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Proposal for 6-Month Proof of Concept (POC): 
Building a Content Machine for One Step GPS 
Prepared by Anita Flejter, Content Strategy & Growth Marketing Leader 

  

Having led content strategy and digital marketing initiatives across multiple tech-focused 
sectors, I am excited to present this comprehensive proposal for establishing One Step GPS as 
a category leader through strategic content development and distribution. 

Why Me? 
As a growth marketing leader with extensive experience in demand generation and content 
strategy, I bring a unique combination of technical understanding and creative execution to the 
table. My track record includes successfully scaling content operations that have consistently 
led to category dominance and significant ROI enhancement for B2B tech companies. 

Having reviewed One Step GPS's current digital presence and content assets, I see 
tremendous potential for growth. My expertise in video editing, social media optimization, and 
content syndication positions me perfectly to transform your existing resources into a powerful 
content machine. 

The Vision 
Over the next six months, I propose to implement a proven content acceleration system that will: 

●  Transform your current social media presence from sporadic posting to a strategic, 
high-velocity content engine 
●  Convert existing raw video assets and blog content into engaging, multi-platform 
content 
●  Establish One Step GPS as the go-to thought leader in the GPS tracking industry 
●  Develop a scalable and impactful content creation engine 
●  Engage target audiences across identified ICPs through content 

 ​
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Key Goals: 
●  Content Creation & Optimization: Develop a repository of high-quality, multi-purpose 
content to address ICP-specific needs. 
●  Audience Engagement: Build and maintain an active presence on LinkedIn, 
Facebook, Twitter, and YouTube. 
●  SEO and Traffic Growth: Improve organic reach by optimizing existing and new 
content. 
●  Lead Generation: Use targeted landing pages, videos, and blogs to drive 
conversions. 
●  Scalable Process: Establish a repeatable, scalable content creation process to 
support long-term growth. 

Preliminary Analysis: 

Existing Assets: 

●  Blog content available but requires social media repurposing. 
●  Raw videos: customer interviews, testimonials, and internal conversations (need 
editing). 
●  Collateral: reusable images and existing design assets. 
●  Ready-to-launch landing pages for 7 ICPs. 

Target Platforms: 

●  Primary: LinkedIn, Facebook, Twitter. 
●  Recommended addition: YouTube, leveraging raw video content and its search engine 
potential. 

Current Social Media Presence: 

●  LinkedIn: 613 followers -  https://www.linkedin.com/company/one-step-gps/ 
●  Facebook: 2K followers - https://www.facebook.com/onestepgps 
●  Twitter: 25 followers - https://x.com/1stepgpsdevices 
●  YouTube: Non-existent (requires setup).​
​
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An Ideal Customer Profile (ICP) 
While specific details about One Step GPS's seven ICPs were not yet discussed in detail, I infer 
these potential profiles based on their services and industry focus: 

● Small to Medium-Sized Enterprises (SMEs) with Vehicle Fleets: 

Businesses operating a fleet of vehicles, such as delivery services, construction companies, or 
service providers, seeking affordable and reliable GPS tracking solutions to enhance operational 
efficiency. 

● Logistics and Transportation Companies: 

Firms involved in goods transportation requiring real-time vehicle tracking to optimize routes, 
monitor driver behavior, and ensure timely deliveries. 

● Field Service Management Companies: 

Organizations providing on-site services (e.g., maintenance, repairs) needing to track technician 
locations, manage schedules, and improve response times. 

● Municipal and Government Fleets: 

Public sector entities managing fleets for public works, emergency services, or transportation, 
aiming to monitor vehicle usage, reduce fuel costs, and ensure compliance with regulations. 

● Construction and Heavy Equipment Companies: 

Businesses utilizing heavy machinery and vehicles on job sites, requiring tracking for asset 
utilization, maintenance scheduling, and theft prevention. 

● Educational Institutions with Transportation Services: 

Schools or universities operating buses or shuttles, focusing on student safety, route 
optimization, and timely arrivals. 

● Healthcare Providers with Mobile Services: 

Medical facilities offering home healthcare or mobile clinics, needing to track vehicle locations, 
manage appointment schedules, and ensure patient visits are conducted efficiently. 

These inferred ICPs align with industries that typically benefit from GPS fleet tracking solutions, 
emphasizing operational efficiency, cost reduction, and service improvement. 



Strategy Philosophy: 
●  Posting Cadence: Gradual buildup on LinkedIn from 3 posts a week to 3-4 times 
daily. Initially posting Monday-Friday, later extending to weekends for continuous 
engagement.​
​
 
●  Content Lifecycle: Each piece of content (e.g., blogs, case studies, videos) is posted 
4-6 times with staggered scheduling to maximize visibility and engagement. Posts will 
vary in copy and context to maintain freshness while leveraging platform algorithms.​
​
 
●  Platform Diversification: Establish consistent posting on Facebook, Twitter, and 
YouTube to complement LinkedIn activity and reach a wider audience. 

AHA Moments 

AHA Moment #1: The 1:7 Content Ratio 

Rather than constantly creating new content, successful B2B tech companies thrive on the 1:7 
ratio: one piece of core content repurposed into 7 different formats. This approach typically 
reduces content creation costs by 60% while increasing engagement by 40%. 

AHA Moment #2: The Platform Velocity Secret 

Most B2B companies post too slowly to gain an algorithmic advantage. Research shows that 
LinkedIn's algorithm favors accounts that post 3-4 times daily with at least 2 hours between 
posts, creating a "visibility momentum" that typically results in 3x organic reach. 

AHA Moment #3: The Content Lifecycle Matrix 

Instead of random posting, we'll implement a proven content lifecycle matrix, for example: 

●  ​ Day 1: Original post 
●  ​ Day 3: Reformatted perspective 
●  ​ Day 7: Question-based engagement 
●  ​ Day 14: Case study angle 
●  ​ Day 30: Updated insight 

This approach typically yields 5x more engagement than a single-post strategy. 

  
  



6-Month Plan Overview 
Sprint Duration: 2 weeks (12 sprints total) 

Sprint Framework: 

The Sprint Framework is designed to systematically build and execute a comprehensive content 
strategy by breaking it into manageable, iterative steps. Each sprint focuses on key elements 
such as content development, social media engagement, and performance tracking to ensure a 
steady progression towards established goals. 

By leveraging existing assets and implementing tools like Simplified or Metricool for 
scheduling and analytics, this framework provides a structured yet flexible approach. 

The ultimate aim is to refine One Step GPS's digital presence, maximize audience engagement, 
and create scalable processes for long-term success. Each component of the framework 
contributes to a cohesive strategy, ensuring every effort is aligned with business objectives. 

Content Development 

●  Edit raw videos (customer interviews, testimonials, internal conversations). 
●  Repurpose existing blogs for social media posts. 
●  Create micro-content (short clips, infographics, quotes) for social platforms. 

Social Media Focus 

●  Develop and schedule posts for LinkedIn, Facebook, Twitter. 
●  Launch a One Step GPS YouTube channel. 
●  Monitor and engage with audiences. 

Recommendation for Content Scheduler: 

●  Simplified: Combines scheduling, analytics, and design in one platform. It allows 
teams to collaborate, schedule posts, and track performance seamlessly. Pricing starts 
at $18/month for small teams. We will most likely need $85/month plan.​
​
 
●  Metricool: Offers robust analytics, easy-to-use scheduling for multiple platforms, and 
content performance insights. Excellent for data-driven strategies. Pricing starts at 
$12/month for basic plans. We will most likely need $45/month plan.​
​
 
●  Key Difference: Simplified excels in creative tools like image editing, while Metricool 
has superior analytics and reporting capabilities. I would lean towards Metricool.​



SEO Optimization​
 
●  Optimize videos with transcripts, captions, and metadata. 
●  Refine landing pages for 7 ICPs with targeted keywords. 

Performance Review 

●  Evaluate metrics (views, engagement, conversions). 
●  Adjust strategies based on analytics. 

 
Deliverables (By the End of 6 Months) 

Process: 

●  Scalable and repeatable content creation workflows. 

Content Library: 

●  Edited customer videos (testimonials, interviews, internal conversations). 
●  Social media-ready quotes, infographics, and video clips. 
●  ICP-specific YouTube playlists. 

Social Media Assets: 

●  Increased LinkedIn, Facebook, Twitter activity with consistent posting. 
●  Established YouTube presence with regular uploads. (2-3 times a week) 

SEO & Analytics: 

●  Fully optimized YouTube 
●  Comprehensive performance reviews and analytics reports. 

  
  
  
 
 

  



6-Month Timeline (Detailed) 

Month 1 

Sprint 1: 
Focus: Familiarize with ICPs, existing content, and organize assets. Establish a clear starting 
point to ensure the strategy aligns with the brand's audience and objectives. 

Deliverables: 

●  Organized video library. 
●  Preliminary editorial calendar for 6 months. 
●  Social media accounts audited and ready for posting. 

Sprint 2: 
Focus: Begin basic posting to establish presence on key platforms. Showcase repurposed blog 
content to drive traffic to the website. 

Deliverables: 

●  3 posts per week on LinkedIn, Facebook, and Twitter. 
●  Launch YouTube with 3 testimonial videos. 
●  Edited initial set of customer testimonial videos. 

  

Month 2 

Sprint 3: 
Focus: Profile ICPs and align content with their unique needs. Leverage customer testimonials 
to build credibility. 

Deliverables: 

●  Weekly posting increased to 5 days. 
●  First round of ICP-focused posts. 
●  YouTube uploads with SEO-friendly descriptions. 

Sprint 4: 
Focus: Create deeper engagement by dedicating days to specific ICPs. Build YouTube playlists 
to segment audiences. 



Deliverables: 

●  2 YouTube playlists for top ICPs. 
●  Consistent posting tied to specific ICPs (e.g., "Medical Mondays"). 
●  Newsletter draft highlighting new social activity. 

  

Month 3 

Sprint 5: 
Focus: Create engaging content using customer interviews. Address audience pain points 
through social posts and videos. 

Deliverables: 

●  5 short video clips from interviews. 
●  Text-based quote posts for LinkedIn. 
●  Social Media posts with CTAs leading to individual pages listed under Solutions: 

○  Monitor your fleet: Real-time data to bridge the gap between the office and the 
road. 
○  Reduce operational costs: Reduce fuel waste, decrease insurance premiums, 
minimize accidents, demonstrate powerful ROI. 
○  Establish asset security: Get instant alerts for unauthorized vehicle use and 
locate stolen assets in real time. 
○  Advance fleet safety: Create the framework needed for an effective safety 
program. Data-driven tools to coach drivers. 
○  Simplify compliance: Automatically log ELD data and IFTA and DVIR reports, 
making compliance simple. 
○  Install and manage with ease: A range of options that meet any need, with 
installation in as little as 1 minute. 
○  Adapt for sustainability: Reduce emissions by optimizing routes, reducing idle 
time, minimizing poor driving habits, and more. 
○  Prepare for electrification: Assess routes for suitability and create your 
roadmap to electrification 

  
 
 
 
 
 
 



Sprint 6: 
Focus: Syndicate content to external platforms for greater reach. Encourage YouTube 
subscriptions. 

Deliverables: 

●  Posts highlighting key ICP pain points. 
●  Content repurposed for Quora and industry forums. 
●  ICP-specific subscription CTAs on YouTube.​
​
 

Months 4-6: Scaling and Optimization Phase 

As we move into the second half of our proof of concept, our focus shifts from establishing 
fundamentals to implementing advanced growth strategies. The first three months will provide 
crucial data about audience engagement patterns, content performance, and platform-specific 
nuances. This intelligence will inform our scaling strategy across all channels. 

During this phase, we'll implement our "Ghost Follower Activation Strategy," recognizing that 
most B2B engagement comes from beyond our immediate follower base. By creating content 
specifically designed to resonate with our followers' networks, we'll tap into exponential reach 
potential. This approach involves studying our most engaged followers' connections and crafting 
content that addresses their industry-specific challenges. 

The scaling phase will introduce our "Technical Breadcrumb Method," breaking down 
complex GPS tracking concepts into digestible, sequential content pieces. For instance, we 
might start with a basic fleet management challenge, build through various solution 
components, and conclude with a compelling call-to-action. This method naturally leads to our 
"Platform Cross-Pollination Technique," where we: 

●  Initiate discussions about industry challenges on LinkedIn 
●  Expnd the conversation through Twitter's real-time engagement 
●  ​ Conclude with detailed solution demonstrations on YouTube 

Our content syndication strategy will expand beyond traditional social platforms to include 
industry-specific forums and knowledge-sharing platforms. By identifying content gaps through 
competitive analysis, we'll create targeted content for underserved topics, establishing One Step 
GPS as the go-to authority in these niches. 

To maintain engagement while scaling posting frequency, we might (to be discussed) implement 
the "Controversy-Agreement Loop." This involves presenting common industry 
misconceptions or challenges (particularly around fleet management and GPS tracking), 
following up with innovative solutions, and concluding with success stories that validate our 



approach. This strategy not only generates higher engagement but also positions One Step 
GPS as a thought leader driving industry innovation. 

The exact tactical execution for months 4-6 will be refined based on the data and insights 
gathered during the first three months, ensuring our scaling efforts are built on proven 
engagement patterns and demonstrated success metrics. The goal is to achieve consistent 
daily posting across platforms while maintaining high engagement rates and steadily increasing 
qualified lead generation. 

  

Metrics for Success 

Social Media: 

●  Increase posting cadence from one every 30-60 days to 3-4 times a day. 
●  Increase follower count by 10% month by month. 

Traffic: 

●  Increase in website visits. 
●  Improved time on page for blogs and landing pages. 

Conversions: 

●  Start seeing inbound requests from social 

  
Conclusion 
This 6-month POC will transform One Step GPS's content strategy into a well-oiled machine, 
leveraging existing assets and tailoring content for maximum audience impact. The iterative 
sprint-based approach ensures agility and alignment with business goals, setting the stage for 
long-term marketing success. 
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