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Advertising—Current media plan

ÅPINK

ÅReadership: 400,000 

ÅTarget: Women in business and decision-making 

positions

ÅCalendar: Pink distributes 7 issues per year

ÅGevity will advertise in each issue
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Advertising—Current media plan

ÅGevity will advertise 4x in in 

HRO magazine newsletter. 
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Brand Messaging Roll-out
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April, May, June & July

ÅApril

ÅEmail signature campaign launched targeting colleagues with the 
objective of one consistent email signature

ÅResponse rate as of April 16, 2007: 49% of all colleagues

ÅMay

ÅValue proposition: Who is Gevity? 

ÅObjective: to speak on one voice and to have one consistent 
description of ñwho is Gevityò

ÅJune

ÅLongevity Campaign: our roots and how our ñPeople 1stò philosophy 
has helped us grow from a small business in a garage to a 
nationwide lead in HRO

ÅJuly

ÅOne Gevity campaign launches to reignite the spirit of One Gevity. 
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Merchandising

ÅField Offices

ÅPhase 1: Feb 2007

ÅPhase 2: April 2007

ÅExecutive offices

ÅPhase 1: Mar 2007

ÅPhase 2. May 2007

ÅHRA Offices

ÅPhase 1: Mar 2007

ÅPhase 2: Apr 2007
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The Gevity Answer Book

ÅThe Gevity Answer Book presents practical 

solutions and best practices for key 

challenges small businesses face that may 

prevent them from achieving their potential.

ÅThe Gevity Answer book reflects small 

businessô needs, goals and drive to 

succeed.
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Distribution

Media

Broadcast, print 

and online media

Prospects

Distribute through BDM

meetings with prospects 

and distribution 

channels TBD

Key stakeholders

Board members and 

analysts

Edge Tour

Major market events

Clients
Distribute to all clients 

via mail
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4 major sections and topic areas

Growing your business

Streamlining your business

Optimizing business performance

Maximizing people and performance

Summary: Expanding your business-by Erik 
Vonk

Whatôs next:The future of business-

by Erik Vonk, Jim Collins, Joey Reiman
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March 4th

MARCH FORTH TIMELINE

DATES ACTIVITY

MAY

25 Website R3- Flash in progress

JUNE

8 Toolkit Complete in progress

14 Toolkit to CAB members

15 Website R4- Toolkit addition

TBD DVD mailed to press

TBD ecard campaign begins

JULY-DECEMBER

DATES ACTIVITY

TBD Client newsletter out

July Gevitirivia

September Create sponosrship package

September Begin TL ad and online ad

08

DATES ACTIVITY

TBD Ads to run in pubs
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March Forth in-a-box

Overview: Online and printed starter kit

Containing a brochure, creative 

files and a step by step guide on 

how to implement the program.
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March Forth in-a-box

ÅContents

ÅMarch Forth in-a-box  contains posters, email 

templates, flyer templates, banners and press release 

templates

ÅLaunch

ÅMarch Forth in-a-box will launch July 2007

The March Forth Brochure tells the 

March Forth story, explains how March 

Forth can help businesses build a strong 

workforce and features how easily a 

company can integrate March Forth into 

their organization with March Forth in-a-

box. 
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Client Advisory Board

Event

June 13 to June 17 (four nights) accommodations at the Lido 
Beach Resort. 

As a leader, Gevity continues to look for new ways to deliver service and exceed 
client expectations. Your invaluable feedback provided during the Client Advisory 
Board meeting will help further that endeavor and sharpen our focus on helping 
businesses reach their full potential.

Comprised of business owners and executives from throughout the country, CAB 
members have the opportunity to provide insight on Gevity's HR Solution.

The meeting will consist of:

June 13: Welcome Reception

June 14: Client Advisory Board sessions including Stakeholder Day presentations 
roundtable discussions and a special dinner with Gevity leadership.

June 15 –17: Explore and enjoy Sarasota's beaches and surrounding attractions 
as our thank you for participating in the meeting.
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Agenda 

7 to 8 am Registration

8 to 8:15 am Opening remarks ïErik Vonk

8:15 to 9:50 am Senior Management presentations with Q&A

9:50 to 10:15 am Break

10:15 to 11 am Analyst forum

11 to 11:30 am
Gevity thought leadership Gevity Institute & March 

Forth

11:30 am to 1:15 pm CAB Lunch w. presentation

1:15 to 1:30 pm Break

1:30 to 2:30 pm Solutions Update

2:45 to 3:45 pm Vertical Roundtables Breakouts

4:00 to 5:00 pm Client Journey ïLeverage the Gevity HR Consultant

5:00 to 5:15 pm Closing Remarks and Wrap-Up

6:00 pm CAB Dinner with Gevity Leadership 
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Demographics for 2007 invitees –region

Region
# of 

clients

Total 

EEs

Avg 

EEs

Avg 

Tenure(yrs)

Blue Ridge 9 418 46 5.2

Mid Atlantic 13 881 68 3.9

North Central 10 595 60 1.9

North Florida 12 1,957 163 3.6

Northeast 16 1,199 75 2.7

Northern California 12 1,921 160 2.9

Rocky Mountain 15 1,067 71 2.9

South Florida 16 1,814 113 3.9

Southern California 21 1,921 91 2.5

Texas 13 1,143 88 5.4

Total 137 12,916 94 3.4
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In just three days…

April 17

invites sent to 138 clients

representing 10 regions and 37 field offices

April 20

21 accepted 

representing 9 regions and 16 field offices

15% response rate
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By region

Region
# 

attending
# declining YTR

Blue Ridge - - 9

Mid Atlantic 1 2 10

North Central 1 - 9

North Florida 1 - 11

Northeast 2 - 14

Northern California 3 - 10

Rocky Mountain 4 - 11

South Florida 2 - 14

Southern California 3 - 18

Texas 4 - 9

Total 21 2 115
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PR Tools

ÅMedia kit (Online & Hard Copy)

ÅMedia Training

ÅNailing down the facts

ÅCrisis communications

ÅInternal PR Policy (ñSpokesperson Protocolò)
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PR media training: April & May 

ÅSession 1: Group conference calls

Å12 RVPs/GMs (from Q2 target markets)

ÅTuesday, April 24, 11am -12pm

Å10 RVPs/GMs (from Q3 target markets)

ÅTuesday, May 15, 11am ï12pm

ÅSession 2: Individual sessions

ÅOne-hour individual session follows group call

ÅMock interview and constructive feedback 

ÅTuesday, April 24 thru Wednesday, April 25

ÅTuesday, May 15 thru Wednesday, May 16
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PR - local market focus

Å7 markets per 

quarter

ÅLeverage client 

case studies

ÅTarget 

publications

ÅCity business 

journals

ÅLocal dailies 

and weeklies

ÅTypes of 

placements

ÅFeature stories

ÅBylined articles

Region Q2 Q3 Q4 2008

Northeast Charlotte Manhattan

Edison

Westchester

Long Island

Mid-Atlantic Atlanta Baltimore

Blue Ridge Knoxville Nashville/Birmingham/Chat

tanooga 

North Florida Tampa/Lakeland

Orlando

Jacksonville/Melbourne

Gainesville/Ocala/Tallahas

see/Pensacola

South Florida Miami Boca Raton Manasota/Bonita/

Pt. Charlotte 

Southern CA Inland Empire

San Diego

Irvine

Los Angeles

Northern CA Silicon Valley San Francisco

Concord

Rocky Mountain Denver/ COS

Phoenix

Texas Dallas Houston San Antonio

Austin

Northern 

Central

Chicago Minneapolis
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Press Release schedule

Press Release Topics: April - August Date

"Gevity Takes the Pain Out of Employment-Related Tax Filing" 11-Apr

On-boarding Seasonal Employees 2-May

Gevity Diagnost ic tool 14-May

Employment Verificat ion Release 21-May

Cornell Segmentat ion Research Results 28-May

Stakeholder Day/CAB 11-Jun

IABC Study Results 18-Jun

Strategies for Avoiding Employment Lit igat ion 25-Jun

Are ñbad applesò damaging your businessô bottom line?9-Jul

Background screening and drug test ing 23-Jul

Employment pract ices liability insurance 6-Aug

Risk Management 20-Aug

6 Floating Press Releases Date

Streamline HR Administrat ion: "Put the Paperwork Aside and 

Put People First"

Optimize HR Pract ices: "Put HR Pract ices in Place that Support 

Company Goals"

Maximize People and Performance: "Help Your People and 

Business Perform Better"

Finding and Select ing the Right Employees

Motivat ing Your Employees

Improving Business Results with HR Technology
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Speaking engagements in review

ÅHuman Resources Outsourcing Conference

ÅSeptember 2007

ÅChicago

Å2007 Human Capital Leadership Forum

ÅOctober 2007

ÅNew York City

ÅChicagoland Chamber of Commerce Smart 

Business for Small Business Seminar Series
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Media Placement Overview

Anticipated Coverage

ÅBay Area Business

ÅHRO Today

ÅHR Magazine

ÅPEO Insider

ÅSmart Business

High probability

ÅVentures Charlotte

ÅChicago Tribune

ÅDallas Business Journal

ÅTampa Bay Business Journal

ÅSan Diego Union Tribune

ÅSan Francisco Business 

Journal

ÅBusinessWeek
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Gevity Institute Overview Plan

FPO

ÅDelivery Timeline

Å Site development 4/30-6/4

Å Internal review/Tests 6/4-6/15

Å Client Newsletter July 

Å Press Release July

Å Go Live July 16

Companies must gain a better understanding of consumer perceptions 

and expectations about corporate social responsibility if they are to 

win the public's trust.

What consumers what from companies

ÅArticle  |          Abstract

White Papers and research documents would be 

displayed in both an Abstract and Full article format

http://www.mckinseyquarterly.com/article_abstract.aspx?ar=1986&L2=21
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Gevity Institute Revitalization Objectives

ÅCreate the Gevity Institute as hero within the prospect focused gevity.com 
site

ÅDevelop the Gevity Institute opening  page that is distinct from the 
Gevity.com website

ÅAllow  site visitors to browse through the content based on relevant sub 
navigation levels. Sub nav could be either theme / topic related. 

ÅConvey to the visitor the feeling of a foundation which is well known in the 
field and is more interested in education than selling

ÅDevelop a community of users that depend on regular communication and 
access  to informed through latest updates in the HR field and elevate site 
value and competitive differentiation

ÅVisitors will be able to register an account to gain access to articles & 
white papers 
Å Encouraging guests to register an account will allow us to profile the visitors and 

manage and identify communication
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Search engine marketing

ÅOptimized natural search drives targeted traffic 

and generates quality leads
Strategic placement of keyword phrase 

turnover costs has placed Gevity on first page

of search results for the phrase

Marketing Plan

ÅUpdated Gevity.com 

home page title ïMay 15

ÅNew META tags and site 

description ïMay 20

ÅContinued site 

optimization ïMay - Aug

ÅGoogle AdWords paid 

search ïJune 5
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Search engine optimization - keywords

ÅGenerating search results

Using Googleôs AdWords keyword tool, we conducted an analysis of keywords 

suitable for the first phase of optimizing natural search traffic - updating the

Homepage title, Meta keywords and Meta site description.
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Search engine optimization - keywords

ÅGenerating search results
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Prospective ProfilePlan

Pipeline Planning Models 

for each market

Roadmap to review/deploy 

BDM resources for 

maximum ROI

Integrated, consistent set 

of Business Plans by 

Market

Market share & prospect

willingness to purchase 

HRO services

Identify and score best 

leads w/in Salesforce.com

Database

May 23 June 18June 8

ñRevenue Growthò

Market Plans

31

Prospect 

Profile &

Segmentation

Goal: Deliver revenue-focused plans across all markets with ranked lead prospect 

data to deploy BDM, sales management, and marketing resources.

Gap Analysis-

Pipeline

Plans
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Database

ÅData Refresh 3/19/07

ÅNew territory maps                 4/16/07

ÅWeekly IA Reports                  4/27/07

ÅThursday-Wednesday

ÅAdditions: BDM initiated
Å Emails sent

Å Prospect visits

Å Direct Mail

ÅSalesforce.com Dashboards 5/1/07
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Salesforce.com Restructure

Opportunity:   BDM can classify Accounts (leads) to a Status 

Identifier for Pipeline Forecasting:

ÅCold

ÅResearching

ÅQualified

ÅDeveloping Opportunity

ÅBad Fit
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Salesforce.com Restructure

ÅMass Conversion of Leads to Accounts in Salesforce.com
ÅRequested by sales to enable BDMs easier access to data 

and eliminate cloning and converting of leads

ÅChallenge - Current campaigns (Drip, Test drive, etc) are tied 
to Leads - program will need to be redesigned.  

ÅNo down-time expected, just cost associated with 
reprogramming

ÅAction Plan 
ÅDeploy new lead-based dashboards Apr 30

ÅProject plan for conversion of leads to accounts May 31

ÅReprogram campaigns

ÅGPE implications

ÅLead records used solely to capture initial web inquiries & 
campaign registrations

ÅBuild and deploy new Account-based TBD
reporting, dashboards, training
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Salesforce.com continuing education

Streamline Administrationé.Maximize Salesé Optimize Opportunitiesé 

NEWSLETTER

Draft content - Layout 2-4 pages. Accessible from Salesforce.com ïemail link 

will notify users when it is published.

Publication Plan

Timing:            Monthly

First Edition:   June 4

A new monthly quote from Management about the success and 

vision using SF.com

Latest News

Success Story 
FAQôs ïHelp, Training,

Tips & Tricks

Training ï

Links to the Webinar / Link to SF.com 

resources for on-line training

Feedback area / form

Testimonials 

(feedback from our colleagues)
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Web –Online

ÅR1 launch
Å3/19/07

ÅUpdate 5000 docs

Å150+ Links

ÅTest Drive

ÅImplementation plan design     5/10/07

ÅCompletion Date  7/1/07

ÅHRA Gevitization
ÅSite Assessment   5/7/07

ÅOnLine Portal transfer from HRA    6/15

ÅSite Retired     7/1
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Banner advertising

Fact:  Web is primary influencer and source for HR buying decisions
1

1 Source:  HR Marketing Survey, 2006

Concept

ÅRotating banner ad on targeted   

sites focused on recruiting

Concept

ÅPre-Order the Small Business  

Answer Book banner ad on  

targeted sites where print is 

running

Option

ÅStrongly motivates HR Consultants to  

go on the IA  

limited time offer

―Have your book personally delivered by 

one of our professional HR Consultants‖



3602.07.07 Salesforce.com training

Client program components

1. Client database establishment

2. Monthly communications via newsletter

3. Referral program incentives

4. Develop program, calendar and tone-of-voice 

for ad-hoc communications
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1. Client Database

Client

Newsletter

Link

CSP

Contest
Client

Files

Oracle

Client

Email

Addresses

Eloqua

Repository

ÅData Collection:  April 20-May 20

ÅClient Newsletter Link

ÅLink in newsletter with landing 

page

ÅRequest update

ÅCSP incentive:

ÅCollection contest

Å6 prizes @ $50.00 each

ÅMine client files

ÅCollect email addresses on 

Onboarding   form and hold in Eloqua

Email Collection/Retention

Process
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2. Monthly client newsletter

ÅOverview
Å Spotlights Gevity products and 

services in order to increase 
retention

Å Contains the latest HR news, 
trends and tips

Å Provides common questions and 
expert answers

ÅMonthly client newsletter 
Å Print copy delivered via payroll 

every month beginning on the 21st

of the previous month

Å Email: distributed the 1st of each 
month

Å OnLine: available the 1st of each 
month
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3. Referral Incentive

ÅLaunch: May 1

ÅTarget: Clients and colleagues

ÅRefer a client and receive $25 per 

client employee

ÅHereôs how it works: 
Å Refer a company to Gevity

Å Company signs up for Gevity services and becomes a 

new client

Å Earn $25 for each client employee

Å Thereôs no limit to the amount rewarded 
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ÅPhase One (in progress)

ÅForm Client communications committee

ÅDevelop master calendar of all communications

ÅBuild and maintain a client database for primary contacts, 

CEO an CFO (working with Cathleen Dennettôs team)

ÅPhase Two (Q3)

ÅResearch and evaluate communication direction, tone, 

and process

ÅDevelop plan for improvements

ÅPhase Three (Q3-4)

ÅExecute plan

4. Ad-hoc Communications
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4. Ad-hoc communications timeline

ÅMeet with Michelle Nixon and Aaron Wagner re: charter and calendar 
(by 4/17 and 4/20)

ÅMeet with client communications stakeholders to discuss charter and 
calendar (by May 11)

ÅEstablish schedule of monthly client communications committee 
meetings and deadlines (by May 15)

ÅSolidify research and evaluation project proposal with Frame 360 (by 
5/20
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ABE Details

ÅBenefits Outreach campaignééééMay 2007

ÅNewsletter

ÅHR Consultant visits with leave behinds

ÅABE checklist distributed

ÅBST contestééééééé.June ïAugust 2007

ÅTop 5 HR consultants with highest number of clients 

participate in BST wins a laptop

ÅParticipationééééééé.August 2007

ÅEnrollmentééééééééSeptember 2007
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National Marketing Programs

ÅReferral Program May 8

ÅClient incentive: $25/CE

ÅColleague incentive: $25/CE 

ÅHRCs 5/8 to 6/15

ÅNational Direct Mail / Webinar

Å65,000 prospects

ÅCTA: register for webinar

ÅDM postcard April 16

ÅBDM Email template April 20

ÅDM self-mailer May 2

ÅBDM outreach April 24

ÅWebinar #1 May 16

ÅTopic ïPerformance Management
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National Marketing Programs

ÅEmail chapters drip campaign Mar 8
Å43,000+ participants and growing!

ÅInitial email Mar 8

ÅChapter 1 Mar 30

ÅChapter 2 Apr 20

ÅChapter 3 May 11

ÅCTA ïRegister for Webinar

ÅChapter 4 Jun 1

ÅWebinar #2 Jun 20
ÅTopic: recruiting and hiring

ÅEmail invitations Jun 1

ÅBDM Email templates Jun 1
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National Marketing Programs - Vertical

ÅBanking/finance DM Apr 27

Å5,500 prospects

ÅSell sheet Feb 8

ÅVertical summary Feb 8

ÅEmail template Apr 30

ÅTechnology DM May 22

Å6,200 prospects

ÅCTA: register for 6/20 webinar

ÅSell sheet Feb 8

ÅVertical summary Feb 8

ÅEmail template Apr 30
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National Marketing Programs - Vertical

ÅMedical DM Jul 22

Å6,500 prospects

ÅCTA: register for webinar

ÅSell sheet May 31

ÅVertical summary Apr 30

ÅEmail template May 31 

ÅHospitality DM Aug 22

Å3,800 prospects

ÅCTA: register for webinar

ÅSell sheet Jul 15

ÅVertical summary Jun 30

ÅEmail template Jul 15
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Regional Marketing Programs - Florida

ÅPensacola Chamber Business Expo May 10
ÅPre-show direct mail

ÅAdvertisement in Pensacola New Journal May 6

ÅAdvertisement (full page) in expo guide May 10 

ÅWC Trigger Date campaign Jun 7
ÅEstimated 29,000 FL leads

ÅAppend WC x-dates

ÅDirect mail drop 120-days prior

ÅEmail drip begins 90-days prior

ÅMain Street drip campaign Jun 1
Å15k FL leads without email addresses

ÅDirect mail drop

ÅThree-touch email drip

ÅSave time, reduce administrative hassles

ÅProtect your business

ÅRetain your employees
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Regional Marketing Programs - Florida

ÅTampa Bay Business Growth Expo June 13

ÅPre-show direct mail June 4

ÅAdvertisement Tampa Bay CEO Magazine June ed.

ÅEEO Seminars (begin week of) June 22

ÅMiami

ÅBoca Raton

ÅOrlando

ÅTampa

ÅJacksonville

ÅCentral Florida Hotel and Lodging Expo August

ÅPre-show direct mail

ÅAdvertisement (full page) in expo guide
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Regional Marketing Programs –NCA, SCA

ÅIPA fax blast Mar 30

ÅIndependent Physicians Associates

Å1700 medical offices

ÅEO San Francisco Apr 25

ÅMonthly meeting sponsorship

Å10-minute Gevity presentation

ÅBIOCOM Apr 26

ÅBreakfast panel sponsorship

ÅJack Kelly, Leigh Limpic

Å200 life sciences execs attended

ÅNVCA email series May 16

ÅNational Venture Cap Association

Å117 VC firms
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Regional Marketing Programs –Rocky Mtn 

ÅWIT e-newsletter Mar 21

ÅWomen In Technology

Å10,000 members

ÅAmEx Travel Partners Seminar Jul 9

Å45 largest travel agencies in US

ÅBreakfast sponsorship

ÅBreakout session presentation



5102.07.07 Salesforce.com training

Regional Marketing Programs - Northeast

ÅNYHR Week Apr 17 & 18

Å1000 NY businesses

Å50 new leads 

ÅNJ Technology Council April 20

ÅCIO conference with guest speaker

ÅAttendee list mailing
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Regional Marketing Programs –Mid-Atlantic

ÅMohawk Distributors
Å10,000 carpet dealers nationwide

ÅEmail newsletter May 2

ÅWebsite content Jun 15

ÅNCMGM Spring Trade Show May 2 - 4
ÅExhibit booth in Medical Group show

Å800 member attendees anticipated

ÅCharlotte MGMA Meeting June 21
ÅInformal luncheon of medical group managers

ÅGM has podium time with Q&As
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Regional Marketing Programs –Blue Ridge

ÅTennessee MGMA Spring Show Apr 18
Å170 medical practice managers

ÅSeminar: HR technology

ÅSponsored luncheon

ÅAlabama Restaurant Association June
ÅArticles in monthly newsletters and               

quarterly publications

ÅKnoxville Business After Hours Jun 14
Å10 minute presentation

ÅChamber direct mail, newsletter and               
website promotion

ÅKnoxville Ribbon Cutting Ceremony July
ÅHeld at new office  

ÅClient and Prospect invitations

ÅFarragut & Gatlinburg Chambers Aug
ÅBusiness After Hours at new office
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Å Knoxville Client

Å Distribution: 350,000 (10x per year)

Å Direct mailed to over 19,000 area businesses

Å Circulation 25,000

Å Inserted into Corporate Relocation Packages 
in combination with the Knoxville Chamber 
and with Relocation Companies

Å Business Spotlight Spread: Summer 07 ï
July/August

Å Featuring Client testimonials and photos from

Å Thomas Kinkade, national artist

Å UrgentCare, medical office

Å Multi-Media Solutions, Audio & Visual 

Å CTA ïLanding 

Å Featured in the free ñRubbing Elbowsò 
section for any event we request

Regional Marketing Programs –Blue Ridge
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Regional Marketing Programs - Texas

ÅTexas Apartment Association Apr.19-20

Å1400 building owners/ mgmt company executives

ÅPromotional mailing (iPod drawing) Mar. 30

ÅFollow up mailing/phone calls from BDMs Apr. 27

ÅTexas MGMA Annual Conference May 2-4

Å250 medical practice managers

ÅFollow up mailing/phone calls from BDMs May 14

http://www.taa.org/
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Regional Marketing Programs –N. Central

ÅChicago Employment Law seminar Mar 23

Å1000 Chicago leads invited

Å26 RSVPs

ÅMinnesota High Tech Association Apr 10

ÅAnnual Conference

Å850 high-tech professionals

ÅFollow up BDM calls Apr 16 

Minnesota Medical Group Managers Aug 1-3

ÅAnnual Conference

Å200 medical practice managers

ÅFollow up mailing/phone calls from BDMs Aug 14

http://www.mhta.org/ittrium/visit?path=A1x66x1
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Sales Tools

ÅEmail templates in Salesforce.com Apr 30
ÅIôm with Gevity now

ÅProspecting letter

ÅBanking/finance vertical

ÅTechnology vertical

ÅArticles for publication Monthly
ÅPosted to gforce

ÅSent to regional organizations for publication

ÅFinding quality employees Apr 1

ÅInterview questions to avoid May 1

ÅEffective recruiting Jun 1
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Mid-Market Outreach

Phase 1
Start: May 1

Phase 2
Start: May 14

Phase 3
Start: July 30

Mid-Market Team

Starr Tincup

Leverage past 

success, extend 

knowledge to open 

doors for Gevity Edge 

Select

Size: 500 to 999 EEs

Vertical focus:

Medical, financial and 

legal services, banks, 

mortgage, 

printing/publishing, 

computer services

879 Leads

Mid-Market Team + 

RVPs

BroadReach 

Partners

Program designed to 

nurture and cultivate 

opportunities through 

sales lifecycle

Size: 1000+ EEs

Vertical focus:

Medical, financial, 

legal services, banks, 

mortgage, 

printing/publishing, 

computer services

643 Leads

Mid-Market Team + 

RVPs + GMs(& BDMôs)

BroadReach Partners

Program designed to 

nurture and cultivate 

opportunities through 

sales lifecycle

All industries

~3,400 Leads
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Mid-Market –Seminar Series

ÅHackett Group ïco-present with Gevity

ÅTop three cities in most populous states

ÅNY/NJ Late July

ÅFL August

ÅCA August

ÅSales tools

ÅHackett white paper Jul 1

ÅComUnity Lending case study Complete
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Advertising overview

ÅWhy advertise? 

ÅMake the phone ring

ÅBuild awareness 

ÅDrive initial appointments

ÅHow do we accomplish IAs? 

ÅIncrease awareness in specific markets through print, direct 
mail and field foot canvas 

ÅCreate urgency

ÅProvide strong call to action for prospects to call 
1.800.XXX.XXXX (call center)

ÅCall center tracks calls and forwards to the appropriate field 
office for the field office to schedule the appointment

ÅWhen? 

ÅQ3 and Q4

ÅCoordinate with launch of the Gevity Answer Book
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The ―who‖ and the ―where‖ are key

ÅWho: small business 

(50-500 employees)

ÅWhere: Please see 

map; also note the number 

of our target business in 

the cities. 

Phoenix: 4799

Inland: 

3844

Dallas: 6097

Nashville: 2191 Ft. Lauderdale: 2160

Chicago: 12999

Atlanta: 6840

Minneapolis: 5493

New York: 10933

Baltimore: 4051

Denver: 3726

Miami: 2938

North Carolina: 2660

Houston: 6516

LA: 10933
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Promotional Pricing Offers

Objective:

Å Incent hot/pre-disposed prospects to purchase by aggressively pricing for a 

contained period of time while keeping acquisition cost down

Concept 1 Concept #2

Å20% Payroll Fee discount to 

prospective clients who 

sign a 36 month contract

between May 15-July 15

Å20+ EE

ÅñBack pocketò offer once 

RFP has been presented

―Try Before You Buy‖

ÅContract between x dates 

and get the first 3 months of 

payroll Processing Free

ÅEmail to prospect post RFP

Review with offer

ÅAmmortorize over remaining  

12 to 24 months

Concept #3

―Early Buy‖ ―Lower  HC Premiums‖

ÅNew clients can reduce HC 

premiums (10%) to 

employees by submitting 

health profile to webMD

ÅGevity contracts with 

webMD to provide current 

health profile to client EEôs  

during x to x period

ÅGevity and client receive an 

average score which can be 

used to leverage HC carrier 

to reduce rates to  this client.

GM/BDM discretion charged  back to region P&L
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Mix it up for greatest impact

ÅMedia mix
Å Print: City Business Journals

Å Flight: every other week 

for 26 weeks

Å Island ad with spot color 

Å Direct mail: Drops at the middle 

and end of the print cycle

Å Field foot canvas: cold calling 

leads regarding call to action and 

ongoing ñcanvasò with 

postcard/ads

ÅThree plans
Å ―Everest‖ Plan(15 markets)

Å Total reach: 205,000 

businesses

Å Total with 50-500 

employees: 86,943

Å ―K2‖ Plan(10 markets)

Å Total reach: 120,000

Å Total with 50-500 

employees: 34,000

Å ―Mt. McKinley‖Plan (5 markets)

Å Total reach: 55,000

Å Total with 50-500 

employees: 20,378

http://chicagobusiness.com/mag

