DigitalMarketingRemote

Marketing Audit & Plan

01 Overview




02 What we found in the account and on the website

Ad spend — last three months

Tracking

What actually happens today

leads from every source

Two different kinds of goal are mixed together as "main" (primary) goals.




Forms (thank-you page) Calls from website* Other calls Total

The five main campaigns (1 June - 18 September 2026)

These conversion and cost-per-conversion figures cannot be read as real leads.




Google's automation sends cleaning clicks to the wrong page.

Keywords used (1 June — 18 September 2026, highest spend first)




Negative keywords (searches the ads are told to avoid)

The live campaign does not use the account’s list that blocks home-cleaning searches

The lists that are applied block s own buyers.

me], [small office cleaning services], [office cleaning at night]

Website visitors (GA4, 20 June — 17 September 2026)

visits with  seconds of engagement

Ads & website claims




Site performance (Lighthouse, live homepage, 19 September 2026)

Total Blocking Time Cum. Layout Shift Speed Index



03 Competitor research

What they show that doesn't



04 Marketing plan & recommendations

Where the budget should go — and where it shouldn't

Inside the main
campaigns

What we'll do

Budget

What we'll charge
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What we can deliver
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