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MARKETING STRATEGY PORTFOLIO

ANTHONY'S PROFESSIONAL SERVICES

Integrated Growth 
Strategy
A portfolio case study in brand positioning, local search, 
conversion strategy, content planning and lead generation.

Prepared by Kristina Persall

FROM LAWN CARE TO LAND WORK

4
crews

10
employees

3
service groups

90
day growth roadmap

THE ASSIGNMENT

Build a clear, executable growth system that expands the company beyond its lawn care 
reputation and turns local visibility into qualified estimates and booked work.

Business challenge

A broad service company was being discovered primarily 
through lawn care searches, while broader property 
services were not clearly organized or promoted.

Strategic priority

Fix the conversion foundation first, then strengthen search 
visibility, content, reviews, commercial outreach and paid 
acquisition in that order.

Market focus

Jacksonville for routine lawn and property maintenance, 
with larger land and outdoor projects positioned across 
Eastern North Carolina.

Plan design

A phased operating playbook with specific actions for 
brand, website, local SEO, social media, lead response, 
reviews, commercial outreach and measurement.

STRATEGY • POSITIONING • LOCAL SEO • CONTENT • CONVERSION
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01 EXECUTIVE OVERVIEW

Growth Strategy Built Around Conversion
The plan was structured as a practical operating system, not a collection of disconnected marketing tactics.

Primary objective
Create a consistent customer journey from search and social discovery to a clear service page, a simple estimate request, a 
fast response and a measurable booked job.

THE BUSINESS PROBLEM
•  The brand was strongly associated with lawn care even though the company offered landscaping, grading, clearing, forestry 

mulching, drainage, fencing, concrete and additional property services.
•  The website contained conversion friction, including an incorrect Call action, unfinished wording, unverified estimate form 

behavior and inconsistent social links.
•  Service breadth was difficult for customers and search engines to understand because major services were not organized 

into a clear site architecture.
•  Social activity, review collection, lead handling and performance measurement needed a repeatable system that staff could 

actually maintain.

STRATEGIC RESPONSE

1  Clarify the brand

•  Position the company as a complete property services 
provider.

•  Organize services into three customer friendly groups.

•  Use one tagline, one visual system and one business identity 
everywhere.

2  Repair conversion

•  Fix urgent website barriers before increasing traffic.

•  Strengthen mobile calls, texts and estimate requests.

•  Build proof through projects, reviews and clear service 
explanations.

3  Expand discovery

•  Build dedicated service pages around genuine search intent.

•  Improve Google Business Profile coverage and local trust 
signals.

•  Use social channels according to customer intent and 
workload.

4  Measure the funnel

•  Track calls, texts, forms, lead source, estimates, booked jobs 
and revenue.

•  Connect search visibility to business outcomes.

•  Delay paid advertising until the customer journey is ready.

STRATEGIC PRINCIPLE

Advertising comes after the foundation works.
The plan prioritizes message clarity, functional conversion paths and reliable lead follow up before paid media adds more demand.
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02 BRAND AND POSITIONING

Reframing the Business Around the Entire Property
The positioning strategy expands customer perception without abandoning the lawn care equity the company 
already has.

Current perception Strategic repositioning

Known primarily for lawn care Complete property services for residential and commercial 
customers

Long undifferentiated service list Three clear service groups based on customer need and project 
type

Visual identity suggests mowing first Brand system communicates land, property and outdoor capability

Inconsistent descriptions across channels One core message repeated across website, Google and social 
profiles

SERVICE ARCHITECTURE

Lawn and Property Maintenance

•  Lawn mowing

•  Lawn treatments

•  Seeding and sod

•  Irrigation

•  Yard cleanup and pressure washing

•  Recurring property maintenance

Land and Outdoor Projects

•  Land clearing

•  Forestry mulching

•  Grading and leveling

•  Drainage

•  Landscaping and hardscaping

•  Tree work, fencing and concrete

Additional Property Services

•  Home repairs

•  Remodeling

•  Storm cleanup

•  Christmas lights

•  Snow and ice removal

•  Special property projects

Positioning line

Anthony’s Professional Services provides complete 
property services, from routine lawn care to large land and 
outdoor projects.

BRAND SYSTEM

DEEP NAVY

#17324D

WORK GREEN

#4F7D3A

WARM SAND

#E8DDC8

CHARCOAL

#2C3135

WHITE

#FFFFFF

Brand personality
Hardworking, honest, capable, local, experienced, friendly and dependable. The visual direction should feel practical and 
credible, never overly decorative or limited to mowing.
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03 WEBSITE AND CONVERSION

Designing a Customer Journey That Produces Estimates
The website strategy treats every page as part of a conversion path, with mobile usability and proof built into the 
experience.

URGENT REPAIRS BEFORE TRAFFIC GROWTH

Conversion function

•  Correct the Call action so it places a phone call.

•  Test the estimate form and confirm submissions are 
received.

•  Add a clear success message after form submission.

•  Add persistent mobile Call, Text and Free Estimate actions.

Trust and usability

•  Remove unfinished placeholder wording.

•  Send all Facebook links to the official business Page.

•  Compress oversized images for mobile speed.

•  Add meaningful image descriptions and verify mobile 
readability.

RECOMMENDED HOMEPAGE FLOW

Stage Purpose Content

1  Orientation Tell visitors where they are and what the 
company does

Service area, residential and commercial work, 
phone, free estimates

2  Value proposition Clarify the full service promise Complete property services headline with two 
primary actions

3  Service choice Reduce decision friction Three service groups with simple paths to 
deeper pages

4  Proof Build confidence before the ask Project stories, before and after photography, 
reviews, crew capacity

5  Commercial fit Show larger account capability Property managers, businesses, contractors, 
apartments, churches and HOAs

6  Conversion Capture a qualified request Short estimate form with service, location, 
timeline and optional photographs

CUSTOMER JOURNEY

1
Search or social

2
Relevant service page

3
Proof and trust

4
Estimate request

5
Fast response

Conversion standard
Every major service page should explain the problem, the service, the process, the service area, real project proof, common 
questions and a clear estimate action.
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04 LOCAL SEARCH STRATEGY

Giving Every Important Service a Searchable Home
The SEO architecture turns a broad service list into focused pages that match how customers search and how Google 
interprets local relevance.

SELECTED PRIORITY SERVICE PAGES

Page Primary search intent Strategic role

Lawn Care in Jacksonville lawn care Jacksonville NC Protect the strongest existing demand channel

Landscaping and Hardscaping landscaping Jacksonville NC Expand beyond routine maintenance

Land Clearing land clearing Eastern NC Capture larger project demand

Forestry Mulching forestry mulching Eastern NC Build visibility for specialized equipment work

Grading and Leveling grading contractor Jacksonville NC Target site and drainage related projects

Drainage Solutions drainage contractor Jacksonville NC Match problem based local searches

Commercial Property Services commercial property maintenance Jacksonville NC Support recurring business relationships

ON PAGE CONTENT RECIPE

Customer clarity

•  Specific page title

•  Simple introduction

•  Problems the service solves

•  Exact services offered

•  How the process works

Local proof

•  Real project photography

•  Genuine service area

•  Relevant customer review

•  Common customer questions

•  Clear estimate action

TECHNICAL AND LOCAL FOUNDATION
•  Connect Google Search Console and verify Google Analytics access.

•  Create a sitemap and robots file, use unique titles and descriptions, add canonical tags and confirm important pages remain 
indexable.

•  Add accurate LocalBusiness and Organization structured data, consistent business information and the official logo.

•  Improve mobile speed, compress large images, use descriptive file names and meaningful alternative text.

•  Complete Google Business Profile services, categories, photographs, weekly updates and review responses.
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05 CONTENT AND SOCIAL

A Sustainable Content System Built From Real Work
The channel plan minimizes duplicated effort by turning completed projects into reusable proof across the platforms 
most likely to influence local buyers.

CHANNEL PRIORITY

Channel Cadence Primary job

Google Business Profile 1 update plus 3 photos weekly Capture high intent local discovery

Facebook Business Page 3 to 4 posts weekly Build local trust and generate inquiries

Instagram Cross post 3 times weekly Showcase visual transformation work

Nextdoor 1 to 2 posts monthly Test neighborhood discovery and 
recommendations

LinkedIn 1 post monthly Build commercial credibility and relationships

ONE PROJECT, MULTIPLE USES

1
Facebook project story

2
Instagram visual post

3
Google project photo

4
Personal profile share

5
Commercial or neighborhood 

reuse

WEEKLY CONTENT MIX

Monday

Project transformation with the customer problem, work 
completed and result.

Wednesday

Educational property tip that explains a real decision 
customers face.

Friday

Crew, customer, equipment or project story that adds 
credibility and personality.

Sunday

Availability, estimate instructions or a timely service 
reminder.

Seasonal campaign concept
Your Lawn Is Dry, but Your Property List Isn’t. During dry conditions, shift attention toward clearing, grading, fencing, 
concrete, pressure washing, tree work, repairs, irrigation checks and other projects that remain viable.

Creative rule

Lead with real photographs. Use short video when motion adds value, such as forestry mulching, grading, pressure washing, a 
concrete pour or equipment in action.
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06 LEAD HANDLING AND REPUTATION

Turning Inquiries Into a Measurable Sales Pipeline
Marketing performance is only useful when every inquiry is captured, answered quickly and connected to an 
estimate, booked job and revenue source.

FIRST RESPONSE STANDARD

Lead response message
Thank you for contacting Anthony’s Professional Services. Please send the property address or city, the service you need, a 
few photographs if available and your preferred timeline. We will follow up about scheduling an estimate.

LEAD TRACKER

Capture Qualification Outcome

Date, customer, phone, city Service, lead source Estimate amount, accepted or declined

Call, text, Facebook, website, Google Residential or commercial, preferred 
timeline

Scheduled date, final job amount

REVIEW SYSTEM

When to ask

•  After a completed job when the customer experience is 
fresh.

•  Use a direct Google review link.

•  Encourage customers to mention the service and area 
naturally.

How to respond

•  Answer every review with a real response.

•  Reference the project or service when appropriate.

•  Never buy reviews or pressure customers for a specific 
rating.

COMMERCIAL GROWTH

One page capabilities sheet
Package the logo, service area, crew capacity, equipment, services, project photographs, licensing and insurance 
information, and free estimate offer into a concise leave behind for property managers, Realtors, contractors, apartment 
communities, churches, HOAs, builders and local businesses.

THE FUNNEL TO MEASURE

DISCOVERY  →  INQUIRY  →  ESTIMATE  →  BOOKED JOB  →  REVIEW
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07 ACTIVATION PLAN

The First 30 Days: Build the Foundation Fast
The first month focuses on business identity, conversion repairs, channel cleanup and the first visible proof of the 
new strategy.

WEEK 1  ALIGN

•  Confirm core business information.

•  Choose the official Facebook business Page.

•  Approve the tagline, colors and fonts.

•  Begin the simplified logo direction.

•  Send urgent website corrections to the developer.

WEEK 2  REPAIR

•  Update Facebook and Google information.

•  Fix the website Call action.

•  Test the estimate form and success message.

•  Collect project photographs.

•  Collect customer reviews.

WEEK 3  PUBLISH

•  Rewrite the homepage around complete property services.

•  Publish the first major service page.

•  Begin four weekly Facebook posts.

•  Begin weekly Google updates.

•  Record every incoming lead.

WEEK 4  EXPAND

•  Publish another priority service page.

•  Continue review requests.

•  Begin commercial outreach.

•  Check calls and estimate requests.

•  Identify which services are generating interest.

30 DAY TARGET STATE
•  One consistent business identity across the website, Google and Facebook.

•  Working mobile calls, texts and estimate requests.

•  The first service pages create dedicated search paths for larger project services.

•  A repeatable content and photography process.

•  Every lead can be traced to a source and an outcome.

Why this sequence matters
The plan deliberately avoids paid advertising during the repair phase. More traffic would only amplify broken calls, weak 
landing pages or slow follow up. The goal is readiness before reach.
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08 NINETY DAY ROADMAP

From Repair to Search Growth and Commercial Expansion
The roadmap layers improvements in a controlled sequence so each stage creates the foundation for the next.

Timing Primary focus Milestones

Days 1 to 14 Technical and conversion foundation Connect Search Console, verify Analytics, fix 
Call action, remove placeholders, correct social 
links, complete Google profile, improve image 
performance.

Days 15 to 30 Priority page launch Publish lawn care, landscaping and 
hardscaping, land clearing, forestry mulching, 
grading and drainage content.

Days 31 to 60 Proof and authority Publish remaining service pages, add project 
photographs, create two project pages, request 
reviews, improve directory consistency, add 
internal links and publish one useful article.

Days 61 to 90 Optimization and expansion Create additional project pages, improve pages 
earning impressions, add commercial content, 
contact local partners for links and compare 
calls and forms by service.

CONTENT THAT BUILDS SEARCH AUTHORITY

Suggested project page concepts

•  Forestry mulching project in Onslow County

•  Grading and drainage project in Richlands

•  Fence installation example in Onslow County

•  Commercial pressure washing example in Jacksonville

Suggested useful articles

•  Forestry mulching cost in Eastern North Carolina

•  Signs a yard may need grading

•  Why water collects in low areas

•  What property managers should look for in a maintenance 
contractor

LOCAL AUTHORITY BUILDING
•  Keep business name, phone, website and service information identical across every listing.

•  Earn legitimate local links through Chambers, suppliers, contractors, community organizations, sponsorships and business 
relationships.

•  Create location content only where the service is genuinely available and there is meaningful local proof.

•  Use internal links to connect related services, completed projects and estimate actions.
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09 MEASUREMENT FRAMEWORK

Reporting on Business Outcomes, Not Vanity Metrics
The measurement plan connects search and social activity to the actions that matter most: qualified inquiries, 
estimates, booked work and revenue.

MONTHLY SCORECARD

Discovery

•  Google search impressions

•  Search terms

•  Page visitors

•  Google Business Profile calls

Conversion

•  Website clicks

•  Phone button clicks

•  Text button clicks

•  Estimate forms

Sales

•  Qualified leads

•  Estimates sent

•  Jobs booked

•  Revenue by service

•  Revenue by lead source

Attribution and reputation

•  New Google reviews

•  Where customers found the business

•  Leads by service

•  Jobs booked by service

REPORTING QUESTIONS
•  Which services are earning search visibility but not enough clicks?

•  Which pages generate the most calls, texts and estimate requests?

•  Which lead sources produce qualified opportunities rather than volume alone?

•  Which services convert into the strongest booked revenue?

•  Where does the customer journey lose momentum between inquiry and estimate?

Measurement objective
The goal is not simply to increase website traffic. The system is designed to improve visibility for profitable property services 
and turn that visibility into calls, estimates and booked jobs.

PAID MEDIA GATE
Begin a small Google Search campaign only after the website works, estimate tracking is reliable, service pages exist, calls are 
answered and lead sources are being recorded. Each ad should point to the most relevant service page, not a generic homepage.
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10 PORTFOLIO VALUE

What This Project Demonstrates
This case study shows the ability to move from business diagnosis to a prioritized growth system that can be 
implemented by a real operating team.

CORE MARKETING CAPABILITIES

Strategy and positioning

•  Business problem diagnosis

•  Audience and service prioritization

•  Brand message development

•  Offer and service architecture

Digital experience

•  Website conversion planning

•  Mobile customer journey

•  Lead capture design

•  Trust and proof strategy

Search and content

•  Local SEO architecture

•  Google Business Profile strategy

•  Project based content planning

•  Cross channel content reuse

Growth operations

•  Lead response workflow

•  Review generation system

•  Commercial outreach plan

•  KPI and revenue tracking framework

SELECTED DELIVERABLES

Deliverable Purpose

Brand positioning framework Expand perception from lawn care to complete property services.

Website repair and homepage blueprint Remove conversion friction and organize the customer journey.

Local SEO service architecture Create dedicated search paths for major services and local intent.

Social content calendar Build a repeatable weekly system around real project proof.

Lead and review workflow Connect marketing activity to response quality, reputation and sales.

30 day and 90 day roadmaps Sequence implementation so the highest impact work happens first.

Measurement framework Tie visibility, inquiries, estimates, jobs and revenue together.

Strategic through line
Clear brand    organized website    useful content    customer inquiry    fast response    estimate    completed job  → → → → → →

  review.→

KRISTINA PERSALL
Marketing Strategy • Brand Positioning • Digital Growth • Community and Customer Engagement
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