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Your online marketing pl

Congratul ations ofihyo (Cro mpdred lkea Ga
ternet Marketin@ommpahiPest Contro

Ther e ar e a number of channel s/

your business when you |l ook at |
Whatever your business, this boo
At nrst glance, considering al/l
mi ght be over whel mi ng. These [

9



Digital Mar keting for Pest Contro

(Organic, -Pka&€Ldsd,ckBagy Local Service
(Facebook, X (formerly Twitter),
Directory Listings (BOTW, Four Squ

etc.) and Paid Online Lead Servic
To maximize your | ead now from t he
vel op a PLAN which covers each of
portunities. The purpose of this

wi || transform you from an onlin

domi nantiplweger area.

Throughout t his book, 4 |l ay the
online marketing el ements.

1 . Mapping out your online market

site, SEORe-PlPLd Paryvices, etc.)

2.Starting with the fuMedamental
sage, Medi a) before jumping he

Unternet Marketing Strategy
3.Setting up your website

4 . Understanding how search engirr
|l earn the di Ferences between t

and map | istings

10



5.Searc
your

porta
6 . How t

7 .0ur I

wor ds

8. How t

keywo

11L.i st

t hat

12Cont e

evanc

Your onl i ne mark

h Engine -@piwi mioz aotpitoinmi z
website with keywords t

nt for your particular b
o conduct keyword resear

i st of t he mo st commonl

in your industry

o achieve the maxi mum r e
he pages which shoul d be
t e

O optimize your website
ic listings on major sea
O i mprove your websiteA
ank on page one for you
rds

of l ink building techni

ar e proven t o enhance r a

nt marketing strategies

e in your market

11



Digital Mar keting for Pest Contro
13Qptimizing Gdogl € oMgpes ranked
t he Google Map in your area

14TThe fundamentals of Googl e Map

Citations, Consistency and Rev

15How to establish a strong nam

phone number pronle (NAP)

l6How t o properly claim and opti.i

Business Prople Local Listing

l17THow to develop authority for y.

citation devel opment

18.i st of the top citation sourc

organi zati on, according to the
ards
19How to get real reviews from vy

vyour true service ar ea

20Understanding Website Conversi

taldkow to ensure that your web
visitors into |leads in the for
submissions

12



Your onl i ne mark

21lUnderstanding MobiHoew Qpot ionpi-z a

timize your website for mobil

22dsing Social MeHloiwa tMa rukteitliinzge
ci al Medi a (Facebook, X (f
Linkeddn, Ti kTok and other s

maxi mum eFect in your busines

23Using Video-Mawkeéti ngap i nto
power of YouTube and other vi
sites to enhance your Vvisibi

conversion

24 everaging email marketing to
tact, Mai | Chi mp, etc.) to c
tomers on a deeper | evel, rec
get more soci al media conne

mately get repeat and referra

25Understanding and capitalizi.

Advertising opportunities

13



Digital Mar keting for Pest Contro

26Use -Pe€lick Marketing (Googl e
and Bing-bewrtcdhh) maxi mi ze the p

bility oPe€buckPMgrketing eFor

27™Why PPC should be part of you

mar keting strategy
28Why most PPC campaigns fail

29Understanding t he Googl e A d Wo

process

30How t o conpgure andPe@lniacgke youl

campaign for maxi mum RO(Y

31ll.ocal Servigqkekoddb GEeBRABre Ads
type of advertising oFered by
| ocal service providers to prol

to potenti al customers in thei

32Using Paid Onl iWwheatDipraeicdt oornileisn e
directories should you <consi d:¢
(BOTW, Spoke. com, Yahoo, Yel p

Yel |l owpages etc.)

14



Your onl i ne mark

33Managi nBetPaagyyd and LeaHoviervic
to properly -Ph@meagde Pearyvi ces

maxi mum r et urtne ranm dg d iomsg
34Sample |l ead follow up email s

35How to Track, Me a s-uHoew atnod Qu
track your online marketing i

invest ment i s generating a st

When it comes to Unternet market
are several avenues to explore.
touch on the wvarious Unternet n
avail able, and then go into more

This chapter serves as your 3Mar
ing forward.

f Online Marketing Channel s

f Search Engine Optimization ( Or

Map Listings)

¥ Search Engine Marketing/ PPC on

and Bing Search Network

¥ Local Service Ads (LSAs)

15



Digital Mar keting for Pest Contro

¥ Soci al Medi a Marketing (Facebook

ter), LinkedUn, TikTok)
f Video Marketing
fr Emai | Mar keting

f Paid Directory Marketing (BOTW,
hoo, Yel p, Foursquare, Yel | ow F

etc.)

fr Paid Lead Services (Emnuence. co

Untellibright.com, etc.)

Search Engine Optimizatio

Search Engine Optimization (SEO)
your companyAs Vvisibility on maj ol
hoo, Bing, etc.)-piamndtheéesoigasi as
are searching for your products o

There are three very <critical cCo
Mar keting. The three components a

1.Paid Lizdthien@s ea al ong the top
gine results page (SERP) that
pay for in order to obtain de
search engines

16



Your onl i ne mark

2.0rganic kiTeéeimagea in the bod:
Engine Results page

3.Map Li szTihnegsse are the 1 isting
beneath the paid |Iistings and
in a number of searches

Search Engine Optimization invol

show wup

i n the Organic and Map

count for a majority of the sear

When most people think 3Untern:q

Search Engine Optimizati on. Ho w

t hat SEO

is only a smal/l piece

Mar keting} puzzle for business o

Search

Now t hat

Engi ne MaPrekeltiicnkg

d have discussed SEO, |

Mar keting oPRPe@IPiCc k()PayGoogl e, Yah

have pai

d programs thastahfgseswayse

with your keywords to be placed

sites.
There ar
1.Your
mo st

e three really important

keyword | istings will afr
i mmedi ately

17



Digital Mar keting for Pest Contro

2.You only have to pay when some
your Izhemnicegt he -Ptec€d mcKkayyMar ket

3.You can get your ad to show up
areas/ cities in which you oper

PPC Marketing works on an Auction

eBay. You simply choose your keyw
what you would be willing to pay
There are several factors that dei
be discussed in detail in the PPC
in the broadest sense, the one wh
per click wild@l be rewarded the toc
gi nesi,|l ewht heeme®tcowidl | be in the s
et c.

PPC Marketing is a great way to g
to appear at the top of the searc
gualiped tracc to your website.

Local Service Ads

Local Service Ads (LSAs) appear a
resul ts and show the business na
ot her relevant information to hel
deci si ons. LSAs are designed to m

18



Your onl i ne mark

providers to connect with custon
services in their area.

Local Service Ads (LSAs) oFer se
provider s:

l1.UYdncreased uLBAsbappesr at t he
search results, which increas
nes and helps it stand out f
vider s.

2. Targeted adiu8AsiIi areg:itargeted
customers who are searching
ness's area, which increases
be interested in the services

3.Credi bLEAsYyshow the business
and number of reviews, which
bility and trust with potenti

4 Ease ofLSAseare designed to b
to use, with a streamlined p
managing the advertising camp

5.CosetFectL8As oFe-eFactbse way
service providers to reach po

upfront cost and only paying
ated.

19



Digital Mar keting for Pest Contro

Overall, LSAs are a wuseful t ool f
promote their business and reach

ar ea.

Soci al Medi a Mar keting

There is a | ot of buzz around Soc
merly Twitter), Unstagr am, Li nke:
how can it be wutilized by a smal/|l
out? How can you use social medi a

|l ookhetstaggering statistics for |

¥ At the time of publication, t hel
active Facebook users

fr 68% of acti-ee uUueseFacébgok on any
f Americans spend over 30 minutes

t People are 53% more |ikely to b
can messagel

So, how can you employ this amazi
ness? Use it to connect with your
past and new customer s. By doing

mai ntain existing r elodmiind,s harmpd, ul
mat ely irnecpeatseand referral busi ne

Video Marketing
20
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Digital Mar keting for Pest Contro

Didgou know YouTubemost theedeso®adc
gine on the market? Would you gue
and Yahoo? UtAs true!

Millions of people conduct YouTub
Most business owners are so focus:
neglect the opportunities that vi

By i mplementing a Video Marketi ncg
ness, you can get additional pl ac
your keywords, enhance the eFecti
and i mprove Vvisitor conversion.
Emai | Mar keting

Similar to Soci al Medi a Mar keting

way to reodani ndt wpth your customer
repeat business and referrals.

Compared to direct mail and news|l
by far t heef®stti weosmeans to c¢comm
your customer s.

As U4 will discuss in the Email Ma 1
U feel emai | mar keting can be us:
customers into your soci al medi a

Paid Directory Marketing

22



Your onl i ne mark

There are a number of Onl ine Dir
for busi nesses:

fr BOTW

f Spoke. com

f Yahoo

f Yel p

f Foursquare

f Yell owPages

f JudyAs Book

f Paid Lead Service Sites

There is an array of services tF
pekeadij basis or a nat monthly f

f Emnuence. com

tf Fuell ead. com

f Untellibright.com

While these | eads tend to go to
ers and wil|l be | ess qualiped t

23



Digital Mar keting for Pest Contro

Pektead services can be a pronptabl
nel i f executed correctly.

Now that you have an understandin
mar keting channels availabl e, i n
di scuss how you can | everage them
tomers and grow your business.

Where to Start?

With such a | arge amount of Unt e
where should you start? U prmly I
Sshould be appropriating each of t
portunities.

However, you must nprst bggun wiebh
site, organic rankings and soci a
start | ooking at the various pai
when your website is set up corre
gines for mpart anotstkdaywords i-n th
paid |istings and you are activel
tivity.

4 have found that the biggest and
i's getting ranked oepragiadnilciasltliyn g(si)n.
then | everage the additional pron
ther augment your growt h.

24



Your onl i ne mark

Once you are ranking well organi
al | cylinder s, t hen yoemanaagre ds tPa
Pe€l i ck Campaign and explore pai
on Yel p, Foursquare, etc.

Next, | et As |l ook at the fundamen

strategy before pressing forward

25






T WO

Start with the fundament
Medi a)

Before U delve into Unternet Ma r
Mar keti ng, 4 want to be sure ({
foundati on.

As U4 talk with various business
St at es, d have come to the real.]
tend to skip straight past t he

27



Digital Mar keting for Pest Contro

mar keting strategy and diveehead)]
Click advertising, SEO, Soci al Me

So, what do Y4 mean when U say J3Fu
has 3 core component s:

1. Message (what)
2.Mar ket (who)
3.Medi a (how)

You have to have a unique 3Messag
do, what makes you uniqgque, and wi
you rather than another business
a specipcally denpned 3Market} ( wh
best custgmaemsg darmhe)h | ook at I Medi
reach those best customers).

The tactHeets i(ckkagy SEO, Soci al Me di &
fall into the 3Mediaj category.

f you focus solely on the Medi a
regardl ess -0dl|l ehotwe dvett Hat Medi a i s.

sai d, you need to scale back to t
time and energy in neshing out yo
out owhyour 3Mar ket j i s . By doing
choices wil/ be vastly more eFect

28



Start with the fundamental s |

Spend a few minutes and THUNK.,.
answer these questions:

Message:

29



Digital Mar keting for Pest Contro

1. What do U do which is unique
competitors? (Do you oOoFer a gu:
your appointments? Do you oFe
prior to starting work, promi s
mat e?

2.Maybe you oFer a guarantee for
wi || |l ook after anyeasspes i odt
time after the project i s comp
free consultation to showcase
oFer to potenti al customers.)

Uf you think about the psychol
concerns or apprehensions do

about hiring the services of &
tion? 3They wonAt be able to n
so U wildl probably hme ewdiot iwag
around for them,j or J3They are
and | eave me with more work in

G
—
>

ey are going to give me o0nEe
I me another when they star
charge me something VASTLY diF
and done. j

—
@D

3.How can you address your cCust ¢
cerns in a unique way?

30



Start with the fundamental s |

Mar k et
1. Who is my ideal customer? (PI
resides in your emitlye nroard iwist |
occe) . You need to be clear
you are | ooking to attract.
Look at your | ast 25 customer
the most money, who had the
and who was genuinely pleased
are the unigue characterist:i
ers? Do they live inn& parti
have a higher i ncome | evel?
your service oFerings?
2.Start to depne who your i dea
put a mar keting plan in pl ace
er s.
Medi a:

Once you have neshed out your M
then you can start to think abou
what media will be most eFecti v
about where you can reach your

Clearly, the Unternet I's a gr ea
your i deal customer who is proac

31



Digital Mar keting for Pest Contro

services. Throughout the remainde
plaining the various Unternet mar |l
can use them to connect with your

Remember, you need to start with
sage, Mar ket and Media) before ru
mar keti ng.

32



THREE

How to set up your websi

This chapter is all about how to
to cover a | ot of details as th
Opti mi zatHeet,i ckayMar keti ng, etc.

However, without a properly des|
site, those eForts will be put t
should begin exploring those op
website up and running.

For mat s
33



Digital Mar keting for Pest Contro

Let's talk about website formats
available to you when you are rea

f HTML QThere are basic HTML pages
pages that can be incorporated i
al most all websites were built s
multiple paAgekeldypoeget her .

f Templ ate Based -Sitte Bwilders, tF
obtain through providers such a
Tonight, and Yonos are turnkey.
set up your website. U have foun
|l ess than i deal because yoolu odron'
nexibility. But, there are stil

f CMS SysiCoomst ent Management Syste
Press, Jooml a, Drupal . U'm sure
these are the big ones.

Given my experience with websites
system (CMS) i's ideal for a busir
have scalability. Un any of these
to change your navigation on the

you nee@asahnyg scale out your site.

f you have your website built 1in
format with graphics behind the w
add a new section, you would have

34
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st
t h
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Wi
t h
i f

Us
b a

A f
t h
f u

Yo

it

Co
| i

How to set up yo

u would have to go back to th
e pages in order to add the ne
ructure. With a CMS, everythin
e ability to apply easy edits
you will see in the search en
ok, you wil/ have the ability
ur services and each city in w
CMS allows you to create your
t hout having to mess around wi

ing that is diecult to control
y, and wupdate.

ing formats | i ke WordPress and
eeknd administrative area at yo

ter entering vyour user name an

ere i s a very easy to edit sys
nction similarly to Microsoft
u can input text, iIimport i mage
new edits to be updated on your
|l ooks and is very search engi
nt ent Management Systems have
nking bet ween pages and cont
arch engine friendly. 4 have f

S e

better than regular HTML or Webs

35



Digital Mar keting for Pest Contro

Udn a | ot of cases, a blog is going
a CMS based website providing you
may feed updates. Un the SEO chap
of creating consistent updates an

Anot her benent of content managemé
vided with a variety of plugins vy
on your website. You can easily pt
YouTube Videoisnsand check

You may al so syndicate your websit
new updates to your soci al medi a

i ntegration where people can clicl
view a map to pnd out the areas w
gani zatimThaere is a surplus of feat
CMS that you can't neCKRSstaype yoptoi

Whet her you are | ooking to build

up, you are just getting started,
need a redesign, U4 highly suggest
ally in WordPress.

Wor dPress is a fantastic platform

most adopted website platform ava

ers using it. Ut's constantly bei

have found it to work very wel/l f

36



How to set up yo

You have my stamp of approval to
site on a WordPress platform.

Wh at Should Your Website

So, wh at pages should your webs
structure should you <create? De
you wi || need to showcase di Fer e
For pest control services comp

shoul d be:

f Home

f About Us

f Our Services

f Our Service Area (You will und
you read the SEO Chapter)

f Online Specials or Coupons

f Review3eandmoni al s

tf Before and After sections or a
f Buyers Gui de

¥ Bl og

37



Digital Mar keting for Pest Contro

f Contact Us

These are the core pages. Within
porate -do@nomenu for subcategorie
the Team," "Why Choose Our Compan)

power f ul

You want to be able to drive peorg
Us" section, and, i n some cases,
cruiting and retaining good qual

have a 3JCareersj page under the 3,
a visitoramrdannpnlgl out an applicat.i

about your organizati on.

Within "Our Services," you want t
droedown | isting the types of servi
this to a great extent in the SEO
You want to have | anding pages fo

because they are going to be opt
word combinations.

As a pest control services busi ne
wi || give you the ability to show
tions that your team goes t o, as
that | iststitbe suabwhich you opera
ket .

38



How to set up yo

A "Reviews and Testi monials" pa
showcase what your customers ar
or video for m.

You can also pulll in reviews fr
Angi, and Yel p.

Finally, o f cour s e, you wi || ne
web visitors have your general c

These are the core things you sh

A Clear Description of W

A visitor who stumbles upon you
do a thorough investigation to
what exactly you do.

This means i tAs 1important to cl
name and sum up your products o
section of your website. A cl ea
attract the visitor Awi ahitent wont
seconahsl encourage them to spend

Your Primary Contact Det

OQutside of your navigational str
website have? What ot her el emen
conversion?

39



Digital Mar keting for Pest Contro

Well, you should always provide a
every page of your web-Banhd, connet
When somebody visits a page, thei
to the top section of the website
and the pbemre nu

People tend to expect that phone

in this |l ocation. gt is ideal to
in that section, telling them to
An Obvious Cal l to Acti on

g believe business websites shoul
available from which a customer C

40



How to set up yo

Bear i n mind that every visitor

situation and frame of mind. You
their phone or just l ei surely |
business services and is able to
calolu.y

On the other hand, somebody who'
may not have the ability to stop
a phone call without dr awing a
cowor ker s. However, t hey may be
online to npndnsutarwh atv ao p taibd e .

Your potential reasthoyenus maysite
bet ween making a call right at
the appoint ment, or wanting to
team contact them.

Make it easy for them to enter

form where they can provide t he
emai | addr ess, and a note detai
can send through online. Ut make

any pressure.

Soci al Medi a Li nks

You al so want to provide I|inks
Link to Facebook, X (formerly Tuv
customers can easily jump oF, €

41



Digital Mar keting for Pest Contro

medi a, see what you're doing and

portant "Ilike," "follow" or Ssubs
sense of authenticity when your c

ci al medi a content .

Cust omer Testi moni al s

Have a direct l i nk which drives v
and testimonials that g di scussed

You should also post your credent
in the header graphic, proving, f
accredited or a member of the | oc:
industry association.

This all ows potential customers t
credible organization, you're inv
that you're | ess apt to provide t
feel more comfortable doing busin

You denpnnitely need to have your c¢
phone number on every page of you

gt i's not critical that you 1| i st
cause it wildl not be a deter mi ni ng
tomers call you, but as 4 will e X
mi zation chapter, having name, ad

consi steornictyi d asl for ranking on Goc

4 2



How to set up yo

Ut i s a great strategy to have
number referenced on your websit
tion. You need to have that <cont
pages including the Contact Us p

Aut hentic Umages

Ut As extremely important that yc
website. By personality, d' m ref
videos.

Showcase your company, feature
owner , and the people who work
team, the technicians, etc.
Showcase the occe itself, the t
have t hem. DonAt use stock phot
agery. This gives the visitor th
trust vyou, before they even picl

tactici tpgelvfe ti me and ti me again

Say a potenti al customer visited
|l ar business oFering. One of t h,
i mage he or she has seen before
websites.

43



Digital Mar keting for Pest Contro

Hi ghlight a genuine picture of th
team and equi pment used. An authe
to 1. You must | et your real per s

You must also craft messaging tha
choose your company. Why shoul d s
the competition?

Have somewhere they can see your

they're kind of on the fence they
ci al oFers and incentives that wi
reason to contact you right away,
br owse etbhd ow someone el se.

Mobi |l e Website

The other major thing you want to
version perspecti ver,eaidsy hvaewisng na c
website.

More and more people are accessin
phones such as i Phones and Androi
mobile version of your site isn't

t should be condensed, ntting th
just the information that they ne
their phone so all they have to dt¢

4 4



How to set up yo

People who are searching or acc

mobile device are in a diFerent
t hat are browsing and pnding you
for them to get the information

with you.

45






FOUR
Understanding HOW Search

Un this section, g want to take
search engines and break down t
EngiReesul ts Page (SERP). By wunde
ponent works, you can formul at e
resul ts.

There are three core components
sults Pages (SERPAs):

1.Paid/ PPC Listings

47



Digital Mar keting for Pest Contro

Un the paid section of the sea
keywords which are relevant to

pay to be |Iisted amongst the s
it 1s referredPe6Bl acsk PPICs obe ®Pa
ther than payingradgaty mbaehtfy
ment, you simply pay each ti me
i nk.

.Map Listings

The map | istings have become v
they are the nprst thing that <c
for most |l ocally based searche
for some particular service ir
the map | istings wiHdy bleo akheatn
I

i ke the paid section of the s
your way into the Map Listings
you do, theckitck O0Ostpeassoci at
in this section of the search

.Organic Listings

The organic/ natur al section of
sults page appears directly be
many | ocal searches but appear
Pai d Lii stthhengassbsence of t he Map
Map Section only shows up in s
Similar to the Map Listings, Yy

48



Understanding HOW Searc

this section of the search e
click cost associated with it

Now that you understand the thre
Search Engine Results and the di

i ngs, Map Listings and Organic

JWhat section is the most i mport
This is a question that U recei
control services businesses ever
The fact i's all three component
should have a place in your onl

cause you want to show up as off
one is searching for your servic

Return On Unvest ment

With that sai d, assuming you a
budget and need to make each ma
need to focus your investment or
to drive the strongest Return On

Research indicates that the wvas
|l ooks directly at the Organic ar
ing a search, and their eyes si
i ngs.

49



Digital Mar keting for Pest Contro

So, i f you are operating on a | in
the best bang for your buck, star
the area which gets the most <clic
found placement in the Organic a

Search Hmgivrecesa SUGNUFUYCANTLY hig
vest ment -Ph@hi PayMar keting.

Begin with the Organic Listings al
propts, you can start to shif-t thece
Pe€l i ck Marketing eFort.

Un the next chapter, g wi I | start
mi zation and how to optimize your
ganic | ispgaindg)s f(mmront he most | mpor

your npel d.

50



Understanding HOW Searc

How Do Search Engines Wo

gt i
Thi s
conc

Sear
t hei
ar e

Und

Once
adde
i nde
al on
of e

¥ The

s also important to under st
includes the process of cr
ept of page rank as well

ch engines work by crawling
r own web crawlers or web s
al so known as Search engine

erstanding Search Eng

a webpage is discovered by
d into a search engine dat a
X. Search engine index inclu
g with several i mportant key

ach wabhURSE:

keywords

t+ Type of content

-~

Uni queness of the page

tf Userngagement with the page

Und

erstanding Search Eng
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Search engine algorithm aims -to di
gual ity search results that will
guickly as possible.

What Happens When a Searc
Entered?
When a search query is entered in

potential wuser, the search engine
which are deemed rel evant.

During this process, the search
rithm to hierarchically rank the
of results. The algorithm which i

vant web pages di Fers for each se

For exampl e, a web page that rank
guery in Google may not rank higl
Bi ng.

Mentioned below are a few el ement
return the results.

¥ Search query
f Locati on

fr Language detected
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¥ Previous search history
f Device from which the search ¢
Sources and References:

f https://en. wiKki ppecilai.cokr g/ wi ki /

f https://en. wikipedia.org/ wiki/
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FUVE

Search Engine Optimizat:i

Getting your company | istee¢aiind t
|l istings) of the search engines
tors:

1. Having the -ppageeoptoinmi zati on
knows what you do and the gen
allows it to put in the index
do this by having pages for
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then optimizing them for Spec:

tions.

Creating enough authority and
ranks you on page one (rather
specinc keywords. Ulti mately,
credible inbound | inks and cit
sites to your welagiette whlmd hiatss t
most credible inbound I inks, c
be the most successful

oughout the course of this cha

i nformation on exactly what pa

siatned why. U also discuss what
r - authority/transparency in Go
ks enopeagfor the keywords whict

your business.

ore you start creating pages a

I mi zationj wor k, you need to &
l'y searched keywords relative
understanding the keywords, y o
r website for the words that
Gc to your site. You need to c

mar ket and the requirements
e intorpged the opti mal keywor c
ng i n more customer s.
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As a pest control services busir
met hodol ogy behind selecting the
your services. U have provided &
keyword research.

How to Conduct Keyword R

To determine what your <customer
they need your services, here ar
be used to conduct keyword res
charge while others have a mon
t hem. Some of tbhed bees ear khe ytwo c
Wordstream, Google AdWords Keywo

For the purposes of this book,
based on the free Google AdWor

Google AdWords Keyword tool, you

1.Develop a list of your servic
nl e

2.Devel op a |ist of the <cities

(your primary city of service

rounding towns) and save it i

3.6o0 hwotps:// www. mergewords. com

f Paste your | ist of cities i
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f Paste your | ist of services i
¥ Press the 3Merge!j button

4. The tool wi || generate a |ist

combined with your <cities of s

5.60 to Google.com and search J3C
Tool i or go directly t o

words. google. com/ o/ KeywordTool

f Paste your 1list of mer ged ke

Jword or phrasej box
f Press J3Submitd}@

f You wi || now see a | ist of €
words with a 3search vol umej
it

¥ Sort the I ist from greatest t

You now have a | ist of the most C C
i n your area.

With this |list, you can map out Kk
your website and rest assured tha
egy on opportunity rather than a
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Most Commonly Searched ¢
Keywor ds

Mentioned below is the |1ist of
keywords for the pest control se

Mo st Searched Pest Contr
Keywor ds:

Pest control Pest control
Exterminator Exterminator
Spraying for Pest control
Termite trea Bed buwugat men
Roach kil Termite insp
Bed bug exte Rodent contr
Termite cont Ki | | mosquit
Spraying for Mosquito con
Bee removal Pest control
Mi ce exter mi

Based on this data, in order to
from an SEO perspective, you wi |
your website for the foll owing

exampl e:
f Your City + Bee removal near m
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f Your City + Pest control compani
f Your City + Mice exterminator

f Your City + Termite control

f Your City + Rodent control

f Your City + Termite inspection

¥ Your City + Bed bug exterminator

How to Map Out Your Websi
Maxi mum Result

Now t hat you are set to deter mi
searched keywords in your npeld, vy
the pages which need to be added

Keep in mind each page on your w
mi zed -X okeylword combinati ons. gf
keywords, then you are gloi nlgandi mg
pages.

Be sure you have each keyword map
your site.

Keywor d Mapped to what

Main Keyw Ho me
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Keyword Ser vigpceesst contr d

Keyword Serviceach kil

Keyword Servigtcesmi te co

1
2
Keyword 3 Servigrcedent con|
4
5

Keyword Servilkielsl mosqu

Now that you have mapped out t hi
your website, you can start thi
each of those pages for the majo
hoo and Bing).

How to Optimize for Rank
Organic Listings
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StegBlLild the website and
pl acehol ders on the major

A typical services walyzistzAHamt o n
UszOur Serg@Q@oucpxgxdiesti me@ormatlasct Us) .

That does not create a | ot of inde
maj or search engines. Mo st servic
provide a wide variety of service
Research section of this chapter.

By building out the website and c
' ighting each of these services

modi ners), a business can get | i s
each of those di Ferent keyword co

Here i s an exampl e:
f HomegAbog€oupg@ent act Us

f Sudpages for edouabcemrrpese contro

Well s pest control, Oro Valley p
Oof t en, pest control services busi
services in a |l arge number of | o«
mary city. Un order to be found o

for EACH ofcitthioesse, saudbdi t i onal page
ated:

6 2
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f Supages forceaghsg@ra cvadl | ey pc¢
trol services, et c.

StegOpti mi ze Pages for S
Engi nes:

Once the pagpeasgesndarseubbui lt for
services, each page needs to be
spective in order to make the
what the page is about.

Here are some of the most i mpor

taken car epaogfe fsoerarocnh engine opt
f Unique Title Tag on each page

f H1L Tag restating that Title Ta
f Umages named with primary keyw
f URL containing page keyword

¥ Anchor Text on each pagezeamd
Tuscon, BobAs Pest Contr ol Ser

f XML Sitemap should be created
Webmaster Tools and Bing Webma

How to Build Up Website

6 3
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Once the pages ar epabgueijl tSE di st hceo
the next step Iis getting inbound
one for your most i mportant Kkeywo

Everything 4 have discussed to th
the groundwork. The pages need to
the running. However, it 1is the n
l inks and web references to those
termi ne emltacem

30% of SEages tOQnp-<el hweor k
other 70% is Link Bui

Building the pages is just the be
your site to rank above your comp
gual ity inbound | inks and citatio

Link Building!

Again, if there is any secret sau:
engines, it really i1is links and a
can't j ust use garbage | inks. Yo
t housand | inks. When 4 say |l inks,

si thegsp2rir nking to your website, whi
more with specinpnc exampl es.

6 4
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The | atest algorithm changes 1inv
spam. A |l ot of Unternet marketer
ize it's all about the | inks. T
was built upon. They ngured out

wi t mdrman anchor text pointed bacl
want to have ranked. Googl e has

are not relevant, then they don'
Bad or irrelevant l inks can act
than help it. t' s about gettin
your home page and subpages thrc
stratediud | Idii mlg . How do you get

you gehkshRe |

Associ atigBelLsnkse that you hayv

site from any industry associ a
Business associations, Chamber
ing Groups, etc.).

DirectoryzGetstymwrs site | isted

tory type websites as possi bl e
JudyAs Book, Yel p. com, etc.)

Create Unteresting-Thing enst/ Arri
the #1 source of inbound I inks
an article about a particul ar

try and push it out to thousan

65



Digital Mar keting for Pest Contro

directory sites that may each cc¢
cipc page on your site.

f Competitive LinKThAcsquiissitthieonpr oc
ing tools |ike Raven Tools, SEO
l'inks your top competitors have,
or similar links pointed back to

Directory Links

There's a number of -whradi ®g !l fikei t 't
dt all starts with your online di

Some exampl es include Googl e Ma f
Search, Yelp.com, Judy's Book, Be
Hotfrog, Service Magic, and the |

All of those online |Iistings | et
address, phone number and a | ink
of them even allow reviews.

For the most part,, adding your bu
directories is completely free of
sure that you have your company |
online directory |listings as Pposs

reasons.

6 6



Search Engine Op

They're also valuable from the C
spective because they give you
portant for getting ranked on th

A great way to npnd additional o]
company to would be to run a sez¢
Directory} oBusliYoeusrs CDitryect or yij .

a great I|ist of potential direct

There are also tools for this I

t hat can provide you with a |ist
your i ndustry. Af ter beginning
you want to | ook at any associ at

Association Links

4" m assuming you are involved i
whether it is the national I ndus
ter or some other group acliatio

Visit the websites of those or geée
member section. This will gi ve
tunity to |Iink back to your webs

NorCompetitive Acliated |
Loc al Busi nesses
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You can work with coll eagues that
businesses.

Find an association for pest <cont
your area and ask i f they wil!/ p
their own site and vice versa. U
teaming up with relevant compani e
to youri ndoma

Supplier Sites

Look at the suppliers you purchas:
a deal with them. Oftenti mes, the
mer chandi se wi |l have a section ¢
tions their value add resell ers.

Soci al Medi a Pronple Links

The othédangiog fruit:; l inks are s
have a whole chapter about the pc
how you can harness it to get rep

Simply fr-bmi ladilnghkper specti ve, y O
Facebook page, X (formerly Twitte
Pinterest pronl e, YouTube channel
place a |ink to your website on e

6 8
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Al | of them wild/ all ow you to el
dress, phone number, a descripti
put your website address.

Local Associati on

Ot her | ocal associations that y
member of the Chamber of Commer
|l i ke BNU (Business Networking 4
volved with a | ocal charity, npnec
on theitreswmebfsnot her great pl ace
in your city directory.

Competitive Link Acqui si

You might be surpeakley taakl eftlh
and you don't do any of the othe
wi || notice that you've probabl:
your competition in your area.

g want to share some additional

how you can accomplish even mor e
spective. A very power ful strat e
called Competitive Link Acqui sit
The way U4 |l i ke to think of it 1is
the secret sauce to outranking vy
ngure out who's Ilinking to your
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tition have, and YU can get t
ed back to your website, the
you'll at that point have m
titive |link acquisition is t
the top position for your r
engineering their |Iink propnl
etting those same or similar
t A simple way to do this 1is
ype in "your <city + your ser

op few positions.

take a | ook at the number C
se his website is optimized
d be ranked well based on th

l inks compared to the compe

you know who he is, you <can
such as Raven Tool s, Maj est
an take their URL, I nput it
eport, and get a I|list of |in
our number one competitor IS
out a |list showing they hav
got a |link from the | ocal C
got a |ink from the PHCC
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f He' s got a |link from an articl
newspaper

f He's got a |ink from the | ocal
By analyzing the types of [|inks
mi mic those | inks and get them p

DonAt just do this for your nrs
second and third and fourth and

this on a consistent basi s, y O
search engines for your most i mp
4f you build out your siserfoce

optimize the pages using SEO bes
atically obtain inbound | inks, \
search engines -feolratyodirk syewwn ¢

Content Marketing Strate
Mai ntaining Relevance

Anot her highly important factor
vance in your market by adding
your website. Un the Unternet ag

Google Loves Fresh Cont e
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Un some cases, with the changes i1

you've got a great website with t
best | inks, you may get discounte

i nformation posted on a consisten

Google | oves fresh content, and it
odol ogy where you are creating an
website on a regular basis. U4 wan
nguring out what kind of content
shoul d caretagret, and how you can dc
First, you need to understand and
come a subject matter expert. You
a writer or a content creator, bu
pert.

There are things you know that th

not. You're an expert when it com
fering, and you have a team of pe
this area as well. You can create

know moosut .ab

You can write about a variet-y of
relevant keywords with the same.
but there are a | ot of di Ferent t
come up with to create content ab

Types of Content
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Search Engine Op

u should also consider that coc
itten words. Ut doesnAt have t
me in a variety of forms. The

ticles, photos, videos and auc
abntent creation method wor ks

me people are great writers an
ople |Ilike to be on camera. 4 p
m very comfortable creating Vv
nd they can talk your ear oF
seabe about!)

u can create content in many
at U4 enjoy, g 11 use video as

n set up a camera and record

ces his company has to oFer in
r thaoatulhlhe ewpl ain it to a cust«
w you'll actwually have mul tipl
video, which can be uploaded 1
e piece of cont ent can create
ur website.

u can also take that video, sa2
u've got an audio clip. You ca
bsite and post on other wvari ou

73



Digital Mar keting for Pest Contro

You can use a transcription servi

instance, where you upload the au
body converts it to text.

For a couple of bucks, you'll have
of what you said. Now you've got
post to your bl og. You can put [

ot her article directory sites.

Content Consistency

You want to create content on a
bl og on your website as the hub t

ing it to various sources.

Syndicate it to article directory
send it to video sites I|like Vime:«
video form. Doing this keeps the
site/domain and creates a | ot of e
toelhp with the overal/l ranking of

engi nes.

You want to make sure you're appr
' i-bki Il ding opportuniti egotte nmaxailm
your area. You might be surprised
are highly competitive from a SEO

of ca@ampes who want to rank for th
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many of them have invested heavi
ting themselves higher in the se

Now that you've built out your
correctly, and you'-bei bdt ngnaodg
devel opment strategy in place,
Google Maps Optimization and get

Ma p .
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Google Maps Optimization

Getting |Iisted on the prst page
City + Servicej comes down to fo

1. Having a claimed and verinpnped

2.Having an optimized Googl e Bl
the area you operate in

3.Having a consistent N. A. P.
Number Pronl e) across the we
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conndent that you are a |l egiti.
in the place you have |isted a
claim to serve.

4 Having reviews from your Cust
ar ea

f you have each of these four fe&

you wi || SUGNUFYCANTLY i mprove th
page one of Google Maps in your m
How to establish a strong

Phone Number pronl e

As U4 mentioned above, having a ¢
Phone Number Pronle across the we
well on the Google Map in your ar
of authority.

Rat her than jumping directly into
l' i sting amdi lcditmag, ont As critical 1
mining your true N.A.P. so that vy
enced consistently across the web

When 4 say making sure itAs consi
that you are always referencing t
busi ness.
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4f your companyAs name i s BobAs
must always | ist it as BobAs Pes
to just J3BobAs Pest Control . j

The other thing you should be aw

mi sinformation about how to | i st
You may read information suggest
name.

For exampl e, i f your name i s 3
mi ght tell you it would be real/l

title of your company J3BobAs Bus
i nstance.

Wh i |
eFective strat evgiyol alttiNosn aocft uGol ol gy

D

t hat may have worked back

icies and procedures.
Make sure you | ist your exact c
across the board on all your dir

Al so make sure that you use the

those places. UAm a big advocat e
and what i s happening with your
comes to your online directory |

primary buse nrewssmberhotnhat youAve
the beginning.
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DonAt try to create some unique n

directories. Wh a t t hat does is ¢
pronle. Ut wil/ hurt vyou.

Use your primary phone number in
exact company name, and use your
the same way. Uf your business is
87th Street, Suite Number 105, a

that yesemgl e ti me.

DonAt Forget the Little D

DonAt neglect to include the suit
on in another. DonAt spell out 3 S
put 3SWj in the other. 4 am dri vi

dress pronle across the web.

A good way to pgure out what Goo:¢
N. A. P. is to run a search on Goog
see what is being referenced on t

See how that compares to the othe
YP.com, Yelp.com, Angi, and other:
combination of N.A.P. and referen
wor k going forward.

How to Properly Claim and
Google Business Propnple Li
80
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Bel ow you wi-blstpenpd gau isdtee pf or c he
and managing your Local Busi ness

1.Go to https:// www. googl e. com/
2.Create an Account and claim vy

3.Enter your business address
mati on

4 . Choose a verincation method
tf By postcard
f By phone
f By email
f Unstant verinpcation
f Bul k veripcation

5.0nce youAve created a pronl e,
ness Pronle Dashboard and npl |
formation to optimize your pr

f Update Your Company Na me t
Namege). g. BobAs Pest Control
DonAt add any additional k e
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-~

Add your WebszTihei sAdwdirlelsscr eat
portant inbound | ink

f Upl oad P#OITOMANY AS FPUBSES YpBelrE

sonal phot os, pictures of yol
stakF, the oGce, your trucks,
pany |l ogo, coupons, and your
and Resonate with i mages. Le

Map Lgstin

f Upload a video if youz@Geatve o
one made!)

f List your hours of operation

Optimize your Google Busi
Li sting
YouAl | manage your business | isti

ness Prople Dashboard.

HereAs where youAll ncaoknep aaty a ni gnef so
mati on, gain insights into how p:
seeing how many times your pronl
Googl e Maps.

There are a number of Best Practi
to properly optimize your Map | is

8 2
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mpany N&#Amevays use your | egal
nAt cram additional words int
mpany name i s J3BobAs Pest Col
nNAt try to put additional key

rvices ZFolnmpwainnyg We |wosuyl.d Tbhhe a g e
ogle Business Pronle guideline
i lity of ranking.

1 Addr g®8 the J3Address Fieldij

gal addr ess. You want to en
same address |isted on your
it is on all the other onl:i
| owPages. com, CitySearch. co
comstency of your N. A. P. (1
Number Prople) is very i mpo
2.Phone Nupbee a | ocal number
number) , and make sure it i
ber rather than a tracking
numbers donAt rank well . (f
ber, it wonAt be consistent
rectory Idi wtilhggeamult in po

3.CategogzYioeus can use up to nv
use ALL npve. Be sure to use
what vyour business 3i sj rat
So, you can use pest contro
t her t han Jbed bug treat
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i nspection.} The | atter woul c
tion of GoogleAs regul ations
than help you.

Service Area and IIzGocagl en
oFers two options here:

1.No, all customers come to my |
2.Yes, U serve customers at thei

f you own a home services busine
U serve¥Y} because clearly you and

the customers at their | ocation.
penalty on your |isting.

On the other hand, if you have a b
that customers come to your | ocat
provided and, in this case, you ne
ers. . .¢{.

The next option is 3Do not show my
a home ocGce, it is required that

addr ess. i Not doing so puts you a
del et ed.

8 4
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you donAt have a business add
only other option is a virt
addresses and mail boxes donA
Picture and Vizdea Sahtupbead
to ten pictures and pve vide
tunity to wupload authentic c
company. Ut As al ways best to
your t eam, oOGCe, and equi pme

stock photos.

Pictw¥es can get more juice f
tion by saving the images to
a naming convention |ike J3you

services zyompamcympany name, i
than the standard ple name. Y
Geo contexhofes byweupl oading
a video sharing site that ene

your photos to your companyAsS

Vi dezolspl oad VUDEOS. They donA

professionally produced and

with your customers. A best p
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the videos to YouTube and t hen

using the advanced settings.

Once you have optimized your | ist
referenced above, you want to be s
duplicate |listings on Google Maps

Duplicate Listings

4 have found that even just one o
your | isting from ranking on page
merge duplicate |istings, run a se¢
Name, City}.

To clean up duplicates, click on t
click 3edit business detail s.j

Click 3This is a duplicatej t o | ¢
should be merged with your pri mar

Uf you follow these best practice
mi zed Google Maps Il isting for you

How t o Develop Authority
Listing via Citation Deve
Now that you have claimed your Go

ing and optimized it to its fulle
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Havi ng-cd awenteld and optimized | oc:
matically rank you on page onhe.
|l egiti mate and qualiped provider
So, how do they ngure out who ge
Wel | there ardeetermuimberg dfactor
them is how widely the company
online directory sites such as

and ot hers.

Citations are web references to
and phone number. You can add ci
There are directory |listings th
and others that you can submit t
Universiahe®8s Listing or Yext.con

My personal preference is to cl a
t hat g am in control and can mak

TOP Citation Sources to
f Google Business Propnl e

f Bing Local

f Yahoo Local

f City Search

87



Digital Mar keting for Pest Contro
f Yelp
F YP

List of the Top Citation
Contr ol Services Busi ness

Google Business Propnle

Google Business Pronle is probabl
most talked about place to |ist vy
tations from many of the sites be
hel p boost your businessA |listing
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Bi z Yelop

Bi ngAs | ocal business |isting se
ies and towns

Yahoo Local

YahooAs |l ocal directory tied to

CitySearch

One of the most aut horitative | o
Local . com
Business |listings, event | isting

CraigslList

Some recommend creating classin
popul ar sites such as Craigslis
over whether this is eFective fr

Moz Local

Convenient way to identify where
maj or directories. Provides ref
Listings.
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Superpages

One of the many Unternet Yell ow I
cludes busi ness l i stings, peopl e
deal s.

Unf o USA

A multiple | ocal l i stings service
Your | ocal Chamber of Com
Joining your | ocal chamber of <com
business |listing (and a citation

Unsi der Pages

Local directory and rating site.

Mer chant Circl e

Local directory and rating site.

Best of t he Web

A popular directory with Zsrpeeeciafn-d
ically for | ocal, they have a Bes
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Yel |l owpages. com
Unternet yellow pages (also YP.c
Business. com

Business.com provides business
business directory.

Better Busi ness Bureau

Your | ocal Better Business Bure
member ship and provide a | ink to

DexKnows
Business and people directory.
Acxi om

A major source of data for wvari ¢
ri geshey donAt take business subr
ot her data providers or multiple

r Your | ocal newspaper As
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-~

-~

Getting an article, busi ness |
mi zed with your | ocal i nf or mat
vide a citation for your busin

Yel |l owbook. com

Unternet yell ow pages.

Hot Fr og

A business directory with frecé
paid |isting options.

Judy's Book

Local review site.

| begin

US and Canadian business direc

OpenlLi st

Locdilrectory with ratings.

wi ki mapi a

Wi biased directory of places ir
nesses, ata@&aimMomat on maps.
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Ctysquares
- Local business directory with

Whitepages. com

- People and business |listings.

Mant a

- Company pronles.

EZLocal

- Local business I|istings and r

BrownBook

- Local business |istings and r

ShopCity

- Local business | istings.
Yel | owBot
- Local |l istings and ratings.

Tupal o. com
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- Ynternational soci al net wor ki n

f Bi zJournal s

f Business journal that includes b
tain US cities.

r UlL'ti mate Coupons

- Online store listings and coup

r Joe Ant

- Website directory.

Zi pLeaf

-~

- Network of i nternati onal busin

WCi ti es

-~

- Pl aces and events for cities q
i ngs.

r Zoomi nf o

- Database of people and compani

gomyl ocal

-~
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- Yell ow pages/ |l ocal directory.
r City Slick
- Free business directory.

rl ycos. com

- A general directory.

By securingquadleistey hadaigthati ons you
thority and highly i mprove your
Google Map Listings. The next cr

Vi ews!
How t o Get Onl i ne Revi ew
from your Real Customers

Service Area

The next critical component for
Map s, after you've claimed and c
established your N.A. P. and you
across the web, i's obtaining re

revi ews fmrean yowst omers in your

Keep it Real

95



Digital Mar keting for Pest Contro

First, U want to point out that vy
fake or fraudulent reviews. You d
accounts and post reviews to Goog

etc. jJust for the sake of saying
goithg help you. You need real revi
tomers in your true service area.
You might be thinking " Well, how
woul d Google know the di Ference?'
close attention to the reviewer's
f somebody is an active Googl e u
account, and they've got a YouTub:¢

connected to a Google pronle.

Say that person with the active p

for seven years and actually happe
vice area. Uf he or she writes yo
ered credible and will count in y
Now, I f somebody creates a Googl e
tent of writing a review, it obvic
i s capable of catching on to that
associated with it and it was ori
addess. That review is going to be
sion.
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4t i s 1 mportant to have an auth
connecting with real peopl e who
don't want to try and play the
and so is Yelp and a number of
sites.

Getting Revi ews

With that said, how can you get

will you need to actually get re
in your real service area? Here'
First of al |, have some review

just a simple document with your
and sweet thank you note.

"Thanks so much for your busine
tunity to serve you. d'd I ove it
Then give them a |ink to a page
can write you a review.

You will want to do some homewor
you have a page on your website
Vi ews such as yourcompany.com/re

On that page you'll have links t
pl e can write your reviews.
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You' || want to have a |ink to yol
| ocal l i sting, Angi , City Search
may have. The reason you want t o

pl aces where people can write tho

Yes, you want to have a | ot of r ¢
Google is also |l ooking at the rev
websites | i ke Yelp and Angi. They'
you have on Yell ow Pages and ot he

You need to diversify where you'r
cust omer s. Ut | ooks more authent.
17 on YP.com, t han it does if y O

Googl e maps.
You want to make it easy and you v
Make i1t Easy

The other thing you want to bear i
pl e use di Ferent systems.

4 am personally a big Google user
gave me a card that said, "Pl ease
vide me with various options, q' m
Click Google. Write my review.
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Some peopl e, however, don't have
not active Google users, but t h
Angi dar mei geviewers on Yel p.

They're going to have active acc
much easier for them to write th

have an existing account. The ea
make it for peopl e, the better.

favor .

Like U mentioned, Google is | ool
you only give them one option, a

they happen to be a Yelp user wi
wi || have to go out of their wa:
t hevirew.

This is not l' i kely to happen. B
create an account. That review i
because there's no active propnl e

By providing options, the Yelp
writing reviews and decides to
make a di Ference. That review IS
being npltered. Make it easy for
goi mg btte easiest for them.

Now Let As Get Back to th
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Phase one, print out review cards.
them out after a service. "Hey, t
want to | eave this with you. qgf

review and share your experience,
it

dt' s great. You're showing apprec
self accountable because you're a:
that on a consistent basis, you a
The next thing you'll want to do,
in the number of reviews that you
l'ist of your <circle of iIinnuence.

Your <circle of i nnuence is going

tomers, the customers that have b
guite some time, your family memb:¢
ple that you know, |l i ke, and trus

on youl fbeha

Put together that email i st 1 n a
contact s, or it might be 700 cont
emai | addresses of these fol ks. T
Contact or Mail Chimp or another e
an elmabl ast with the following me:

Email Subject: Thanks for yol

busi ness!
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Name,

4 wanted to shoot you a qui
to thank you for your busin
|l et you know how much we ap

ate the opportunity to serv

OQur goal i s touptowmiede 100 %
satisfaction and exceed you
tions every step of the way

hope that we did just that!

4f so, i1t would really help
you'd be willing to post a
us online at one of your f a
online review sites. Bel ow
sample direct | inks where vy
write a public review about

perience with wus:
T Goog-L&8NK
T Yelzh UNK
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Ag
t h
w h

By

y o
ti

gt
di
t o

Do
h a
pr
S
da

T Fac e bmLodkN K

Thank you again! We really a

ate your support!

Best Regards,

Wyatt Chamber s

ai n, save them the time of havi
eir own by providing some | ink:
ere they can write reviews.

sending this email, you're goi
ur online review pronples. Again

ng ten reviews on Google Maps i

makes a huge di Ference in how
Ferent perception in the mind of
get to past that ten review th
ing that hel ps you get real re\
ve real online proples. Again,
ocess in place where you are as
stent basis from the customers
ily beashesst Tway to do that I s
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address from your customers, eit
ter service.

Establishing your Email

4 have found that the best ti me
is at the point of booking the s

service is rendered-syoer wt é&d¢ h nsi
thanks for the money, by the way
Theayr e going to say, "Why do you
"Oh, because U4 want to ask you f
of resistance to it at that poin
However, i f you move into the fr
and says, "Hey U need to schedul
run with roaches."™ You can resp
out there right away. Let me gat
This is the perfect time to get

get their name, address, and the

just add one more step at that p
dress as wel . You can tell t he
conpatm on.

That's how you start to devel op

ing to talk about email mar ket ir
your online marketing plan, but
emai | address so that you can s
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thanking them for their business :
a review.

The number of reviews that you ha

i's going to increase exponenti al/l
regularly. This is how you are go
t he Googl e Map, because reviews a

mony fomgranki

Sampl e Review Request Email

Name,

4 wanted to shoot you a qui c|
to thank you for your Dbusine:
|l et you know how much we app!

ate the opportunity to serve

OQur goal is to provide 100%
satisfaction and exceed your
tions every step of the way.

hope that we did just that!

4f so, it would really help

you'd be willing to post a r
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us online at one of your f a
online review sites. Bel ow
direct |inks where you coul
public review about your ex

with us:
T Goog-L&8NK

T Yel-lp4NK

Thank you again! We really

ate your support!

Best Regards,

Wyatt Chamber s

Uf you foll owptbpeel gtepai moyou]

| i sting, devel op your authority
put a systematic process in plac
real customers in your ‘true ser

your way to dominatimngtihegsGoaog
ket .
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SEVEN

Website Conversion Funda

This chapter is all about websi
talk about how you need to set
ing on your website and the navi
to ensure maximum conversion an
entire ondtiinreg neaRokr t .

The way U4 |l ook at it is, you can
paign, search engine optimizatio
on the Googl e Map.
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But , i f the content and the struc

up in a way that's compelling for
them a reason to choose you over
doesn't give them the information
"Youheecbmpany that 4 am going to

not going to do as well as it cou

want to talk about how you can

q

to get from organic and Pay Per
sure that the website is il lustrat
c

an maximize the proptability an
mar k ettirnagt esgi e s .

Conversion Fundament al s

Be real. U talked about how peopl
They | i ke to see the company, the
to be talking with on the phone al
out to their home. So, as often a:
raphgt & picture of the owner, the

front of the vehicle.

These things really draw people i1
they would be working with real [
kind of business that peopl e want

As for the content of your website
them in and makes them connect. T
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control services business, Sso w
page, the prst message they see
they can trust you.

You should write something al ong
ing for a company that you can t

right place. We're operating on
30 years: trwust, innovation, and
Connect with them. Give them re
have a call to action, "Give us
di ate service," or, "Click here
specials and discounts." Remembe

the Untehaee amsadn that there ar.
panies that they can choose fron

Give them some compelling infor
and why they would want to choos
for an appointment, and then dra
they can get an oFer or a speci e
centi vi zoe cthhneosmet you and make t h.

Wh at to Write

When it <conteospyt oont tehe website,
dress their specipc concerns.
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For example, as a pest control ser
page, write something generi c, T
me r nights because mosquitoes ke
mosquito control page, sympathize
to use mosdduintto . .rweopuelldn At it be b
of them instead? Umagine how grea

nings on your porch, wigztamdu tbz ttlee
that drive you back insidel!}g

Write that kind of messaging for

your website including a clear ca
of text saying, "Cal | nNow t o sSche
"Click here to reference one of o

count omr ytouservice.

Pull them deeper into your websit
ci al oFer s, and |links to before a

Give them content that makes them
what they're doing," and draw the
the website so they're more incl i
them why they should choose you

tal ked amouthet HiMesisage Mar ket Med

You should al so, of cour se, have
pages of your website or, at a mi
page.
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I's so that if they're not i
can simply type in their na
r and | et you <contact t her

e got your phone nphuambde rc oornn
hatgoytoua vcel ear call to acti
Xt on every page of your w

xampl e, check out our revie
r before and after photos.

in why they should choose vy
ntic. Unt egrate your phot o:
y helps with conversion.

ze your reviews, testimoni e
ou can't create a simple vi
website, explaining what t
ess can do it best.

people are visual, they <can
read it and feel pne. Ot he
prefer to hear the message

you can spend the time to pr

ally helps with conversion. Gi

out to the review sites whe
on Google Maps, etc.
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come in and take some photos.
rywher e. D4UY photography is
photo is so much better.

A smal | bl urb of texbwnedpnami
operated company really bring
buy from peopl e, not hi dden

your website as much as poss
mar keting tool and 1 ns jftobbr:
down as many buying barriers

.Main navigation. Your website
be easy to pnd and the | inks
tive. Give people the option
website. One of Googl eAs al go

a person visits andthwhwas .t hGL
them down a path without con
words, give them all the info
clicks as possible, but provi
gating around your site.

f Some people want a way to co

i ng. A contact form above t
the page) is great for capt
a great tool for building a

keting down the road.
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o the point right away wi f
|l . The prst paragraph of
ef introduction of who yo
an go into further detai

der a slider graphic or

visual eFect that adds mo
ers on three core service
you want people to know a

I media icons are a great
al visitors to see anothe
at place to publish more
a great place to see how
its communi toy.ntFrodmvarewSE

your companyAs social si
g more attention to. Soci
Jmarketing speaki, it is
e mar keting.

forget about going mobi l
Un fact, mobil e searchi
hing in the | ocal market.
ow. The important thing w
and to get allromhttbe f mg

and center. Make sure everythi

and a

| ways have your UYcall us A
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Website Conversion Facto

Un this section U will summ&eicte
the Wgaerendly Unterface of your
sions.

Homepage Banner s

First, JAbove the Fol dj shoul d
the fold areas are the sections
without the need for scrolling.
to the user engagement and as s|
tri butoaud ds be showcased in this
Some of the most i mportant conyv
be present in the above the fold
f Attention grabbing headlines

f Bull et points

f Calls to Action

f Form to capture | eads

Second, you must include a prope
ment j in the Jabove the foldj se
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Udeally in the header section, th
whitepaper with an interesting ti
button and the user can downl oad t
name and email address.

Company Pronl e

The home page needs to have a 60%
product focus.

Company credibility is the key toc
user needs to feel secure about t
forward with browsing through the
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Therefore, it is i mportant to h¢
your home page to | et users knov
you are di Ferentj and J3what your

Udeally the home page should cor
the company and a couple of bull
tures of the business

Lat est News

There should be an enticing Lat
Home Page in a professional pre:
engines give preference to site:
ther than articles on their home

The Press Rel ease section shoul
news, with a couple of Iines abo
More button.

Bl og
A blog is wuseful as it gives t he
al so gives credibility to the b
that the business is up to date
dustry.
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Al so in regards to search engine

the home page content at regul ar
portant in regards to getting hig
This is the reason the website sh

the home page similar to the fol
be updated regul arl y.

Testi moni al s

Testimonials are i mportant since
your users.

The testimonials in your home pa
Morej which will redirect to the
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More and more of your <customers

providers via mobil e devi-ocpeen iHieg
mobile stats you should be awar €
f Over 80% of internet users use

f

web. (TechJury, 2022)

Up to 70% of web traec comes
(TechJury, 2022)
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f The number of smartphone subscr

day surpasses six billion and is
sever al hundred mil l i on in the
2023)

f Over 376.4 billion emails wil!/ o

by 2025. (Statista, 2022)

f 58. 99% of al | website tracc worl
phones. (Statista, 2022)

fr On average, ranking in position
6. 74% of the clicks, whereas ran
top gets you 8.17% of the clicks

Mobil e smartphones can access web
a multitude of other tasks, whi ct
more of a necessity than a |l uxury
For you, as a business owner, t hi
tunity to connect with | ocal CusS:
vi ces.

Before you start to develop a mol

i nbound calls, you must prst pgur
petitors are. 4t is important to |
mobil e marketing so you can plan
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To eFectively do this, you need

D

petitors and | earn what mobil
generate their sales.

Mobi-Oet i mi zed Websites

First, pnd out which of yowopttce
mi zed website. One quick and ea:
up their website on your mobil e
Did it |l oad quickly? Was it ea:c
mati on and ot her details that C

whil ¢ h@o? Was it optimized to nt

so, they have invested in their
mobi |l e crusstaonnuie prospects are tak
Now, pull wup your website on you
mare, i tAs not your phone that i
This means you have been | osing

Text Message Mar keting

Next, npgure out which of your <co
sage marketing. qf your compet.
probably telling the world to 3t
promotions such as this, t hey a
buil d fa rleapeaato cust omer s.
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I's i s one of-eFtehcet i mes ta-ado wtretsaid |
rms of mar keting today. Text m
r - competition to draw in | ocal
r. Then they send out occasional

- —h < —h
O ® O O =T
c

keep thédmc&komiongse their servi

Let As say one of your customer s
business today after work, but th
est competitors mobile Iist and h;
fer from them before they had the

Who do you think the customer wil

There are many other forms of mob
petitors could be using to captur
sumers such as mobil e SEO, QR cod

Uf hey are using these methods, it
to start researching how your bus

Analyze Your Current Mobi
St atus

What i s your status when it comes
| ocal consumers using Mobil e Mark
Researching your competition is a
is to become the | ocal authority
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i mportant for you to analyze wh

Sstan

Ar e
not
mo b i
y ou

Ever
cust
sal e
ramp

Many
comp
cl os

Anal
we ak
hel p

You
you,
wher

For

ds in order to move forward.
you currently running a mobi
seeing the results you want
|l e marketing campaign but k
donAt know where to begin?

y business in your | ocal ar e
omers and pronts. Therefore,
S, your company can no | ong:¢
i ng up your mobile eForts.

pest contr ol busi ness owne.|
eting with similar businesse
e |l ook at what theyAre doing
yzing your mobile status wi
nesses are holding you back
you win the war.

need to understand where yo!
as well as what your future
e you stand today.

starters, it is crucial that

aren/At doing to generate more sa

As k

yourself the foll owi
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1.s your mobiltrwebdiye@ DODses it
seconds or take forever to ren

mobil e website have all the re
that consumers | ook for while
2.Does your mobile website come
on mobile search engines, or i
when | ocal consumers perform a
trol services company + your ¢

vices?

3.Have you started to build a t:
what are you currently doing w
cused on building a trusting
spamming them with oFers on a
high rat-este® opt

4. Us vyodrn/eamlclti on on all of you
web marketing material s?

5.Are you using QR codes as an a
creasing awareness about your
your QR codes on all your ot he
Are you using them to direct tI
site?

6.Do you currently wuse a mobil e

ence engaged?

124



Mobil e Opti mi

As you can see, there are a | ot
comes to making sure your busi ng¢
ward beating your | ocal competi:t

Spy on Your Mobile Marke
Competitors
Do you want to know how your <cl o

more business by using mobil e me
their campaign yourself.

Mobil e marketing has recently o
control service businesses that
and services by wusing mobile ph
boar dsij . This has been enhanced
more people demimebijil and use t hi
products, services and businesse
To beat your competitors in the

you need to know what they are
curve. Digital technol ogy is gr
i's not expected to slow down any

This alone is causing many compa
it comesage theawhnol ogy.

Spying on your competitorsA mobi
seem | i ke a daunting task, but i
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do is identify which are taking m
the research begin.

You should begin by wvisiting thei
phone. Go through the websites ani
feel , the features and the tracc
NOT to copy exactly what theyAre
pointeysurf oown mobil e website.

Next, npnd out how their text mess
operate simply by joining their m
a text@achlbn placed evemywnedr epa
close attention to what happens t
cess. Thper fiesctt hway -hand ekt oa@ak patst
services, products, and promoti on

Are your competitors using QR cod

their business? Uf so, whip out
their codes to see what | ies behi
codes take you? What type of 1ince

get peopltthem? scan

Anot her thing you can investigate
applications. Download their apps
ing and Haowewnsddry they are.

The information you gain from you
solely to set up your mobil e mar ke¢
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beats your competitors but al so
keeps them | oyal to your busines

Spying on your competitors i s nc
you should follow to remain fai
Sshould you wuse unethical measur
petition in your gquest for mobi

Make Customers Cal l Your
Mobil e Marketing

The secret to beating your compe
i ng your company more interesti:
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There are sever al ways to do thi ¢
you plan ahead, focus on the righ
campaigns over ti me.

As much as you would Iike to boot
of the picture, the fact is a | ot
some of the same mobile marketing
So, your main focus should be ge.
customers choose your business ov
to do if your eForts are consiste
dt is up to you which tools you u

attracting new customers and keep
have.

Here are a few tips which
favor and help | ocal cons

1.You need to have a goodrwemnldi tye

and easily accessible by mobil
area. People are wusing their r
the web to search for | ocal pr
on the go. Make suirnekyguyr gsivtees
the exact information they nee
gat e.
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2.4f you choose to start a tex

pai gn, make sure your text me
relay a clear message, and a
Al s o, be sure to send messag
conservatively. Cr eatat amackaer:
sense for your busi ness and
Need a boost in getting new
your customers and prospects
change f oeirn oapntd nwgat ch your | i
tially.

.Consumers | ove businesses wh
digital age. They expect you
tively involved in their favo
to be easily accessible from
a mobile app devel pperdgd yYyourai

consumers connected with youl
the use of QR codes as a way
sumers engaged and provide th
cation. i

.Mobil e SEO should be used eF:«¢

ned tracc to your website. M ¢
cal products and services con
vices when on the go. df your
the results, t heale prsojymajloe al

your competitors to scoop up.
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nding Your Business Bas

somebody goes online, searches
your website, they probably wa)l
ion. They probably are not int
ormation about you. They simpl"
rem'ye | ocated, what your servi
utton to book a service.

il tors should be able to just ¢
t "Book an Appointment" button.
nt ment . You should absolutely

r site, give the basic i nfor mat

that you have your website co
er and have a proactive Mobil e
rt to think about Soci al Medi a
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"Leveraging Soci al Me di a
Mar ketUmdgér st anding the
Landscape
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Un the evolving world of digital |
as a pivotal component for pest c

di verse | andscape, each pl &g
stanc commands a vast user base

a
di ence demographics and preferen
e
breadt

h of outreach.

dt' s particularly adept at target:i
ing it invaluable for | ocalized p
form's advertising tools are sop
tailed targeting based on user be

graphitci dm.c a

This specinpcity is crucial for pe
reach potential customers in thei.]
chall enge with Facetlbhakgilngsal qori
which can i mpact the visibility

feeds

Therefore, a strategic blend of e
targeted paid advertisements 1S e
consistent presence.

Unstagram's visually driven pl atf
me nt Her e, compelling i magery ar
services can tell a story that re
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"Leveraging Soci al Medi a -i n
Understanding the Socia
The platform's focus o0nrguwelsitthye twv

content , which c-ant dbesiave esmodeaay
fers substanti al returns in ter
visibility. Unstagram Stories a

for crteianmseennes, ti ve content t hat (
ence's attention i n a more casua

Twitter (now 3Xj) oFers a uni qu:¢
and brevity, making it -tamei ceengla
ment and customer service. Pest
erage X to quickly address cust
tips, andnengadaggtatyed di scussi ons

The platform's character i mit,
ages concise and i mpact ful me s s a
for announcements and quick tips

Linkeddn stands apart as a -mbch

platfor m. dt' s particularly sui't

it an excellent channel for pest
to commercial clients.

Linkeddn all ows f edrepttthe agsharcilreg
insights, and professional achie
tablishing thought | eadership an

nections.
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YouTube's for mat I's 1 deal for | or
tent . Pest <control companies <can
educational vi deos, DY ti ps, and
services. The challenge with YouT
ni pcantrcreessawmn video mmuadudtyi ore.n gH
content is paramount to capture a
tention on this platform.

Ti kTok, wi tflorimt svyi slleor tcont ent , oF
tunity to tap into a younger demo
phasis on trends and ent e tdagiendmen
sword; while it allows for creati\
mai nt ai nndhgc drrsai st ency and profes
chall enging.

Creating EFective Soci al

EFective soci al media content fo
must balance educational value wi
Educational content, such as tips
tions or recognizing signs of pes
pany as atnhy aiumn hohe pel d. This app
forms the audience but also build

pertise.

Cust omer stories and testimonial s

soci al

medi a arsenal . When cust omi

periences with a company's servic
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and builds credibility. These st
relatable and engaging manner, r
feel more conpdent in choosing t

The use of visuals and videos ¢
media marketiamgftBefomages of |
j obs, informative infographies ¢
t hh@ecenes videos showcasing the c
hi ghly eFengtaigiengi n he audi ence.
tent serve the dual pur pose of
demonstrating the company's eFec
i sm,.

The Umportance of Soci al
Soci al Medi a Strategy fo
Compani es

Un the digital age, pest contr ol
| andscape where traditional mar
giving way to more dynami c, I nt
proaches. Among t hese, soci al

emerged as a crocihak ebhekmentit ng t
cessful pest control busi nesses.

1. Targeted Reach and Precisio
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One of the most signipcant adyv
ads is the ability to target ¢
precision.

Pl atforms | i ke Facebook and Un:
geting tools that allow pest ¢
potenti al customers based on |
behavior, and even past intera

This precision ensures that ma
centrated on the audience most
trol services, thereby increas
sion and reducing waste of adv.
terested parties.

For i nstance, a pest control

Ssuburban area can target homeo
tailoring their message to ad
This | evel of targeting i s ne:
tional advertising nheedviiusmsonl.i k

2.CosBFectiveness

Compared to traditional adver
media ads oé&kEectai weosdol uti on f
trol companies, especially tho
budget s.
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Pl atforms | i ke Facebook and
nies to start with a smal/l b u
the ad performance.

The -peglick (PPC) model used
dia platforms ensures that c
potenti al customers interact
more -ebettive approach than t
ing, where costs ar g itrhcceurardé &
formance.

3. Measurabl e Results

Soci al media advertising proy
all owing pest contr ol compan
mance of their ctaimpeai gns i n r
Metrics sutchr asgltlnatkes, enga
conversion rates, and return
valuabl e insights into how we

and whether they are reaching

Thi s -ddraitvaen approach hel ps bu:
advertising strategies, adjus
spend for better results.

4 Enhanced Brand Visibility a
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Soci al medi a ads enhance Dbrandc
ness, cruci al for pest control
mar ket .

Regul arly appearing in potent.
dia feeds keeps the brand top
visibility can be particularly
pest control, where the need f
frequent but urgent when it ar

5.Building Trust through Conten

Soci al media platforms all ow f
with engaging content. Pest <co
this to their advantage by <cre
ucational content that positio
perts.

This approach builds trust Wi |
who are more I|ikely to choose
knowl edgeabl e and reliable.

For example, a company can run
that educates the audience on
tions or identifying early sig

not only promotes the company’'
vides value to thge aupdosntevyef
i mage.
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6.Leveraging Customer Testi mo

Soci al media ads can be ampl.
moni al s and revi ews, whi ch
building credibility and trus

Positive experiences shared ©

a sense of reliability and qu
fered. Pest control companies
als in their ads to give pot

what to expect from their ser
7.Adapting to Consumer Behavi

With the increasing use of s
haviors are shifting. Mor e pe¢
media platforms not just for
business recommendations and

Pest control companies that |
position t hemsel ves eFective
where their potenti al cust ome

8. Use of Vi sual s and Vi deos

The visual nature of soci al
gram and Ti kTok provides an c
trol companies to use compell
their ads.
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Vi sual content-asdé¢heasi magese o
contr ol treat ment s, video t est
customer s, or educational vide

tion can capture the audience'’
tively Hhsedt eaxdts .

9.0pportunities for Local Targ
nity Engagement

Soci al media ads al so oFer exc
| ocal targeting and community

trol companies can target t he
graphic |l ocations, making them
ence. Engaging with theghl eoal af
media ads can help build a | oy
companyAs i mmedi ate service ar
Uncorporating soci al medi a ads
mar keting strategy is no |l onge
sity for pest control compani e

modern mar ket pl ace.

The combination of -eaegéetednes
measur able results, enhanced |
buil ding content, customer tes:
ity to consumer trends makes s
an indispensable toelragBwgetfhe
pl atfor ms, pest control Comp:
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i ncrease t heir cust omer base

strong, trustworthy brand in
Buil ding an Audience and
Role of Soci al Medi a Mar
Control Compani es
Un the digital era, social medi a
tool for businesses, especially
dustry. Building an audience and
media isn't just about increasin
retiaonships, establishing trust,
base. For pest control compani es

fectively can be the di Ference b
ing out in a competitive market.

Understanding the Audi en

The prst step in using social me
understanding who that audience
cater to a wide range of custom
cerned about infestations to bu
pest management solutions. Soci i
the perfect agreemnnda ttho thregge di ver
ing content t hat i's tailored to
cerns.
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Engaging Content : Educat e

One of the most eFective strategi
is through the creation and shar.i

control companies have a wealth of
pest preventi on, identinpcati on, a
val uabnlfeor mati on, tips, and insig
themselves as industry experts. T
ing the audience but also in buil
Content can take many for ms, frol
and Howguides to engaging videos
key is to make the content rel eva
bl e. Soci al media platforms |[|ike
Twitter arehaenxmcelld endar di sseminat |
reaching a wide audience, and enc
Storytelling and Cust omer
Storytelling is a powerful tool [
contr ol companies can share succ:¢
and customer testimonials to crea
services. These stories not only
perti sreelainadbi | ity but also help p
alize the benenpts of choosing thei
experiences, e s peecgeanlelrya ttehdr ocuognht eu
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signipcantly enhance the authen
brand.

Community Engagement and

Building an audience is not j us:i
it's about fostering engagement
oFers an wunparall el edvayp gornmmumii i
tion. Pest control compani es ca
spond t o cnugsutiormeers,i address conc
pate in relevant conversations.
in building a community around t
feel heard and valued.

Utilizing Soci al Medi a F

Each soci al media platform oFers
| everaged to buil d an audi ence
groups can be used to create a ¢
trol topics, where members can s
Unstagram dtiowrei 3 deerods are great
t hecenes | ook at pest control 0 [
ence feel more connected to the

Paid Advertising for Tar

Whil e organic reach i s importan
media can signipcantl-lpuiblodisntg teh
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Pest control companies can use t a
tial customers based on specipc d
behaviors. This ensures that the
ing the right peopl e, i ncreasing

and conversion.

Consi stency and Brand VoI

Consistency is key in social medi
consi stent messaging, and a wuni f
mai ntaining a steady presence o0n
sistency helps in keeping the aud
that the braapg ot maimd when pest c
are needed.

Moni t oarnidnngal yt i cs

Finally, the use of analytics and
understanding the eFectiveness of
tools provide insights into audi e
ment rates, and content perfor man

companireespnneo their strategies for

For pest control companies, soci al
a promotional tool ; it's a platfo
and establishing l asting relatio
providing valuable content, engag
utiliziawagi qtulree f eatur es of each
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companies can create a | oyal <cus
a mere transactional relationshi
panies that wunderstand and har ne
dia for community building are
grow in atcempetr ketpl ace.

Unt egrating Soci al Medi a
t he Overall Mar keting St
Control Compani es

Un todayhssdigwotladd, social medi a

an optional addition but a criti
sive marketing strategy, especi a
Untegrating soci al media eForts
stegly i s essenti al to create a
proach to reaching and engagin
del ves into the importance of t
sights specipcally tailored for

Understanding the Role o
Mar keting

Soci al media has transformed ho
their customer s. For pest controc
oFer a direct I ine to potenti al
i ng opportunities to engage, e
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Soci al medi a mar keting can el evat
customer |l oyalty, and even drive
maxi mized when it seamlessly alig
forts, from traditional advertisi

1. Enhanced Brand Consistency

Consistency is key in marketin
true for soci al medi a. When a
soci al media messaging aligns
ing narrative, it reinforces |
messaging acrosszwhdehep! aittf'osr m
brand's tone, visual el penent s,
sures that customers receive &
ence, thereby strengthening b
s

trust.

2. Ampl i ped Reach and Engagement

Untegrating soci al media into
strategy amplipes the company'
promotional campaign run on tr
extended to soci al medi a pl at f
audi ence. Conversely,igsnosci@aan

drive tracc to the companyAs w
ing digital mar keting eForts.
tends reach but also fosters d
t he audience.
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3.Leveraging Targeted Advert:

As previously mentioned, one
advantages of social media is
tising with precision. Pest

social media platforms' targe
demographics | ikely to need t

this with broadar, marrclketaisngc
pronles and purchase history,
and eccient ad targeting.

4 . CosBFective Marketing

And, yes, we mentioned this

phasize this further, for mar
particularly sgnazédtoomean iuans
constraints are a reality. Sc
a cesective solutioad Wh £ o

|l arger marketing strategy, S
high return on investment (RC
ence at a relatively |l ow cost
ditional mar keting channel s.

5. Readalli me Customer Feedback an

Soci al media provides i meplat
t omer feedback and engagemer
gol dmine for pest control Co
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communication all ows businesse
to customer concerns, gat her i
overall marketing strategy acc:
tions on soci al medi a al so enh
tion and | oyalty.

6.Boosting SEO and Online Visidtb

An integrated marketing strate
media can boost a pest control
gine optimization (SEO) eFort :
can drive tracc to the compan)

search rankings. Mor eplvees , ofstoe
appear in search results, incr
credibility.

7.Content Strategy Synergy

A cohesive content strategy th
dia and other marketing channe
tent eForts support each ot her
post on pest prevention tips
soci al media platfor msi ghths | ea
inform topics for blog content

8. Measuring and Repning Market.

Untegrating soci al medi a i nto
strategy allows for more compr
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measur ement . By examining met
in conjunction with other mar
companies can gain a more hol
keting performance. This 1 nt e
formed decisions and strategy

9.Staying Ahead in a Competit

The pest control i ndustry is
ahead requires not just part
but a strategic approach to t
dia with the overall marketin
company remains reltevwarnte amd

creasingly digital mar ket pl ac
For pest control companies in
i sol ated approach to marketir
Untegrating soci al medi a mar
strategy i s cruci al for bui
brand, maxi mizing rreta,c hamd da e
ing a higher ROUU. By harnessi
dia in conjunction with othe
contr ol businesses can not 0

engage their target audtHemrcae
growth and scwopests tiinvea i ndus:
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Un todapasedaditgital |l andscape, S
ing has emerged as a vital compo
business strategy, particularly f
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The expansive reach and dynamic

ci al media platforms provide the
able tool for connecting with e
ers.

Soci al media platforms enabl e
showcase their expertise, share

vention and management, and f os
ence. This direct l'ine of commu

brand visibialliltowsbdtoralmoose pers

di ate customer i nteractions, se
customer relationships and | oyal
The targeted advertising capabi

are particularly benencial for p
These platforms oFer sophistica
nesses to reach specipc demogr ap
saging to | ocal or regional pest
their mar keting budgets. This |
pot enctusatilomers is wunparalleled c

advertising medi ums.

Moreover, the interactive natur e
companies to-trieneeifwe drbemaclk and e
versations with their audience,

form and repne their services an
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Furthermore, the integration of s
pest control company's overall ma
cantly amplify its impact. By mai
voice and message across al/l chan
reinforcebtaed identity and ensur ¢
experience.

Social media's contribution to en

i mproving search engine rankings

essence, soci al media mar keting i
services; it's about buil ding a c
educatinglitbte @aomd positioning the
bl e and knowledgeable | eader in t
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Video Marketing

Did you know that YouTube ranks

Yes, iIitAs actually ahead of Bing
Mo st pest control busi nesses a
search engine optimization but n
video and YouTube provide. Ump | €

strategy for your business <can
in the seafrecrh ywewrulttasr get ed keyw
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eFectiveness of your SEO eForts a
sion.

Why Use Video Marketing?

There are a number of reasons to
your business.

First, it will increase your expo.
ing you more placehol ders for the
portant to you. Video marketing wi
by driving visitors to your websi
to ywealrsite, which wil!/ i mprove coc
Once somebody gets to your websit:
the home page and the subpages, i
your potential customers than a s
convert those visitors from just
tual ky ngi eap the phone and calling
Agai n, YouTube is the second most
i s. Obviousl vy, Google is number (
Bing and Yahoo would be the other
that just 1 snAt the case.

There are signipcantly | ess video
on the Unternet. So creating rele
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for YouTube and other video shar
portunity.

These videos wil/l hel p you to co
their questions when theyAre | oc
you do.

U talked about the fact that you
with an i mage next to it, and vy
hol ders on Google for the keywor
to you.

f you do this right and you opt
going to show you exactly how i1
to have your video show up in tl
which is extremely powerful . Ut
to @damore placehol ders for the
provi de.

Video Helps with Your Ov

The other thing that you can acc

hancement of your SEO eForts. As
l'inks are <critical for ranking.
you have the ability to drive i
from hegydl video sites |ike YouT
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Agai n, you don't want to have | us
Us, Our Services, Cont act Us page

You want to have a page for each

products. Videos that | ink to tho
t hat SEO eFort. Al so, you're goin
on your website, and on the page:s
duces byoouunrce rate and increases Vv
site.

These are SEO factors. "Bounce ra
ting to your page and clicking ba
away. Google understands those ac

ing relevant to that search.

f the majority of the people tha
|l eave right away, your bounce rat ¢
to start to show you | ess promine

That' s part of the Google algorit
amount of time spent on the site.
page, stays there for ten seconds,
mi ght not get treated | i ke a boun
at teaegth on the site.

4f you have a video and a visitor
its entirety, that's i mproving Vyo
tics. Even i f they only watch a cc
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captured their attention | c
to see your site is relevant
t get confused by the notio

automatically i mproves your
case. But having people stay
ce oF does i mpact SEO.

l e i ke to watch videos. gt /
a video on subpages, but vyo
video content on the homep:
s page, people will take a c
ncetxepde and it's more interest.:
hing someone explain the top

ve the Fol d

ways recommend that your vid

e the fold, meaning that you
t he most i mportant i nfor mat
t who you are and what you o
to | mpageesiotne time and red

rat e.

Anot
gi ve

her benept that U have tal ke
S you more placement in sear
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dt' s going to give you better se;

cause you get the | inks from the
your time on site, and reducing vy
But the benept of video that is p
than anything, is that it's going

You can have the best SEO strate:
hundreds of people that are | ooki
home page or to your subpage dai |l
and people aren't picking up the |
for gewvices after they visit your
jor opportunity.

Umproving Conversion with

Umproving conversion is one of th
gent video on your site will do f
The fact i's that video clips res
video because it gives them t he ¢
trust you before they call you, e:

egy rather than creating a super

f you create authentic video of
service manager talking directly
with you on an emotional | evel, a
ing a strong call to action, your
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Video also gives you the abilit.)
dalities. Everybody thinks in a
readers and will read all t he coc
are | isteners, so if there's th
thingerathan read, they'l |l <c¢choos
Ot her people I'i ke something visu
having video on your website, co
ing to abandon text), you have t
every type of person. Some peop
only conweth that, because they

read a plain text web page.

Leveraging Video

How can you | everage video? By
erful, 1it's going to Iimprove you
better placement on the search
tially help with conversion. How
What you want to do is create si
pany, your services, and the mos

You are then going to upload th
ot her Ahareiong sites, and syndica
and social media pronles.

What type of video should you cr

ple resonate with peopl e. Keep
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onabl e. Put your real face on
one that represents your comp
t. Ut doesnminbbeevidebe An28|
th would be 30 seconds to thr
theemassags.

"t Overthink ¢t

t feel | ike you have 2tnad o oal
ion crew oOor go out and buy a
this happen. The reality is,
technol ogy that you already
tphone or a webcam, you have 1
enwi t hatwor k for your website.

don't ZAeedetighng software e

s you the ability to upload r
in the system. By edit, 4 mea
o to begin and end where you
e number down i mfthe ebotitdem a
l ink to your website. Or you
|l i ke 1 Movie (free with Macin

r (free with the PC).

g the technology that you alr
mpany sign with your | ogo or i
ra; talk with the people that
e that's going to stick with
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Wh at Ki nd of Vi deos Shou
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u can create just about anythir
at are going to be most relevani
ur services.

e nrst video that U recommend vy
rryour website. This can be as s
rrvisiting the XYZ Company webs
g XYZ services to the XYZ area
ke upueanand why people tend to c

e opportunity to serve you. Gi v
mber bel ow, and we can send som
solve your XYZ issue right away
simple video along those | ines
ur plan. 4t's a necessity.

e other videos that you want to

i mary services. This ties i n we
ssed previously. You want to mal
ur website for each one of the

a pest control services compan
ner al pest contr ol services. Y Q
e removal, rodent control, and

ces that you want to attract mo
i ef abiodld o each.
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The other very powerful piece of
corporate, but should be phase t
asked questions, or FAQ. Make a

ple tend to ask and create a |it
A few examples include: What to

infestation. Get creativel!

This is common information to yo

doesn't know. Creating a Ilittle
these frequently asked questi ons
tent for your YouTube channel , t

media propgl/es, upl oaded to your b

Sharing Your Message

Now that you know what types of
and how to create them, what s h
have a script? Should you wing

You want to be natural, you wan
want to be real. Some peopl e mus
don't feel comfortable doing vid
odol ogy.

But , if there I s any way you ca
speak naturally |ike you woul d t
your services, that's going to w
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to Say

is a simple script you can f

"At XYZ Company, we provide
range of XYZ services (to thi
area, whatever area you're i/
whatever service this video |
Have a brief description of
do in that area, and then, "
need of this geravi ove i n your
can help. Call ouf o0Gce toda:

5555. "

A simple video for each one of y.

include a call to action telling
comfortable with it, referencing
way .

Don't over think this. Think abou
oFer. Shootseac @gmud ciko-dBai nut e vi de
about each and you're ready to ro
What to Do with Your Vide
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Wh at are you going to do with t
t hem? Now that you have compl et
what you want to do is setup a Y

You can do this by going to YouT

your video, name it correctly a
terms that peopl e wild/l use when
body is |l ooking for pest control
in 3giotuy pest control services. i

using your keywords.

When you wupload it to YouTube,
pest control services" or JTucsc
put a description with a |link t
yourcompany.com/ pest control ser\
descri ppubtnwhat you do, brieny o
in your video.

YouTube Best Practices

When you setup your <channel, ma
Jcity plus service, name of your
your company name. You are also
words to it. Don't just | eave th
Make sure you use your name, add

every description on your YouTul
good citation source.
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As covered in the Google Maps opt
devel opment 1is critical (having vy
and phone number referenced consi
This i s a great pl ace to get cit
there's amatmagwi th your company
date the default image by putting

of the team or OGCe.

f you |l og into YouTube and creat
email conprmation. Once you're se
Channel "™ settings and make some o

To change your | ogo, simply <click
i mazpe very simple step.

Where it says "Your company name,
something basic such as your emai
can hit "change" and wupdate it to

services or "your <city spraying

dash andompany name.

This gives you the chance to get
to show up for your Kkeywords in t
al so have the opportunity to add )
i s where you can type in words suc

ment , "r "c¢cyiotuy bed bug treat ment,

spection services, and of course

166



Vi deo Mar ke

From there, there's a section wh
company" and put a description a
do, and what areas you serve. Yo
area as you want, but it 'S mos-

nrst @geagcrai ption of your service

f you're in Tampa, you put Tamj
put Lakel and. 4f you're in Los

Put your phone number and, agai
dress and phone number. Citation
i n the dnesacrreiagptiiso a powerful cit
Al ways put your name, address an
way as you did on your Google M
etc. That way, you will be consi
the probability of ranking in th

Video Tagging Best Pract

Now, | et's talk about video tagg
created the inventecxroynmehded de as
video and clips for each of your

How did you tag those videos to
and to make sure you're going to

1. Title Video wiGohmpGintyy (Saelrwaiycse
up a lLittl e)
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2.Description should always star
then describe the service usin
ALWAYS ADD N. A. P. ( Name, Addr e
THE BOTTOM OF THE DESCRUPTYON

3.Use your keywords as tags and
name

4 . Choose most appropriate screen
5.Click "advanced settings" and

6. The prst thing you want to do

words in the title of the vide
that includes the 3http://} be
f Un the description area, you
service XYZ company. We serve
name, address and phone numbe
top, you should have your wel

ing the "http://".

r Uf you just put WWW. YOUTr C O Mg
wonAt understand the | ink and
clickable. Uf you put "http:/
and visitors wild@l go straigh
al so get the | ink &duwtthdnintky bfe
to your website.
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tf Choose the screenshot and
you upload your video you a
title and your description,
add tags.

Ti tl es Matter

Again, donAt <call your videos 3y
it "pest control services." Don’
it "Your city + spraying for bt
name. Title your videos the sam
search.

df it's your intro video, you mi
control servicesi Example: you'r

companyd Tucson pegXYZoRéesbl Caert
vi ces. i

dt is really <critical t hat you I
This i s what i's going to make i
include it in search results.

The next thing you want to do in

l'ink at the very top. The nprst t
l ink back to the home page or tc
di scussing in the video.
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df i1it's the termite treatment pagc¢
page. Put a I ink to that service
ve got that

company . Z@amk'e sure you

Bel ow, you add your tags. Wit hin
your <c¢ity + bed bug exterminator,
vices, and everything in between.

Wh at EIl se Can You Do with

Now that you've updated your vide

timized it, your title is correct
how can you use these videos? Whe
age them? Well, to really get the
componemut . neyed those videos to be
site and soci al pronles as well
The best way to do this is to cop
the videos right on your site. TFh

bedded on the home pagpecanndc tvhied:e
should be posted on the appropria
do this i rioght YwiutThuibe channel (
count .

Go to the video manager and pnd t |
you have. Choose the video that j
website and choose the share and
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You wi || then be provided with
goes fArroameZ t amé. This is the sp
video. Uf you are updating your
paste the code riglt HTMLO Wodurw o
detached web manager, send the <c
on where you want it posted.

Once the code is embedded in yol
the page itself. That's what yo
vi deos. And, of course you don'
YouTube. There are a | ot o f ver

Ssites out there.
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ELEVEN

LeveragmareiMatilng to gain

AND referral busi ness

Ever since thereAs been email, w
Email marketing is one of the ol
business on the Unternet.

Al t hough it gets a bad rap bec:
around, i t As stild]l one of t he mo
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4 am a big believer in emai/l mar Kk
get instant tracc to your website
ring, but there is a right way an

Did you know the easiest customer
you already have?

Everyprsedlfai med marketing expert

not hing new. With that said, ma n
ever mar ket or keep in touch witht
Companies wil/l spend thousands of

customer sebut hinelk to mar ket to tlI
ready buy from them.

Why is that? U have a | ot of idea:
owners think that once a customer
j ust keep coming back on their o0\
donAt want to bother their custom
want tdrmenaryou and they want to
busi ness.

f you donAt, your competition wi
How Do You Start an Emai l
Campaign?

The nr st thing you need iIs an em
SshouldnAt do this yourself for se
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1

Wi t
ma r
pri
at

busi nes.
Your Unt ernet Service Provide
sending bul k mail

.You would have no stats for t

Ut would | ook wunprofessional

crosoft Outl ook box

h that sai d, |l et As take a | o
keting services, al | of whi c
ced based on the amount of en

around $15. 00 per month to se

Constant Cont act

4 have used Constant Contact 1in

reasons. Ut has great tracking s
social networks a+d#idi@andélyat nvely
Constant Contact has many templ :

can
pl a
br a
y ou
exnp

Ma i

al so add your own custom ten

tes are a MUST for any busi ne
nd. You wi |l have to know a
can hadveesiagnweeb create one fo
ensive cost.

| Chi mp
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Mail chimp is another service U ha
ommend. Ut As relatively easy to u
to Constant Contact. The interfac

Prices start at $10.00.

i Cont act

Personally, U have never used i Cor
it on their website www.icontact.
and similar to both Mail Chi mp and
4 think al/l of these services are
ness | ooking to add email mar ket

strategy.

How t o Get Emai | Addr esse

 am asked on a regul ar basis ab
dresses. Ut As not as easy as send
anyone you want to. The reality o
are your customer and you have th
mean yoslem@&nt hem anything i f you ¢
mi ssi on.

This certainly is a pne |ine, be
have their emai/l addr ess, and t he
befor e, so is it really considere
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busi nes

didnAt ask them i f you could ser
ter i n emai l f orm.

The prst thing you really want t
sion to add them to your email |
to do this, including placing a
sigm sheet on your <counter or e
yoruw job ticket that they sign wh

Explain that you send out tips a

on a monthly basis and would | ov
ing list. You might even oFer a
vices i f they sign up.

Getting that email address i s Ve
for it. Remember, you want the o
panyAs name in front of your <cu
You want to-odneimmadi ni ft oopne of t hei
ing fwircesserli ke yours or if they
U had a pest control service pro
years ago. He did a good job and
Last vyear, U needed the service

his business card and could not
company. 4 had to pnd another p¢
the business because he never S
was a biad jheb ltolkt, $1,500.00 to
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Start building your |list today.

Wh at to Send and How Ofte

First, what do U send? You must u:
good information and 20 percent

emails about what services you oF
t As a great way to kill your 1is
Dr aft up some information about

homeowner tips, throw in some DUQY
information that wil/ hel p your u:
coupon or a special you are havi |

your customedsAanhd family.

How often you send your emails is
with once per month, around the s
dt 1 s i mportant to commit to a da

is too much and annoys peopl e.

4 get an email from a company U g
and g&ktemails a week from them, 1C
several times a day. U HATE 4T an:q
myself from that l'ist very qui ckl
wel |

Get Legal
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busi nes
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Make sure you have all owed custom
of receiving email messages at th
Make sure that it ANs easy because
than receiving emails that you dc
not want to receive your messages
your | ist.

They may be getting emails from t
want to clean out their email b o x
never buy from you again. But U w
out and you keep sendingnpeemawayt tc
bot tehrem and they will I ikely neve
Agai n, you want to | everage emai l
overall Unternet marketing strate
to be sure youAre collecting the

customers and prospects.

From ther e, use emai l mar keting
gagement on your soci al med-b& acc
mind as a strategy to get more re

Wh at I s the Best Ti me to
Campaign?

These gener al emai | send time tip:
emai | mar keting communi ty. They
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busi nes

starting oF, but be sure to rea
al ways wor k.

f Dayi me vstime.ghwWhile this one n

usually better to send out your
dayti me. You know, when people
f Mad Mondays. The gener al conse
avoid sending out email bl asts

are already bummed out about t
They march into the oc6ce and
theyAve coll ected osv.erWhtahteAsp as
thing they do? Delete those em

f Weekends. Hi storically, weeken
are out running errands and go
ends tend to have | ow open rat e
them | i ke the plague.

f Fan Favorites: Tuesday, Wednes
day, Wednesday, and adhur oday |y
vorite days to send email camp

seek t o avoid t he Monday ang
feema.i | Chi mp tchoantpr hsesday and T
the two most popular days to s
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TWELVE

Overview of Pai d Onl i ne

Opportunities

f we revisit the Online Market.
one of this book, you wi || reca
Unternet mar keting plan shoul d
noygpaid marketing eForts (Websit
cial MediiamgManWNVkaeteo Mar keting, et
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Once you have a strong foundati on
nanci al resources to invest i n ot
tiatives.

Un this next chapter, 4 want t o
mar keting options you should cons

1. PaPe€l i ck Marketing on Googl e
crosoft Search (Yahoo & Bing)

2.Paid online directory | isting:e
Local, Yelp.com, YP.com, BBB

3.PapPekLead and Lead Aggregator
ence. com, Fuell ead.com, Untell

Now, |l et As talk about the mozt po
Pape€lick Marketing.
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PapeC€Cl i ck Marketing (Goo
Bing Search)

Udn this chapter, U'm going to ta
to help you understand how it w
grated into your overall strateg

eFective program that can drive
yoand your company.

Why PPC Should Be Part o

Onl i ne Marketing Strateg
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1.Start showing up quickly

2.Show up as often as possible wi
l ooki ng

3.Show up @Hgemodomed terms that ¢
to your service oFering.

First, PPC gets things happening

gr am, setting up your website, b u
ri ghpage optimization. That ©proce
time to materialize. Wh a 't you do

start tvo dpeanydsdiin three to four mo

With PPC advertising, you set up
to see youli nafgssseavéew days. 0t
nc, especially during the times w
you're visible.

For exampl e, a nower shop should
fore ValentineAs Day when coupl es
their Valentine. This is a great
ple will Ilikely research that.

You want to show up as often as

|l ooking for your services. Having
up somewhere in the top, on the m
tion is iIimportant.
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Now you've got the opportunity t
and signipcantly improve the <cI
clicked on, as opposed to your
campaign gives you that addition

engines onne.page o0

Ut also gives you the opportuni
you're not going to show up for
This is what U imolde pntead &alylwomars .

SEO and our whole organic strate
up i n search engines when someon
for e.g. your city + pest contro
kind of Geo modiner (your civVvy).
or thedirtywuibn that search for yo

With a PPC campaign, youGee@eamwmdsho
inped terms (Example: commerci al
put in the settings that you on|
withimamide2adius of your oGce.

4f you're in Tucson and somebod
for 3Imosquito control servicesi
you can set it so that it only s
are searching within that area.
t hroughdHPs saes by i sol ating whe
pl ace.
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Pape€lick Marketing (Google AdW

So, what are the pay per click r
net works that manage pay per cli
all the major search engines. TF
i's Google's pay per click progr

which i &% Mhcowgoft Search.

These both have their own networ
pay for an ad or pay per <click

network, you're gaining access t
As k. com.

When you get on the Microsoft B
getting access to Yahoo! , Faceboa
reasons to consider a Bing Micro

More than 80 percent of all sear
So, if you had to choose, you Vv
Googl e. However, you do get an a

ping into Bing and Yahoo!.

There are di Ferent net wor ks but

jority of the search market. Rur
on both Google AdWords and Micro
you to show up in the majority

somebody misghmtg. be u

Understanding the Googl e

Auction Process
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Let's review how Google AdWords

Un the simplest sense, you're p.
you can choose your keywords (Ex
company, your <city mice exter min
city bed bug exterminator servi (
you bigdgpuapdy on a per <click bas

So, let's just say you're biddin
guito control services," and t he
trol companies in that <city that
f you say that you'll pay $2.00
that they"' || pay $5.00/click, tt

suming nobody el se has placed a
be ranked second and $1.20 is go

U am about to explain why that
fact i's that you pay on per cli
against the competitors to dete
rank on your keyword.

4t' s an auction, just | i ke eBay.
can oFer the most money 1S going
With that foundati onal under st an
most pay per click campaigns f ai
What tends to happen is a | ot of

buillt on the notion that t he hi
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pick their keywords, throw up t he
hope that everything turns out th

Why MostPeREdy ck Campaigns

f Setup only ONE ad group for al/l

f DonAt use specinc text ads and |
keywords

f No strong call to action or OFFE

You might be thinking, you just t
to get noticed, and now YOoOuAre sS:;
fail! UAm going to explain what pc¢
you what to do right so that your

Typically, businesses setup only
whether it's termite inspection, |
terminator services, et c. Il nst eac

each type of service.

Al s o, there's no specipc text ad
those ad groups and groups of key

What you wind up with is the same
t ext ad, whet her your customer ty
bee removal services, mi ce exter:t
etc.}4 in the search engine.
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Whatever was typed into the sea
specipnc, and should match up to
doesn't happen. gt al | goes to t
egy, not only is your campaign
your cadtickeris going to be highe
in this chapter.

The other reason why most pay pe
cause there istn@Attaostpobangheal br
So, you were just charged $5.00
customer to your website and t he
because it does not@abavena 8tr drc
the consumer what to do next.

f you factor these common reas
paigns tend to fail, you can be
yourself wup for success in the \
per click marketing.
Understanding the AdWord
Process

Let's talk about how the AdWor ds
not as simple as the highest bid
cated than that.
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The reality is Google needs to f e
sults because their endgame i s toc
their search engine over the comp:
keep their tracc up.

Google can keep their usage up an
mar ket share but can also run AdW
doll ars per year. Ultimately it a

The second they sacripce relevanc

they start to become | ess of a pl
So, Google had to npgure out a way
program grow around relevancy. An

tablished the quality score. They
person or company who has more r

gual ity scroerseulatn,d caasn have a | ower
The way U | i ke to explain it i s,
"BMW, " obviously U4 am |l ooking for

mati on about BMW.

Mercedes coul d say, "That ANs our ¢
one types in BMW, thegnd evdhiokliea.g
are probably in the market to buy.
BMW?" of cour s e, t hey can. Howe

searched BMWiingnftorl Mercedes. So,
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say, "UAlIl pay $25.00 for everyhb
search ' BMW . "

But BMW might say, " ThatAs my br
pete for it, but 94 am not going
on my own brand. 'l pay a dol |
Based on quality score, Googl e n
cause it's in the best I nterest
brand, the consumer . t' s al so

relevancy. That's how quality sc
ally Oyi veanee core component s:

1.Click Through Rate
2.Rel evance
3.Quality of Landing page

As somebody conducts a search al
on the page in the pay per <clic
what percentage of those peopl e
clicking through.

That's one of the primary metric

ad is relsgpwarkts, tiof tihte per sonAs n
pelling enough to them that the
made more per click.
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This wil/l make them willing to gi

because you' ve -tghorto ubgeht treart ec.l i ck

Al s o, relevancy is a major factor
to the keyword that was typed?

Example: UOf they type in "bee rem
ad reads: J3We oFer fast and frienct
Tucson area," versus "We have the
services in the Tucson area; cal

f as't

Which do you think is more releva

wants their search results to be
They're | ookiAadhratughhouratel,i cdkhey a
the relevancy of your text ad to

| ookimnlge aqual ity of your | anding |

q f your |l anding page (the page t
doesn't match up with what the pe
your text ad, or if that | anding |
teaction and the person quickly re
that sigmaGoogle that you were nol

This wil|l result in a quality sco

By having a higher quality score,
achieve the top position. This 1is
per click mar keting g mal ibtex as € €
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resul ts i n-pecllawekr foastt hose who
sitions.

Agai n, the reason most pay per
cause:

f You only set up one ad group

f You had the opportunity to cre
each one of your core services
t ext ad that's going to compel
prove yotuhrr cdghc kr at e

f You don't hav-eaaxtdgtornondghacgalnmat c

what the consumer was | ooking

f You're not going-thoohgherlhaite@gh ¢
or an applicable | anding page
All of these issues result in a
You're going to wind up paying n
i's very competitive. f you're p
going to be able to spend that
getting enough calls to generate
The visual representation of thi
AdWords campaign for each one o
control, bed bug treat ment ,
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extertmrnaetc.) and | anding peopl e
That is a recipe for disaster.

That' s exactly what you don't wan

How t o setup your PPC cam

success

Let's talk about how to position
for success.

What can you do to ensure the hig
in your pay per c¢click campaign? F
based on the specipc groups of s
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going to map this out wusing a Vi

ampl e) .
Write compelling text ads that
keywords or services. Then, 1ink

on your site rather than the hi
pages on your site that talk ab:
strong eaccalilon combined with an o

What ad groups should you use? W
to set up for your business? For

As a pest control services compa
ard pest control services page f
to do to get ready for my home t

Have a page with termite treat me
person who types in 3termite tr
ment services for people searchi
services near mej}, etc.

You want to group those keywor d:
mation available for that.

U could go a | ot deeper than thi
of what specipc types of ad gr ot
on the services you oFer. From t
cipc text ad that speaks to that
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Then, you wi ||l want to drive then
website that has -tam cctoinopne, | | ti magt cm@m
what they were | ooking for and mir
1. Pick your | ist of keywords

2. Write a specipc text ad that me
people are | ooking for

3.Drive them to a | anding page o

Make sure that you've got compel]l
page t hat emphasi zes what t hey

prompts them into action, ideal ly
or speci al oFer, so that they doi
and keep |l ooking around.

Pest control services bus

exampl e

Let's | ook at an example you might
services. Un general, you' re goin
wor ds.

f Pest control

f Exterminator

f Termite treat ment
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tf Bed bug exterminator

These are the keywords that go
services ad group. Your text ad

"Enj oy your home again. Pes

treat ment helps you take yo

back! i
You want to pull on the psychol c
ing for convenience? Are they |«
cally, they are.
Then, drive them to the URL on
targeted at pest control treat me
termitetreatmentservices. Get t

about that specipc service.

There are a |l ot of things you c:z¢
you want to make sure that you
trigger.
STOP DAMAGE TO YOUR HOMEAS
FOUNDATAHFONS T, FRUENDLY TER-
MUTE TREATMENT FOR YOUR BUC
GEST UNVESTMENT!
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No more worries about stepping in
wood |l oving pests...click the | in
enjoy a 10% discount for your nrs

Tal k about why they should choose
tion and have a |link to a page wh:
nal resources.

What does the BBB say about you?
on Yelp.com? Give them some infor

feel conpdent that you're a credi
to follow through on your promise
Then, have a stron@cofFem.with a c

]

Get $50 oF your service by

ing the coupon below. Call n
you have the capabilities bu
your website, consider | inki|

to a form where they can cho:
type in their name and phone
ber and schedule the service

t he ts.po

This is€srafweld ad group specipcall
pair keywords.
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Pest Contr ol Services

Let's | ook at pest contr ol serv
typed in pest control near me,

ing for bugs, et c. These are pec
tion for their home |1 mprovement
t hose keywohdars, toggee it as an ad
text ad that i s specinpc to that.

"Tired of the scuttling sou
you turn on the | ights? Fin
itAs |Ii ke to pnally enjoy a
home. Get Your Qui ck, Free

Quot es. Fast, friendly serv

You say just what they want to
gency and you're entering the coc

ing on in their head. You're oFe

tive to do business with you.

Again, you drive them to the ro0¢
website (Exampl e: WWW. your com
Then have some content that spea

JTucsonRat efb pRoach Ki |l Ex -

perts!i

203



Digital Mar keting for Pest Contro
}JSince 1983, homeowners have
on us to keep their homes pe:
For over 30 years, we have b
most respected and recogni ze
in the pest control services
oFering unmatched service an:
fessionalism to the Tucson al

Then, restate that wvalwuable propo

Give them an oFer, "Get $50 oF yo

ment i f you call within the next

When you set up your ad groups thi

high relevancy, you're gdirmgigtho rha

ti o, and vyour conversions are go

you're speaking directly to the c«

givingsdrmenype of call to action

ci al incentive to choose you righ

Un some <cases, you wi || be deal ir

|l onger purchasing cycle.

Pest contr ol annual mai ntenance,

routine maintenance, customers ar

pick up and call right at that mo
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They might just be in the resear
of services, oFer them something
mate or 10 things to know before

Have a |l ead capture form, wher e
and their email address to downl
This gives you the ability to c:

nr st stages of their eval uation
crafted guide that talks about
about and sets the buying criter

Educate and Engage

Why would they want to choose Yy
competition? What things do they
Do they need to make sure that

body that is |Iicensed and insure
t hat they'resamedady wha hhas vas
in specipc pest control, such a

posed to just oFering basic bug

Un t hat gui de, you can really ¢
them in a way that wil/ make th
vi ces.

You can also use email mar ketin
over ti me. Uf they're at the bec
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solve their drainage problems, yo
earl vy. Maybe it's going to be sixX
make the npnal decision or to move

project.

Because you got their email you ¢
per week for the next six mont hs.
thing new from you once a week.

"Here's an update, here's another
esting conckpokyauj can

When they do get to the point theé

forward, they've seen you so many
much value that they have no choi
pany. YouAve made the decision ea
This is a way to position your sel
chase cycle projects, so you can
vert them into customers.

AdWords Setup Best Pract.

Here are some best practices when
Words (google. com/ AdWor ds) .

The pnrst one is that you want to
tension with your address.
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Un chapter one, Y showed you hov
|l istings and optimize it to ran
use the same Gmail account that
with on Google AdWords, so that

sions and ddlrdeyouas aan extensi on

This gives you the ability to ad
to your Google Business Propnple |

Have Multiple Text Ads f
and Run Split Tests

The other best practice i1 s to h:
one of your ad groups. This way
each of your ads and deter mine
ter.

By split testing, you will be ab
hi ghert hcrlouwgkh rate. Wi th that in
out the | ower performing ad and
Then at the end of the month, vyo
and see which one performed bett
you can continually¥hropgbveayoos
Remember , havi ntghrboeugherr actleisc ki s
you more tracc, but i t's agusaol igto
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scor e. This will evermtewd lilck rhakve
making it more prontabéeemfor you

Pay Attention to Average

The other thing you want to do i s
erage position in your Google AdW
tings are available making it ver

g have found that the further dow

the probability that you wi || be
that's I|iterally clicking every s
You don't necessarily need to be

could just be a result of some r ar

through what they're doing.

However, you want to maintain a t
ing to give you the best overall
best return on your investment.

Pay attention to-peeli ckvaenadagemaoag
bids so you maintain a top four p

Exact Match versus Broad

The other thing you want to pay ¢
versus broad match.
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You have a setting inside your A
specify whether you want exact n

Al ways Elect to do Exact

The reason i s because i f you chct
very easily nnd yourself acciden
engines for a | ot of keywords t

your specipnpc business.

The other thing you want to do
keywozgkkdesywords that you donAt we
the search engine.

A great example of this is jobs,
Uf someone types in "your <city
great. Uf they type in "your <cit
body | ooking for employment in t
|l ess you are trying to nll a po
usgour pay per <c¢click budget to

not the kind of the person you w

Setting up negative keywords mea
types in 3jobs, i Jempl oyment , i
where in their search, 1t pulls

Ut pulls you out of that specipnc
be paying for clicks from somebo
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Mobi |l e PPC

4 talked a |little bit about maki ng¢
pay per <c¢click campaigns. U've men
of people searching on their mo b
searching on their computer.

Phone Searches versus Com
Searches

More and more people are accessin
devices: their i Phone, Androi d, é
typically in dra@aimeemwdretn mihredy ar e
from a phone rather than from the

When you're searching from a phon

get the information right away,

solved as soon as possible. You c:
cl itaxkal | built into your mobil e ce&
Uf somebody hits the "Call" butto
nected I mmediately to your busine

tive to having to search for the
ber . Plus, as you know, on a mobi
screen.space

These pay per c¢click I'istings beco
dominate the search results page
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you're going to get the majority
top two positions. Ut ANs all-tabot
call function all ows that.

gt ' s extremely power f ul t o con
searching from mobil e dsepveicciensc. cS
paign and choose "Mobile Device
your geolocation. T-mialkt e woahmgielber
radius. Yd&u at bbant tolni ¢ o -t @ran | o ut
tion.

That's how you wind up with a pa
you in the top positions i f you
for them toeadd la click

Just to recap, you want to:
f Set up your ad groups correct]l

f Make sure that you pick keywo
get her

f You write text ads that speak
words, and

¥ Ensure your |l anding page (wher
specsgqarches) speaks to the te:
keywor ds.

211



Digital Mar keting for Pest Contro

f You also want to be sure that yo
catdaction that prompts your cons
as opposed to pressing the "Bac
four or pve other competitors.

As the relevancy of your ad grourg

words i mproveecyook wost decline
version will I mprove.

You can spend |l ess and stil] get
tracc to your website. This is h
bility ofegbuckpmarketing campai g

in PPC where others fail
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Paid Online Directories

Un this chapter, UAmM going to be
l i stings.
d tal ked about the overal/l Unter

with the foundation of having a
have also discussed making sure
up with all the right pages on vy
ementdsing the oF page optimizat.i
Il i nks, buil ding authority for vy
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acquisition strategy, and making
the orgamapgechhionk | istings for yol
keywor ds.

4 then talked about | ooking at so
ing as a way to connect with your
and get more repeated referral b
nodpaid el ement s of your Unterne
sqgquared awayt,arytou ocoakn nsg at pai d o
progr ams.

4 tal ked -mebeoluitc kpanyar ket i ng, and th
set up an epecltiwvle marwyketi ng camp

Words or Microsoft Bing search in
l i stings.

Un this chapter, U4 want to talk al
ponents, such as online directory
to get premium | istings.

Ther e ar e l'iterally hundr eds of
Yel p.com and Foursquare, to City
an array of smal |l er secondary di

about the ones that are the bigge:s
gain erppwbhere your customers are

Paid Online Directory Lis

Sites You Should Consider
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As mentioned, there are |literall
|l istings. The ones that U have f
and visited ar e:

f Yel p

f Yell ow Pages
f Foursquare

r BBB

¥ Merchant Circle

f you have an wunlimited budget
well with your organics, and yol
ditional premium pl acement I n o

the ones U would suggest that vyo

Yel p. com

Yelp is one of the best review s
want customers to npnd yaweredbu i r
on Yel p. Yelp all ows you to sen
(including deals) to customers a
ing the Yelp reporting tool
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4f, for some reason, you have a |
mi ght not be a bad idea to pay fo
rectory for your services.

YP. com

The online yellow pages vary area
it is YP.com and in others, it is
Yel |l owBook. com or some similar ve
With YP.com and other online yel!/l
very careful when you get started
into their print Yellow Page ad.
hundred bucks a month to potentia
|l ars per emonydiu wht art to get into
book and fpkelrckhRagwdvertising.

Do not | et Yell ow Pageed im&kn aglesr ey d |
under any <circumstances. Thet e i s

Pe€l i ck Marketing in this book. q
how to set up egmecékekticmenpmaayn.
want toy loeft talmese companies try a
peclick advertising on Googl e, Y a
way. Set up the ad groups on your

City Search
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City Search specializes in |ist
hot el s, restaurants, and ot her L
timizing them via a partner netw
Merchant Circl e.

Better Busi ness Bur eau

BBB, the Better Business Bureau
tory, It i s a major sign of <cre
once was but posting the BBB | oog
you're A+ credited is worth the
t hatl liocowsa for a ton of | eads, bu

bol and a good thing to be abl e

Four square

Foursquare is nowhere near as p
provide | istings for all/l kinds o
|l ocal storefronts represent 2 mi
already listed on Foursquar e, al
thadm million peopl e.

Mer chant Circl e

Merchant Circle all ows people to
The site includes | istings for ¢
ness owner s, ranging from attorr
and agenci es. Over 100 million
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year to search its I|istings of 2 1
around 340,000 monthly visits.

PayetLead and Lea-dHoSwrtwi ce
Properly MabBRalhgea®taService
Maxi mum Returntanch Gangs

Now |l et's tafpé&fd abdusepayces.

With these servifreflseagoor capou p@agn

a pmont hly basis to gain access t

into your market. 4 am not saying

am simply suggesting that if you
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or you've got an inside sales t

these proactively, these are son

f Emnuence. com

¥ Fuell ead. com

f Untellibright.com

There i s an abundance of these t
to pnnd additional | ead services

be to run a Google Search for .
JYour SerPwriteadPay et c.

How Do-PRdadyad Services Wc

The nice thing about this type

when you get a qualiped | ead. W
budget. For example, you set $5C¢(
|l eads that come in from tpelte aad e
ser viocvel dperr s have a combined expe¢
a wi de range of Il ndustries i n
heal thcare and other industries.
Uf you have followed the plan ou

have your organic keywords rank
gines and map |istings, proactiyv
keting as wesltlr uxd ugeedvé pb i mar k
campaignwa#dt yvoubump the | ead n
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can help to start channeling new j
for your services.

However, yodii Imuggeantbeand quick wit!l

You wi || hear a | ot of horror st
|l ead services work and how you caé

away. U4 wil|l be the prst to say t
start. 4f you have built your Un
papera&d services, you're destined

sustainable business around just

But , if it'"s an addon to a strong
then it can be relatively eFecti v,
these requests for | eads aren't c
on Emnuence. They're on Fuell ead.
They are sending in an anonymous
providing their name and email ad:c¢
going to get phone call s. However
be price conscious shoppers. They

because thgetwdmte t @west price po
in mind.

Fast Follow Up Us Critica

f you don't have the time and er
woul d say to-ppheadosepaiyces altog

220



|l ea
y ou
per
pr o
ch

(@)

Yo
y o
r

Th
ce

- ® «Q < C

SO

o

g f
si g
ac

(@)

g f

s al
wh o
t hr

Spe
t o
sho

on

ds

o ™ n
® O
®© v S 9

< =

i s
oug

cin

Paid Online Di

al so go out to you and a r
rea, So you have to be agg
to get customers on the
sional with a compelling o
yposas o6p the competitior

S0o need tAapcrsgat e matfoomladw
ve a fallback plan in plac
away. You can get these |
|l send you an email, you ¢
st, Or you cae thatiabent
s the email comes through.

have a marketing manager
omebody specipcally to fol
table for these | eads when

s going to you, to your d
guys, you don't want ther

responsible for following
h the cracks.

cally assign someone the r

these peopl e. Have a predenn

ul d

ot
t he

be handled. Be profession

of these are going to go t
phone, so it iIs importan
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cal l once. Have a process in pla
these people 3 to 5 times over t he
because they're in the window to
Then, have a fallback strategy, i
them on the phone. f you don't ¢
sure that you're taking note of t
dress so that yocwimcad wemhi hheémp
The reality is this is somebody I

need of your specialty.

f you're not sendpngaad éeéfmaybuf ol
ing them to your email marketing
ing marketing dollars. Uf you've

l ead and you're not proactively

withmtwiea emai |, you might as wel
service.

Below is a script of a solid fal.l

Set up an -eemapbndet oon a program S

or Mailchi mp, where your marketin
customer's name and emai l addr es
emails that go out to the custome]
Remember not to | et this be your
these emails are going to do the
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Emai Sulbj edur Recent XYz
Unquiry

Cust omer Name,

You recently submitted a re
[ LEAD Site] for help with X
ou can reach mexxxrectly at
XXXX. Wi th so many XYZ comp
choose from in [YOUR CUTY],
can be hard to know who you

trust.

At XYZ Company we have been
ing the [your <city] area si
and are dedicated to resolywv
XYZ issue quickly and cost
Give me a -x@aldxdxxatt o x X

schedul e your service.

Emai tS®R2eci al OFer for XY

Cust omer Name,
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Emai
Busi

You indicated that you were |
need of some XYZ services a
ago. UAm sure you have recei:’
number of calls from XYZ Comj

who are eager to earn your b

WELtas our -ofitheeode ap-

proach to getting your attent

want to oFer you a special o
you call us today and refere
coupon, we wil/ knock 10% oF

esti mate for services.
<ATTACH COUPON UMAGE-=>

Cal I now and get 10% oF your

vices with XYZ Company.

1SWBb) eRE: Your Recent
ness Unquiry

Cust omer Na me,
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You reached out to us ear|

week via [l ead site] | ookin
help with your XYZ service.
|l ove to be of service to yo
tried you a few times on th
number you | isted with no s
and donAt know if you are |

if you already hired anot her

pany. Pl ease shoot me a qui
to |l et me know if we can be
tance or give -xxex a call at
XX X X .

The aggressive follow up wo
phone is what's going to ge

busi ness. So just have this

fall back strategy.

Stay i n Touch

Agai n, don't stop there. You' ve
dress. You should be marketing t
at | east a monthly basis. You sl
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of customers and prospects that vy
emails to once a month with some

"Here's what's going on with our
Sshould consider our custom spri ng
some special oFer incentdafwmieng Jai
that you can bui-hbasegolbot tuish oenmali
cial medi a.

As you |l ook at paid onipieieaddsert
vi ces, be cautious. Don't overspe

to make sure you've got a strong
are going to-ppltagdtber piage game,
t hat ye®ua hmpwvoactive, diligent pr ot

people multiple times, via phone
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Tr ack, Measure AND Quant

Congratul ations! Now Tha
f Built and optimized your websi
f An ongoing link building strat:¢
ating inbound | inks and moving
f Umpl emented email marketing an
initiatives, and
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f Possibly i mplemented a paid onl
i ncl udiPneg€ | Racyk aPreeck eRaly servi ces.

YYou need to put some tools in pl
measure and quantify your data to
in a positive direction.

Analytics Tracking

There are a | ot of di Ferent track
put in place. U'm going to recon
mechani s ms:

1.Googl e Analytics

2. Keyword Tracking

3.Call Tracking

The prst is Google Analytics. Goo
site data analysis tool and it's
ics wil/l show you specipcally:

f How many visitors got to your Wwt
mont hly, and annual basis

¥ What keywords they typed in to g

¥ What pages on your website they
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f How |l ong they stayed

The main twamtg tymusee from Go0OoZC
where you started and where you

You want to ask yourself: When
mar keting process, how many vi si
site? Maybe it was 5, 20, 100,
Then you can compare to future d

Ul ti mately, wh at you are | ookin
number of visitors to your websi
of keywords that they're pnding
moving in a positive direction?

You can also set up reports with
up on Google Analytics, you just

Ut' s a simple process. You ver.i
through a variety of di Ferent me
piece of code into your websitej/
that, you've got the tracking 1in

Keyword Tracking

The other tracking mechanism t he
tracking.
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At the beginning of this process,
search to determine what keywords
they need your services.

4 came up with a |Iist and al/l t hc
with your cictiitdsesand sub

There are tools that will tell yol
Yahoo, and Bing for those various
clude:

f Bright Local

¥ White Spark

f Raven Tool s

f WebCEO

The keyword tracking tool U recom

You can | earn mowwe ba b oguhtt |ioft lma&tr € oin

a cost associated with this servi
tracking your search engine optim

You take your keywords, put them
word Tracker and then set up a we
t hat shows where you rank on Goo:
your most i mportant Kkeywords.

230


www.brightlocal.com

Tr ack, Measure AN

With a report | i ke this, you car
trending in the search engines.
YouAll see yourself move up in t
website correctl yawiet f atchherrmsi dht
tags, meta descriptions, etc.),

ing citations and have a prmaicr i
pl ace.

Uf you see yourself stagnating,

word, npgure out which page is o
l inks and | ink pronl e, and what ¢
keyword to the next | evel

Call Tracking

The third really important tracl
mend is calll tracking. Having b
to your website is all pne and ¢
nothing happens until a call i s
Calls are crucial to your busine
of tracking mechanism in place
coming in on a monthly basis an

those conversations.

Are calls turning into sales? Th
road. That' s why we're doing al/|l
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the number one position i f it doe
busi ness?

There are several call tracking t
a few:
fr Call Fire

r Dial ogTech
f Call Source

f Call Rai l

One of the tool s g've seen used |

You can | earn more about it at ww
Most of these call tracking servi
number based on your area code. S
you want to get. Ut's a nomi$bal f
per mont h), and you get a trackin
Then, you can take that tracking

put it on the graphics on your Wwe
the number of <calls and even | i st

ver sation.
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That number wil |l be set to ring
warding number . f somebody di al
nce | i ke always, but it is a tra

You can report on the number of
pl ay back recordings of those ¢
powerful to know the number of ¢
you started versus the number a
new mar ketegyg.stra

You can go in and I|isten to thos
how many of those calls turned
knowi ng what the revenue associ a
is how you get a true gauge o0n

soci at edurwiotnhl iynoe mar keting stra

These are the types of tracking

There are a | ot of di Ferent thin
' ytics, keyword tracking, and cz:
mo st i mportant key performance

progress.
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SUXTEEN

Leveraging AU for Enhanc

Pest Contr ol

dn a world where technology evol
one groundbreaking innovation st
ize the way we do business: Arti

Particularly for i ndustries [
vi ewed t hr ocauglhl ar bllares, AU i3 no
it'"s a beacon of transformation.
hear't of AU' s i mpact on digital
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that are reshaping how pest contr ¢

brainstorm, and strategize.

Umagine a tool so intuitive that i
own thought process, yet so power
mountains of data to oFer insight

your specipc needs.
That's AU prompting in a nutshel!/]

From Chat GPT to Bard, CIl| auede etaoc hMi
tool comes with its unique nair, |
ing eForts beyond what was previo

But why focus on AU prompting f ol

The answer is simple yet profound.
petition is perce and the quest f
|l entl ess, AU oFers a sPavehanteuhnh
innovaeeegndiBte, and el evate your
With AU, pest control companies c.
ations and boost margins but al so
gagement with unparalleled precis
This chapter I sn'"t Just about i nt
about Iighting the path fotradageir
mar keting eForts. We "' | | start fro
no prior knowl edge, and guide vyo

hows orf o Aft ipng.
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Whet her i1it's crafting compelling
eFective email campai gns, or ge
vat e, our journey together wild/l
and connpdence to | everage AU in
trol bwapiamess

As we embark on this exploration
not just to inform but to inspir
a new set of tools but to encou
creativity and foresight.

The future of pest control nPar k e
it's coded in bits and bytes, a\
dive in and discover how AU can

aries of what's possible in dig

ensuryiorug stay not just a step but
petition.

Section 1: Understanding

Basics of AU Prompting a
i n Marketing EForts

To grasp the full potential of A
mar keti ng, l et'"s start with the
having a conversation with?oanehi ¢
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that' s been fed a vast amount of

we b .

Just | i ke asking a colleague for
prompts to these AU tool s, and i
sponses based on their extensive
there's a twist: these AU count el
predict, taanedhdosFer insights at a sc
human capability.

At its cor e, AU prompting is abol
prompt, and the AU delivers a re:
guest. This interaction can range

a blog post to devising a mar ket
pest coatviode.

The beauty of AU prompting | ies i/
all owing you to produce content t
di ence, streamline your marketing
ideas with mini mal ti me invest men

But how exactly does this assist
it can dramatically speed up cont
up a series of blog posts on comm

Looking to refresh your soci al me
posts? AU has you covered. By aut
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creation process, AU all ows you
|l ess on -grhiet tny tdafy wri ting.

Moreover, AU prompting can enhar
sonalization of your mar keting
| anguage processing and machine
you tailor content t hat speaks
ence's needs sandnako m@ge rynour mar |
more eFective and i mpactful

Before we move on, l et' s cl ari fy

won''t replace the need for huma
stead, it acts as a powerful al
capabilities and freeing you to
matt er innmoosvtat i ng and connecting
a human | evel

Di Ferentiating Bet ween A
Uni que Features

With a basic understanding of Al
ci al to recognize that not all

has its own set of capabilities,
some more suited for certain tas
t hugh the | andscape of AU tool s,
evant to digital mar keting in th

239



Digital Mar keting for Pest Contro

f Chat GFDle:si gned for genleirlag i nge x
Chat GPT is a power house for Cr ¢
Whet her it's drafting blog posts
dates, Chat GPT can help you prod
ent narratives tail oreerde sttos .y olutrs
ity to understand and generate
cellent tool -dorvemymaokeét®innhg st

f Bar &1 mil ar to Chat GPT, -bBared iAd
tool , known for its conversati ol
generating creative content and
manner t hat mi mics human conver
particularly usefmicf &8AQceseati nc

tomer service responses, Or any
a conversational tone.

f Clau@kaude stands out for its wun
mari zation capabilities. df vyou
compl ex i nformati on?sfuocrh yaosurt haeu
ence behind pest?€batdel cnmat heds
i bly helpful. Ut' sgalkcootaedépt hat
formative and engaging, making i

your AU arsenal

f MidJourney -ealnlde sDealtlool s break aw
tebased mol d, specializing i n gl
visuals for your bl og post s, SO0
Mi dJour ney-eaacadnDat eate stunning
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on descriptive prompts. From i
control techwiaqueds nlgo aelge t hes
visually el evate your marketin

Understanding the strengths and
all ows you to make i nformed deci
di Ferent aspects of your market:.

Whil e Chat GPT mi-tgohtf obre dyroaufrt ignog
cles;e aolull d be the choice for cr

company those articles. Similar
skills can help you condense and
of yostr @entrol services for pot
The key takeaway here is to vie
each with a specipc function. B
the right |job, you can enhance

and creativity of your pest cont

Getting Started with A({

Embarking on the journey of AU p
just understanding what AU tool s
tering the art of communicati on
Getting started with AU promptin
gua®® ngpuage where <clarity, spe
play cruci al rol es. Let's break
yourdrAillven marketing eForts.
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Why Prompting is Umportan
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At the hepotweof | ABSsthe prompt.
steering wheel of your AU vehicl
of your prompts determine your
wedfclrafted prompt can yield high
content, while satvaguaered poomby
you down a path of generic and |

Prompting is not just about tel]l
engaging in a dialogue where yol
the context of your request. Thi
pest contr ol industry, where un
yourr vsieces, target audi ence, anec
can signinpnpcantly impact the qual

Why Avoid 3Prompt Listsi

Whil e it mi ght be tempting to r

found online, doing so can | imit
actions. These I|lists, though a h
the specipcity and customizatio
busi nerstse xcto Your goal shoul d b
t hat resonate with your brand v
mar keting goals, and speak direc
concerns and interests.

Be Wary of 3AU Cour sesi
Rapi dly
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The | andscape of AU is evolving a
chall enging for any-tddwmi setteoapvo
on | everaging AU tool s. Unstead o
hensive courses, focus on staying
prompntg i-ni mealand foll owing trust
dates on AU advancemenrtpp.r ohltihs kta
with critical thinking about the
you better than static courses.

Prompti ng Bashiacsse df cArd TTeoxotl
(Chat GPT, Bard, Claude)

When wor ki nd awietdh AtYesttool s | i ke Ch
Claude, begin with clear, conci se
what you want (e.g., a blog post,
vant details about tone, audience,.
i nqaitcee, a prompt for a blog post m
get audience demographics, tone (i

any specinc keywords or questions

Prompting Basics for Grap
Tools (MidJe@eyrney, Dall

For graphic generation toe)] svisueael
prompts need to convey not just t
al so styl e, col or preferences, an
clude or avoi d. Providing exampl e
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can also help guide the AU t ow;
match your brand's aesthetic.

Best Practices for Commu
( Tone, Clarity, Specinci

f TonEBEnsure your prompts renect
out put, whether i1it's professio
ni cal

f Cl ar iBtey :a s clear and specinpc
prompts to guide the AU toward
vant content.

tf Speci nknadalyude specinpc detail s,
di ence, purpose of the content
word count, format).

By mastering the basics of AU pr
way to |l everaging these power ful
control marketing eForts, saving
gaging your audience more eFect.i

Section 2: AU Prompting
Pest Contr ol Mar keting
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Udn the world of pest control, wher
be as unique as the pests they're
communi cate eFectively and person

AU prompting techniqgues can be yol
you to craft messages that resone
ence.

This section will guide you throu
fective prompt s, grounded in eve
control exampl es, and show you h

prompts to mirror your companyAs

Crafting EFective Prompts
Language

When it comes to pest control, t h

your communication to sound I|i ke

The goal i's to engage your custorm
personal and human-geaeemrmtwlde n Hietr'e:
you can craft prompts that | ead t

¥ Use Simpl e, Di rreclUtmalga mgeu aegxep | ai r
services to a friend, nNot a sSci e
ni cal terms unless absolutely n.
stead of asking AU to write abou
ment techniques,"”™ you could pror
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keep pests out of your home wi

al s.

O

f Focus on CustomerYoRai nprmPanpntss:

zero i n on what matters most t
the common i ssues they face an
for your prompts. A prompt |ik
safesf rkiesadl y ways to prevent ¢

recadgresses a common concern \
bl e scenari o.

f Uncorporat e LPesatl cFdmtvroal: needs
ni pcantly by region. Tailor yo
sues oOr seasonal pests. For i
medi a post about preparing for
season in [ Region]?" hel ps der :
make it more relevant to your

Customizing Prompts with
Unstructions and Cust omC

To ensur egeynoceurratAedd content align:
with your company's voice and v
structions and Cust omGPT.

These tools allow for a | evel of
icantly enhance the relevance al
eForts.

247



Digital Mar keting for Pest Contro

Custom UnstThicd i beature in Chat GP
vide background information about
ify exactly how you want the AQ t

For exampl e, you mi ght i nclude ir
pany focusEtsi emdlexopest control S
al | content should emphasize this
struction could be: "When gener at

|l ight bdui emddbyyxi c approaches to p

Cust omGAMa:gi ne having an AU model
on your company' s dat a, from ser
tomer testimonials.

That' s what Cu sPtao nv@PTs i mmerosf - Chat
tuned to your uni que business <co
company, this could weansedni AUy obhe
cipc services, pricing model s, an

t could generate content that no.
voice but al so draws on -:apeddeypc
knowl edge.

By applying these AU prompting te
content that's not only eccient a
engaging and tailored to the spec
your pest control customer s.
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Whet her it'"s through crafting p
guage of your audience or cust
brand's wunique perspective, t he
signipcantly amplify your digit a
apart in anduswdegd

SectBonSample AU Prompt

For pest control companies | ookl
A4 in their marketing str dtuesgei e
prompt templ atescltamgdédr. a game

These templ ates ar e desiggenneedr attoe

content creati on, ensuring cons
sonalizati on.

Here, we'l/ provide sample templ
needs, incorporating [ VARUABLES]

nt your specipc requirements.

Soci al Medi a Post s

Templ ate for EdutWti oeabh PBosef

post on the i mportance of [ Seaso
focusing on [ Specipnpeco rPieesntd!l.y Hmeg
and end wt@tlkctda omalilnviting reader

our website.
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Templ ate for Customer "Epgagament
gui z question asking followers toc
common in [Location] during [ Seas
with a hint abadge d afreegv enmtmev e me e

Bl og Article UUdeas

Templ at e #Toor Gidweereate an outline
post titled '"The Top 5 Ways to Pr
tions in Your [Type of Property]
tion on why professionafFe@ptiste com
tion."

Templ ate for Exper'tDrAaivii ca ®BRIrdg cp
provides expert advice on dealing
tions. Use a friendly and reassur i
ti monials from satisped customers

Emai | Mar keting Campaigns

Templ ate for Pr onoG@adnmaoas e Eamagrlamo |

email oFering a [Discount Amount ]
Typel] for new customers in [Locat
of acting before [ Season/ Specinpnc
subject Iline.™"

Templ ate for Educat i"oQuatll i Newsalnet d
newsl etter focusing on seasonal
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homeowners in [Location]. Uncl ud
and oFer a free consultation for

Ad Copy Generation

Templ ate for Serviicé GRerneemattieo m dA

moting our [ Service Type] i n [ L
di ence]. Emphasi ze qui ck ,f re Fencdtl
met hods. Un-t mcde on dalrl a free e:

Templ ate for SeasdcCnalat@Feard Adpy
it€dme oFer on our comprehensiyv
available unti/l [ End Date]. Hi g
intervention to prevent [ Specipnc

Customer Understanding/ P

Templ aturfway QuédDtrriadns:a set of
tions ai med at understanding t
households in [Location]. Focus
Pest], preferred methods of -con
making factors for choosing a pe

Competitor Review

Templ ate for Compé€tGetner aArealay gieg
paring our pest contr ol service
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Na me ] I n [Location], focusing on

cust omer revi-ferwisendlnidn e .

Umage Generation

Templ ate for Vi"sQradatCeo nare nitmage t}
represents the peace of mind home
feel after our [ Specipc Servicel]

colors and i magery of a protected

These templates are starting poin
content creation process. By adj u
your companyAs specipc services,
keting goals, you can use AU to g
tent t matt ersesvda th your customers a
competitive pest control mar ket .

SectédonCreative Applicati c
Prompt s

Un the dynamic neld of digital ma
traditional approach is no | onger

With AU, you have the opportunity

explore creative applications tha
This section explores innovative
storytelling, enhancing | ocal SEO
tent , d Fersihhngper spectives and acti
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Leveraging AU for Brand

Storytelling is a powerful t ool
your audi ence. AU can help you
t hat resonate with vyour cust ome
tions.

Cust omer Succedlsse SAtUortioesgener at e
ratives around customer success
story about a family in [Locatio
Pest] and how our services restoc
phas

ecbriendly methods. "

izing the emoti oneaclt ijvoeunrensesy

Behi-mid-8cenes UrSsiaghtt st:the story o
nessAs mission and values. Prom
showcases our journey t o -fbreiceormd It
pest control service in [Locatic
overcame and the milestones we a

Enhancing Local SEO with

Local SEO is cruci al for pest ca
ture the attention of customers
generate content optimized for
business more visible to potent.
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Localized Cont eGethneCrae¢ &t ibdm:g post
pages, and FAQs specincally desig
"Draft a blog post titled 'Your U
in [Location]' t hat i ncludes | oc:
season, and testi momealss "from | oc

Keyword OptilbseaeaAd otho i dentify anc
search terms into your content. P
search queries related to pest co
a |list of content i1ideas that 1inco

Creating Targeted Content

The more relevant your content 1s
eFective it wildl be. AU all ows vy
segments of your audience, addres:
and interests.

Seasonal Cahpaeélgop: content that a
sonal pest control needs. Prompt:
media posts for a campakrgee tHdmhed
in [Location],k ' focusing on preve
mer pests.”

Educational Series forCr@mdcei pecd uk!t
tional content that appeals to di
owners or families with young <chi
educational derxiies pemstnamntr ol me
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pets and children, including blo

post .

By embracing these creative appl

control companies can not only e
ing eForts but also forge strong
di ence.

AU'"s versatility in storytelling

creation opens up a realm of po:
vation and oFering a competiti Vve
dustry.

SectbonStaying Ahead wit|
Mar keting

Un thevbdbhstng world of digital |
means continuously adapting and

A4, with its dynamic capabilitie
cess, especially for pest contr
tain a competitive edge.

This section provides practical
fresh, I mproving your prompts

adopting an iterative approach t
mar keting eForts remai # hefhd&adtigv e
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tinuously Refreshing C

key to engaging your audience

e nttal autpe and rel evant. AU <can
ess, but it requires your guli
dul e Regular CSeteatr gul awss

eview and update your content
are outdated or wunderperform
e updates or new angles on t|
ntify blog posts relatetote |
a year ago and suggest wupdat
r ol met hods . "

rage Tren®&tag daptop:of indust

: and use AU to quickly produ
hese trends. Prompt AU with, '
he | atestriteerddyi pestocontr ol
our services atdvagmcemeéemt $ h'es

roving Prompts Based o
eFectivengeneofategadurc oAl ent hi
ity of your prompts. Learning
ial for repnement.

yze Per for nkeegcud abatya:revi ew t
e of -gyeonuerr aAk®d content. Udent

256



Leveraging AU for Enhanced Digi

resonated most with your audienc
that | ed to those successes.

Use these insights to renpne futu
wor ks best for your target audi e

Ut erative PromptAdBepnement:er ati-
to prompt <creation. Start with
based on the AUAs output and ¢t he

For instance, i f a broad prompt

about preventing pest infestati
sponses, repnne it to " Generate a
venting ant infestations in [Loc

corpormdriengspecinpc el ement s.

Adopting an Uterative Ap
Prompting

An iterative approach to AU pror
relevance and i mpact of your con
ecciency in content creation.

Test Di Ferent P rEoxnppetr | eyt e swi t h
prompt styles and structures to
sults. For example, compare the
ing for | i st itco egsuivdeerss uosr heoxwp er t
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Solicit Feedba&€khgamge Aodojuwstudienc
back ongéher dled content and wuse

your prompts accordingly. This di
i nval uab#tanimgpryeur content strat
your audienceAs needs.

Staying ahead with AU in digital

change, | earning from outcomes,

your approach. By applying these t
can ensure their digital mar ket in
vant , acntde veekRe | everaging AU not |
partner in their marketing journe

As we conclude this exploration

hanced digital mar keting in the p
that the advent of AU technology
portunity for businesses ready to

AY prompting, with its myriad too
new horizon for engaging with cus
ations, and standing out in a com

Here are the key takeaways from o

1.A4 as a Tool fAY FHmomptaitngnope
worl d of possibilities for cr
nates with your audience, opti
crafting marketing strategies
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AQ’

For
bel
t o

and ecGcient. By harnessing t1l
trol companies <can deliver p
relevant content that speaks
concerns of their customers.

.Customi zati onThies akeyity t o
prompts and utilize tools | il
Cust omGPT all ows for content
your company's unique VvoOice
dr esses t he specinpc chall en
within the iprerdustcromt rdDhis | ev
zation is what will set your
your customer s.

An Ut erative Appr oawche etss Sw d

doesn't come-ofrefmoatohbhat fror
ous process of experimenting
The iterative appr@aohstanAly
alyzing outcomes, adjusting

tuned to i ndwexntsres ttrheantdsyour

eForts remain dynamic and eFe
stand at the cusp of a new er
s capabilities are only just
pest contr ol compani es, t he
ongs to those who are willing

adapt. Embracing A4 in your d
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just about keeping pace with techi
opportunity to innovate, to diFer

As you move forward, l et curiosit
with di Ferent AU tools and techni
cesses and setbacks, and continue

The journeywenmta AU gital mar ket i n

one, but for those willing to emb
substantial. Rememdr, nign | tama sfcap
t al mar keting, continuous | €arnin

it's aihgces

Let this chapter serve nonts pjiursatt iao
The potenti al of AU in digital ma
panies is vast and | argely wuntapp
A4 can do for your business, to e
to chart a course towardsaadmeme
gaging future.

Addi ti onal Resources
As you embark on integrating AU |
strategy, remember that this chap

your journey.

The | andscape of AU is vast, and
ar e continually evol ving. To fur
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ensure that you're making the m
compiled a I|Iist of additional r
designed to support your contin
mentation with AU in digital ma r
AU Prompting MasFerytiCosue seead,)
deeper into the world of AU proi
t entainra ,Prompting Mastery cour se
training.

Tekse couwmovers advanced technique:
tive AU prompts, strategies for
digital pl atfor ms, and -gasegat s
content performance. Enroll to e
t he foref rponwee d f mardk et i ng Viisn d
http://]jJonathanmBet . momeé |l imikonr ma
Stay Updated with ATheDepnwell d panfe n;
namic, with new tools, features,
regul arl y. To stay informed, f o
gani zations, digital mar keting
platforms. Subscribing toemdwnl e
ogy providers can also keep you
vancements and how they can be a
keting.

Join Online C&mgawgi nigesviith onli

ti

es focused on AU in marketing
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Pl atforms | i ke Linkeddn groups, R ¢
online forums oFer spaces to shat
tions, and | earn from peers who a
AU in their marketing eForts. Par
ties cadepsapport, i nspiration, a

you renpne your AU strategies.

By taking advantage of these addi
further vyour understanding of Al
ahead of i ndustry trends, and co
mar keting eForts. -pbwejedr maykent
one of exptHorFea&daronngn and these r ¢
to support you every step of the
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SEVENTEEN

Next steps

Throughout the course of this bec
dance of information.

UAve mapped out your Unternet me
st épstep through how to claim an

map | isting, how to optimize yol
monly searched keywords in your
soci al media tepgat aond referral
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