The Brand
Direction Blueprlﬁt

TURN A PIECED-TOGETHER BRAND
INTO A CLEAR BUILD PLAN

&

Prepared for Dr. Karin Nielsen
Wellness Centre of Baton Rouge

A clear read on what's working, what's
weak, and what to build first so that you
can attract more clients and instill trust.

evolve . =\zgl |||l @RI ]

Okl R S 5 1 M 5 e i



SECTION 1

Your Brand
At A Glance

The Wellness Centre of Baton Rouge website still reflects much of
the language, photography and branding from more than a decade
ago, and over time, different pieces have been added without a
Clear strategy connecting them.

When someone first lands on the site, it isn't immediately clear
how Total Thermography relates to your overall practice, or who
the practice is specifically designed to serve. That puts more work
on a prospective client to understand what you offer, whether it's
right for them and what they should do next.

There are also practical barriers in the client experience. There's
currently no way to book an initial consultation online, and the
intake form is difficult to read, understand and complete. The
online experience doesn't yet reflect the level of care, expertise or
ease they encounter once they walk through your door.

Individually, these may seem like small things. Together, they create
friction while someone is deciding whether to work with you.

| evaluate your brand across five connected areas outline below.
From there, the Blueprint focuses on the findings and actions that will make the biggest difference.

E&% Audience Your best-fit client isn't clearly defined online. Needs clarity
Positioning Strong differentiators are buried. Strong Opportunity
. Messaging Expertise is clear, value is less clear. Needs Focus
|:||][| Visibility Strong referrals; digital presence isn't reinforcing them. Opportunity
B E)I(ient. Too many paths to figure out where to begin. High Priority
perience
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SECTION 1: CONTINUED

Your Brand
At A Glance

Audience — Needs Clarity

Your website doesn't clearly prioritize the people most likely to
benefit from your breadth of services. Someone can recognize
an individual health concern, but it's harder to immediately
understand who the Wellness Centre is uniquely equipped

to help.

Positioning — Strong Opportunity

Your combination of highly personalized naturopathic care and
sophisticated assessment technologies is unique and compelling,
but that differentiation is buried beneath descriptions of individual
services and cluttered pages.

Messaging — Needs Focus

There is a great deal to communicate because you offer so much.
The result is that prospective clients are often introduced to what
you offer before they understand why your approach may be right
for them.

Visibility — Opportunity

Approximately 90% of your business currently comes from
referrals. Your digital presence therefore has an important job:
reinforcing the confidence someone already has after hearing
about you and helping them take the next step.

Client Experience — High Priority

The number of individual services and modalities creates too
many decisions for someone unfamiliar with integrative care. Your
website and intake process should make the first step-obvious and
reduce the amount a prospective client has to figure out alone.
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SECTION 2: AUDIENCE

Your Best-Fit
Audience

Established women, primarily in midlife, who are dealing with

persistent or complex health concerns (gut or hormonal issues and

breast health) and want a practitioner willing to look at the bigger
picture rather than address one symptom in isolation.

Many have already pursued conventional care or tried individual
solutions without getting the answers or progress they want.

They value personal attention and are open to naturopathic care
and unfamiliar technologies when the purpose and process are
clearly explained.

SECTION 3: POSITIONING

Your Positioning
Opportunity

Lead with the combination, not the modalities.

The Wellness Centre's strongest differentiation isn't any single
technology. It's Dr. Karin's ability to combine highly personalized
naturopathic care with an unusually broad range of advanced
assessment tools and therapies.

Rather than asking prospective clients to understand why
each modality matters, position the practice around what that
combination allows you to provide: a more comprehensive
picture and a personalized path forward.

EXAMPLE DRAFT: Dr. Karin Nielsen uses the latest scanning
technologies to create a thorough data-based report and
personalized plan to help women with complex gut, hormone or
breast issues who've been dismissed by conventional care.
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SECTION 4: MESSAGING

The Problem Your
Clients Need Solved

“I know something isn't right, but | don't know
where to start.”

“Nobody's taken the time to explain what's actually happening
to my body. I'm tired of being told my labs are normal when |
don't feel normal.”

Your prospective client isn't looking for thermography, bio-
energetic testing or light therapy. She's looking for someone
who can help her understand what's happening, look at the
whole picture and give her a clear path forward.

That distinction should drive how you present services.

SECTION 5

Your Highest-Leverage
Next Moves

Create a clearer path into care.

Before investing more heavily in advertising or promoting individual services, simplify how prospective
clients enter the practice.

Right now, someone can see many things they could book, but understanding what they should book
requires too much knowledge on their part.

Your highest-leverage move is to create one or more defined starting pathways or packages that combine
appropriate services around the client's needs rather than around the names of individual modalities.

How?

a & & & & @ & & »

1. Rewrite the home page in a Word doc making it as clear as possible what you're offering and for whom.
2. Package your services outlining what's included, as well as the time and financial investment.

3. Then, implement those elements on your homepage (or hand off the design work).

4. Update your Google business page description to match.

5. Implement a booking calendar for free initial consults so clients can take an easy 1st step.
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SECTION 6

What Success
Looks Like

Over the next 90 days, look for signs that the clearer client pathway
is making it easier for prospective clients to find you and take action.

For example:
More new-client bookings originating from the website
Track how many new clients schedule after finding you online.

More qualified inquiries
Track calls, contact-form submissions and consultation requests
from people interested in becoming clients.

More discovery through Google
Watch Google Business Profile and website search traffic for
increases in discovery and actions.

More clients choosing a defined Wellness Plan
Track how many new clients enter through a package rather than
selecting individual services.

Establish your current baseline before making changes so
you’ll have something meaningful to compare against after
90 days.

SECTION 7

Your 90-Day Focus

1. Define the primary entry point
Determine which assessment or combination of services provides the most
useful starting point for a new client.

2. Package the pathway

Group complementary services into 2-3 clearly defined options so clients
aren't assembling their own care a la carte or buying the least expensive or
effective service you offer.

3. Restructure the website around client needs
Lead visitors from health concern to approach to appropriate starting point
rather than presenting a menu of modalities.

4. Reduce booking friction
Create a clear next step and simplify the forms and information required to ev@
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SECTION 8

What Can Wait

First of all, aren’t you relieved there are things that can
wait?! In a world screaming “do everything now!” you can
relax and reset.

Redesigning the entire brand or website, doing a photo shoot,
additional advertising, social campaigns and promotion of
individual technologies are all things that can wait until the
client pathway is clearer.

Sending more people to a confusing experience won't solve
the underlying problem.

Clarify the path first. Then amplify it.

REMEMBER
Everything is Connected...
Just Like Your Brand Should Be.
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Thank You for Trusting
Me with Your Brand

| hope you've found this
Brand Direction Blueprint useful
and easy to implement.

If you need help to pulling all of this
together, 'm here for you. You can
book a complimentary working meeting
or reach out for a quote any time.

BOOK A CLARITY CALL

Connect with me! ‘ -
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evolveyourbrand.online
512.789.6606



https://evolveyourbrand.online/brand-clarity-call/
mailto:Gail%40EvolveYourBrand.online?subject=
http://evolveyourbrand.online
tel:+15127896606
https://www.facebook.com/evolveyourbrand
https://www.linkedin.com/in/evolveyourbrand/

