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Paul: Hi everyone, I’m Paul Hontz 
from the Startup Foundry. In this 
App Sumo action video, we’re go-
ing to cover one hour marketing. 
Joining me today is Jason Kehrer. 
Jason, thanks for being here.

Jason: Thanks for having me, Paul.

Paul: Jason, what is that we’re actu-
ally going to learn today?

Jason: I personally think marketing 
is a horrible word and no one really 
knows what it means, but I hope 
what we get out of our hour to-
gether is a really good understand-
ing of what a brand means and the 
power of a plan that you can actu-
ally live with for awhile. Then some 
really practical tools when you’re 
building on the web, when you’re 
trying to learn your audience and 
some really quick things you can 
do there that actually have a huge, 
long-lasting impact.

Paul: Okay. So we’re going to touch 
on some basic high-level stuff, but 

then get down to the nitty-gritty 
in execution; how we can actually 
implement these things and see 
the return on our bottom line from 
this.

Jason: That’s right.

Paul: Okay. Can you give us an ex-
ample of either a company or a 
store that’s used similar principles 
that has seen really good success?

Jason: Sure. I work with a creative 
agency and about half of our busi-
ness is made up of higher educa-
tions, Universities and Colleges 
and stuff like that. They are all 
about having a really great market-
ing plan that they can live with for 
awhile, that makes sense there. The 
other half of the businesses is B2B, 
B2C stuff, health care, non-profits, 
and municipalities. We find, espe-
cially when it comes to small and 
medium sized businesses, this kind 
of stuff really makes a difference. 
We’re going to talk a little bit later 
on wire-framing a site and that’s 
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something that I think has gone 
away for a lot of folks.

When you get into the freelance 
world, you don’t see people doing 
wire- framing the same way any-
more. We’ve had a number of com-
panies that we work with that we 
did a site for five years ago, and be-
cause we did a wire-frame the right 
way, because we set up a commu-
nications strategy and a marketing 
plan and we picked the right tools, 
they can live with it for five years.

When it comes time to look at 
it again, we’ve already thought 
about the next step and we’ve 
built in screen real estate on their 
site for new features. We’ve built in 
the flexibility to add new commu-
nication tools, and I think that’s the 
thing, when you know your brand, 
when you know who you are, what 
your business is about, and you 
know your audience, it makes it a 
lot easier to make these decisions 
no matter what the tool set is. If 
that makes sense.

Paul: Sure. Applying that idea to 
startups, what would that look 
like?

Jason: I think for a lot of startups or 
really small businesses that are just 
in their infancy, the brand things 
get jettisoned to the side. It might 
seem like a trivial or frivolous pro-
cess to go through. Or you’re really 
rocking and rolling and you’re this 
rock star entrepreneur and you 
think you know who you are, you 
know what your business is, your 
audience of course is going to get 
on board with you, why not?

I think there’s value in that and 
you have to harness that, but as 
you grow and as you are success-
ful, whatever that means, you’re 
going to start to hit some road-
blocks. Having a plan to fall back 
on gives you some really tangible 
hand-holds then to actually figure 
out what to do. As new tools and 
stuff comes up and new technolo-
gies and new web apps and new 
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whatever’s, social networks and all 
that jazz, as that stuff takes place 
you actually have a foundation to 
frame it against so you’re not just 
shooting in the dark trying to fig-
ure it out.

Paul: Or even adding new features 
to your site?

Jason: That’s exactly right.

Paul: All right. Great. Let’s get 
started. The first step that you were 
talking about is figuring out who 
you are and building a marketing 
plan. Break this down for us.

Jason: For a lot of entrepreneurs 
and small business people I’m sure 
you’ve got some sort of business 
plan or if you don’t you probably 
should. I was with an entrepre-
neur that was really wanting to 
get something started the other 
day. She’s wanting to do an online 
clothing boutique, and she had 
somebody tell her that she needed 
a 40-page business plan and I said 

that was crap.

There’s room for that but we’re 
talking about a really small busi-
ness that she is passionate about, 
and I could see that her pas-
sion was getting drained by the 
thought of having to put together 
this big plan. I’m more of an advo-
cate of getting something down 
that’s one page, one or two pages, 
one or three pages. Yeah, your in-
vestors are going to want certain 
kinds of information; that’s not 
what we’re talking about.

Paul: You’re saying more market-
ing plan though not business plan, 
correct?

Jason: Correct. I do think that when 
you are dealing with marketing in 
its traditional sense, we’re talking 
about your brand. If you’re writing 
a great business plan, you are go-
ing to see the glimmers of what 
your brand really is about and 
who you’re trying to reach. Why 
you are doing what you are do-
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ing. What you’re passionate about. 
What makes you better than every-
thing else out there. What problem 
you’re trying to solve. Those are all 
the same pieces that you want in a 
great marketing plan, and a great 
communication strategy is really 
knowing who you are. Why you’re 
doing what you’re doing and what 
problem you’re trying to solve. 
Classic business plan stuff.

Those are the building blocks of 
where we need to go with a mar-
keting plan. So once we know 
those pieces of what problem we 
are trying to solve and benefit that 
you’re providing to the general 
public or whoever your audience 
is, then we really need to figure out 
who your audience actually is. We 
will talk in the next section about 
what an audience profile could 
mean. That’s where we really want 
to get down to the nitty-gritty of 
who we think is going to be using 
the product, the service, the com-
pany, and fleshing that out. Once 
we know those two things, then 

we are able to really define the tool 
set.

We do advertising where I work 
here, and a lot of people come to 
us and say “I want you to make 
me a newsletter, or a direct mail 
piece, or whatever.” It’s one little 
thing that they think they need, 
and they may or may not need it. 
“I want you to make me a website.” 
Well, everybody needs a web site 
and we know that. What we like to 
do and what I always recommend 
to others is take a step back. Don’t 
just look at the one piece you feel 
the pressure to execute, or some-
body is telling you that you need. 
You’re going to a trade show, you 
got to have x, y, and z. Let’s take a 
step back and actually figure out if 
those are really the right tools that 
match up with what you are trying 
to do, who you are, and who your 
audience is.

Paul: How do we actually do that?

Jason: It’s a process. We’ve used ev-
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erything from grids, and basic ma-
trixes, and writing out everything 
we think it could be. That could be 
a Facebook page and a Twitter pro-
file. It’s a web page with a certain 
feature set. It’s a podcast or a You 
Tube video series. It’s a direct mail 
piece or some other printed mate-
rial and brainstorming all of the 
options that may or may not make 
sense.

Then we want to devolve a crite-
ria and I usually say its five or six 
things at the most. If you get over 
that, then you have a complex 
math problem and a really big 
spreadsheet that isn’t any fun and 
your back to the 40-page business 
plan. By taking those things and 
looking at the options that are out 
there and then looking at the au-
diences and start to check what 
makes sense, what feels right, and 
narrowing down from there and 
saying what do we have budget 
for. Is this a free service that we can 
just use and we just need time? Is 
it something we are going to need 

an outside resource? Do we need 
to bring in a freelancer, or maybe 
an agency, or a friend and start 
to define it that way and narrow 
down?

Then look at your tool set. We al-
ways use that analogy. The tools 
work for you, you don’t work for 
the tools. That seems elementary 
and basic but it’s funny how many 
people feel the obligation to do 
something when it really doesn’t 
necessarily a) what they want to do 
and b) even make sense for their 
audience. It’s understanding your 
audience and most of us I think out 
there that have started a business 
or thinking about starting a busi-
ness or running some sort of entre-
preneurial endeavor, we know how 
to reach our audience intuitively.

I would caution people to start 
second guessing themselves. If you 
have a good understanding of your 
audience, this other stuff becomes 
very clear, very fast. You just need 
a list of what to choose from and 
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then start pairing it up and mea-
suring.

Paul: Can you give us a real world 
example here? Let’s take a startup 
that everyone’s heard about that’s 
watching this App Sumo. How 
would you audit that business and 
figure out what tools you should 
be using? How would you even 
begin to identify that? I just want 
to break this down to a real world 
example.

Jason: Sure. I would start asking a 
lot of questions about audience. 
Who they’re trying to position 
themselves to? What’s the profile? 
We will get into that in a second. 
When you have a good profile you 
know how people are making deci-
sions, or you should start to have 
a clue. I’m not a big proponent of 
lots of market research and all that 
jazz. I think there’s a place for it. I 
also trust, especially with entrepre-
neurs, like a group like App Sumo, 
I think intuitively we know. Some-
times it just takes putting it down 

on paper and walking through it.

Paul: In the pre-interview you said, 
“My goal for this section would be 
to have people take one piece of 
paper and write down all this stuff.” 
So before you move on to the next 
section, you want to have physi-
cally written down, on one sheet of 
paper just some of these points.

Jason: Sure. I think consolidating 
information in whatever way works 
for you, and that could be a white 
board or it could be a piece of pa-
per or something on your iPad I 
don’t care, but one place for it to 
live, and then it becomes a mea-
suring stick for you. You’re building 
a piece of your tool kit here.

When we go work with universi-
ties, we’ll do a really big discovery 
process, that’s the fancy name for 
some of this stuff, and asking lots 
of questions and auditing every-
thing that they may or may not of 
been doing and what their com-
petitors are doing. The end deliver-
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able is a really, really simple four 
to six page document a lot of the 
times. That’s something they can 
use moving forward. That’s why 
I think for this audience for what 
we’re talking about today that’s 
just a wonderful thing to have for 
the next couple of years.

Paul: This is kind of the measuring 
stick we use?

Jason: Yeah.

Paul: Great. Let’s move on to the 
next section. All right. The next 
thing on our outline is building 
audience profiles. Jason, why the 
heck is this important?

Jason: If you Google building audi-
ence profiles for web, for example, 
you’re going to find a lot of stuff. 
You’re going to find all this jim-
jam about SEO and all that stuff. 
There are valid resources out there. 
I think it’s more elemental than 
that though. I think when you have 
some fun, this can be a fun process, 

it’s sort of silly but when you can 
do that, a) it becomes part of your 
plan which is great but b) you start 
to form an emotional bond with 
your audience, which might sound 
really silly and hyper spiritual or 
whatever.

I think there’s something to that. If 
you can really feel like you’re con-
necting with somebody on the 
other side, especially when you’re 
starting something from scratch 
that doesn’t have a user base al-
ready, you can enhance your pas-
sion and start chasing after it some 
more.

When you start building webs spe-
cifically I think audience profiles 
are one of the most important 
pieces because different types of 
people look at information in dif-
ferent types of ways. We leverage 
audience profiles a lot for business-
es because there’s multiple audi-
ences looking at sites. We want to 
make sure that different pieces of 
information are laid out in ways 
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that actually make sense for those 
audience members. People move 
their eyes differently around a 
page and it’s basic UX and UI stuff, 
but it’s more of a content strategy, 
too. We want to know who we’re 
talking to.

Paul: Is this another way of getting 
inside your customer’s head?

Jason: Yeah. Absolutely. If you get 
into real hard core conversion 
strategies and all that jazz, you’re 
going to need this. You’re going to 
need something to fall back on. I 
think this makes a lot more sense 
than more traditional market re-
search for a lot of people. It’s get-
ting inside your customer’s head 
and once you do that you know 
how to tailor your product for 
them or create a product they’ve 
never seen before that they want 
to have.

Paul: Great. Now break this down 
for us, how do we actually do this?

Jason: At the end of an audience 
profile session what we like to see, 
and we’ll go as far as sketching out 
a person and giving them a name, 
which is kind of funny, but talking 
about everything from what kind 
of car we think they drive, what 
they’re reading, what beer they like 
to drink. We get really specific and 
it starts to get a lot of fun, and you 
build these crazy little people but 
it’s grounded in reality. We do a lot 
of health care work for businesses 
that are serving the health care 
industry, small and large.

We need to know: are we talk-
ing to a doctor? Are we talking 
to a nurse? Are we talking to the 
environmental services manager 
and what are those three people’s 
needs because they’re all very dif-
ferent and they’re going to be 
making decisions differently. We 
need to make sure that our con-
tent is tailored for those people. 
We need to build out what those 
people actually look like. Yeah, if 
you give them a name it makes it 
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connect a little bit better and you 
can start blaming people for stuff, 
too. The little audience profiles that 
you make, you can blame them for 
stuff that’s wrong on your site.

Paul: It’s kind of a fun thing but I 
think some people might have a 
disconnect between seeing that 
and how it actually effects your 
bottom line. I’ve seen multiple de-
sign agencies that are doing this 
same kind of thing. What is it, as 
an entrepreneur, that I’m missing 
about that?

Jason: Well, like I said, I think a lot 
of this random stuff in general and 
a lot of marketing is lost on en-
trepreneurs, because it feels like 
it slows you down. It feels like it’s 
an unnecessary step when you’re 
so small. For example, I’ll do that 
when I hit X amount of revenue, or 
I have so many employees, or a big 
user base. I’ll do that stuff then.

I think I would agree in a lot of 
cases, the way traditional agen-

cies have done it, it’s really cum-
bersome. But, doing this kind of a 
hybrid, short form model, where 
it’s like one page, or two pages, I 
think is really critical. And it posi-
tions you for growth and helps you 
to decide, and we’ll use a classic 
entrepreneurial term of ‘pivoting’, 
it helps you decide when to pivot, 
because you have something to 
measure against--not just your gut 
intuition.

Paul: So this is trying to give quan-
titative measure to a lot of times a 
qualitative process?

Jason: That’s right. It’s kind of, 
you’re creating a focus group on 
your own, without actually making 
a focus group.

Paul: Fake focus group.

Jason: Something like that.

Paul: All right. What are the steps 
necessary to do this?
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Jason: Well, I would tell you I don’t 
think anybody should do this by 
themselves. I think it really pays 
to have a couple of people in the 
room, whether those are your 
business partners and folks you’re 
working with, or a trusted advi-
sor, or just some friends, because 
you’re not going to sit alone and 
sketch this thing out and come up 
with the best possible end result. 
So, have some people around you, 
and throw it on a white board.

We like to define some categories 
that you think would be interest-
ing to know, and relevant, whether 
that’s reading material, or what 
they eat, their age, obviously. Gen-
der is a big deal; education back-
ground. All those pieces that you 
fill out on all those surveys are the 
things that you want to, at least, try 
to put on the board and start to fill 
in. And then build the people; and 
start to go, what do they want? 
What are their goals? What are they 
trying to do? And really kind of go 
from there on that.

Paul: Is there anything else in that 
section?

Jason: I think what’s good to re-
member, is that if you know who 
you’re talking to, and you begin to 
understand what you think they’re 
looking for, the rest of this be-
comes a lot easier. With the rest of 
this, you can find all the other data 
points you need pretty easily at 
that point. So, it is critical. It sounds 
trivial, but there’s a lot of benefit.

Paul: So, this is just the building 
block thing, and we’ll be able to 
execute on this later.

Jason: Mm-hmm.

Paul: Great. Let’s move on to the 
next section. The next phase is 
discovery. What does this actually 
mean?

Jason: Well, discovery is a name 
and a term that gets thrown 
around a lot, so I’m cognizant of 



1 Hour Marketing

www.appsumo.com 12

that. We use it very specifically with 
web. And when we are building 
websites big and small, we always 
build in some time to do discovery. 
For an agency or for a freelancer, 
whoever is building your stuff, 
and that might be yourself, this is 
a pretty cool thing to go through 
and to spend some time putting 
together all the pieces, like the 
other stuff we talked about, it kind 
of comes together here.

It can be long; it can be short. 
It can be facilitated, or it can 
be something you kind of walk 
through on your own. But it’s get-
ting a lot more intentional with 
what you’re hoping to get out of 
your site. Everything from all the 
funny little features that you think 
would be cool to have, all of the 
things you think you might do in 
the short and near term, and some 
things that I would call like a wish 
list bucket. So, a great example be-
ing a lot of small companies that 
we work with think that they want 
to do video. It would be cool to do 

a YouTube series, kind of like what 
we’re doing here. And that’s a great 
idea for a lot of companies and for 
a lot of small businesses, a really 
great communication tool, and a 
way to connect with your custom-
ers. It’s personal, a way to add val-
ue, and then become the expert in 
the process.

Well, it doesn’t make sense for a lot 
of companies or small businesses 
to do that right away, because they 
don’t have the resources or they 
don’t have the time, or it’s going to 
turn out looking crappy. But they 
know they want to. So, those are 
the kind of insights we want to 
pull from a discovery session is the 
things that near term and maybe a 
little bit mid- term you want to do, 
you think might work.

Those communication tools that 
we talked about earlier; how do 
those all fit into this? This is every-
thing from, “Do I want a Twitter 
feed on my home page”, all those 
sort of things. We want to get that 
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out on the table and we want to 
start thinking about it. This is going 
to position us well to start wire-
framing out the site. Actually figur-
ing out what goes where and how 
the navigation works.

Paul: Even advertising campaigns 
would fit under this, correct?

Jason: Absolutely. That is one of 
the things we find a lot with our 
customers that we worked with 
for a lot of years. Clients will come 
back and say, “Hey, I’m sponsor-
ing this event.” We live in Michigan, 
downtown Grand Rapids, there is a 
thing called Laugh Fest and a lot of 
companies like to sponsor it. They 
give you a little badge that goes 
on there, or a little ad that goes on 
your page.

If we do this discovery right, and 
we start to think about that kind of 
stuff ahead of time, we know when 
that comes up, where it’s going to 
go on the page. So we don’t have 
to redesign the whole site and 

tweak a whole bunch of stuff. We 
have a place reserved for it, real 
estate that’s reserved for a video, 
a badge, or whatever it is. It future 
proofs it to a point.

Paul: This can save you a lot of time 
when you are adding some of that 
new stuff.

Jason: Absolutely.

Paul: How do we even get started 
planning this stuff out? This is pret-
ty high level. Can you break this 
down and show us the nitty-gritty?

Jason: Sure. It doesn’t have to be 
a scary process, but a key critical 
part of it is to make sure you have 
the right people in the room. What 
we want at the end of a discovery 
is some sort of document or some 
sort of documentation that any-
body you work with in the future, 
any web developer or freelancer 
could pick up and understand 
right away. They understand why 
you made the decisions you did on 
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building the first round of the site, 
why this goes there and what the 
content strategies are all about. It’s 
really trying to pull out those dif-
ferent pieces.

So you have to have the right 
people in the room. You got to do 
your homework before you actu-
ally sit down to do this. Having 
some background information, 
understanding the industry you’re 
in, whatever that is, and pulling 
up some competitors is always a 
nice thing, who you think might be 
competitors.

If you are in a brand new market, 
then get aspirational and find an-
other company that is doing some-
thing else that you think just did it 
well. Just look at them. Put them 
out on a table. Print out their site, 
and just look at it. What makes it 
special? What makes it stand out? 
Why is this something that I really 
appreciate, and what grabbed my 
eye? Why am I a customer of this 
other service? Start asking those 

kind of questions.

Bring your audience profiles into 
the mix then, too. This is a funny 
thing to do, but the value of it is 
really extreme and like I said, the 
value isn’t just short-termed to 
help you build a great wire-frame, 
which helps you build a great de-
sign, which actually helps you 
build a sweet website, but it’s mov-
ing forward. It helps you continue 
to do that as you go.

What we want is to come out of 
this with a sweet wire-frame that 
makes sense that will grow with 
our business, whatever it is. Really, 
asking the deep questions about 
how this works, what I want to do, 
what features that I think is really, 
really important to have, and then 
do some pie-in-the- sky dreaming, 
because that is going to help you 
reserve that real estate later on and 
build a wire-frame that can grow 
and accommodate your business 
as it changes.
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There’s a lot of different ways you 
can do it. You can do a really de-
fined process that have 10 or 12 or 
15 questions. You can have an hon-
est frame decision with the right 
people in the room, and somebody 
taking notes. You are building a 
site map, too as you are going 
through this. You are trying to fig-
ure out what information people 
really, really need to have.

Everybody has an “About” page. 
What’s actually going on there, and 
why? Everybody has some sort of 
way of keeping you up-to-date. 
Whether it’s a blog, or news and 
events, whether it’s Twitter. Let’s 
lean on our audience profiles and 
pick the right tool there that’s go-
ing to maximize the most amount 
of my audience and their ability 
to actually keep up with who we 
are and what we are doing. Kind 
of working through those sorts of 
things is really helpful.

Paul: You said you can build the 
wire-frame and that’s really help-

ful and useful, but I think a lot of 
people that are just getting started 
with marketing stuff here might 
not know how to do a wire-frame. 
Can you show us how to do that?

Jason: Absolutely. In its basic form, 
a wire-frame is a site without paint 
on it. It doesn’t really look all that 
pretty. It doesn’t have to be ex-
act and precise. It’s basically a line 
drawing or a blueprint of your site. 
We always like to do a wire-frame 
of a home page and then a couple 
of the sub pages or the feature 
pages, whatever they are. And 
why wire-frames are important is 
because it’s a lot easier to change 
stuff in the wire- frame stage than 
when you get down to the design 
stage, and you’ve really got to 
tweak a lot of stuff.

So, this basically sets us up to hand 
it off to the designer, whoever that 
is, and it might be you, to really 
know what goes where, how the 
navigation works, what content 
is going to get plugged in there. 
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It’s not all inclusive. It’s really, like I 
said, just lines and basic words, but 
we’re really thinking through what 
goes where.

Paul: So, what tool are we looking 
at here?

Jason: This is a tool called Mock 
Flow, and it’s a web-based app. 
They have Adobe Air app you 
can download, too, from multiple 
platforms, which is nice. I like it 
because it’s free if you do one proj-
ect. It’s really low cost if you have 
multiple projects. So, I alternate 
between this and a nice notebook 
because I think you can sketch 
this stuff out pretty easily in a lot 
of cases as well, but if you have 
trouble drawing straight lines and 
you’re kind of a perfectionist, this 
might be the better way to go.

I’m going to show you a project 
that I just did really quickly, and 
literally this took me like, ten min-
utes. I’ll show you and you’ll see 
that it took me ten minutes, but I 

do some work here with a Tedex 
project that’s coming. I used basi-
cally over here this layout builder 
and pulled a layout that I liked that 
had three columns just to get me 
started.

Like I said, we’re not trying to get 
it exact here, and we’re not trying 
to make everything look the same 
as everybody else, but we’re trying 
to start to organize information. 
When we can organize informa-
tion, then it gets a lot easier to de-
sign it and make it look sweet and 
make it work well.

A big part of the wire-framing pro-
cess for me is thinking through 
how navigation is going to work. 
So, these are just links right now, 
just straight out one link. It doesn’t 
do anything, but over here these 
are all different features. You can 
add common web features. You 
can add a mega menu in there. 
Those are the things that we want 
to start thinking about as the busi-
ness grows, whatever it is.
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Paul: Okay.

Jason: And how you’re using the 
main branding area and all that 
jazz.

Paul: So, this is a cool example 
of just building something really 
quick, but can you show us a more, 
in depth version of this?

Jason: Sure. So, we’re doing a proj-
ect for a non-profit right now. What 
we did is we built this all in Mock 
Flow, and in Mock Flow you can 
actually start to annotate things, 
which is really nice, especially 
when we have to share things digi-
tally a lot because we can’t always 
pull the client into the room. And 
most of you are probably in similar 
cases, so we want to just show why 
we’re doing what we’re doing.

This is kind of nice as you’re leav-
ing a legacy for the people that are 
going to be working with you in 
the future, too. Just to know why 

you did what you did is really help-
ful. We designed this in Mock Flow, 
and it’s just a really simple mock-
up in wire-frame. It’s not fancy. 
We’re not suggesting that these 
are actually what it looks like and 
how big everything is, but we’re 
reserving space for these different 
things.

We’re showing down here, we’d 
like to have a flicker image rota-
tor. We know that we need to have 
this piece, this email sign-up. That 
was coming out of our discovery 
process, knowing that one of the 
main goals of this site for this client 
was to get people to sign-up to get 
more information. A pretty basic 
goal, but it was a big deal for them. 
Site search, all this stuff up here.

When you get into some of the 
sub-pages, what’s nice, too, is 
that you can show some options. 
Right now, we said we want to put 
the mission and vision up there, 
but what would it look like if we 
swapped in another module that 



1 Hour Marketing

www.appsumo.com 18

had values or “easy to do” because 
we’re building it in a WordPress so 
we can drop those things in and 
out. We just want to show what ac-
tually could go there and what we 
feel is appropriate to go there.

So, we go through a couple of the 
other sub-pages in here, just think-
ing it through, not anything really 
different, but we often will plug in 
copy, but not the exact copy. A lot 
of this is just lorem ipsum. Once 
we have a wire- frame and this is, if 
you’re working with an agency or 
a freelancer, this is a perfect time 
for a sign-off and approval because 
if you feel good about the wire-
frame, then chances are the design 
is going to go in a great direction.

But if you don’t really feel good 
about the wire-frame, you’re run-
ning a risk. So, we like to get an ac-
tual sign-off here, a good thumbs 
up from the client. So, here’s the 
home page in the wire-frame for-
mat. Here’s the home page, and 
we’re taking a stab at what the 

design could look like. It’s a funny 
name of the organization called 
Billy Bear Hush, but it’s commemo-
rating a kid that died, and now 
they’re working with hospitals in 
the area. A great story but a funny 
name. And so, we can go back 
here.

Here’s how we decided that it was 
going to look. We got sign-off from 
the client here. It actually played 
out just a little bit differently. We 
have this big, main branding area 
and the navigation’s down here. 
That was something that as we 
got into the design, we could base 
it off of. Knowing okay, we need 
these things up here. We know that 
we want to have an image rotator. 
We know that we’ve got this main, 
big branding area.

Well, it can play out a little differ-
ently and that’s okay. We’re still 
getting all those pieces in there. 
We’ve got the sign-up down here. 
We’ve got the Facebook gallery 
down here. So everything’s kind of 
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in a similar spot as it is in the wire-
frame, but it just plays out in a cool 
design. So then you can actually 
look at a sub-page, too. Those are 
a lot closer to what you see on the 
wire-frame, almost exact, because 
they’re a lot simpler.

You’ve got these modules over 
here. You’ve got the main story 
over here that’s represented here 
and here.

Paul: So would you say that do-
ing the wire-frame first, saved you 
guys time?

Jason: By doing the wire-frame first 
and getting an approval on that, 
it saved us time and allowed us to 
build and design more efficiently 
or have more time to design the 
way that we want to. In our case, as 
an agency, that actually works out 
to be more cost efficient for our 
client, too, because it takes us less 
time. We do billable hours here. 
We think that that’s a cool way of 
doing it, and it doesn’t have to be 

a long, drawn out process, but if 
we get good response on a wire-
frame, that sets us up for great suc-
cess to go down the route of de-
sign. A lot more efficient overall for 
everybody involved.

Paul: Right. And even someone 
that’s just doing this themselves, 
like you said, they’re going to have 
more time to design this.

Jason: Absolutely. And if you get 
to a point where you have to hand 
off stuff to an outside developer 
to build it out. If coding is not your 
thing and you’re a designer, you 
don’t want to code it, having these 
pieces is a really, really valuable 
thing for a freelance coder to have, 
too. It helps them do their job bet-
ter.

Paul: So how do we integrate our 
different marketing pieces into the 
wire- frames?

Jason: Sure. So as we’ve gone 
through the discovery, out of the 
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discovery process, what we talked 
about before, we want to see some 
main goals and objectives and a 
main feature set. So then once we 
know all the main goals and objec-
tives and the main feature set, then 
we’ve got to find a place for it live 
on here and how it’s going to play 
out.

So one of the main goals, for this 
site that we’re looking at here, was 
to show pictures as an element of 
storytelling. Kind of a basic thing, 
but a really big deal for this par-
ticular client to really capture what 
was going on with the non-profit. 
So that was the big priority to us. 
We built in two places for that to 
happen. We’ve got this great image 
rotator up here. They can swap in 
video down the road if they have 
that. We make a little note of that. 
We think four main stories would 
be great. We’re going to have two 
that stay constant and two that 
they rotate in with recent informa-
tion.

Another place down here, we’ve 
got the photo booth and that’s go-
ing to turn in, as you see on the de-
sign, to actually pulling from their 
Facebook page, their Facebook 
gallery. We wanted to make sure 
that photos stay front and center, 
because they feel that’s the best 
way to tell their story. So that was 
a communication objective for this 
particular organization.

Paul: Okay. So your wire-frame was 
really based around your market-
ing efforts.

Jason: Absolutely, absolutely.

Paul: Okay.

Jason: So we walked through the 
goals and objectives of the market-
ing effort and then made sure that 
the wire-frame reflected all those 
goals and objectives.

Paul: Great. Anything else we need 
to know about wire-frames?
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Jason: No. It’s a valuable process to 
go through. It’s not hard and the 
piece that I like about it, it doesn’t 
have to be perfect. We’re just trying 
to get the pieces into the rough 
place where they’re going to land 
and it makes design go a whole lot 
easier.

Paul: Now Jason we have all these 
different things. We know who 
our customers are, we built out 
wire-frames, then we’ve carved 
out spots for our marketing efforts. 
How do we actually go from the 
planning process to actually ex-
ecuting on this?

Jason: Sure. I’ll answer your ques-
tion by telling you a pitfall that 
happens. People don’t actually 
stick to the plan. Google AdWords 
is a great example that we see a lot. 
So that’s one of the communica-
tion tools that we’ve defined in this 
process. We build the campaign. 
We get it launched, and it runs for 
two weeks. They’re going, “Why am 
I not number one on Google, and 

why is it not returning blah, blah, 
blah?” Well, you haven’t given it 
enough time to work, and I think 
that in our culture today and be-
ing entrepreneurs, this is the battle 
that we all, personally face, too, is 
there’s a lot of pressure. We want to 
see a quick return.

The beauty of the plan is that you 
have something that you can mea-
sure against, and you walk forward 
with. But you’ve got to stick to it as 
appropriate. Now, if things totally 
change and you go in a completely 
different direction with your busi-
ness, then obviously your plan has 
to adapt to that. That’s a different 
kind of situation. But, I would im-
plore you to just stick with it for a 
little while. Give it a chance.

The thing with a marketing plan, 
especially when we get into things 
like social media and whatnot, 
voice is important and tone is im-
portant. And the other common 
pitfall is if you’re part of an orga-
nization that has multiple people, 
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you do need to define who is do-
ing what. And that’s like a super, 
uber basic foundational thing, but 
we see it with almost every client-
-big and small. There is dysfunction 
within their team. And that’s fine. 
That’s how it goes. But the biggest 
value that we can add as an out-
side party is helping to find who is 
going to do what. Who is maintain-
ing this part of the website? Who is 
maintaining the Twitter profile? It 
may seem silly, but it’s a big deal.

That’s how you actually execute 
this. You have people that are as-
signed to do it. And it might be all 
yourself, so then when you have a 
plan you’ve actually got to calen-
dar that you’re working through, 
you know what pieces have to hap-
pen. You have a checklist, like some 
really easy, nitty gritty easy things 
to do. That might sound complete-
ly ridiculous and elementary, but 
it’s amazing how many people ac-
tually forget to do that.

Paul: Now, that was actually my 

follow-up question. It seems like a 
lot of the people that are watching 
this are either working completely 
on this by themselves, or with one 
or two other people.

Jason: Right.

Paul: So, you said to apply this with 
yourself, like you just need to have 
a checklist of this is what I’m going 
to do and when.

Jason: Yeah, I think you take your 
plan, and as an example, a lot of 
times we do social media cam-
paigns and say what you want 
about social media, but it is a big 
deal and there are a billion people 
on Facebook, so we have to pay 
attention to it. So, we take all those 
services that we’ve chosen for that 
company, that they’re going to use, 
and it might just be Facebook and 
Twitter; maybe Facebook, Twitter, 
and YouTube, whatever. We make a 
little grid out of that, and just say, 
for these types of things we’re go-
ing to use these services. So, for 



1 Hour Marketing

www.appsumo.com 23

press releases we want it to show 
up here, here, and here. It’s really, 
really basic and really, really ele-
mental, but it gives you a place and 
a measurement point to see if you 
actually do that. Is this reaching 
the audience that we want? And I 
have to hold myself accountable to 
it.

There’s a piece of value there, espe-
cially when you’re working on your 
own, to just have it written down. 
And that’s why I like doing this 
with one or two pages that you 
can fall back on. Measure up every 
week--did I do this? Am I achieving 
my goals? Am I remembering who 
my audience is and who my cus-
tomer is? Am I checking up with 
my web developer to make sure 
that we’re actually following the 
wire-frame that we agreed upon, 
and the feature set that we think is 
the right priority right now? Those 
are the kinds of things that seem 
basic, but get lost.

Paul: All right, so, really the goal of 

the marketing plan is to establish a 
schedule?

Jason: Yeah, that’s a great way of 
putting it--establishing a schedule, 
and it’s establishing a schedule 
with the right tools, knowing what 
you’re going to use to tell your sto-
ry to the world, and then sticking 
to it--and, using that to grow your 
business the right way.

Paul: Great. Anything else we need 
to know about execution?

Jason: No, I think when you start to 
bring in outside resources, which 
we’ll talk about in a second, then 
this takes a little of a different tact. 
To steal a line from Nike, “Just do 
it”, seriously. Just do this, and try it, 
and stick to it for a little bit, and I 
think you’ll be pleasantly surprised.

Paul: Now, the next section that I 
want to ask you about was let’s say 
we’re a small company and we’re 
so focused on the product that 
we really just need to bring like a 



1 Hour Marketing

www.appsumo.com 24

freelancer to help us with some of 
the marketing stuff, or maybe an 
agency if we’re bigger. I’ve known 
a ton of entrepreneurs that just got 
burned by freelancers. How do you 
make sure that you pick the right 
one and integrate them into your 
team?

Jason: Yeah, that’s a great question. 
We see it a lot. We see people as 
a pretty small agency, but we see 
people that come in as refugees 
from bad freelancer experiences. 
So, the positive of using freelanc-
ers is you can design your own 
team. You can find somebody that 
just fits with you, and can journey 
with you. A lot of times, in a great 
small startup you can bring them 
in, which is kind of a cool way of 
doing it. You can build a team, but 
you’re building it piecemeal, and 
there’s a downside to that.

You run the risk of losing the cohe-
siveness of a marketing plan, or a 
communication strategy. If you’ve 
got one guy working on this and 

one guy working on this and an-
other guy working on that, then it 
starts to disintegrate. And the onus 
is back on you, even more than it 
was already, to keep it together 
and stick to the plan. I think where 
people fall into trouble with free-
lancers sometimes is scope chang-
es. They’re a big deal. We run into 
that in the agency world, too.

So, I’m not pointing a finger at 
freelancers. But, if you don’t have 
a good defined relationship based 
on trust and a great way to com-
municate whatever that is, you’re 
both cool with the fact that you’re 
going to text on it, or you’re going 
to talk on Skype, or whatever it is, 
just knowing that upfront can ac-
tually save a lot of problems down 
the road--defining expectations. 
The more of this that you have 
documented ahead of time, that’s 
the beauty of having some of this 
written down, because you can 
hand it off to somebody that you’re 
working with so they know what 
you’re thinking and why you’re 



1 Hour Marketing

www.appsumo.com 25

making the decisions you are.

Paul: You give them the road map?

Jason: You give them a road map. 
Exactly.

Paul: So, how do you actually go 
about hiring either a freelancer or 
an agency?

Jason: Well, an agency is a little bit 
different. You’re looking for a big-
ger kind of fit there. It’s typically 
going to be a little bit more money, 
blah, blah, blah. But, the bonus of 
an agency in that situation is you 
probably are going to get a little 
bit more strategy, an over arching 
strategy, and you’re probably go-
ing to get a different creative prod-
uct. We, as an agency, will push our 
clients, and think proactively.

I see a lot of people, not because 
the freelancers aren’t good, but a 
lot of people leaning on freelanc-
ers just to execute stuff. So, that 
depends on what kind of leader 

you are, and what kind of business 
owner you are, and how open you 
are to suggestions and how open 
you are to somebody really push-
ing you forward. We turn down 
business all the time, when people 
just come to us and want us to 
execute stuff. That’s not what we’re 
good at. That’s a waste of money 
for them.

Go get a great freelancer that will 
implement their ideas well. And 
then we have freelancers that 
come to us going, I want to be part 
of something bigger. I want to be 
part of a bigger process, and I want 
the over arching strategy for my 
client, which is kind of cool. Pick-
ing an agency and picking your 
freelancer is a bit like dating. When 
we get involved with somebody, 
whether it’s big or small, and we 
do work for one-person companies 
and Fortune 500 kind of stuff, so 
we’re all over the place, but there’s 
a little bit of a dance.

When you’re dealing with creative 
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stuff, when you’re dealing with 
marketing, when you’re entrusting 
someone else, whether it’s a free-
lancer or whether it’s an agency to 
tell your story for you, I think that’s 
really hard for a lot of people, espe-
cially for entrepreneurs. You’re giv-
ing up a little bit of yourself. You’re 
letting someone else hold your 
baby.

So, there has to be a level of trust 
there, both on how you communi-
cate, but knowing that they have 
your best interests in mind, that 
they understand your goals; that 
they get what you’re trying to say 
in your discovery process, and 
who you think your audience is; 
that they understand that, and can 
help you make it better on behalf 

of your business and your goals. 
That trust thing, and that commu-
nication thing, as basic as it is, is a 
super big deal. And we see people 
that are burned all the time, like I 
said, these refugees that come in, 
“Help me, please.”

Paul: Gotcha. Well, Jason, thanks a 
ton for your time. You’ve given us a 
great way to actually build a map 
here and see how we’re measuring 
up. Thanks for showing us how to 
do wire-frames as well.

Jason: Hey, thanks for having me, 
Paul. I hope it’s helpful for every-
body. And have fun.

Paul: All right. Thanks again, Jason.


