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Inspirational Video

GOPHERMODS

Your K-12 Tech Solutions Partner

Watch on 2 YouTube

HTTPS://YOUTU.BE/DA_DZKG3JCA
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https://youtu.be/da_DzkG3jcA

Introduction

Purpose: Present 12-month strategy using $100k budget

Focus: Reach K-12 IT Directors & decision makers nationally

Topics: Buyer insights, channels, budget, timeline, KPIs

Plan: 12-month GTM plan using the available S100K budget
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Understanding the Buyer

Personas: K-12 IT Directors / IT Management & Decision Makers
Pain Points: Tight budgets, limited staff, logistics burden

Implication: Emphasize convenience and reliability
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Competitive Landscape

A Comprehensive Solution

Key Competitors: Lexicon, Vivacity,

AGi Repair
Buyback &
Opportunity: High-touch service, Recycling
logistics strength, central USA
operations
White Glove Device
Shift: Repairs =& Full lifecycle partner Services Accessories
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Evolving Offerings

New Services: Protection plans, device sales, OEM authorized
partnerships

Value-Adds: Buyback & recycling programs

Reposition: Complete K-12 device support provider
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Marketing Framework

3 Goals: Reach, Demand Generation,
Trust/Advocacy

Marketing Channels organized around
these pillars with a primary focus on
content, organic, database/ABM, digital
ads & events (PULL first; PUSH assists)

Simple approach that can scale and allow
for pivots as data presents itself
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Primary Marketing Channels

- Content & SEO: - Database/ABM
Blogs, Cases, White Papers,
Testimonials, Social, Video - Webinars

Content, Sub Web Pages
- Direct Mall
- Email/Automation
- Trade Shows & EDU Conferences
- Paid Search & Display
- Press Releases & Media Outreach
- Paid Social (Linkedin/Meta)
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Secondary Marketing Channels

K-12 Tech Communities: r/K12SysAdmin, K12TechPro
Cooperative Purchasing: Sourcewell, TIPS, OMNIA
EdTech Media: eSchool News, District Admin

Vendor Partnerships: Jamf, GoGuardian, Mosyle

Associations: CoSN, ISTE, CETPA
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Secondary Marketing Channels

- YouTube Pre-roll targeting

- Vendor directories & portals

- Teacher Tech Ambassador Program
- Regional SEO + Google Biz Profile

- Micro Events / Lunch & Learns

- Podcast Advertising
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Budget Breakdown

Paid Search: S15-25k* . Direct Mail: S10k
Paid Social: S7.5k-15k* [ notto exceed $100k Content/SEO: S10k
Trade Shows: $S15-25k* J Referrals: S5k
Secondary/Additional Channels: S15k Testing: S5k

Additional MarTech: S7.5k

Total Marketing Investment: $100k

Ranges allow flexibility depending on early performance. Final budget allocation will be optimized to stay within the S100k total.
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Launching New Offerings

Protection Plans: Case studies & value messaging
Device Sales: Bundled offers & buying from a total solution provider
Buyback: Content focused on sustainability, simplicity, long-term

OEM Authorizations: Trust badges, partner-sponsored content, PR

Build new pages for offerings to boost SEO, and launch coordinated
email, ABM, press releases, and earned media campaigns at each go-live.
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Champion Building

Customer stories & testimonials
Referral incentives
Teacher/Tech Coach ambassadors

Quarterly device lifecycle
roundtables
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12-Month Timeline

Q1: Launch paid campaigns, Build new offering pages, MarTech + dashboards,
Select 2 secondary channels to activate, Core content + organic SEO foundations

Q2: Direct mail #1, Launch referral/champion program, Execute selected
secondary channels, First webinar, SEO/content expansion

Q3: Device sales push (buying cycle), Direct mail #2, Execute + optimize
secondary channels, Trade show, Continued organic content + email automation

Q4: Cross-sell campaigns with existing districts, Case study production burst,
Optimize secondary channels & finalize year-end impact, Annual review + plan
next 12 months
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Success Metrics

CAC = S500; Calculate LTV & MER
Leads/month + conversion rate
Engagement: Social, webinars, communities

Website traffic & resource consumption .
EXxpansion: Services per district, device revenue

% inbound vs. outbound sourced pipeline
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Summary

Multi-channel, strategic, efficient approach
Positions Gophermods for national growth
Supports acquisition + expansion

Ability to pivot & adjust when needed

Built for scale as Gophermods expands
offerings and national footprint
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GOPRERMODS



