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Calls, Conversions & Cracks in the Funnel

GOOGLE ADS - CALLRAIL - OPENAI

Fixing Phone Performance for Service Businesses (June 2024 - July 2025)

California Dreamin’ Garage Doors | Google Ads & Calls Analysis

June 2024 - July 2025
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Booked: 11 - Total Calls: 52 - 21.15%

Booked: 5 - Total Calls: 14 - 35.71%

Booked: 4 - Total Calls: 7 - 57.14%
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Calls Stats Av Duration of Booked

Calls
R, Total Calls: 1,271
Booked Calls: 188
¥ Non-Booked Calls: 1,083
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Why People Don’t Book

Why Not Booked =
Unrelated service or out of scope [ GGG
Needs time to decide || | AR
Wants quote over the phone (not prov.. [ INERNRNRER
Dropped call or no transcript [ N EEB
Just shopping around / comparing opti.. |
Waiting for someone else (e.g., landlo..
Scheduling conflict or unavailability

Price too high / declined estimate

Needs service urgently (we couldn’t ac..

24.87 min
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Google Ads Campaigns

Campaign Name
unknown

Anaheim | P-Max
Long Beach | P-Max
LA County | P-Max
Irvine | P-Max

LA County / Anaheim (35 mi) | P-Max
Torrance | P-Max (New)

Fire | P-Max (Altadena, Pasadena + So..

{campaignid}

Most Booked Service

Job Category =

New door purchase & installation
Opener repair

Emergency door repair (24/7)
Broken spring repair

Remote programming

Panel replacement

Off-track door fix

Torsion spring replacement
Sensor replacement or alignment
Garage door tune-up

Garage door opener installation
Noisy door troubleshooting
Garage door repair

Weather stripping replacement
New garage door installation
Garage door replacement
Commercial door installation
Cable repair or replacement
Track repair or adjustment
Garage door service rescheduling
Garage door opener repair

Door alignment

Custom door fabrication
Rescheduling a repair appointment
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Now, with a new store opening at the end of 2025, the company is doubling down on marketing. But they face a critical
gap in their insights:

- They can’t clearly see which calls lead to actual booked jobs.

- They have no detailed attribution back to marketing campaigns.

- They are spending on ads without knowing exactly which spend drives revenue.

The pain points:

- High volume of junk calls (spam, sales reps, irrelevant inquiries).

- No understanding of when and where the highest-quality calls happen.
- Limited knowledge of which services are most in demand.

- No breakdown of why callers don’t book.

- Lack of insight into receptionist performance and call handling quality.

Why this matters now:
With a store launch coming, every dollar in marketing budget needs to be spent on channels, ads, and audiences that produce
real jobs — not just ringing phones.

To solve this challenge, we will combine the power of Google Ads, CallRail, OpenAl API, Excel and Python data processing to
create a complete, Al-driven call attribution and booking analysis system.
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OUR APPROACH:

Understanding The Business Problem

Tools & Strategies

Key Questions Addressed

Insights & Recommendations
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After operating successfully for just over a year, the client is preparing to expand to a second location. To ensure this growth is sustainable, they
want clarity on how current marketing efforts are driving sales and how to improve the quality and quantity of inbound calls. Their goals include
increasing ROI from marketing spend, refining call handling processes, and exploring new marketing channels.

Tools & Strategies

We collected and analyzed a full year of data (June 2024 - July 2025), including Google Ads campaign performance and CallRail call records. To
enrich the analysis, we integrated OpenAl’s API into our platform to automatically transcribe and categorize call recordings. This allowed us to
evaluate not just ad performance, but also call quality and customer intent.

Key Questions Addressed

Our analysis focused on uncovering insights to directly impact decision-making, including:
- What percentage of calls convert into booked appointments?

- What are the most common reasons callers do not book?

- Which campaigns, services, or channels drive the highest-quality calls?

- What patterns emerge around timing, customer intent, and ROI?

Insights & Recommendations

By combining campaign data with call analysis, we can identify actionable strategies such as:

- The optimal days and times to run ads for maximum conversions.

- Which services to prioritize in marketing campaigns based on caller interest and booking likelihood.
- Campaigns that run in specific geographic areas with the highest ROI.

- Opportunities to expand into new channels or adjust messaging to improve call-to-book ratios.

This approach ensures recommendations are grounded in data, providing the client with a clear roadmap for scaling effectively into a
second location.
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Downloading Callrail Data

The first step is to download our calls data into Excel. Looking through the data, we have columns that identify
important metrics such as: the campaign’s source, duration, the time when the call was made etc.

X Y Z AA AB

Campaign Campaign Name Value Tags
joor.com/garage-door-blog/best-garage-door-openers-ol N/A
loor.com/irvine-garage-door-repair-services/?gad_source N/A
loor.com/ftorrance-garage-door-repair-services/?gad_sou N/A
loor.com/torrance-garage-door-repair-services/?gad_sou N/A
loor.com/parts-accessories/?gad_source=18gclid=CjoK: N/A
loor.com/parts-accessories/?gad_source=1&gclid=CjoK: N/A
loor.comflong-beach-garage-door-repair-services/?gad_s N/A
loor.com/irvine-garage-door-repair-services/?gad_source N/A
loor.com/irvine-garage-door-repair-services/?gad_source N/A
loor.com/parts-accessories/?gad_source=1&gclid=CjoK: N/A
ioor.com/anaheim-garage-door-repair-services/?gad_sov N/A
loor.comftorrance-garage-door-repair-services/?gad_sou N/A

loor.com/long-beach-garage-dc 21262755072
loor.com/garage-door-openers/ 21210755958
joor.com/repairs/?utm_source= 21262755072
joor.com/anaheim-garage-door 21210755958
loor.com/anaheim-garage-door 21210755958
loor.com/contact/?utm_source 21262755072
joor.com/anaheim-garage-door 21210755958
joor.com/parts-accessories/?ut 21210755958
loor.com/anaheim-garage-door 21210755958
1oor.com/irvine-garage-door-rep 21273288946
joor.com/long-beach-garage-dc 21262755072
joor.com/parts-accessories/?ut 21210755958
loor.com/torrance-garage-door- 21262767036
loor.com/parts-accessories/?ut 21210755958
joor.com/orange-county-caf?ut 21210755958
ioor.comftorrance-garage-door- 21262767036
loor.com/anaheim-garage-door- 21210755958
joor.com/irvine-garage-door-rep 21273288946
joor.com/long-beach-garage-dc 21262755072
joor.com/orange-county-ca/ney 21210755958
ioor.com/anaheim-garage-door- 21262755072
joor.com/repairs/?utm_source= 21273288946
joor.com/parts-accessories/7ut 21210755958
ioor.com/long-beach-garage-dc 21262755072
loor.com/contact/?utm_source 21273288946
joor.com/contact/?utm_source 21273288946
ioor.com/contact/?utm_source 21273288946
ioor.com/garage-door-repairs/bi 21262755072
joor.com/parts-accessories/?ut 21210755958
joor.com/irvine-garage-door-rep 21273288946
ioor.com/parts-accessories/?ut 21210755958
ioor.com/irvine-garage-door-rep 21273288946
joor.com/ftorrance-garage-door- 21262767036
joor.com/irvine-garage-door-rep 21273288946

Long Beach | P-Max
Anaheim | P-Max
Long Beach | P-Max
Anaheim | P-Max
Anaheim | P-Max
Long Beach | P-Max
Anaheim | P-Max
Anaheim | P-Max
Anaheim | P-Max
Irvine | P-Max

Long Beach | P-Max
Anaheim | P-Max
Torrance | P-Max (New)
Anaheim | P-Max
Anaheim | P-Max
Torrance | P-Max (New)
Anaheim | P-Max
Irvine | P-Max

Long Beach | P-Max
Anaheim | P-Max
Long Beach | P-Max
Irvine | P-Max
Anaheim | P-Max
Long Beach | P-Max
Irvine | P-Max
Irvine | P-Max
Irvine | P-Max

Long Beach | P-Max
Anaheim | P-Max
Irvine | P-Max
Anaheim | P-Max
Irvine | P-Max
Torrance | P-Max (New)
Irvine | P-Max
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Adding Columns

To better segment the calls into categories, we've added Day and Time Hour.

ien recovered workbooks? Your recent changes were saved. Do you want to continue working where you left oft?

fx 14

E

Tracking Mumber
714-410-2797
714-410-2797
714-970-4374
714-364-8561
714-970-4374
714-942-5271
714-970-4374
714-410-2797
714-942-5271
714-970-4374
714-970-4374
714-942-5271
714-706-3018
714-970-4374
714-970-4374
714-970-4374
714-970-4374
714-706-3018
714-862-1162
714-970-4374
714-970-4374
424-999-7525
562-620-4453
562-620-4453
562-620-4453
562-620-4453
562-620-4453
562-620-4453
562-620-4453
562-620-4453
562-620-4453
562-620-4453
562-620-4453
714-970-4374
714-410-2797
714-942-5271
714-970-4374
714-970-4374
714-970-4374

F

Source

Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads
Google Ads

G

2025-07-10 16:57:38
2025-07-15 15:15:28
2025-07-12 12:13:15
2025-07-04 19:25:13
2025-07-11 14:29:16
2025-07-07 09:59:47
2025-07-11 12:54:37
2025-07-14 09:49:23
2025-07-01 12:36:28
2025-07-12 15:02:34
2025-07-12 15:00:00
2025-07-11 12:08:09
2025-07-02 12:41:06
2025-07-02 17:10:39
2025-07-11 12:50:46
2025-07-08 13:39:30
2025-07-09 13:42:08
2025-07-18 16:02:33
2025-07-14 10:35:44
2025-07-18 13:46:08
2025-07-18 21:00:06
2025-07-11 13:49:02
2025-07-05 08:49:20
2025-07-04 10:32:44
2025-07-03 15:24:47
2025-07-03 12:31:04
2025-07-03 09:59:17
2025-07-02 15:53:09
2025-07-02 13:22:52
2025-07-02 02:44:03
2025-07-01 16:07:26
2025-07-01 13:36:47
2025-07-01 09:49:32
2025-07-18 15:42:47
2025-07-14 07:50:03
2025-07-10 15:04:09
2025-07-10 17:31:45
2025-07-08 14:43:43
2025-07-14 09:13:14

J

Duration (seconds)

K

Name
1492 Unavailable
536 Vicente Abel L
463 Robert Richards
412 Dang,Kim
343 Oscar Diaz
311 Clifford Flaro
309 Surendra Survia
242 Unavailable
238 Wireless Caller
199 Bishop Ca
129 Bishop Ca
117 Cortez Cynthia
110 Wireless Caller
102 Wireless Caller
90 Wireless Caller
80 Wireless Caller
57 Gonzales Johnny
50 Brown,Rita
50 Wireless Caller
42 Lopez Jhovany
24 Wireless Caller
19 Wireless Caller
14 Oc Register
14 Oc Register
14 Oc Register

14l0¢ Register

14 Oc Register
14 Oc Register
14 Oc Register
14 Oc Register
14 Oc Register
14 Oc Register
14 Oc Register
13 Wireless Caller
13 Unavailable

7 Valenzuelaorti
6 Rita Aziz

5 Wireless Caller
3 Gonzales Aqueli

L

Phone Number

714-873-0218
562-477-4524
949-561-87186
323-854-8669
562-895-1214
310-210-3240

310-977-38086
760-387-1773
760-387-1773
714-614-1448
626-646-3605
951-760-0517
619-826-5235
323-674-1866
562-688-4850
562-231-8332
949-544-9745
714-717-7846
956-307-0980
316-259-3184
714-263-9473
714-263-9473
714-263-9473
714-263-9473
714-263-9473
714-263-9473
714-263-9473
714-263-9473
714-263-9473
714-263-9473
714-263-9473
626-461-2277

323-806-6418
714-232-3592
949-282-3362
310-912-5758

M

Email

N

First-Time Caller

FALSE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
FALSE
TRUE
FALSE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
TRUE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
FALSE
TRUE
FALSE
TRUE
TRUE
TRUE
TRUE

City

Anaheim

Long Beach
Irvine

Los Angeles
Gardena

West Los Angeles

Gardena

Pine Creek

Pine Creek
Westminster
Covina-Baldwin Park
Temecula
Dulzura

Los Angeles
Downey

Downey
Saddleback Valley
Huntington Beach
Laredo

Wichita

Santa Ana

Santa Ana

Santa Ana

Santa Ana

Santa Ana

Santa Ana

Santa Ana

Santa Ana

Santa Ana

Santa Ana

Santa Ana
Arcadia

Los Angeles
Buena Park
Saddleback Valley
Inglewood

<
[
1]
=
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Downloading The Audio File

The next step is to use Python to download each and every call, transcribe it and use Open Al’'s Whisper to listen to the
calls to create an Al Summary of the transcription and go deeper to analyze them.

import requests
from urllib.parse import urlparse
import os

callrail_url = "https://app.callrail.com/calls/CAL314028eb548a4e52b845f34a4dfd91a5/recording/redirect?access_|

response = requests.get(callrail_url, allow_redirects=True, stream=True, timeout=5) # stream avoids download
final_url = response.url

filename = os.path.basename(urlparse(final_url).path)

response.close() # clean up the connection

print("Final Redirected URL:", final_url)
print("Extracted Filename:", filename)

Final Redirected URL: https://calltrk-call-attached-recordings-prodl.s3.us-east-1.amazonaws.com/calls/recordi
b495653aac5027d91e95d9.mp3?response—content-disposition=attachment&response-content-type=audio%2Fmpeg&X-Amz-A
Credential=ASIA4DAIWGX2P3NSNWEG%2F20250719%2Fus—east-1%2Fs3%2Faws4_request&X-Amz-Date=20250719T090923Z&X-Amz—-
n=IQ0Jb3JpZ2 1uX2VjEIN%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FwEaCXVzLWVhc3QtMSIIMEYCIQCp7dCA5dCc32961F34jBBDed LbN%2BVWx
AdD%2BboZxc21F4vTxNQjCR92R%2B70KqsFCKL%2F%2F%2F%2F%2F%2F%2F%2F%2F%2FWEQABOMODMXMDK2NTAXNzQ4Igwy7%2FX1g%2BHj 2g
51V@J1DzoudrGZIsQvIg%2Fn8zawHOLQzewnDo5snE1lnccvW8ZnQgxuAjdArywj X0bCTTyqEUQpq84fIGXP%2BIN%s2FsXcld5zorEy6VKBYg:
41QcukbtefR%2FOLI2gNwzVySALmMLL75vzF%2F9sEf1Udk@A@zeOMEuAmMuUj40%2F91e54kq@0kcd%2F8cSyzBp8réeagx6suv2KZ1JAKEFP18x
uj2nthaoolYLLBGqEi8COOWTfUdFVmH%2BBDQEiUgnnBclGU7q%2Bp683jPFvs1I081nje5SNibbpg8nQXNUtuccBETUz11cGoZgTpXMj7jRd2]
9MF1EBWBdh99dcwFA%2BD6Z0anBn5nB1lO81%2F LEuS%2BTVzWgQVNDyewsyozgEG8Yreq0d7IMZG80m3zBU7tCHOcsa3yh0fZP2EJ37yY1Mzr
jDm5wSe8Sh2ux2e%2FKmE%2FgR2TKIRknrtqv7b9otKovX6BoLCbNhAZ6qqlK706yV1cTrBga006Kqlf3UoGL7nc9imriwbQU3qu%s2BjZQ1%2



i

DATA
DASHLY

More Columns Added

We've added additional columns into our Excel sheet namely:

Transcript - We had the Al transcribe each and every call and write it in every cell.

Al Transcript Summary - We asked the Al to summarize each transcript and iclude the following details:

Receptionist Name: Not provided

Customer Name: Mark

Customer’s Phone, Address & Other Contact Details: Not provided

Type of Customer: Not provided

Service Needed: Not specified

Did the customer book? No

If not, was it a missed call, was the call hanged up, or what's the reason for not booking? Customer declined offer and
did not book services.

Booked - We then ask the Al to go through each and every Transcript Summary and prompted the Al to answer with a
“Yes” or No”.

Job Category - For the booked calls, we prepared a list of services and ask the Al to match it with the service intended
by the client.

Why Not Booked - We also wanted to analyze the calls that were not booked to try to better understand why.
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- Commercial opener repair
DASHL' - Jackshaft opener installation

- Belt drive opener replacement
- Chain drive opener replacement Alrole = "un
— Screw drive opener service

- Battery backup installation
- Garage door Wi-Fi setup

- Door seal replacement

If the customer booked type: Yes

- Garage door light repair If the customer did not book type: No
- Strut reinforcement install . .
- Rusted component replacement Otherwj-se type- NA

Now, based on the transcript summary, output only the match: S

# Function that returns a cleaned summary
# Function that returns a cleaned summary . )
def AI_Find_Category(text): def AI_Transc ribe(text):
response = client.chat.completions.create( response = client.chat.completions.create(
model="gpt-3.5-turbo",

AIrD'Le - i -

Alrole = """
If text Contains error mes Sage, jUSt return an Error text please_ Garage Door is a family-owned, Anaheim-based company with over 20 years of experience offering 24/7 emergenc
Answer with the folleowing exact format and type the below:
Receptionist Name:
Customer Name:
Customer's Phone, Address & Other Contact Details:

Answer with the following exact format and type the below:

Recep‘t iﬂnist Name: Typenof Custnmd..eri Is th%s a new, existing, customer, or referral.
Service Needed: in details, max 2 sentences.

CUstomer Name: Did the customer book? Type yes or no, and the date and time it's booked for.

, ) If not, was it a missed call, was the call hanged up, or what's the reason for not booking?
Customer’s Phone, Address & Other Contact Details: 0T
Type of Customer: Is this a new, existing, customer, or referral. SRR e oS O o G
Service Needed: in details, max 2 sentences. s e e LI
Did the customer book? Type yes or no, and the date and time it’s book mgizﬁﬁl5*“m“
If not, was it a missed call, was the call hanged up, or what’'s the re {"role": "system", "content": AIrole},

{"role": "user", "content": text}
| ]
i )
summary = response.choices[@].message.content
return summary

# Create summaries for just the first 5 rows
AI_Transcript_Summary = []

#for transcript in df['Transcript'].head(5):
for transcript in df['Transcript']:



Q- WHAT'S THE PERCENTAGE OF

BOOKED CALLS VS ALL CALLS?

Purpose: To better understand the stats for daily goal setting and improve on customer handling.

Recommendation

23.01% of calls booked out of the total sum of calls. (188 out of 1271).
The rest are basically “No” but with slight variations which resulted from
the Al's answer.

The goalis to drive deeper and learn why people are calling in do not
end up not booking, which we'll cover in the next few slides.

Calls Stats

Q¢ Total Calls: 1,271
Booked Calls: 188
X Non-Booked Calls: 1,083

% of Booked Calls -
23.01%

23.01%
188

01
1

75.76%
619

Booked

B vYes

Il The customer did not book. The reason pr..
B Thank you for your honesty. | understand ..
B Receptionist Name: Customer Name: Cust..
B No

T N/A N/A

B sorry, | cannot provide the real transc..
I I'msorry, but | can’t provide real call tran..
Bim sorry, but | can’t provide a chat transc..
I will summarize each call and determineii..
B | will need the text to summarize before| ..
' I will give you a one-word classification fo..

B null



Q- WHAT DAYS AND TIMES GENERATE THE MOST

QUALIFIED CALLS?

o

Days w/Most Bookings

40

20

Count of Booked

4

Purpose: Optimize ad scheduling and staffing.

Recommendation

In the span of a little over a year, we can see the days and hours that stand out amongst the rest.
Run ads during the busiest days and times (Monday - Saturday / 8:00 - 16:00) to improve the
booking rate and to make more efficient use of the ad spend.

Day
37 35 37
26
. 19

Time w/Most Bookings

24
21 21
” 20 19 20
16 16
13

10

5 4 3 4

- 1 1
o B Hm B
6 8 10 12 14 16 18 20

Count of Booked

Sunday Monday Tuesday Wednesday Thursday Friday Saturday Time Hour

22



Q- WHICH MARKETING SOURCES & CAMPAIGNS DRIVE THE

MOST BOOKED CALLS?

Purpose: Allocate budget toward top-performing channels.

Based on data, Google Ads remained to be the top contributor of leads. Going granular into the
campaigns, we can see that the Anaheim and Long Beach campaigns are the best performers. We still
need to work on being able to track the “unknown” campaign source as it's not being tracked by Callrail.
Continue to focus and Google and zoom in on the areas that’s proven to produce the most booked calls.

> Recommendation

Best Traffic Sources (Histogram) Google Ads Campaigns
. GoogleAds —
- Google Organic . Campaign Name -
" Direct unknown
J velp Organic Anaheim | P-Max
| Facebook Organic Long Beach | P-Max
} DuckDuckGo Organic LA County | P-Max
I californiadreamingaragedoor.com _

Yahoo Organic LA County/Anaheim (35 mi) | P-Max

www.angi.com Torrance | P-Max (New)

Facebook Fire | P-Max (Altadena, Pasadena + So..

Bing Organic {campaignid}

0 50 100 150 200



Q-HOW DOES CALL DURATION RELATE TO BOOKING

LIKELIHOOD?

Purpose: Qualify leads and understand customer engagement.

" Recommendation

To get a benchmark number of the “minimum” duration that a Booked Call likely needs.
We can see that most booked calls range between 4-7 mins.

Booked Calls Duration :
Most Booked Calls Range Between 4 -7 Mins AV Durat|0n Of BOO kEd

Duration (seconds) (bin) Ca | IS

4.55 min

= 6.13 min

5.40 mi

W
o

[
o

Count of Duration (seconds)

[
o

2.69 min : :
_ 11.22min  17.78 min 24.87 min
0 1.29 min - ® o
0 0O 0000000 COCO0OO0 Q0000000
CHEIRBRYIISENRISESEIRENRS
L I I T B I O



Q-WHY DO PEOPLE CALL IN AND NOT BOOK?

Purpose: Understand why opportunities are missed.

> Recommendation
Why People Don’t Book
Why Not Booked =
Unrelated service or out of scope || GG
Needs time to decide [N

Wants quote over the phone (not provided) [INEGGGEE——

Dropped call or no transcript [

Just shopping around / comparing options [

Waiting for someone else (e.g., landlord, spouse) [
Scheduling conflict or unavailability B

Price too high /declined estimate
Needs service urgently (we couldnt accommodat..
Didn’t want to provide info

Employment inquiry / vendor inquiry |

Needs quote over the phone (not provided) |

Fallad Eavs lalh mdkcdki i m bt b

FEallavae ssem !
0 50 100 150

We have outlined the reasons as to why
people do not proceed with booking. We
need to improve the quality of leads by
making sure that the ads are aligned with
the services being offered.

We need a follow up procedure for those
customers who are not yet ready to initiate
a booking immediately upon their first
phone call.

We also know that some customers would
prefer knowing their price quote over the
phone, which unfortunately cannot be
done until a technician does the
evaluation on site. Perhaps giving them a
range of possible quote would helpi.e
typically for a garage door opener repair
it's between $150 - $350.



Q- WHAT ARE THE MOST SOUGHT AFTER

SERVICES BY CLIENTS?

Purpose: Serving the customers based on real demand.

Recommendation

We have identified what most people are calling
in for. We can further create more pages on the
website to act as landing pages or making the top

Most Booked Service

Job Category

New door purchase & installation services stand out on the website.
Opener repair

Emergency door repair (24/7) We can also allocate more ads budget for the top
Broken spring repair services in demand.
Remote programming

Panel replacement

Off-track door fix

Torsion spring replacement
Sensor replacement or alignment
Garage door tune-up

Garage door opener installation
Noisy door troubleshooting
Garage door repair

Weather stripping replacement

New garage door installation



Q- WHICH MARKETING CHANNEL(S) PROVIDE THE BEST

QUALITY LEADS?

Purpose: Explore and expand into untapped channels.

0V .
."’_ Recommendation

Booked rate from each channel - Google Ads, with the most number of calls has the lowest close rate at 20.76%. The
organic channel looks promising with a higher rate at 40.35%, so focusing on SEO would be a good medium to long term
plan. There aren’t enough sample sizes to conclude for the other channels yet with limited quantities.

Booked Calls per Channel

Google Ads Booked: 137 - Total Calls: 660 - 20.76%

Google Organic

Direct Booked: 11 - Total Calls: 52 - 21.15%
Yelp Organic Booked: 5 - Total Calls: 14 - 35.71%
Facebook Organic Booked: 4 - Total Calls: 7 - 57.14%

californiadreamingaragedoor.com Booked: 2 - Total Calls: 3 - 66.67%
DuckDuckGo Organic

Bing Organic Booked: 1 - Total Calls: 3 - 33.33%
Facebook Booked: 1 - Total Calls: 4 - 25.00%

WWwWw.angi.com Booked: 1 - Total Calls: 1 - 100.00%



Calls Stats Av Duration of Booked Google Ads Campaigns

California Dreamin’ Garage Doors | Google Ads & Calls Analysis ETETT—— Eaks Campaign Name 3
Booked Calls: 188 6.13 min unknown 40
June 2024 - July 2025 XK Non-Booked Calls: 1,083 Anaheim | P-Max 34
Long Beach | P-Max 23
LA County | P-Max 14
SOt Days w/Most Bookings Booked Calls Duration iE¥ing |\ fitax S
B Yes B ReceptionistN.. [l | Most Booked Calls Range Between 4 -7 Mins LA County / Anaheim (35 mi) | P-Max 7
M The customerd.. |l No N Day Torrance | P-Max (New) 7
B Thank you fory.. N/A N/A B 40 37 Duration (seconds) (bin) Fire | P-Max (Altadena, Pasadena + So.. 3
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24 - Emergency door repair (24/7)
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o 20 8.60 min i
8 16 16 i Remote programming
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5 10 = Off-track door fix
= = 4 g 4 . Torsion spring replacement 7
" 1 1 . 9.54 min
7 Eedimip W 11.22min 17.78 min 24.87min Sensor replacement or alignment 7
6 8 10 12 14 16 18 20 22 0 1.39min 10.49min N o ° Garage door tune-up 6
Time Hour BE83838838833383888S8888¢ Garage door opener installation 6
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Noisy door troubleshooting 5
Best Traffic Sources (Histogram) Booked Calls per Channel Why People Don’t Book Garage door repair 5
Weather stripping replacement 4
. GoogleAds Google Ads Booked: 137 - Total Calls: 660 - 20.76% Bl NOSEEakEd = New garage door installation 3
Google Organic _ Unrelated service or out of scope | Garage door replacement 3
I Direct Latgledrganis Needs time to decide |ENEEEEEG_—— Commercial door installation 3
irec
Wants quote over the phone (not prov.. || GG .
| velp Organic Direct Booked: 11 - Total Calls: 52 - 21.15% b |F|] (ot pro — Cable repair or replacement 3
) propped L tr_anscrlp_nt Track repair or adjustment 2
| Facebook Organic Yelp Organic Booked: 5 - Total Calls: 14 - 35.71% Just shopping around / comparing opti.. H Garage door service rescheduling >
DuckDuckGo Organic Waiting for someone else (e.g., landlo.. :
_ i Facebook Organic Booked: 4 - Total Calls: 7 - 57.14% Scheduling conflict or unavailabilit Garaga dootopanat repaie .
| californiadreamingaragedoor.com _ g _ _ _ Yl Door alignment 2
Yahoo Organic californiadreamingaragedoor.com Pr'ce_mo high / declined estimate Cisteridsartslriesian >
‘ N eckDuckGo O ‘ Needs service urgently (we couldn’t ac.. Rescheduling a repair appointment 1
o . C C rganic . ' ' &
SEEREOSSNES D'dh E want kD prow_de 'n_fo Low headroom track setup 1
| Facebook Bing Organic Booked: 1 - Total Calls: 3 - 33.33% i ey g I g ey v i Firig iy Hinge replacement 1
‘ Bing Organic Needs quote over the phone ({notprow.. High-cycle spring replacement 1
Facebook Booked: 1 - Total Calls: 4 - 25.00% Colindfoeiab stets e HEA e - :
0 50 100 150 200 250 0 50 100 150 Garage door repair appointment 1
Count of Source = www.angi.com Booked: 1 - Total Calls: 1 - 100.00% Count of Why Not Booked = Garage door insulatien upgrade &
Garage door installation il
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Visit Our Website:

https://projects.datadashly.com



