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Al SEARCH AND CATEGORY VISIBILITY

Midpoint Check-In

A representative example of how early findings, strategic direction, and client choices are presented before
the final 90-day plan is complete.

This representative demonstration was created to show the format and decision logic of a midpoint
review. It is not an anonymized case study and does not reproduce any client's findings, metrics,
implementation plan, or outcomes. It illustrates a midpoint deliverable, not the final report.
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EVIDENCE LENSES WORKING FINDINGS RECOMMENDED FIRST PATH

Prepared by BrightBlitz Marketing
Illustrative representative sample | For demonstration and partner review

REPRESENTATIVE SAMPLE | MIDPOINT CHECK-IN PAGE 1



:%rlghtBhtz

Marketing

EXECUTIVE SUMMARY

The illustrative scenario has useful solution pages,
but discovery, proof, and next steps are not yet
working as one buyer journey.

This representative midpoint points to a focused task: choose one buyer problem, align the pages that help buyers understand it,
place approved proof near the relevant claims, and define a measurable next step.

Present Fragmented Partial In progress

CORE SOLUTION PAGES INTERNAL SUPPORT PROOF ALIGNMENT FINAL SEQUENCING

Representative finding pattern
e Several pages address similar buyer questions without one clear
page owning each intent.

What the example does not prove
¢ |t does not establish actual pipeline, revenue, or market share.

¢ It does not establish fixed search or Al visibility across every

 Relevant internal links distribute attention across overlapping .
environment or future date.

destinations.
¢ |t does not describe the current condition of any real company or

» Useful proof exists, but it is not consistently placed near the .
website.

claims it should support.

Choose one buyer problem and align discovery, explanation, proof, comparison,

PIRECTION and action before expanding the publishing program.

DECISIONS NEEDED

NOW Confirm the first buyer, the first use case, and what makes the resulting sales conversation useful.
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ENGAGEMENT STATUS

The work is moving from baseline findings to a
focused final plan.

Workstream Midpoint status What the client receives

Visibility baseline Midpoint pattern assembled A representative view of where priority topics, pages, and proof become fragmented.

Website readiness Midpoint pattern assembled Represeqtahve page-purpose, internal-link, index-governance, and conversion-path
observations.

Catt.egory and source Final validation pending The alternatives, questions, and outside sources that may shape early buyer research.

environment

90-day plan Final sequencing pending Priorities, ownership, verification criteria, and the decisions needed to begin.

What the client can use now
* A clear working conclusion tied to the evidence reviewed so far.
* The strongest technical, discovery, and trust gaps that affect the first buyer path.
* A recommended direction to validate and refine against the remaining evidence.

* A small set of decisions that will sharpen implementation priorities.

The detailed technical audit and final owner-level implementation plan remain separate final

MIDPOINT BOUNDARY deliverables. This checkpoint shows direction without pretending the implementation plan is already
finished.
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REPRESENTATIVE MIDPOINT FINDINGS

Three example patterns show how the final plan

becomes focused.

Discovery and page ownership
* Several pages address similar commercial questions without one
clear primary destination.
* Priority pages do not consistently own one buyer intent from
discovery through action.
* Recommendation: establish a new measurement starting point
after approved site changes.

Proof and conversion
 Important claims and supporting proof appear on separate pages
in the illustrative scenario.
» Conversion routes are not consistently matched to the buyer's
stage or question.
* Ownership of measurement, follow-up, and qualification still
needs definition.

lllustrative search pattern
* Category coverage exists, but overlapping pages make the

intended primary answer unclear.
* This pattern is representative, not evidence from a real company
or live search environment.

lllustrative Al-answer pattern
¢ In a small representative question set, category summaries are

more consistent than vendor-selection guidance.
¢ Actual results vary by platform, date, retrieval, and wording and
require a current client-specific review.

The problem is not simply whether the company has content. It is whether the first buyer
journey connects familiar demand, a clear comparison criterion, trustworthy proof, and a

measurable next step.
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RECOMMENDED FIRST BUYER PATH

Meet the buyer in familiar language, then
introduce a better way to compare options.

01 02 03 04 05
Buyer Problem Discovery Proof Action

Operations leader at a Disconnected reporting and Category and use-case Customer, product, and A qualified product
growing B2B company slow decisions language implementation evidence conversation

Recommended direction
¢ Lead with the terms and problems buyers already use.
 Explain the differentiated operating model without forcing unfamiliar language too early.
* Support the position with approved proof and outside references.
¢ Strengthen relevant links from educational, evidence, and company-news pages.

* Measure movement from buyer-page discovery to a useful sales meeting.

Choices needed before the final implementation plan

Decision Why it changes the plan

Which buyer leads the first path? Determines the page language, proof, objections, and conversion route.
Which use case leads? Determines the first search, Al, content, and evidence priorities.
What makes a meeting useful? Determines what the website and follow-up process should measure.

This representative demonstration was created to show the format and decision logic of a midpoint
review. It is not an anonymized case study and does not reproduce any client's findings, metrics,
implementation plan, or outcomes. It illustrates a midpoint deliverable, not the final report.
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