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1. Introduction

AltPath Wellness is evolving to better serve its growing community by rebranding and
expanding its offerings. The brand remains committed to a no-nonsense approach to
health, wellness, and fitness, providing practical, inclusive, and empowering content. With
Phase 1 of the website successfully launched, the next phase will integrate e-commerce,
offering carefully curated wellness products that align with the brand’s mission. This
playbook outlines the strategic marketing efforts that will drive this transition.

2. Objective

The goal of this rebranding and expansion is to establish AltPath Wellness as a trusted
wellnhess resource and marketplace. By blending education, real-life experiences, and high-
quality product recommendations, the brand will create an accessible platform that
supports individuals at any stage of their wellness journey.

3. Messaging & Positioning

AltPath Wellness is committed to providing practical, inclusive, and evidence-based
wellness guidance while rejecting unrealistic health trends. Our approach balances
engaging content with high-quality product recommendations, making wellness accessible
to everyone. Unlike competitors, AltPath prioritizes education and sustainable strategies
over exclusivity or sales-driven models, carving out a unique space in the industry.

3.1 Key Value Propositions

Practical, inclusive, and evidence-based wellness guidance.
2. Abalance of content-driven engagement and high-quality product
recommendations.
3. Rejection of unrealistic health trends in favor of sustainable, long-term well-being.
4. Arelatable, approachable voice that makes wellness accessible to everyone.

3.2 Market Positioning

Compared to competitors such as Amare Global, Make Time Wellness, and The Mental
Wellness Space, AltPath Wellness stands out through its education-first approach,
practical wellness strategies, and commitment to accessibility. The brand bridges content,
education, and product recommendations without the exclusivity or MLM-style sales
models, creating a unique space in the wellness industry. See Table 1.1 on page two for a
breakdown of market positioning.



Table 1.1: Marketing Positioning Breakdown

Brand

Target Audience

Product Focus

Strengths

Market Positioning

Amare Global

Health-conscious
consumers seeking
scientifically backed
mental wellness
supplements

Clinically validated
supplements for mental
health, stress, and gut-
brain connection

Strong brand authority,
scientific validation,
and MLM-style
distribution

Premium wellness brand
leveraging scientific
research to position itself
as the “mental wellness
company”

The Mental
Wellness Space

Consumers looking for
lifestyle products that
promote mindfulness and
well-being

Curated self-care items
(mugs, prints, journals,
etc.)

Affordability,
accessibility, and
emotional appeal

Lifestyle brand focused on
self-care products with an
emotional connection

Busy women looking to

Supplements for brain

Female-focused

Wellness brand for women

advice

into wellness and
fitness products

accessibility

Make Time branding, clean

improve brain health and |health and overallwell- |. . g balancing mental and
Wellness . X ingredients, and R

mental clarity being . ) physical health needs

convenience-driven
L . Educational content -
Individuals seeking . - Holistic wellness resource
. . . with a potential e- Relatable tone, L -
AltPath practical, inclusive, and i X . prioritizing education,
. commerce expansion |inclusivity, and . . .

Wellness empowering wellness inclusivity, and real-life

wellness solutions

4. Target Audience & Segmentation

AltPath Wellness serves individuals seeking practical, sustainable wellness solutions. Our
primary focus is on those looking for realistic health guidance, busy professionals, and
mindful shoppers. We also reach those disillusioned by diet culture, newcomers to
wellness, and industry decision-makers. This segmentation allows us to tailor content,
products, and engagement strategies to their specific needs.

4.1 Primary Targets

1. Individuals seeking realistic health and fitness guidance.
2. Busy professionals or parents looking for practical wellness solutions.
3. Wellness-conscious shoppers looking for trusted product recommendations.

4.2 Secondary Targets

1. Individuals disillusioned by diet culture and quick-fix wellness trends.
2. Those new to wellness and looking for easy, actionable starting points.
3. Decision-makers in the health and fitness space seeking expert-backed insights.

5. Marketing Collateral

AltPath Wellness will utilize a variety of marketing materials to educate, engage, and attract
its audience. From blog content and an online catalog to in-depth e-books and white




papers, each piece will provide valuable insights and product recommendations. Digital
advertising will further amplify reach, driving traffic to the website and e-commerce store.

5.1 Blog

The website will feature an expanded blog covering wellness trends, product
recommendations, and practical strategies.

5.2 Catalog

An online catalog will highlight curated wellness and fitness products, providing in-depth
details and benefits.

5.3 E-book

An e-book will be developed to offer deeper insights into sustainable wellness practices,
available as a lead magnet to grow the email list.

5.4 White Papers

Expert-backed white papers will be created to provide authoritative insights on key
wellnhess topics and industry trends.

5.5 Digital Advertising

Digital and print ads will target relevant audiences across social media and search
platforms, driving traffic to the website and e-commerce store.

6. Campaigns

AltPath Wellness will leverage targeted marketing campaigns to drive engagement, build
brand awareness, and convert customers. Through email marketing, social media
strategies, and digital advertising, we will nurture subscribers, foster community
discussions, and optimize reach. These efforts will highlight the rebrand, showcase new
products, and strengthen our market presence.

6.1 Email Marketing

¢ Regular email updates to engage subscribers with exclusive content and
promotions.

¢ Automated nurture sequences to guide new subscribers toward purchasing.

e Special discount offers and early access promotions for e-commerce customers.

6.2 Social Media Marketing

e Strategic campaigns highlighting the rebrand and new product offerings.



e Engagement-driven content, including expert-backed recommendations and
community discussions.
e Influencer collaborations and user-generated content to build brand credibility.

6.3 Digital Marketing

o SEO-optimized landing pages to drive organic traffic.
¢ Retargeting campaigns to convert visitors into customers.
e Paid social media ads tailored to key demographics and interests.

7. Event Strategy

AltPath Wellness will leverage both in-person and digital events to build brand awareness,
engage with the community, and drive lead generation. By participating in key wellness
expos, trade shows, and virtual events, we can showcase our expertise and connect with
our target audience in meaningful ways. A well-prepared event strategy, including branded
materials and lead capture initiatives, will ensure that each event contributes to our long-
term growth and customer engagement goals.

7.1 Key Events

¢ In-person wellness expos and trade shows to showcase products and expertise,
including:
o Upstate Senior Wellness Fair
o Atlantic Coast Expo (ACE)
o Digital webinars and live Q&A sessions to engage with the community.

7.2 Event Materials

e Branded brochures, product samples, and educational guides.
o Digital presentations and interactive workshops for virtual events.

7.3 Lead Capture Strategy

e Exclusive giveaways and promotions to collect leads at events.
¢ Digital sign-up forms for webinar participants.
¢ QR codes linking to special offers and content downloads.

8. Key Performance Indicators

To measure the success of AltPath Wellness during its rebrand and the launch of its e-
commerce store, we will track key performance indicators (KPIs) across website
performance, audience engagement, conversion rates, and customer retention. These
metrics will provide valuable insights into how well our content, marketing strategies, and
digital experiences are resonating with our audience. By continuously monitoring and
optimizing based on these KPls, we can refine our approach and ensure sustainable
growth.



8.1 Website Performance & Traffic

Total website traffic

Organic search traffic

Bounce rate and session duration
Page views per session

8.2 Audience Engagement

e Social media likes, shares, and comments

e Email open rates and click-through rates

e Blogreads, video views, and content downloads

e Community participation in groups and challenges

8.3 Conversion & Lead Generation

¢ Email sigh-ups and lead capture form submissions
¢ Landing page conversion rates
e Retargeting campaign CTR

8.4 E-Commerce Performance (Phase 2 Launch)

e Cartabandonment rate
e Purchase conversion rate
e Average order value (AQV)

8.5 Customer Retention & Brand Loyalty

e Returning visitor rate
o Customer satisfaction scores and surveys
e Subscriber retention rate

9. Conclusion

The AltPath Wellness Rebranding & Growth Playbook outlines a structured, data-driven
approach to evolving the brand and integrating e-commerce. By maintaining its
commitment to authenticity and community engagement, AltPath Wellness is poised to
become a trusted wellness resource and marketplace. Through strategic marketing efforts,
a focus on high-quality content, and a thriving online community, the brand will continue to
empower individuals on their wellness journey while expanding its reach and impact.



