Digital Marketing,
Benchmarks «

For New Jersey Small Businesses
(2026 ExecutiveBriefing)
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THE FORMULA CARD

[(Attributed Revenue - Marketing Investment)
- Marketing Investment] x 100

EXAMPLE WIDGET

Spend: $2,000 ATl
Attributed Revenue: $8 500

($3.25 per $1 invested)

It's a revenue-to-investment ratio, not a profit margin.
Real ROl requires knowing exactly where your revenue originated.
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NJ businesses compete locally while
defending against massive metro-area
budgets from Philly and NYC.

Cost-Per-Click (CPC) in competitive NJ
verticals (Legal, Medical, Home Services)

runs 2—4x higher than national averages.

Organic channels offer outsized differentiation.
South Jersey local competitors are actively
underinvesting in foundational SEO.



Channel Target ROI Range ;lme %0 et NJ Strategic Context
eturn

> ¢ Underserved in South Jersey trades;
Local SEO $2.75-$4.00 per S1 | 6-12 months R o i
PPC (Google > Immediate to 30 High NJ CPCs require aggressive
Ads) $1.50-53.00 per 51 days negative keywords to stay profitable.
Content 3x leads vs 3-6 months Massive gap in local category-specific
Marketing | outbound content creation.

; . n . Only applies to existing warm lists;

Email Marketing | 536-342 per 31 30-90 days cold lists fail these benchmarks.
Al Search (GEO) Emerging Channel | 3-9 months Shiares the local SEQ'toundation; high

citation & referral value.

Time horizons matter as much as the ratio. Peak ROl takes time; immediate volume costs a premium.
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Dual Graph Widget /1 Local SEO

Return: $2.75-$4.00 per $1
Invested

The Compounding Asset Timeframe: 6-12 months

e

/1 Al Search / GEO

Status: Emerging 2026 Priority

Value: Citation-driven brand lift
and direct Al referral traffic.

NJ Insight Widget

Local service businesses (trades, HVAC, legal) in South Jersey are chronically
underserved by structural SEO. Early movers in 2026 who build structured

data and entity signals will build an unshakeable moat.
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Speedmeter Widget Success Requirements Checklist

2 PPC

Return: $1.50-$3.00 per

$1invested
High average transaction

Timeframe: Immediate value to justify CPC

Cost
Waming to 30 days

Landing pages built
exclusively for conversion

The NJ Premium Box

S E : _ Ruthless, daily negative
You are bidding against national lead keyword management

aggregators and massive franchise budgets
for the exact same local clicks.
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CONVERSION FLOW >

The Conversion Imperative Card

Content that is found but doesn’t convert produces $0.

ROI requires discoverability + credibility + conversion.

Generates 3x more
leads at a 62% lower
cost compared to
traditional

outbound marketing.

Outbound Costs Inbound Content Costs

NJ Context Widget

Creating hyper-specific, geo-targeted content (e.g.,
"HVAC repair Marlton” instead of just "HVAC repair”)
creates a structural competitive moat that most local
peers completely ignore.
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High Volume . High Intent

Low Intent / High Volume High Intent / Lower Volume
- 50 Paid Clicks - 10 Highly Qualified Organic Leads
- Elevated NJ CPCs eat margins - Users actively seeking solutions
- Fast payback required (best for - Higher conversion rates (crucial

low-ticket services) for high-ticket legal/remodels)

In a market with premium click costs, 10 high-intent organic leads will
consistently yield better net ROI than 50 low-intent paid clicks.
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S, 1. Average
Transaction Value

Defines your break-even point.

High-ticket items can absorb higher
acquisition costs.

% 3. Execution
{@% Quality

The technical difference between a
1x and 4x return. Average execution
drags down industry benchmarks.

@ 2. Competitive
& Density

Adjusts expectations. Winning a rural
zip code takes less fuel than dominating
a saturated metro-border market.

»/, 4. Attribution
Accuracy

You cannot scale what you aren't
measuring. Undercounting organic
leads destroys budget allocation.
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l.J] ThePhone
No channel-specific call q The Click
tracking numbers. =] The Form
(Traffic calls, but source Missing UTM parameters
is unknown). on paid ads and email links. Lack of GA4 goal tracking
(Traffic arrives, but for form submissions.
campaign data s stripped). (Lead submits, but
platform ignores the
conversion).

The Result: The Attribution Gap: Making five-figure budget

decisions based on incomplete, broken data.
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& = ( @& dashboard.analytics.com/executive_overview

Blended CAC (Customer Acquisition
Cost)
45.00

Lead-to-Close Ratio

18%

Close Ratio

Attributed Revenue by Channel

SED $120K
PPC $50K
Direct $25K
0 50K 100K 150K
LTV (Lifetime Value)
$1500 $1.200
$1000
$500
$0
Q1 Q2 @3 Q4

Requirement: Ensure your CRM logs the specific lead source
alongside every closed transaction value.
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Strategy
Beats Spend

The winners in the New
Jersey market aren't
always outspending their
competitors; they are
spending with surgical
precision.

02

Own the
Foundation

SEQO, Content, and Al
Search build compounding
business assets. Paid ads
are just an expensive
monthly rental.

05

Datais
Revenue

Accurate, gap-free
attribution is the only
mathematical way to scale
a small business profitably.
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THINKDMVG

BEYOND IDEAS. BEYOND RESULTS.

Benchmarks are useful.
A plan built around your
actual numbers is better.

thinkdmg.com | 1-855-969-4736 | Marlton, NJ



