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SEARCH | Go | GET STARTED

COMPANY SERVICES DESIGN TOOL CUSTOMER RESOURCES LOCATIONS MORE CONTACT

“In the last 4 years we have used 2 other “Search Marketing”
companies. The results were disappointing fo dismal. Since
working with Media Two, we have seen growth and revenue
directly related to their efforts. (Consequently) Our franchise
owners actually decided to increase their budget this year and
direct all funds to Search Marketing efforts. We are thrilled to
have Media Two helping us advance...”

CFE/VP Marketing & Sales, Kitchen Tune Up

Own a Franchise!

Interested? Take a look at our franchise
information by clicking here. Once you're
convinced call Craig Green today! You can also
contact Craig by clicking here.

Project of the Month.
Check out the award winning projects from
around the country by clicking here.

Before & After!
Images that highlight the dramatic differences we
can make. Click the picture to visit our gallery!

. . . . 3 . Small Changes.
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cost per lead had risen from roughly $80 to over $180.

Strategy | While full opfimizations had been executed for the media buy on the front end of the campaign, we presented a
strategy to redevelop and improve campaign performance through creation and implementation of a dedicated landing
page. The page would be designed so that audiences were driven through a short sign-up process with very clear and concise
calls to action. Imagery was simplified to a bare minimum, required personal information was cut to a minimum, and copy cut so
that all content fell above the page fold.

Outcome | Onlaunch of the new landing page and through the first six months after deployment (to date), conversion
percentages are holding at roughly 2.4% and the overall cost per lead has dropped to less than $70. Note: no major updates were
made to campaign structure or budgets during this fime. So performance is strictly a result of landing page build-out and
optimization coupled with exact execution of PPC campaigns.
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