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Netsertive: Take
Control of Your Brand
]] at the Local Level
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Cost Per Lead (CPL) =
Marketing Campaign Spend + Number of New Leads

i.e. $1,000 in Spend/20 Leads = $50 CPL
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Levers to Pull to Lower Your Cost Per Lead

Digital Strategy:

e Q | I:l Targeting & Keywords

Conversion Rate:

@ Landing Page Experience and

@_ Offers

Business Processes: Sales,
Operations, and Data Loops
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Lowering Your CPL:

Digital Strategy



What determines

GO gle best garage floor coating company near me X & @& Q
Co St e r Lea d ° AlMode  All  Shopping  Shortvideos Forums Maps Images More ~ Tools ~
Online estimates Open now Top rated

e Keyword traffic opportunity

Results for Holly Springs, NC @® Use precise location

o BUdget and blddmg Strategy Sponsored Floor installation | Holly Springs
. o . TitanWorx Home Solution:
e Alignment across targeting, intent, ad 50 4-4.x 4 (12)- Forinstallaton m) (%

1 year in business - Serves Holly Springs

M Get ph
Open 24/7 - Free estimate eR0ag2 SR

number

message, and landing page

Vital Flooring & Crawlspaces
49 (173) - Floor installation B .
3+ years in business - Serves Holly Springs
Closed now - Family owned

e Creative quality and relevance

Message Get phone
number

e Conversion rate performance (form,

Show more v

page speed, trust signals) Sponsored results

o= Garage Flooring Pros
® https:/www.garageflooringpros.com
Lifetime Warranty - 50% Off Super Sale
Industrial Strength, Chemical Resistant, Easy to Clean, and One-Day Installation.
Protect Your Shop Floor With Oil And Chemical-Proof Epoxy Concrete Flooring.
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Discover Your Opportunity

Three month - Ad impression Tap qf page
D Keyword (by relevance) Avg. monthly searches change YoY change = Competition shafe bid (low
range)

Keyword ideas
D epoxy garage floor 210 \Nv— 0% 0% High = $5.83
[  epoxyfloor 170 NM +24% +86%  High - $3.07
D garage floor coating 140 \/\/\-/\-/\ 0% -18%  High = $2.81
D epoxy floor coating 50 M— +80% +80% High = $2.92
D epoxy garage floor cost 30 \/\_/'\/_ +50% -40%  Medium = $3.42
D garage floor coating near me 20 \J\_/_,\ 0% -33% Low = —
D best garage floor coating 10 /\ 0% -50%  High - o
D epoxy garage floor near me 10 /\ [ +200% +200% Low = =
[J  garage epoxy 10 J\_/_ 0% +100%  High - $8.46
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Target the Right Audience

Ideal audience based on relevant
Custom Audiences = SXEEEEEEE >
keywords, URLs, and apps.

Users based on what they're passionate

Affinity Audiences

about and their habits and interests.

In-Market Audiences Users based on their recent purchase intent.

----------- » Users that have interacted with your business.
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Going Beyond Search to Optimize Your CPL

The Start The Learnings The Application

We noticed that the display campaigns We shifted budget from search

were outperfc?rmlng search in a few ‘ to display campaigns in all
accounts and display Cost Per Lead was accounts.

20% lower across the board

We began with one franchise
group by running primarily
search campaigns.

B Video [ Social | Search [l Display

2%

This learning has changed the complete set up for franchisees. We went from
around 60% search/30% display to 20%/80%
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Lowering Your CPL:

Prospect Experience Audit



The Digital Marketing Hierarchy of Needs

Actionable Insights

Decision Support through data & scale

Integrated Workflows

Automated lead flow, ROI visibility, Inventory feeds

Direct Marketing
Nurturing: Email, Retargeting, Loyalty
Third-party Media/Advertising | SEO | PR | Community

Digital Presence

Listings Mgt, Reviews Monitoring, Social Content
Web Content

Localized Location Microsites/Promotion Pages Main Website Domain

Decision Support
through data & scale

Greater Visibility &
Actionable Insights

Digital Signage
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Build a Localized Landing Page, Optimized for
Conversion and Data Capture

Automatic
Geo-Location

Highlight
Promotions

Quality Content,
Localized

Ameﬁca’s Mattresses  Bases Specials
MATTRESS'

L

Locations > CO > Glenwood Springs > 3230 S Glen Ave

I 0% for 36 Months!

On mattresses purchases of $1,699 or more with
your America’s Mattress credit card made
between May 22-28, 2024. 36 equal monthly
payments required.

Apply Now

Save up to $1,200 this Fourth of July!

We're celebrating Independence Day with incredible savings storewide! Save up to $600 on select mattresses plus save up to
another $600 when you pair your mattress with a new adjustable base! But don't delay — these offers end July 8!

Contact Us

Locations

Please fill out the form to send us an email or give us a
call at (970) 945-8506

% %k Kk %k k

Memorial Day

SALE!

% %k Kk %k k

—_

Integrated Call
Tracking

Capture Lead Forms
and Automatically
Route to CRM

Improve

conversions
with a localized

pages and
microsites
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Creative optimization:
Al-driven ad creative testing for localized content.

Local Relevance
Al adapts creative to match audience intent, Advertisers leveraging Al
promotions, and seasonality. creative optimization

achieved 19 % better

Continuous Testing
Automatically experiments with new creative N
to find high-performing variants. compared to traditional

campaigns *

cost-per-acquisition

Smarter Spend
Shifts budget toward assets proven to convert
at lower cost per lead.

il GOO
AdCreativeai VEO 3

*Madgicx, 2025



Test-and-Learn Your Way to Success

Audience Targeting
Seasonality

Bid Strategies

Conversion Type and Source
to Revenue

Self-Reported Attribution
Website Headlines
Offers

Content Localization
New Location Finder
Better Review Responses

Localization

Performance
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Lowering Your CPL:

Operations Audit



Look at High and Low Performers
Across Locations

netsertive

Logout

Location Comparison and Spend Analysis Need some help?
® Insights ~ " e
Location ROAS Spend Distribution
Beshboard Business Assumptions
Performance @
Analyzer $5.000
Monthly ';n':" to Close Rata Google Search 79%
Overview B 5 $4,500
ROAS
Assumption °®
based Avg. Sale Value $4.000
[$150
CTV Reporting
$3500
Campaign Google
) 12%
Details
Detal Date Rings Display
Last 3 months =~ B $3,000
Internal 2
E
£ s2500
Lead Type &
[ ’
LoCATION
Ad Spend: $2,319
Leads: 238 Facebook
Estimated Sales: 8 Social
Location Select Estimated Gross Revenue: $7,140
3

Trade Desk
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Don’t Let Up on Local: Grassroots Marketing Still

Matters

Empower owners to connect with their communities, then
amplify their impact through digital. Local Trust = Lower CPL

1. Partner Locally
Preferred Partner Kits: gyms, schools, small businesses, with ready-to-use
co-branded materials.

2. Activate Purpose
Cause-Based Campaigns: align with national initiatives like Month of Movement
or Shop Local Weekend to create unified community impact.

3. Celebrate Customers
Local Love Campaigns & QR Reviews: easy tools to thank reviewers, collect
testimonials, and share customer stories on social.

76% of consumers say they

trust businesses they

perceive as local, even if

they’re not *

*Forbes, 2021




Understanding Your Goals
and Performance Metrics

] .
“netsertive

Does your vendor know
what KPIs matter most to
your franchise?

Red flag:
Conversions not optimized to your
franchisee goals by location.
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Budget Allocation and Performance

N p g
GO gle - M'fd"v%fgfﬁ How is your vendor
currently evaluating
N Meta uYOUT“be budget efficiency, and how
; tell?
M theTradeDesk SR YEREE

Red flag:

Misalignment between budget and
performance
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Campaign Optimization Strategies

@ 200 5, 1,442

Active Locations Active Ad Units

& 285

Localized Campaigns

Are you aware how often
your campaigns are being

3,517 optimized? Is it often
Monthly Campaign Changes
enough?

T4

1,894

Monthly Ad Changes

\ Ad Unit Extensions

)

Red flag:

A "Set it and forget it" approach
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Google Best Practices and Smart Bidding

Manual CPC CPC
Max Conversions Smart Bidding

What bidding strategies are
you currently using? Does it

CPL Low Budget Playbook make sense with your goals
Google Optimization Score and best practices?

CPA Highvs. Low Search Volume

Red flag:

Unchanged Bidding Strategies After
Launch
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Calculate Your Ideal CPL

KNOW YOUR NUMBERS

Cost Per Lead and
ROI Calculator

Discuss with a Netsertive Marketing Pro -

« G

Sponsored
# ProLine Boston
7 biepitunsw.proline comiseattie

ProLine Boston | Professional Hom
Cleaning Services Near You
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\ § ren il
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Campaign Spend Per Month . .
_ . Campaign lead metrics
You could use your maximum advertising budget for the rest

of the year, a generic estimate, or the average monthly

4,000 website sessions from PPC
amount you've spent over the last 3-12 months.

800 conversions / leads

$5.00 per lead

) $ 4,000 per month )

Average Cost Per Click

You could use your maximum advertising budget for the rest
of the year, a generic estimate, or the average monthly
amount you've spent over the last 3-12 months.
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Thank you!

Questions? Contact Jason:

jlynch@netsertive.com
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Gabby Powers
Product Marketing Manager

Jason Lynch
Head of Marketing




