example: 
 
https://illinois200.com 
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1.  TALKING TO YOUR CURRENT CUSTOMERS 
 
 

Qualitative Research 
 
A 30-minute phone call or in-person meeting 
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1.  TALKING TO YOUR CURRENT CUSTOMERS 
 
 

Qualitative Research 
 
Discussion Guide 
 
Send to interviewees in advance 
 
  
 
 

 

  

	 1	

	
	

 
 
BRAND QUESTIONNAIRE 
 

Hello, 
 
Thank you for taking time to complete this brand questionnaire. 
It’s completely fine to lean on opinions, hunches and “I think”s for this exercise.  
 
Let us know if you have any questions.  
 

 
ABOUT YOU 

• Age?  
• City/State? 
• Occupation? 
• Hobbies? 

 
TOBACCO 

• When did you start smoking cigarettes?  
• Have you been smoking ever since? 
• Do you use any other tobacco products? If so, which ones? 
• How many packs per week? 

 
• Where do you smoke?  

o In your home?  
o At work? If so, where? 
o In the car? 
o Only outside? 
o Other? 

 
• How often do you find the need to cover up the odor of your 

cigarette smoke? 
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WHAT IF YOU DON’T HAVE ANY CURRENT CUSTOMERS?  
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WHAT IF YOU DON’T HAVE ANY CURRENT CUSTOMERS?  

Qualitative Research – non-customers 
 
Lead with common sense 
 
Recruit a panel of customers that you THINK align with your target audience.  
 
What problem does your product solve?  
Who is most likely going to benefit from the problem that your product solves? 
 
 
 
 
 
In action:  
https://www.surveymonkey.com/collect/audience/preview/?
ut_source=topbar&ut_source2=upsell_rotation_audience 
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WHAT IF YOU DON’T HAVE ANY CURRENT CUSTOMERS?  

Qualitative Research – non-customers 
 
Work with a professional research firm. 
 
1.  Kickoff meeting 
2.  Survey development 
3.  Results and findings 
4.  Customer profiling  
5.  Persona development, including media usage 
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WHAT IF YOU DON’T HAVE ANY CURRENT CUSTOMERS?  

Digital Research – See what your competitors are doing.  
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WHAT IF YOU DON’T HAVE ANY CURRENT CUSTOMERS?  

Digital Research – See what people are talking about.  
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WHAT IF YOU DON’T HAVE ANY CURRENT CUSTOMERS?  

Digital Research – See what people are talking about.  
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LEVERAGE WHAT YOU’VE LEARNED TO BUILD CONSUMER PERSONAS 
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BUILDING PERSONAS 

DISCOVERY 

•  Audience Identification 
•  Understanding your 

audience 

Why personas? 
 
Personals make 
marketing actionable 
 
More efficient use of 
your marketing dollars 
 
Higher response rates 
 
Lower cost per 
acquisition 
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BUILDING PERSONAS 

Who matters 
the most?  
 
Who is most 
likely to 
purchase?  
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BUILDING PERSONAS 

https://www.youtube.com/watch?v=d4jPp2NdDYY	
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B2C PERSONA – GOOD EXAMPLE 
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B2B PERSONA – GOOD EXAMPLE 
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RECAP 
 

Use research to create a persona 
 

Use online tools to understand what your personas care about 
 

Start creating content 
 

Get the content in the right places.  



Collateral	
 
 
Website	
 
 
Social Media	
 
 
Public Relations	
 
 
Advertising	
 

Profile Setup	
 
 
Strategy	
 
 
Management 

To be priced separately

tacklebox.us.com	
info@tacklebox.us.com	



MEDIA KIT TO USE AS INFLUENCER-OUTREACH VEHICLE, ADDITION TO WEB SITE	
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MVMP: PR & INFLUENCER OUTREACH 

Collateral	
 
 
Website	
 
 
Social Media	
 
 
Public Relations	
 
 
Advertising	
 
 

~$6,500+

https://www.dropbox.com/home/Brand%20Manifestos	

tacklebox.us.com	
info@tacklebox.us.com	



We believe in 
the pursuit.
Nicora believes the most remarkable
and inspiring people are the ones who
dedicate their lives to creating, building,
and chasing a dream while showing love 
and respect for others. We exist to create
sensible, beautiful products that help
you chase your passions and endeavors.
We make products to support your
pursuits, whatever they may be. 

I N F O @ N I C O R A S H O E S . C O M  •  N I C O R A S H O E S . C O M  •  + 1  2 1 3 . 4 4 4 . 1 0 0 6 

A New Age

Deep in the heart of the old American textile belt
there are still a few mills producing a different sort
of material than back in the old heyday. These folks
are leading the world in the production of sustainable 
textiles and revitalizing an old industry, which we 
absolutely love.

With a taste for technology and respect for the 
environment, these mills are working to bring the 
trade into the modern era by engineering new fabrics 
from things like plastic bottles, clothing and more. 

THE BENEFITS
A lot of technology goes into making something that 
looks and feels like what we’re used to, but looks
better and lasts longer. The extra bonus is no animals 
are harmed and far less natural resources are
consumed, keeping our environment a bit safer. 

Our footwear is made the old-fashioned way, 
by hand, using time-tested techniques and 
skilled craftsmanship. But the materials we
use are anything but old.  

Of Textiles

NICORA 
Who?

The 3rd Generation shoemaker and the 
former Wall Street financier have come 
together to pursue what’s right.

STEPHANIE NICORA is the designer
and entrepreneur behind the NICORA line.
Stephanie apprenticed under master 
artisans before endeavoring to rebuild the 
American shoe industry one pair at a time.

REYES FLOREZ is the business guru behind 
the operation. After learning the ins and outs 
of big enterprise on Wall Street, he decided it 
was time for a change in the way things are 
done. The best way do do that? 
Pursue it yourself. 

I N F O @ N I C O R A S H O E S . C O M  •  N I C O R A S H O E S . C O M  •  + 1  2 1 3 . 4 4 4 . 1 0 0 6 

“We don’t buy into the way that 
so many seem to be doing things. 
We’re finding a new way.” - Reyes

“A meaningful life means making 
meaningful things.” - Stephanie

Never stop
pursuing you

Since 2013, Nicora has been relentlessly  
pursuing a way to provide you with cruelty-free, 
high-quality shoes and boots. Not only are our 
products durable and sustainably-built, but we 
hope they serve as a reminder for you to never 
stop pursuing.  

I N F O @ N I C O R A S H O E S . C O M  •  N I C O R A S H O E S . C O M  •  + 1  2 1 3 . 4 4 4 . 1 0 0 6 

A M E R I C A N  H A N D B U I L T
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2. media kit & influencer outreach campaign 

collateral 
 
 
web site 
 
 
influencer outreach 
 
 
advertising 
 
 
demand generation 
 
 

1 

2 

3 

FOR IMMEDIATE RELEASE
FEBRUARY 2016

I N T R O D U C I N G

I N F O @ N I C OR A S H OES . C OM  •  N I C OR A S H OES . C OM  •  + 1  2 1 3 .4 4 4 .1 0 06 

FOR IMMEDIATE RELEASE
MAY 2016

I N T R O D U C I N G

I N F O @ N I C O R A S H O E S . C O M  •  N I C O R A S H O E S . C O M  •  + 1  2 1 3 . 4 4 4 . 1 0 0 6 

A M E R I C A N  H A N D M A D E





collateral 
 
 
web site 
 
 
influencer outreach 
 
 
advertising 
 
 
demand generation 
 
 

1 

2 

3 

92,000 journalists!
89,000 media outlets!

30,000 journalists!
Strong SEO benefits!

1. Press release & digital distribution 
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MVMP: PR & INFLUENCER OUTREACH 

Collateral	
 
 
Website	
 
 
Social Media	
 
 
Public Relations	
 
 
Advertising	
 

RICH PRESS RELEASE DISTRIBUTED THROUGH THE WIRE	
	
	
	
	
	
	
	
	
	
	
	
	
	
INFLUENCER OUTREACH - ONE-BY-ONE OUTREACH	
https://app.prweb.com/Main.aspx?Entity=Home&LanguageID=1033	

tacklebox.us.com	
info@tacklebox.us.com	
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eBook Demand Generation -- how it works 

1. Develop attractive 
content offer.

2. Promote content offer through LinkedIn 
ads, drive traffic to landing page.

3. Prospect downloads content offer 
in exchange for contact information 
on landing page.

4. Automated emails engage with 
prospect and qualify leads further.

5. Green Delete sales team follows 
up when leads are fully-qualified. 
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examples of content offers 
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roi scenario 

Agency Fee
 $5,000


Target Cost Per Lead:
 $50


Media Spend:
 $1,000


Leads Generated:
 20


Leads Close Percentage
 20%


Leads Closed
 4


Revenue Generated:
 $60,000* 


ROI:
 $60,000 / $6,000 = 10x return


* Assumes $15,000 Customer Lifetime Value / Transaction Size



demand generation 
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!
!



Each month:


○  1 eBook + 6 blog articles + 1 “Pillar” content page on website

■  Pillar content page is basis for improving SEO and organic traffic. Each page is 3,500 words + in length. Improves SEO while 

building CompanyX as “expert” on various topics




○  Develop Marketing Automation Workflows

■   Nurture leads into being “sales-ready” using blog content




○  Set Up LinkedIn Ads Campaign 


■  Design ad to drive traffic to CompanyX content offer CompanyX’s primary website domain

■  Run series of experiments to optimize cost per lead

■  Suggested budget: $500 per experiment




○  Landing Page Creation for Content Offer


■  Design, write copy and publish landing page 




○  Content Offer Editing & Consultation

■  Consult on existing content offer and offer editing or repositioning as necessary




○  Autoresponder Workflow Setup for Content Offer Conversions


■  Set up automated workflow to send 3 follow up emails to prospects who download the eBook, thereby increasing chances of 
reading the content




○  Automated Email Writing + Buildout

■  Write, design and publish for automation 3 autoresponder emails 




○  Set up Internal Notification Emails for Prospect Owner


■   Contact owner receives notification 10 minutes after prospect views the content offer




THANK YOU 

 

DAVID KELBAUGH 
dkelbaugh@tacklebox.us.com 
312 316 8578 
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@tacklebox_llc 

@tacklebox_llc 

Facebook.com/
tackleboxbrandstrategy 


