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Wh_q Google Search More and Social Media Less

In next few slides I will do as you requested. However, | honestlg feel you are avoidinga channel that is much more Promising.

D | Prelcer Google Search over social media for marketing purposes because of the fundamental difference in user intent
between the two Plahcorms. When People use Google Search, theg tgpica”g have a sPeciﬁc intent or need in mind. For example,
theg might be |oo‘<ing for a Procluct, service, or information to solve a Problem or fulfill a need. This intent-driven behavior
presents a valuable oPPortunitg for businesses to connect with Potential customers who are acti\/clg seeking what theg offer.
2) On the other hand, social media Plahcorms like l:aceboo‘g Instagram, and Twitter are more about social interaction,
entertainment, and content consumption. While users May come across ads or posts from businesses on social media, their
Primarg motivation for being on these Pla‘mcorms is not necessarilg to make a Purchase Or engage with brands. Instead, theg are
often looking to connect with friends and Familg, consume content, or be entertained.

%) This difference in user intent means that a&vertising on Google Search allows businesses to reach Potential customers who

are active|9 Iooking for Procﬂucts or services like theirs, making it more likelg to generate leads and conversions.

4) In contrast, acl\/ertising on social media relies more on targeting sPeciﬁc clemographics or interests rather than user intent,
which can be less efHfective in dri\/ing direct sales or conversions. Overa”, while social media can be valuable for brand awareness
and engagement, Google Search offers a more direct and intent-driven aPProach to reaching Potential customers who are

acti\/elg seeking what a business has to oftfer. | studied this for many years and the result of my stu&g is at link: https: //

uxdesi onseo.com/ uxclesiznseo/ conversion-optimization/
(e —7 i

5) | start my Presentation analgzing Google Search first which I believe is much more valuable.



https://uxdesignseo.com/uxdesignseo/conversion-optimization/
https://uxdesignseo.com/uxdesignseo/conversion-optimization/
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/—\nal_qsis Of Demand

AS you see in image in |last slide the total searches for your main kegworcls is about 30,000.

The ads will be shown to roughlg 40% of these searches (Google imPression share rules clel:)encling on how
igh you bid).

Hence our ads will be shown to (BO000 x40 % =) 12000 Active Google Searchers.

[ can get CTR to better than 5 Percent ]:)3 A/B testing many ditferent Ads.

We will achieve 12000 (iml:)ression) x5 % (CTR) = 600 clicks (monthly} on our ads.
| will bid $20.00 to achieve first Position.

Qur aclvcrtising cost will be 600 x40 = per month.

| am sure | can get closerto a 15 % conversion rate!

Achie\/ing such a high conversion rate comes with hard work to oPtimize the |anding page (mainly A/B testing).

Hence we will achieve:

600 x5 % (conversion rate) = Average 50 new Projec:ts montl‘xly. Guaranteed!!

The average Price of every Projects is around $10,000

We will achieve Revenue = $10000 x 50 = $500,000 Revenue Monthlg.
Revenue after Google Ads cost = 500,000 - 24,000 = $ 276,000
ROS = 276,000 / 24000 =11.5 or 1,150%




) Built To Perfection is an innovative remodeling and construction company with a focus on delivering hig}w—~

c]ualitg construction services.

2) lts mission revolves around Provicling sul:)erior remocleling and construction solutions tailored to meet

clients' needs while ac”wering to the ighest standards of craftsmanship and Pro?essionalism.

%) Unique se”ing Propositions include exl:)ertise IN various construction areas, innovative design solutions,

use of highquality materials, and a commitment to customer satisfaction.
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1) Sustainabilitg and Green E)uilcling: Increasing focus on eco—-mcriendlg construction Practices and materials
to reduce environmental impact.

2) Technological Advancements: Acﬂoption of Building Information Modeling (BIM), drones, and augmentecﬂ
realitg for efficient Project management and clesign.

%) Modular and Prefabricated Construction: Growing demand for off-site construction methods to

streamline processes and reduce Project timelines.

4) SaFetg and Regulations: Heightened emphasis on workplace samcety Protocols and adherence to
stringent buil&ing codes and regulations.

) Remote Workforce Management: | mplementation of cligital tools and Plahcorms for remote collaboration
and Prcy’ec:t monitoring.
6) Competitors in the construction incjus’try may include both Iarge—-scale construction firms and sma”c—:n
local contractors. Some Prominent coml:)etitors could be Turner Construction Compang, Skanska, Bechte
Corl:)oration, and Jacobs Engineering Group. Aﬂditiona”g) there may be numerous regional and niche

Plagers comPe’ting N speciﬁc market segments or geographic areas.




Primary and secondarg target markets

Prima ry Ta rget Market:

D) Built To Perfection's Primarg target market consists of homeowners and property cieveiopers seeking iiigii—-c]ualitg
construction services for residential and commercial Projects.
2) These clients Prioritize c]ualitg craictsmanslﬁil:), reliabilitg, and adherence to timelines and buclgets.

) Tiiey may range from individual homeowners |oo|<irig to remodel or renovate their Prol:)erties to iarger cievelol:)ers

unciertaking new construction Prcy’ects.

Seconciarg Target Market:

D Built To Perfection's seconciarg target market includes arclfiitectsj interior ciesigners, and real estate agents who may

recommend construction services to their clients.

2) These Proiessionals value collaborative Partnersi'iips with construction firms that can deliver exce[:)tional results and

meet client expectations.

%) Tiieg may also seek reliable contractors for their own Prcﬂects or reter Built To Perfection to their network of clients

anci contacts.




ComPang strengths

1) HigH-Qualitg CraFtsmanshiP: Built To Perfection Pricles tself on clelivering suPerior

construction services, characterized bg attention to detail and skilled cramctsmanslﬁip.

2) RePutation for Reliab'litg: The company has built a strong rePutation for reliab'litg,
onsistentlg comPIeting Projects on time and within uclget.

%), Experienced Team: Built To Perfection boasts a team of exl:)eriencecl Srofessionals

with exPertise N various aspects of construction, ensuring seamless Pro?ect execution.
J,
4) Customer-Centric APProacl’]: The company Prioritizes customer satisfaction,

Provicling Personalized service and aclclressing client needs and concerns Proml:)tlg.

) Diverse Portiolio: Built To Perfection has successfuug completecl diverse range of

Projects, inclucling residential homes, commercial builc‘ings, and renovations,

showcasi ng its versati itg.




Coml:)ang weaknesses

D Limited Brand Awareness: Despite its strong, reputation within the inclustry, |

To Perfection may have limited brand awareness among, Potential clients, especia”g N

Nnew markets.

2) Geographic | imitations: The coml:)ang's ol:x-:rations may be confined to spec:hqc

geographic regions, limi’cing its reach and Potential for expansion.

%) Del:)enclence on Skilled Labor: Built To Perfection's reliance on skilled labor may

pOseE a cha”enge In recruiting and retaining qual'ﬁecl Progessionals, especially uring

beriods of high demand.

4) Cost Competitivenesa In ighlg coml:)etitive markets, the company may face

pressure to maintain cost coml:)etitiveness while delivering high- ualit9 services,

impac’cing Proﬁt margins.




Coml:)ang oPPortunities

1) Market Expansion: Built To Perfection can caPitalize on opportunities to expancl
into new geographic markets or target emerging sectors within the construction

inclustrg.

2) Technologg lntegration: Embracing technology such as }5uilcling Information

Mocleling (BIM) and Project management software can enhance @Cﬁdencg and

COm Petitiveness.

)Green BUilcling Initiatives: With growing interest in sustainable construction

Practices, Built To Perfection can explore oPPortunities In eco~¥rienc”9 builcling

; At ,
solutlons ancl certimcations.

4) Strategjc Partnerships: Forming alliances with architects, clé:sigrxc-:rsJ and suPPIiers

can expanﬂ Built To Perfection's network and access to Potential clients and Projects.




ComPang threats

) Economic Downturns: Economic fluctuations and downturns can imPact construction
activity and cliscretionar9 speﬂcling on Projects, agecting Built To Perfection's revenue
and Proﬁtab'lity.

2) Regulatorg Changes: Changes N bui cling codes, zoning regulations) or environmental

requirements cary POSC compliance C”lal CﬂgCS and Increase PFOJCCJE COStS.

) Intense Coml:)etition: The construction inclustrg IS Highlg competitive, with numerous

established firms and new entrants vying for market share, Potentia”y erocling Built To

Perfection's competiti\/e Position.

4) SUPPIH Chain Disruptions: Disrup’tions in the supplg chain, such as material

shortages or Price ﬂuc’cuations, can affect Project timelines and costs, Posing cha”enges

for Built To Perfection's ol:)erations.
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Homeowner Janet

Demographics Female, agecl %5-50, married with children

Pain Points:
1) L ack of space: Janet feels that her current home is too small for her growing Familg
and is consiclering renovation or expansion oP’tions.

2) Buclget constraints: She is concerned about the cost of home imProvement

Prcy’ects and seeks cost-ettective solutions.

{

%) Time constraints: With busg schedule managjng work and fami y responsib'lities,

she is looking for a contractor who can complete Projec’cs eﬁqcientg and with minimal

Clisruption




Business Owner Benito

Demographics: Male, agecl H0~-47, entrepreneur or small business owner

Pain Points:

/

1) Orﬁce space renovation: Benito i1s Planning to renovate his oﬁ;'ce space to create

a more modern and functional workspace for his emplogees.

‘5udget management: He 's minaful of his bu&get and seeks contractors who can

liver clualitg results within his financial constraints.

Business continuitg: 3enito needs the renovation process to be completecl

quicklg and with minimal downtime to avoid clisrul:)tions to his business oPerations.




Investor John

Demographics: l\/\.alc:J agecl 4-0-60, real estate investor or Property clevelop

1

P31in Points:

) Maximizing ROI: John is focused on maximizing the return on investment for his Propertg

cevelopment Projects and seeks construction Par’mers who can deliver high—-qualitg results

hat enhance Propertg value.

2) Compliance and regubtions: He is aware of the importance of compliance with builcling

codes and regulations and looks for contractors with a track record of regulatorg comPliance.
) Projec:t management: John values effective Project management and communication

throughout the construction process to ensure Projects are completecl on time and within

]:)uclget.




Value Prol:)osition:

-

Brand Positioning (__xtracted lnsigiwts From Blogs)

Built To Perfection offers Premium construction services tailored to meet the unic]uo needs of each client. With

our commitment to quali’ty Craictsmanshil:), attention to detail, and customer satistaction, we ensure that every

Projoct s executed to Poricoction.

DitHferentiation from Compotitors:
) Qualit9 Craictsmanshil:): Unlike coml:)otitors WY,

Prioritizos craictsmanshil:) and attention to detai

NO may Prioritize spoocl over qualitg, Built To Perfection

in every aspect of the construction process, rosulting in

5uPorior outcomes that exceed client oxpoctations.

2) Personalized APProach: While some comPotitors offer cookie-cutter solutions, Built To Perfection takes a

Porsonalizocl aPProach to each Projoct, working close Yy with clients to understand their vision, Proicoroncos, and |

buclgot constraints to deliver customized solutions that reflect their unicluo stglo and roquiremonts.

%) Customer Satistaction: Built To Perfection is

dedicated to Provicling oxcol:)tionai customer service and

ensuring compioto satisfaction throug’iout the constructionjournog. We maintain open ines of communication,

address client concerns Proml:)tlg, and strive to

iong-torm rolationshil:)s built on trust and reliab

exceed oxl:)ectations at every stage of the Projoct, foster ng

lity.




Marketin g Objectives

Increase brand awareness ]:)9 20% among the target audience within the next six months through a targetecl cligital marketing
camPaign focused on Google Ads (kegworcl search such as remocleling near me) and social media channels. Googlc—: Acls) Google

Displag Network, and YouTube can all contribute signiﬁcantlg to achieving the marketing objective of Increasing brand awareness:

) Google Ads: With Google Acls, you can create highlg targetecl search camPaigns that appear when users search for relevant
kegworcls related to your brand or inclustrg. By ]:)iclcling on sPeciﬁc kegwords and creating comPe”ing ad Copy, you can INncrease
visibilit9 for your brand and drive traffic to your website. Addi’tiona”g, Google Ads offers various targeting oPtions, including

clemographics, Iocation, and interests, a”owing you to reach your target audience emc‘:ectivelg.
2) Google Displag Network (GDN): The Google Displag Network allows you to Place ads on a vast network of websites, blogs,
and apps across the internet. These clisp ay ads can include text, images, and even video, making them higlﬁlg engaging and

effective at cal:)turing users' attention. By targeting websites and apps Frecluentecl ]39 your target audience and using compe”ing
ad creatives, you can increase brand exposure and reach users who may not be activelg searching for your Proclucts Or Services.
%) YouTube: As the world's largcst video~sharing l:)la‘mcormJ YouTube offers a massive oPPortunitg for brand exposure and
engagement. You can create video ads that appear bc-'ncore, cluring, or after YouTube vicleos, as well as clisplag ads that appear
alongsicle video content. By leveraging YouTube's targeting o[:)tions and creating engaging video content, you can emcmcectivelg
communicate your brand message, showcase your Procﬂucts or services, and connect with your target audience in a high19 visual

and immersive format.

4) Overall, bg utilizing Google Ads, Google Disl:)lag Network, and YouTube in Conjunction with each other, you can create a

comPrehensive digital marke’ting strategg that maximizes brand exposure and awareness across various online channels.




Marketin g Strategi es

Iclenthcg Target Audience:

e Conduct audience research to understand clemographics, interests, and online behavior of target customers.

* Segment the audience based on characteristics such as age, gencler, location, and interests to tailor content and messaging egec’civelg.
Choose Relevant Social Media Platforms:

o Select social media Plahcorms based on where the target audience is most active and engagecl.

e Prioritize Plahcorms such as | nstagram, Facebook, and Linkechn) considering the nature of the business and the tHPC of content to be shared.
Content Strategy and Creation:

o Develop a content calendar outlining the types of content to be Postecl) Frequencg) and Publishing schedule.

o Create diverse content formats, inclucling Images, videos, in{:ogra[:)hics, blog posts, and user—-generatecl content.

o Ensure that the content aligns with the brand's voice, Values, and keg messaging while aclclressing the interests and Pain Points of the target

audience.

Engagement and Community Builcling:

o Activelg engage with the audience !39 resPoncling to comments, messages, and mentions Promptlg.

e Encourage user—-genera’cecl content and foster community interaction through contests, Po”s, and discussions.

o Cultivate brand advocates and influencers who can amplh(y the brand message and reach a broader audience.
Paid Adver‘cising and Promotion:

o Allocatea Portion of the budget for Paid social media aclvertising to boost visibilit9 and reach targetecl clemographics.

o Utilize features such as sl:)onsorecl Posts, Promotecl tweets, and | nstagram ads to expancl the reach of organic content and drive conversions.
Performance Tracking and OPtimization:

e Monitor keg Pemcormance metrics, inclucling follower growth, engagement rate, website tratfic, and conversion rate.

o Use social media analgtics tools to track Pemcormance) iclenthcg trends, and measure the effectiveness of caml:)aigns.

o Continuou519 oPtimize the strategy based on data insights, adjusting content, targeting, and ad spencl ¥e) imProve results and achieve

objectives.




Buclget Allocation

I. Content Creation and Management: $30,000

» Content creation costs, inclucling graphic clesign) Photogral:)hg, Vicleographgj and copgwriting.

e Hiring social media managers for content Planning, scheduling, and community management.

2. Paid Advertising and Promotion: $100,000

. Buclget for sponsorecl posts, Promotecl content, and social media aclvertising cam[:)aigns on Plat{:orms like Facebook, Instagram, and LinkedIn.

e Allocation for boosting posts, reaclning targetecl clemographics, and maximizing, ad reach and engagement.

e Testing buclget for A/B testing of ad creatives, targeting ol:)tions, and ad formats to oPtimize Pergormance.

3. Influencer Partnerships and Collaborations: $20,000

e Investment in influencer marketing campaigns ¥e) leverage the reach and influence of indus’trg influencers and brand advocates.

. ComPensation for influencers, sPonsorshiP fees, Procluct gi{:ting, or atfliate Partnerslﬂil:)s.

e Collaboration costs for co-branded content, giveaways, and sPonsorecl posts with influencers.

4. Analgtics and Reporting Tools: $10,000

. Subscril:)tion fees for social media analgtics and reporting tools to track keg Pemcormance metrics, measure campaign effectiveness, and generate insights.
e Investment in advanced analgtics Pla‘mcorms for real-time monitoring, data visualization, and Preclictive analytics.

5. Contingencg and Miscellaneous EXPCHSCS: $4-0,000

» Contingency fund for unforeseen expenses, emergencies, or oPPortunities that may arise throughout the year.

e Miscellaneous EXPENSES such as software upgracles) training and clevelopment) travel EXPENSES for events or comcerences, and Prcncessional services fees.
6. This buclget allocation aims to strike a balance between content creation, Paicl aclvertising influencer Partnersl’)ips, analgtics, and miscellaneous expenses
to support the execution of the integrate& social media marketing strategy egectivelg. Achustments can be made based on campaign Pemcormance, market

conditions, and strategic Priorities over time.




lmplementation Plan

Month 1:

Week 1-2:

Task: Strategy Planning

Deadline: End of Week 2

Develop a Facebook marketing strategy, including objectives, target audience, content themes, and budget allocation.
Week A4

Task: Content Creation

Deadline: End of Week 4

Create engagiﬂg content for Facebook Posts) ads, and Promotions based on the Plannecl strategg.

Task: Set UP Facebook Business Manager

Deadline: End of Week 4

Create or update the Facebook Business Manager account, set up ad accounts, and conﬁgure tracldng Pixels.
Month 2:

Week 1:

Task: CamPaign Se’c~UP

Deadline: End of Week 1

Set up Facebook ad camPaigns, including audience targeting, ad creative, budget allocation, and scheduling.
Task: Launch CamPaigns

Deadline: End of Week 1

L aunch scheduled Facebook ad camPaigns and monitor initial Permcormance.

Week 2-5:

Task: Monitoring and OPtimization

Ongoing

\Vilelslivels campaign Pergormance metrics such as reach, engagement, click—-through rate (CTR), and conversion rate.
Optimize ad targeting, creative elements, and budget allocation based on Pemcormance insights.

Week 4

Task: Reporting

Deadline: End of Week 4

Generate Facebook ad Permtormance reports for the month) including keg metrics, insights, and recommendations for iml:)rovement.




1) Set up conversion tracking within Facebook Ads Manager to track speciﬁc

actions such as website Purchases, form sub

2) Calculate the conversion rate bﬂ cliviclingt

MISSIONS, Or app downloads.

he number of conversions (desired

actions) 199 the total number of ad clicks, then mu:tiplg 199 100 to get the

Percentage.

) Monitor the conversion rate regularlg to assess the eHectiveness of Facebook

ad caml:)aigns N driving desired actions and oPtimizing Pemcormance.
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Summarg

o Built To Perfection (BTP) aims to Provicle innovative and sustainable building solutions.

* Key inclustrg trends include sustainabilitg and technologg adoption.

o Competitors range from general contractors to sl:)ecializeci firms.

. Primaxy markets are commercial Aevelol:)ers) with seconcﬂarg markets including residential homeowners.

e BIP's strengths lie in its skilled workforce and commitment to quality.

o OPPortunities include market expansion and service diversification, while threats include competition and
economic downturns.

o Targeting commercial de\/elopers aged 55-50 and homeowners agecJ 30-60, BTF's value Proposi’tion focuses

on Personalizecl solutions and qualitg service.

e The SMART marke’cing objective is to increase brand awareness among commercial clevelol:)ers 139 20% 1n12

montl’ws.
e An intcgratecl marketing strategg involves cligjta aclvertising and social media camPaigns.

o A buclget of $250,000 annua”g will be allocated for marketing efforts.

. lmplementation will involve ad deve opment, oPtimiza‘cion, and ongoing monitoring.

. Overa”, this approaclﬂ aims to enhance brand Visibilitg, engage target audiences, and d business growth. |




