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THE CAZBAH LAUNCH PLAN

© INTRODUCTION

Before a single dollar goes into ads, content, or automation,
you need a launch plan that works. We've seen manufacturers
waste thousands chasing clicks with no ROL.

Why? They skipped this checklist.

At Cazbah, this is where we begin. This guide walks you
through the same process we use with every serious customer
before we touch a campaign. It's not fluff. It's the foundation.

CUSTOMER STORY

Before Cazbah, Smith Metal Works of Newark was prac-
tically invisible online. Their old site didn’t reflect the
brand’s capabilities or value. After a structured re-
launch with Cazbah, they now generate qualified leads
across the country—with average orders landing
around $10,000 and a faster, smarter quote process.
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© OBJECTIVE

Every digital campaign needs a crystal-clear outcome. Without one, you can't track
success—and worse, you won't know if you're wasting money.

Are you trying to:

« Increase relevant traffic?

« Generate RFQs from qualified prospects?

+ Build an opt-in newsletter audience?

* Re-engage existing contacts who haven’t converted?

Define one primary objective. Everything else is secondary.

Use language that makes success measurable. “Grow website leads” is vague.
“Generate 15 RFQs per month from the abrasives category” is specific.

CUSTOMER STORY

Preferred Abrasives wanted more sales but didn't define what kind. Together, we narrowed
their objective: get high-intent distributors to self-educate and place orders online. The
result? A restructured WooCommerce site, improved organic rankings, and a measurable
lift in high-value traffic—with no increase in ad spend.

() TAKE AWAY

v
Start your campaign planning by finishing this sentence—

"The goal of this campaign is to __ by __ (date), measured by _ _.
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€) TARGET AUDIENCE

You can’t market effectively until you know exactly who you're speaking to—and what
keeps them up at night. In B2B, this often means understanding the role (e.g., President,
Ops Manager, Buyer) and their buying environment.

To define your audience:

+ What industries are they in?

* What do they search for when they need your product or service?

* Who influences their decisions—peers, engineers, procurement?

+ What frustrations do they experience with current suppliers?

» Are they motivated by speed, cost savings, durability, or something else?

Don’t guess. Talk to your current customers. Ask, "What made you reach out?
What were you struggling with?" This data is more valuable than any SEO report.

CUSTOMER STORY

Smith Metal Works used this exact approach. After learning what municipal and
contractor buyers really needed—organized product info, visual proof, and clean
specs—they overhauled their site. The result? More qualified leads from regions
they’d never reached before.

() TAKE AWAY

v
Build your audience profile with real names. “Joe, Plant Manager,

age 54, orders every 3 months, prefers calling over forms, finds
vendors through LinkedIn.” That's a person—not a persona.
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O BRANDING

Your brand isn't just your logo. It's how prospects feel about your company before they
ever talk to you—and how customers describe you after the sale.

In industrial B2B, branding means:
+ A clear and specific value promise
(e.g. “Ships same-day,” “Built to last 35 winters,” “No minimum order”)
« A logo and visual identity that reflects quality, trust, and longevity
« A website that is easy to use and makes the buyer feel understood
+ Copy that explains the why—not just the what—behind your offer

CUSTOMER STORY

Preferred Abrasives didn't just revamp their site layout. They reinforced their same-day
shipping promise across every page, clarified how their products outperform competitors,
and created a visual system that supported their claim: “Value over price. Speed over
friction.” That’s branding with purpose—and it worked.

() TAKE AWAY

L J
Ask your current customers: “Why did you choose us over the

competition?” Their answer is your brand promise.
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© MARKET RESEARCH

Market research isn't about copying the competition. It's about understanding the play-
ing field—and where you can outperform.

In B2B, especially in niche or industrial markets, your competitors are often
underserving the digital space. This is your chance to leap ahead.

Here’s how to run a quick audit:

» Search your top product or service keywords — who ranks, and what do they say?

* Visit 3—5 competitor websites — what's clear, what's confusing, what’'s missing?

* Look at pricing, policies, product information — can a buyer get what they need
without calling?

» Check LinkedIin — what kind of content or updates are they posting?

CUSTOMER STORY

Preferred Abrasives did this early on and discovered most competitors just listed SKUs
with no guidance. We built product pages that explain when and why to use ceramic vs
zirconia—turning a catalog into a decision tool. That insight set them apart and
reduced returns.

() TAKE AWAY

v
Don't just look at what competitors say—look at what they *don't*.

The gaps are where you can win.
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() MARKETING STRATEGY

Strategy isn’'t about using every tool—it's about picking the right one for the job.

For small to mid-size manufacturers, a smart digital strategy often includes:
« Intent-driven SEO: Rank for terms your ideal customer is already searching
« Email marketing: Re-engage leads, drive RFQs, and upsell existing customers
» On-site conversion: Clear calls-to-action, product education, and fast contact paths
« Video or photo proof: Especially helpful for engineered products or
use-case-driven sales

Start by answering:
“Where are our best customers spending time online?” Then focus on one or two
high-leverage channels.

CUSTOMER STORY

For Smith Metal Works, embedding YouTube videos and product visuals directly on the
website let prospective buyers “see it in action” before ever talking to sales. This boosted
inquiries and reduced RFQ friction.

&l N\
() TAKE AWAY

L J
Don't start with tactics. Start with what your buyer needs to believe

to take action—and build strategy around delivering that message
in the right place.




THE CAZBAH LAUNCH PLAN

€) ANALYTICS & TRACKING

You can’t optimize what you don’t measure. Before launching any campaign, make sure
you have the tools—and team—to track performance from click to conversion.

At minimum, you should be tracking:

« Which traffic sources drive qualified leads (not just visits)

« What content or pages are converting most (and least)

* Where leads drop off or stall in the sales process

- The ROI of your spend (AdWords, email, content creation, etc.)

Tools like Google Analytics 4, customer relationship management software, and
heatmapping software can help. But more important is knowing what to look
for—and how to adjust.

CUSTOMER STORY

Preferred Abrasives shifted from tracking raw visits to measuring which keywords and
product pages led to actual orders. With Cazbah's help, they filtered out bot noise,
focused on signal, and tied web data to real revenue.

() TAKE AWAY

L
Don't just track for the sake of reporting. Track to learn. And adjust

every 30 days.
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0 MARKETING BUDGET

Budgeting isn’t just about money—it's about time, tools, and team capacity.

When setting your marketing budget, ask:

« What's our realistic timeline to see measurable results?

« What can we handle in-house, and what will need outside support?
« How much are we willing to invest per lead or per sale?

« What's the true cost of doing nothing?

Most successful campaigns begin with a clear investment plan. That includes:
« Your monthly marketing spend (ads, content, tools)

» Team hours available for planning, implementation, and follow-up

« An owner who's accountable for performance and improvement

CUSTOMER STORY

Smith Metal Works didn’t start with a big budget—they started with clarity. They knew
leads needed to be better qualified and easier to process. With Cazbah’s help, they
invested in structured forms, product video, and more targeted SEO—resulting in a higher
average order value without increasing overhead.

4 N\
() TAKE AWAY

v
Budget to test, learn, and improve. A static budget is a

stagnant strategy.

10
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O FINAL THOUGHT

Start With the End in Mind

Every successful campaign begins with clarity and ends with results.

This isn't theory. It's the playbook Cazbah has used to help manufacturers
and distributors win online for a quarter century. If you work through each
of these steps with honesty and intent, you'll not only market better—you’ll
build a business that runs smarter.

You don’t need a perfect launch. You need a purposeful one.

NEXT STEP

Ready to turn this plan into action?

Book a free COMP analysis meeting with a Cazbah strategist and we’ll
help you prioritize your next best move—no sales pitch, just insight.

1


https://www.cazbah.net/analysis-call/

