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RECRUITING & ENTITY BRAND AUDIT

Oliver Gillilam

Class of 2028 - 6'8" Forward/Wing - Salem, Virginia

A 6'8" forward/wing — still growing, projected to 6'10"—
7'0" — with a 6'10" wingspan, a 3.5 GPA, a varsity
scoring role as a sophomore, club ball with Dream 34, a
college offer already in hand, and active interest from
20+ programs across Divisions I-lll, NAIA and JUCO.
Salem knows exactly who he is. Google barely does —
his name-domain is a blank “Coming Soon” page.
Here's how we turn a real prospect into a findable one.
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Salem knows Oliver Gilliam.
Right now, Google barely does.

Oliver is the kind of prospect a brand is easy to build around. A 6'8" forward/wing in the class of
2028, a 3.5 GPA, a varsity scoring role as an underclassman, club ball with Dream 34 Hoops, a
region-playoff run with Salem, a college offer already in hand, and active interest from 20+
programs. The on-court résume is real and verifiable. The problem is everything that happens when
a college coach, reporter, or Al assistant types his name.

What this asks of the family: about 20 minutes. Oliver's parents already did the single smartest thing most recruiting
families never do — they bought olivergilliam.com early. The remaining ask is small: point that domain at our platform
(one DNS change, p.17), and green-light us to wire his existing film, stats, and profiles together. Our agents do the rest.
Nobody has to learn a tool or write a prompt.

The five gaps between what Oliver earned and what Google shows

Gap Evidence (live, June 15, 2026) What it costs

1 - His entity home is blank The family owns the perfect domain — olivergilliam.com — but The hub that should
it's a parked “Coming Soon / under construction” page on anchor a recruit's entire
Squarespace. The one URL Oliver fully controls says nothing. profile is empty.

2 - No athlete entity / A clean search for “Oliver Gilliam” returns scattered third-party Coaches and Al tools

Knowledge Panel pages and no Knowledge Panel. A different Oliver Gilliam (5'7"- have no single, trusted
range, Chattanooga TN) muddies the entity. answer for who he is.

3 - His identity is split A public @oliver.gilliam413 (708 followers) and a private personal Followers, film, and

across handles @oliver.gilliam (62 followers) plus a near-empty YouTube — the search signals scatter
recruiting audience is divided and the personal account is invisible. instead of compounding.

4 - His proof lives on rented  Hudl, MaxPreps, Prep Hoops, the Roanoke Times, and Salem's If a platform changes, his

land team feeds carry his stats and film — none of it on a property he record evaporates with it.
owns or controls.

5 - The content engine Real game film and event clips exist, but never become articles, The window

doesn't compound highlights, or boosted posts. A recruiter Googling him finds (sophomore - junior) is
fragments, not a polished hub. exactly when this should

be working.

The good news is the whole story: Oliver already did the hard part — he's good, he's a strong student, and he's a
good kid with a character-first brand (his own bio quotes John Wooden). Every gap on this page is plumbing, and
plumbing is our job. That's why a starting score of 22 projects to 85 in 90 days.

Privacy-first: this audit uses only public, already-published information, includes no medical or private details, and republishes no
images from his private account. Oliver is a minor; the brand we build is strictly his on-court, in-class, public self. Method: entity home -
knowledge panel - content factory — amplification — the same system documented for dozens of brands, scored on the published 100-
point rubric.
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A 6'8" guard with a 3.5 GPA and a Wooden quote in his bio

Oliver Gilliam is a class-of-2028 forward/wing at Salem High School
in Salem, Virginia — a rising junior. What makes him a prospect isn't 6|8||
one number, it's the combination: he stands 6'8" with a 6'10"
wingspan and guard skills — positional versatility (he can play and FORWARD/WING - 6'10" WINGSPAN
defend wing through center) that college programs covet — and he is
still growing, projected to 6'10"-7'0"; he carries a 3.5 GPA, which

widens his options at every academic tier; and he already produces,

leading Salem in scoring on a varsity team that reached the VHSL GPA - STUDENT-ATHLETE
Region 4D quarterfinals.

3.5

Off the school team he plays club basketball for Dream 34 Hoops and 2

works the camp and showcase circuit — the exposure track that turns 028
local production into recruitment. His own public bio leads not with stats CLASS - RISING JUNIOR
but with character: “What you are as a person is far more important
than what you are as a basketball player. ~John Wooden.” For a brand,
that's gold — a coach-friendly, parent-approved identity that's
authentically his.

The profile, in one line: 6'8" -
forward/wing - 3.5 GPA - Salem HS (VA) -
Dream 34 Hoops - #13 - leading scorer -

Why he's easy to build a brand around REHIE A,

Recruiting brands are hardest when there's nothing real underneath.
That is not Oliver's problem. The raw material — size, position, grades,
production, club, character — is all here, all true, and all verifiable from
public sources. It has simply never been assembled in one place a
coach or an Al can read and trust.

Two words for Oliver's brand? Character-first. The Wooden line
in his bio, the 3.5 GPA, the “parent co-managed” note on his
personal account — everything signals a family doing this the right
way. The audit just makes Google show it.

Why this matters to the audit: Google rewards entities it can corroborate. Oliver's story — verifiable size, a real school
and club, named events, a region-playoff run, a public character-first ethos — is exactly the corroboration an athlete
Knowledge Panel needs. The corroboration exists; it has never been anchored to a home Google can read permanently.
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The “earned” side — real production, real exposure

Signal What the public record shows

Varsity scorer

Postseason

Ranked
prospect

Club /| AAU

Showcase
circuit

A real offer +
broad interest

Led Salem in scoring in recapped games (e.g., a 15-
point night posted by @Salemboysbball) — producing
as an underclassman against varsity competition.

Played in the VHSL Region 4D quarterfinals (Feb
2026), covered by the Roanoke Times — a region-
level run, not just a roster spot.

Listed in the Prep Hoops Virginia player database:
“6'8" forward/wing, 2028 class, Salem, Dream 34
Hoops.”

Dream 34 Hoops — the travel circuit that puts him in
front of college staffs outside the high-school season.

Camp and event appearances (Prep Hoops NextGen /
freshman preseason; out-of-state events) — the
exposure pipeline working as intended.

Holds a college offer (Fairleigh Dickinson-Florham)
and active interest/camp invites from 20+ programs
across Divisions I-IIl, NAIA and JUCO — including D-I
Austin Peay, Fordham, Cornell, Youngstown State and
Towson. “Getting emails from coaches every week.”

What this tells us

Oliver is past the hardest gate in recruiting: he is good enough to be on the
radar. Coaches are already looking. That changes the job of a personal brand
entirely — it is no longer “get discovered,” it is “make sure that when they look
you up, they find a clear, credible, owned story” instead of scattered stat

pages.

PERSONAL BRAND SPOTLIGHT

Stacked: 6'8" forward/wing - 6'10" wingspan

- proj. 6'10"-7'0" - 3.5 GPA - leading scorer -

Region 4D - Dream 34 - a college offer + 20+
programs interested.

The lesson, early: a recruit's brand should
organize the proof of what he does, on the
court, in the school he attends. Oliver's proof
is excellent. It just isn't organized anywhere
he owns — yet.



Brand scorecard: 22/100

Scored on the same published 100-point Personal Brand Score

rubric used for every audit in this series. At 22, Oliver starts low —

N not because the player is unproven, but because almost none of
his real proof is owned or structured yet. That is the most fixable
kind of low score.

Component Weight Today Day 90 Why

Entity home (own name- 20 2 18 Owns olivergilliam.com — but it's a parked “Coming
domain that loads, states facts Soon” page. Best asset, unused.

& ranks)

Knowledge Panel 15 0 12 No Panel renders; entity confused with a same-
(consolidated entity, claimed) name player.

Search presence (name- 15 7 13 Ranks for his name via Hudl/MaxPreps/Prep

SERP control) Hoops/news — but nothing he owns, and a

namesake competes.

Content engine (owned, 15 4 12 Real film & clips exist on Hudl/YouTube; none

repurposable content) repurposed into owned articles or highlights.

Audience (followers, reach, 15 4 11 708 + 62 1G followers, 5 YouTube subs — small and

momentum) split across accounts.

Schema / structured data 10 0 9 No owned site = no Person/Athlete markup for
Google to read.

Social integration (consistent, 10 B 10 IG %2, YouTube, Threads exist — fragmented, one

linked handles) private, none cross-linked.

90-day plan, pages 14-16.

Read the table as a to-do list, not a report card. Every red and yellow cell moves the same way: build the entity
home Oliver already owns the domain for, declare the schema, wire the proof, consolidate the handles. The player is
ready. The plumbing is the project.
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A real prospect — with a brand that isn't built yet

Oliver already holds a college offer (Fairleigh Dickinson-Florham) and active interest from 20+
programs — including D-I Austin Peay, Fordham, Cornell, Youngstown State and Towson. The talent
and the traction are real. What's missing is the owned, structured brand that program athletes who've
completed the build already have.

HOW OLIVER STACKS UP

Personal Brand Score — Oliver vs. BlitzMetrics athlete brands

Scored on the published 100-point method (entity home - knowledge panel - search - content - audience - schema - social).

100

Oliver — Today Oliver — Day 90 Julian David Cam Hazzard Dylan Haugen
(target) built brand built brand built brand
B Oliver today Oliver 90-day target [ BlitzMetrics-built athlete brands

Oliver today (22) sits far below program athletes who've already built their owned entity homes. The 90-day plan puts him in their company. Peer
figures represent completed, schema-backed athlete brands (illustrative of the destination); Oliver is scored line-by-line on the published rubric. The
point isn't the player — it's that his brand hasn't been built yet. That's the fixable part.

The earned side (real): 6'8" guard - 6'10" wingspan - The built side (missing): an owned entity home

proj. 6'10"-7'0" - 3.5 GPA - leading scorer - Region 4D - (olivergilliam.com is blank), Athlete schema, a

Dream 34 - a D-I-through-JUCO interest list - elite consolidated identity, and a film hub — the exact assets

trainers (LSU, Utah, NBA, Clemson). Julian David, Cam Hazzard and Dylan Haugen already
have.

Read the chart as the opportunity: the gap between 22 and 85 isn't about the player — it's about the plumbing. Every
peer in green did the same build. Oliver's is a 90-day project, not a multi-year climb, because the on-court résumé is
already here.

PERSONAL BRAND SPOTLIGHT - Oliver Gilliam Brand Audit June 15, 2026 - Page 6 of 25



The player, the work, and how he carries it

"y B - - -

Trained by the best — “who he's worked with”

Trainer Background & what it built

Aaron Dotson LSU — skill refinement, game-speed decisions, position-specific prep for NCAA competition.

Lawrence Borha University of Utah (Pac-12) — fundamentals, basketball IQ, consistency.

Christoffer Collins NBA skills trainer (Chattanooga) — advanced scoring, footwork, modern guard development.

Scott Spencer Clemson - Tulane - La Salle - international — global, well-rounded development.

Mackenzie Lewis I;oopI Lov(;a Academy — 94Feet certified, USA Basketball licensed; VHSL state champions
eveloped.

Giving back — Free Summer Training: Oliver is hosting free youth basketball training this summer for kids with
limited access to coaching — skill work, basketball IQ, and a confidence-building, mentorship environment. “To whom
much is given, much will be required.” This is exactly the character-first story a brand should put forward.

“What sets Oliver apart is his character. He is respectful, thoughtful, and mature... he brings the same determination to
his sport as he does his studies.” — Ryan Mason, high-school teacher
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olivergilliam.com is the perfect domain — and it's blank

This is the best-news finding in the audit, disguised as the worst. Most recruiting families never buy the name-domain at
all, or discover it's already taken. Oliver's parents bought olivergilliam.com early — the single most valuable piece of
real estate in his entire brand. Then, like almost everyone, they hit the wall of “now what?” Today the domain loads a
black “Coming Soon | We're under construction” placeholder on Squarespace.

0 0 0 1

pages of real content ranking keywords schema / structured data placeholder page (Squarespace)

Live visit to olivergilliam.com, June 15, 2026 — renders a Squarespace “under construction” splash. Domain confirmed registered/owned (not available for
purchase).

Why this is the most important line in the audit: the name-domain is the one URL Oliver fully controls — the “entity
home” Google needs to anchor an athlete to a Knowledge Panel and the page a coach expects to find first. Everything
else — film, stats, news, offers — should point at it. Instead:

¢ A coach who Googles “Oliver Gilliam” and lands on the domain sees a blank page, not a recruiting profile — the worst
possible first impression from the one asset the family already paid for.

¢ Every backlink-worthy moment (a news mention, a highlight, an offer) has nowhere of his own to point, so the
authority leaks to Hudl, MaxPreps, and Instagram instead of compounding on his domain.

e Because there's no real page, there's no schema — so Google has no machine-readable statement of who he is, what
he plays, where, or for whom.

The fix is the fastest win in the plan: stand up a real entity home on olivergilliam.com — a clean recruiting hub with
his profile, film, stats, news, and offers, marked up with Person/Athlete schema — then point the domain from the
Squarespace placeholder to our platform (one DNS change, p.17). The family already owns the hard part. We just fill it.
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No athlete entity — and a same-name player muddying it

When you search “Oliver Gilliam” today, Google returns a list of third-party links — Instagram, Hudl, MaxPreps, Prep
Hoops, a Roanoke Times photo — but no Knowledge Panel, the boxed entity summary that signals “this is a known
person.” For an athlete, that Panel is the trust badge coaches, reporters, and Al assistants look for first.

We searched “Oliver Gilliam” in a clean browser on June 15, 2026. No Knowledge Panel renders. And the results
mix in a different Oliver Gilliam — a smaller, Chattanooga-TN guard, also class of 2028 — so even the right links sit
next to the wrong person.

Why this matters more every year

Coaches verify online. A staff that hears about a 6'8" Salem guard checks the name immediately. With no entity and a
same-name lookalike, the first 30 seconds create doubt instead of confidence.

Al assistants resolve people through the Knowledge Graph. When a recruiter or a fan asks ChatGPT, Gemini, or
Google's Al Overviews “who is Oliver Gilliam, the Salem basketball player?”, there's no anchored entity for the answer
to attach to — so the Al either guesses or blends him with the other Oliver.

Entity confusion compounds. Two same-name, same-class guards with no disambiguation is exactly the situation
that keeps Google from confidently featuring either one.

This is very buildable. Oliver already has the third-party corroboration an athlete Panel is built from — a real school, a
ranked Prep Hoops profile, news coverage, stat pages, club affiliation. The job is to give Google a canonical home with
Person/Athlete schema and a clean sameAs map, so it can resolve “Oliver Gilliam, 6'8" Salem VA forward, class of
2028” into one confident entity — distinct from his namesake.

Verify before you vouch: Knowledge Panels fluctuate by location and personalization. “No Panel today” is reported from a clean, non-
personalized search — a target to build, not a permanent verdict.
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One player, several handles, one of them invisible

Oliver's social presence is split in a way that quietly works against him. His followers, his film, and his name-search
signals are divided across accounts — and his most personal one is locked away from the very people recruiting him.

Handle What Google & coaches see

@liver.gilliam413 (public) The recruiting-facing account: 5 posts, 708 followers, a recruiting bio and an “Offers”
highlight. Good — but thin, and not where his best film lives.

@oliver.gilliam (private) The personal account: 8 posts, 62 followers, “OGballer#13,” the Wooden quote, “parent
co-managed.” Private — so coaches, media, and Google can't see any of it.

YouTube 5 subscribers, 9 videos (freshman-preseason clips). The natural home for film — currently

@0liverGilliam.hooper almost unwatched and unlinked.

Threads Exists; not part of any connected, cross-linked identity.

@oliver.gilliam413

Two side effects of the split: (1) follower counts and engagement never accumulate on one account, so he looks
smaller than he is; and (2) the handle the family gave us first — @oliver.gilliam4 — doesn't resolve at all (it was

a truncation of @oliver.gilliam413). If even his own team is unsure of the handle, a coach certainly is.

The fix is consolidation, not more posting: designate one public recruiting handle, keep the personal one private by
choice, link them all from the entity home with sameAs, and route film to one YouTube channel embedded on
olivergilliam.com. One name, one place, every profile pointing home.
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His proof lives on land he doesn't own

Oliver has more verifiable proof than most sophomores — and almost all of it sits on platforms he can't control, structured
the way they want, not the way recruiting needs:

Proof asset Where it lives Owned / wired?

Game film & highlights Hudl (Salem HS profile) Rented; not embedded
on his site

Stats & career page MaxPreps (Salem HS, VA) Rented

Recruiting profile Prep Hoops (2028 VA database) Rented

News coverage Roanoke Times (Region 4D, Feb 2026) Earned — not linked
from any hub

Team mentions / box scores @Salemboysbball (X) Rented

Video clips YouTube @OliverGilliam.hooper Owned account, not
embedded/linked

“Offers” Instagram highlight Visible — not
documented anywhere
durable

What “wired” means: every one of these should be embedded or linked on olivergilliam.com and declared in structured
data — film as VideoObject, the profile as Person/Athlete, news as subjectOf, profiles as sameAs. Done once, the proof
stops being scattered evidence on someone else's site and becomes a single, machine-readable case for who Oliver is.

This is the cheapest, highest-leverage work in the plan. Nothing here needs to be created — it already exists and is
already true. It needs to be collected onto a page he owns, embedded, and marked up. That alone is most of the climb
from “no entity” to “verified athlete.”
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Real film that never turns into anything

9 5 ~9 0

YOUTUBE VIDEOS YOUTUBE SUBSCRIBERS PUBLIC IG POSTS OWNED ARTICLES /

WRITE-UPS

Oliver and his family are already creating — film gets shot, clips get posted, events get covered. The gap is that create-
once never becomes repurpose-many. A single strong game or highlight should spin off a write-up on his site, a clean
highlight clip, a quote card, and a small boosted post. Today each piece of content is made once and then sits still.

¢ No owned write-ups. A region-playoff run and a leading-scorer night are article-worthy moments — but there's no
olivergilliam.com to publish them on, so they live only as someone else's box score.

¢ Film isn't a factory. Hudl film and YouTube clips never become short, shareable highlights optimized for “Oliver Gilliam
Salem” — the exact thing a coach searches.

+ No amplification. The best 10% of clips deserve a small, targeted boost (Dollar-a-Day) so they reach coaches and
local fans; right now the best clips and the weakest ones get the same zero push.

Dollar-a-Day, recruiting edition: take the top few clips, put $1/day for 7 days behind each, keep the winners running at

a small budget, and target the audiences that matter — college-staff geographies, Salem/Roanoke, and basketball-
recruiting interests. This is the same amplification system used across this series, pointed at film instead of ads.
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Why a 6'8" sophomore needs an owned brand now

Recruiting in 2026 happens online before it happens in a gym. A
coach hears a name from an AAU contact, a camp, or a film share —
and the very next thing they do is look it up. What they find in those
first 60 seconds shapes whether the next step happens.

Three reasons the timing is right

¢ The window is open. Sophomore-to-junior is exactly when
coaches build their boards and offers start to move. A clean,
findable hub during this window is worth far more than the same
hub built senior year.

e Coaches and Al both need an anchor. A staffer verifying Oliver
— or an Al assistant answering a question about him — needs one
authoritative source. Right now there isn't one, and a same-name
player fills the vacuum.

¢ NIL and narrative. Even at the high-school level, a credible owned
presence is the foundation for any future name-image-likeness
opportunity and, more immediately, for controlling his own story
instead of leaving it to scattered third-party pages.

The shift this creates: Oliver's job stops being “hope | get found”
and becomes “when they look, they find exactly the player and
person | am.” That is entirely within the family's control — and it
starts with the domain they already own.

What a coach should find

olivergilliam.com - a clean profile: height,
position, class, GPA, school, club; current film
up top; stats and news; offers; one tap to
contact and to every verified profile. One page
that answers every first question.

What a coach finds today

A blank “Coming Soon” page on the domain, a
thin public Instagram, a private personal
account they can't see, scattered stat pages,
and a same-name player in the mix.

This is not about making Oliver look like more than he is. It's the opposite: he is already a legitimate prospect, and
the brand simply makes the truth easy to find and hard to confuse. Verify before you vouch — and give the people

verifying him something real to find.
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What's already right (don't touch — amplify)

The head start most families never take

Before any work begins, Oliver's family is ahead of nearly every recruiting family we see, in ways that matter:

Asset Why it's an advantage

They own olivergilliam.com The exact-name .com, bought early. This is the single hardest thing to get later — and it's
already done.

Character-first identity The John Wooden line in his bio and the “parent co-managed” note signal exactly the
values coaches and programs want. Authentic, and rare at this age.

Academic profile A 3.5 GPA widens his options to every academic tier and is a genuine recruiting
differentiator — already true, just under-broadcast.

Real, verifiable production Leading scorer, Region 4D, Prep Hoops—ranked, Dream 34 — the corroboration an entity
is built from is already in the public record.

Active, engaged family A parent already managing the account and thinking about brand early is the difference
between a plan that ships and one that stalls.

Platforms already in place

Channel State

Instagram (public) @oliver.gilliam413 — 708 followers, recruiting bio, “Offers” highlight. A real base to
consolidate onto.

YouTube @OliverGilliam.hooper — a channel exists; ready to become the film home.

Hudl / MaxPreps | Prep Hoops Live profiles carrying film, stats, and a ranking — proof to embed, not rebuild.

Strategy note: the fastest path to an athlete Knowledge Panel is third-party corroboration the recruit already has — a
real school, a ranked profile, news coverage, club ball. Most prospects need a year to generate it. Oliver has it now. He
just needs it assembled and anchored — which is why his 90-day projection is 85.
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Earned # findable: the lesson in one search

The most useful thing in this audit isn't a flaw — it's a pattern the family can act on immediately. Oliver did the hard things
right: he became a real player, kept his grades up, got on the club and camp circuit, and earned early interest. He earned
a recruit's reputation. But because that reputation was never encoded — given an owned home, declared in schema,
consolidated under one identity — it's invisible to the search and Al layer that now decides who gets found and verified.

What's true What the record shows today

The player 6'8" forward/wing, 3.5 GPA, leading scorer, Region 4D, Prep Hoops—ranked, Dream 34, early offers.
Real and verifiable.

The domain olivergilliam.com is owned — and shows a blank “Coming Soon” page.

The entity No Knowledge Panel; a same-name player mixed into the results.

The search A clean search for “Oliver Gilliam” returns scattered third-party pages — no owned hub, no
entity, some wrong-person results. The talent is intact; the structure that displays it doesn't exist
yet.

Our read, said plainly: nothing here is a knock on Oliver or his parents — they're ahead of the curve for even thinking
about this as a sophomore, and they already bought the domain. This is simply the gap between “earned recognition” and
“owned, findable recognition,” and it's the exact gap this method closes.

The fix is not “become a better player” — that's his job, and he's doing it. The fix is to build the home, declare the
schema, wire the proof, consolidate the handles, and amplify the best film — so that when anyone looks him up, they
find a clear, current, owned answer. This audit, written and shipped in one sitting, is the first move.

PERSONAL BRAND SPOTLIGHT - Oliver Gilliam Brand Audit June 15, 2026 - Page 15 of 25



The inconsistencies an agent fixes in an afternoon

A recruit's data is scattered across a dozen profiles — and they don't agree. Conflicting facts make a coach hesitate and
split Google's entity. Here is exactly what's inconsistent today and the fix. The owned hub (olivergilliam.com) becomes the

single source of truth; agents push the same data to every profile and keep it current.

Data point What's out there now

Height Hudl, MaxPreps & Prep Hoops still list 6'7"

Position “combo guard” (IG/Prep Hoops) vs
PF/SF/C/Wing (workbook)

GPA IG bio says 3.8; family workbook says 3.51

Instagram handle @oliver.gilliam4 (doesn't resolve),
@oliver.gilliam (private)

Film & stats homes  Hudl & MaxPreps flagged “need setup”;
247/0n3 not set up

Same-name player A different Oliver Gilliam (Chattanooga, TN)
appears in results

Projected height Not stated (or stated inconsistently) on third-

party sites

Correct

6'8" (6'10"
wingspan)

6'8" positionless
guard (1-4)

~3.5 (confirm vs
transcript)

@oliver.gilliam413
(public)

distinct person

6'10"-7'0" (still
growing)

Agent fix

Update every profile; hub
states it once, canonically

One consistent positioning line
everywhere

Standardize to the verified
number

Designate one public handle;
link all via sameAs

Claim/build & populate; embed
on the hub

Schema + clear identifiers
disambiguate

State once on the hub, framed
cleanly

Why this is pure upside: none of these require a single new achievement — just consistency. A source of truth plus a
sameAs map turns a dozen conflicting profiles into one confident entity that Google and coaches can trust.

Exactly what agents are built for: tedious, repetitive, cross-platform consistency work — done once, then maintained
automatically as new measurables, stats, and offers come in. Nobody on the family's side has to chase a dozen logins.
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The family already started — here's how we finish it

Credit where it's due: Erin built a real recruiting site for Oliver on Base44 (oliver-gilliam-2028-
basketball.base44.app) — good photos, a clear bio, trainers, a film list, and a giving-back section. She gathered the
pieces. The gap is turning those pieces into one owned, searchable, machine-readable picture on the domain Oliver

actually owns. That's the bridge this audit closes.

Element Her Base44 site (a strong start)

Address A long Base44 subdomain — not the domain
Oliver owns

Findable in search Client-rendered app — effectively invisible to

Google; ranks for nothing

Knowledge entity None; nothing disambiguates the same-name
player

Video Hit file-size limits ("too big for Base44")

Data consistency Mixes 6'7"/6'8", position labels, GPA across
pages

Upkeep Manual — and the family is busy running
deals

Our hub (the complete picture)

olivergilliam.com — his exact-match domain, the
entity anchor

Server-rendered + Person/Athlete schema +
sameAs - built to be found

Schema + identifiers resolve one confident entity;
Knowledge-Panel-buildable

Drive / YouTube embeds — no size limit (the #22
Dream Vertical reel is in)

One source of truth, pushed to every profile (see p.
on inconsistencies)

Agents keep it current as new offers, stats & film
come in

The honest framing for Erin: nothing here is wasted — every photo, video, and bit of copy she gathered carries

straight over (and already has, into the hub we built). We're not replacing her work; we're completing it, making it
searchable, and moving it onto Oliver's own domain — including doing the move for her so she doesn't have to.

See it live: the complete version is already up as a demo at dennisyu.com/oliver-gilliam — everything from her site,
plus offers, consolidated profiles, schema, and the Dream Vertical film, in one searchable place.
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What we deploy — and how the domain goes live

Every fix in this audit ships as a concrete asset. Most are already built; the rest are an afternoon of agent work once
access is granted.

Asset What it does Status
Entity home The recruiting hub — profile, photos, film, offers, trainers, free- Built - ready to deploy
(olivergilliam.com) camp, contact
Person/Athlete schema + Google resolves one confident entity; the namesake is Built into the hub
sameAs disambiguated
Film hub (VideoObject) Best clips embedded & marked up for “Oliver Gilliam Salem” On deploy
Profile-data standardization One height/position/GPA/handle across every profile (previous On access

page)
Offers & interest ledger Durable, factual record of the offer + 20+ programs Built
Live demo + backlink dennisyu.com/oliver-gilliam — viewable today, permanent Live

corroboration

Two ways to go live (recommended: both, in order)

1 - Demo now — dennisyu.com/oliver-gilliam is live and shareable with coaches today, and gives Oliver a DR-high backlink. 2 - Real
home — point his owned exact-match domain olivergilliam.com at the platform with the records below (better for SEO/entity than any
subfolder).

The DNS records to point olivergilliam.com — the ~5-minute family task

In the domain's DNS (currently Squarespace), the cleanest method is to set the four nameservers to ours (full pointing). Exact values are
confirmed when the site is provisioned; the family keeps full ownership — we only change where it points.

Method Record Value (live — provisioned June 16, 2026)
Nameservers (recommended — full NS 1 ns-282.awsdns-35.com
pointing)
NS 2 ns-723.awsdns-26.net
NS 3 ns-1265.awsdns-30.0rg
NS 4 ns-1715.awsdns-22.co.uk
or A + CNAME (keep registrar DNS) A @ (root) 34.199.192.119 (fleet)
CNAME www <your-site>.fleet host (provided)

SSL auto-issues once DNS resolves (15 min—few hrs). We provide the exact values and can screen-share the change.
Anything beyond DNS (hosting/SSL) is on us — web@blitzmetrics.com.
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Days 1-7: build & anchor the entity home

Days 1-2 — Build the recruiting hub on olivergilliam.com

A clean, fast athlete site: hero (name, 6'8" forward/wing, class of 2028, Salem VA, 3.5 GPA), current film up top, a stats &
achievements section, news, an “Offers/Interest” area, contact, and links to every verified profile. Mobile-first, because that's
how coaches look.

Days 2-3 — Point the domain at the platform (the one family task)

Move olivergilliam.com off the Squarespace “Coming Soon” placeholder and onto our hosting via a single DNS change
(records provided, p.17). This is the ~5-minute step only the family can do — everything before and after it is on us.

Days 3-5 — Person | Athlete schema + sameAs map

JSON-LD declaring Oliver Gilliam (Person/Athlete): height, position, class year, school (Salem HS), team (Dream 34 Hoops),
plus sameAs to the public Instagram, YouTube, Hudl, MaxPreps, and Prep Hoops — one canonical answer sheet that also
disambiguates him from the same-name player.

Days 5-7 — Consolidate identity + first corroboration

Confirm one public recruiting handle, link all profiles home, and publish the public write-up (this audit's companion article) on
a strong domain as third-party corroboration and a first real backlink toward olivergilliam.com.

Deliverable at Day 7: olivergilliam.com is a live recruiting hub with film, stats, schema, and a consolidated identity —
the anchored entity home the family already owned the domain for. One week, not one season.
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Weeks 2-6: wire the proof, build the film hub

Workstream Actions Owner
Film hub + schema Embed the best Hudl/YouTube film on olivergilliam.com with Our agents
VideoObject markup; organize a “Watch” section a coach can scan in
30 seconds.
Stats & achievements Pull verified stats and milestones (leading scorer, Region 4D) into a Our agents

clean, sourced section — linked to MaxPreps/Prep Hoops, not
dependent on them.

“Offers & interest” ledger A durable, factual record of college interest (kept accurate and Agents + family
verifiable), so the “Offers” story isn't trapped in a disappearing IG confirm
highlight.

News /| “as covered” Convert the Roanoke Times coverage and team mentions into a linked,  Our agents
schema'd press section (subjectOf) — each a corroborating signal for
the entity.

Social consolidation One public recruiting handle, cross-linked; route film to one YouTube Agents + family OK

channel; keep the personal account private by design.

Reviewed on a simple weekly cadence — what changed, what it moved, what's next — with the agents doing the
“action” so nothing stalls between updates. The family's only recurring role is the occasional film or photo drop and a
quick fact-check on offers.

Privacy guardrail (standing): everything published stays public-record and on-court. No medical or private information,
no images from the private account, no contact details beyond what the family approves for recruiting. The brand is
Oliver the player and student — nothing more.
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Weeks 7-12: amplify what's proven

Content factory on the film: each strong game or highlight - a short write-up on olivergilliam.com + a clean clip + a
quote card, targeting “Oliver Gilliam Salem,” “2028 Virginia forward/wing,” and similar terms a coach actually searches.

Dollar-a-Day on the winners: $1/day x 7 across the top clips; survivors get a small sustained budget, aimed at
college-staff geographies, the Salem/Roanoke area, and recruiting interests.

Coverage ledger: every new mention, camp, or offer ships with a matching update on his hub + a backlink — so
authority compounds on the domain he owns.

Entity lock: with home, schema, proof, and corroboration live, confirm the consolidated entity (and pursue the
Knowledge Panel) and keep the same-name player cleanly separated.

Where the score lands

Component Today Day 90 What moves it

Entity home 2/20 18/20 Live hub on olivergilliam.com + schema + internal links.
Knowledge Panel 0/15 12/15 Anchored entity + corroboration; namesake separated.
Search presence 7/15 13/15 Owned hub ranks #1 for his name; profiles point home.
Content engine 4/15 12/15 Film - write-ups, clips, quote cards, weekly.

Audience 4/15 11/15 Consolidated handle + Dollar-a-Day on winners.
Schema 0/10 9/10 Person/Athlete + VideoObject markup.

Social integration 5/10 10/10 One identity, cross-linked, film routed.

TOTAL 22 85 A complete, owned recruiting brand.
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What we do vs. the family's ~20 minutes

BlitzMetrics / our agents (everything)
¢ Design & build the olivergilliam.com recruiting hub

¢ Write & deploy Person/Athlete schema + the sameAs
map

¢ Embed film, stats, news; build the offers ledger
¢ Consolidate the social identity; route film to one channel

¢ Run the content factory: film - write-ups - clips -
guote cards

e Manage Dollar-a-Day budgets and kill/scale decisions

¢ Pursue the entity/Knowledge Panel; separate the
namesake

¢ Report on a simple weekly cadence

The one technical step, spelled out

The family (once, ~20 minutes total)

Make one DNS change to point olivergilliam.com 5 min
at our platform (or grant Squarespace domain

access so we do it)

Green-light: repurpose existing public film into 5 min
clips & write-ups

Confirm offer/interest facts so the ledger stays 5 min
accurate

Occasional drop of new film/photos the family 5 min

approves

That's the whole ask. No tool to learn, no prompts to
write.

DNS handoff: olivergilliam.com currently points to Squarespace. To go live on our platform, the family either (a) updates
the domain's DNS records — an A record for the root and a CNAME for www (exact values delivered with the built site),
or (b) updates the nameservers to ours. We provide the precise records and can screen-share the 5-minute change.
Nothing else about the domain registration changes — the family keeps full ownership.

Already implemented during this audit (no access needed): @ this 20-page audit, @ a ready-to-deploy entity-home
design for olivergilliam.com, ® a public companion article documenting the work — third-party corroboration and a first

backlink toward his domain. The flywheel is already turning.
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What an owned hub is worth to a recruit

We won't put a dollar sign on a 16-year-old's ceiling, and this audit makes no promise about scholarships or levels —
those are earned on the court. What an owned brand does is make the player Oliver already is easy to find, verify, and
trust at the exact moment it matters.

Where it pays off How

Coach verification The first 60 seconds after a coach hears his name return a clear, current, owned profile instead of a
blank page and a same-name lookalike.

Exposure that Every camp, highlight, and mention has a home to point to, so authority accumulates on his domain

compounds instead of leaking to platforms.

Narrative control The family decides what the story is — character, academics, production — rather than leaving it to

scattered third-party fragments.

NIL & the long game A credible owned presence is the foundation any future name-image-likeness opportunity is built on —
and it's far easier to grow one than to start one senior year.

What this audit cost to produce (the receipt)

Line item Detail Est. cost
Research Public web + SERP sweep, live entity verification, profile & domain checks, namesake = $5-10 total
agents disambiguation model tokens + units,
June 2026 rates
Authoring & 20-page audit + ready-to-deploy entity-home design + public companion article, same
design day
Human Dennis Yu, review & sign-off
supervision
The contrast A custom recruiting site + branding package typically runs $1,500-$5,000 and weeks orders of
— and usually stops at a template, with no entity, schema, or amplification. magnitude
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Every claim, sourced — verify before you vouch

Claim Source (checked June 15, 2026)

6'8" forward/wing, class of 2028, Salem HS Public IG bio (@oliver.gilliam413); Prep Hoops VA player database (Oct 27,
(VA), 3.5 GPA, Dream 34 Hoops 2024); Hudl profile (Salem HS)
Leading scorer (e.g., 15-pt game); varsity @Salemboysbball (X) game recap; MaxPreps Salem HS (VA)

contributor as an underclassman

Played in VHSL Region 4D quarterfinals (Feb Roanoke Times, Feb 23, 2026
2026)

Public account: 5 posts, 708 followers, “Offers” Live Instagram, June 15, 2026 (@oliver.gilliam413 and @oliver.gilliam)
highlight; personal account private (62

followers, “parent co-managed,” Wooden

quote)

@oliver.gilliam4 does not resolve (truncation of  Live Instagram, June 15, 2026
@oliver.gilliam413)

YouTube @OliverGilliam.hooper — 5 Google SERP, June 15, 2026
subscribers, 9 videos

olivergilliam.com owned; parked “Coming Soon  Live visit + domain availability check, June 15, 2026
/ under construction” on Squarespace; not
available to register

No Knowledge Panel renders for “Oliver Clean Google search, June 15, 2026 — no entity panel
Gilliam”
A different Oliver Gilliam (Chattanooga, TN; HoopSeen NextGen camp listing — flagged to prevent entity merge

~5'5"-5'7"; 2028 CG) appears in results

College offer (Fairleigh Dickinson—Florham) + Family recruiting workbook (Erin Gilliam, June 2026) + public “Offers” IG
interest/camp invites from 20+ programs (incl. highlight; per-program details are family-reported

D-1 Austin Peay, Fordham, Cornell, Youngstown

State, Towson)

Measurables: 6'8", 610" wingspan, 230 Ibs, Family recruiting workbook (Erin Gilliam, June 2026)
projected 6'10"-7'0"; 3.5 GPA, recruiting

profiles (NCSA NCAA ID 2204501462, Ryzer,

FieldLevel); X @O_gilliam28

Methodology & caveats: follower/subscriber counts are platform-displayed values at capture; Knowledge Panel rendering varies by
location/personalization (“no Panel today” is reported from a clean search, not asserted as permanent); recruiting interest is reported in
general terms and not as hamed, independently verified offers. Deliberately excluded: any medical/health information and any images from
the private account — Oliver is a minor, and this brand is limited to public, on-court, in-class facts.
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PERSONAL BRAND SPOTLIGHT - STUDENT-ATHLETE EDITION

Erin — here's the whole decision.

Oliver did the hard part — he's a real 6'8" prospect with the grades and the character to match. You did the
smart part — you bought the domain early. This just makes Google, the coaches, and the Al tools show all
of it. Plainly:

1. Reply “go” to Dennis.
2. Spend ~5 minutes pointing olivergilliam.com at our platform (p.17 — we'll screen-share it).
3. Watch the weekly updates as the score climbs 22 — 85 and the blank page becomes a real

recruiting hub.

READY TO DEPLOY PUBLISHED TODAY
olivergilliam.com hub blitzmetrics.com — the write-up
a built entity-home design, waiting on one DNS change public corroboration + a first backlink toward his domain

The size, the grades, the production, the character, the offers — Oliver did the hard 90%. The remaining 10% is
plumbing, and plumbing is what we do. Let's make sure that when a coach looks him up, they find exactly the player

and person he is.

Dennis Yu - BlitzMetrics Personal Brand Spotlight
Student-Athlete Edition - scored on the published 100-point Personal Brand Score June 15! 2026



