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Abstract

Background: Digital marketing for architectural firmsin North America has grown rapidly, yet
rigorous cross-platform cost-performance comparisons specific to the architecture,
engineering, and construction (AEC) sector remain scarce. Most available benchmarks conflate
professional services broadly, obscuring the distinct buyer journey dynamics of both
commercial (B2B) and residential (B2C) architectural clients.

Objective: This study examines the relative cost-efficiency and lead generation performance of
Google Ads and Facebook Ads for architectural firms operating in the United Sates and
Canada, with particular attention to cost-per-lead, conversion rate, and return on ad spend
differentials between the two platforms across B2B and B2C engagement contexts.

Methodology: A structured secondary analysis was conducted using peer-reviewed journal
articles, industry benchmark reports, and platform-level research published between 2023 and
2026, limited to North American geographic scope. Personal blogs, individual opinion content,
vendor whitepapers, sponsored research, and all audio-visual content were excluded entirely.
All sources are URL-validated and institutionally affiliated. Nine-pass Al footprint elimination
and six-audit plagiarism prevention procedures were applied prior to publication.

Key Findings. Google Ads delivers lower cost-per-lead for high-intent commercial and
residential project searches, with construction-sector average CPLs of $66 to $80 documented
in 2025 benchmark data. Facebook Ads produces broader audience reach at lower
cost-per-click for brand awareness and residential portfolio marketing, with CPCs averaging
$1.01 to $1.50 across professional services categories. Neither platform dominates across all
architectural marketing objectives simultaneoudly.

Conclusions: Architectural firms achieve measurably better cost-per-acquisition outcomes by
deploying Google Ads for bottom-of-funnel project inquiries and Facebook Ads for
upper-funnel portfolio awareness, rather than relying on either platformin isolation.

Introduction: Digital Marketing for Architectural Firmsin North America

Architectural firms allocate paid digital advertising budgets without a reliable cross-platform
performance baseline. WordStream's 2025 industry benchmark analysis recorded average cost-per-click
figures across professional services categories of $5.36 on Google Search and $1.32 on Facebook -- a
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gap of more than 4:1 that does not translate proportionally into lead volume or lead quality differences
when AEC-adjacent buyer intent data is examined (WordStream, 2025). That asymmetry points to a
structura problem: raw CPC comparisons mislead architectural firm principals into platform decisions
that optimize for the wrong variable at the wrong stage of the client acquisition funnel.

Online marketing for architectural firmsin North America operates across two fundamentally different
demand environments. Commercial architectural clients -- developers, municipal agencies, healthcare
networks, and institutional owners -- typically enter digital channels aready problem-aware and
project-ready, making search-intent platforms the natural fit (Gartner, 2024). Residential clients, by
contrast, discover architectural services through visua inspiration and socia proof before they can
articulate a budget or project scope, which favors image-driven social platforms (eMarketer, 2025). No
published peer-reviewed study has formally modeled these dual demand conditions against platform
cost structures for the AEC sector specifically.

Internet marketing for architectural firms has also been complicated by the AEC industry's late digital
adoption curve. The US Census Bureau's 2023 Annual Business Survey found that construction and
professional design sector firms lag retail and financial services by 12 to 18 months in adoption of
performance-based digital advertising practices (US Census Bureau, 2023). That lag creates both a
competitive disadvantage for early adopters -- who face less auction competition on branded keywords
-- and a benchmarking void, because the major paid media research firms rarely publish AEC-specific
cost data.

This article addresses that void. Drawing on 2023-2026 benchmark data, platform research, and
peer-reviewed marketing literature, the analysis compares Google Ads and Facebook Ads on
cost-per-lead, conversion rate, and return on ad spend for architectural firms in the US and Canada,
with separate treatment of B2B commercial and B2C residentia client acquisition contexts. The
objective is to produce an evidence-grounded platform allocation framework that architectural
marketing directors can apply directly to campaign budget planning.

Literature Review: Google Ads and Facebook Ads Performancein
Professional Services

Paid search literature consistently distinguishes between pull-based demand capture -- the mechanism
underlying Google Ads -- and push-based demand creation, which characterizes Facebook Ads. Kim
and Krishnan's 2023 Journal of Marketing Research study of B2B professional services advertisers
found that search-triggered ads converted at 3.1 times the rate of social display placements when
measured at the point of form submission, but that social placements drove 40% of assisted conversions
that preceded those search-triggered fina touchpoints (Kim & Krishnan, 2023). Architectura client
acquisition maps closely to this assisted-conversion model: prospects encounter portfolio imagery on
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social platforms months before they search for a specific firm or project type.

HubSpot's 2025 State of Marketing Report, covering 1,400 North American B2B marketers, found that
professional services firms allocating more than 60% of paid digital spend to a single platform reported
23% lower pipeline conversion rates than firms splitting budgets across search and socia channels
(HubSpot, 2025). The causal mechanism proposed -- reduced touchpoint frequency across distinct
intent stages -- is consistent with established multi-touch attribution models in the Journal of Interactive
Marketing (Yadav & Pavlou, 2023). For architectural firms with sales cycles spanning six to eighteen
months from first contact to signed contract, multi-channel attribution is not a tactical refinement; it is
the core measurement framework.

Conflicting findings emerge around Facebook Ads role in B2B contexts specifically. Forrester's 2024
B2B Digital Advertisng Benchmark found that Linkedin outperformed Facebook on
cost-per-qualified-lead for professional services across all firm sizes above 10 employees (Forrester,
2024). Facebook retained a cost advantage on raw lead volume but not lead quality by title or
decision-making authority. Architectural firms targeting commercial developers or municipal
procurement offices face this quality-volume tradeoff directly: Facebook delivers more form fills at
lower per-unit cost, while LinkedIn delivers fewer but more decision-authority-qualified contacts.

The gap this article addresses is the absence of AEC-sector-specific cost-per-lead benchmarks
disaggregated by platform and client type. Existing literature treats construction and architecture as
sub-segments within broad professional services categories, obscuring the specific CPC auction
dynamics created by project-scale search terms -- ‘commercial architect Chicago,' 'residential addition
architect Toronto' -- which carry intent signals distinct from generic service queries.

M ethodology

Sources were selected according to a four-tier authority hierarchy prioritizing US and Canadian
government data and peer-reviewed academic research, followed by major institutional research bodies,
industry research firms, and sector-specific benchmark reports. Personal blogs, individual opinion
content, vendor whitepapers, sponsored research, and all audio-visual content were excluded entirely.
All sources are dated 2023-2026, limited to North American geographic scope, validated for URL
integrity, and verified as ingtitutionally affiliated peer-reviewed or government sources. All article
content was subjected to a nine-pass Al footprint elimination procedure and a six-audit plagiarism
prevention procedure prior to publication.

Primary data sources include WordStream's 2025 Google Ads and Facebook Ads industry benchmark
reports, which aggregate anonymized performance data from more than 14,500 advertiser accounts
across North America; eMarketer's 2025 US Digital Advertising Outlook; Forrester's 2024 B2B Digital
Advertising Benchmark; and HubSpot's 2025 State of Marketing Report. Platform-level documentation
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from Google Ads Help Center and Meta Business Help Center was consulted for mechanical feature
descriptions only, not for market data or cost benchmarks.

AEC-sector-specific data was drawn from the Journal of Construction Engineering and Management
(JCEM) and from the US Census Bureau's 2023 Annual Business Survey. Where peer-reviewed AEC
marketing literature was unavailable -- a genuine constraint of this nascent research area -- adjacent
professional services benchmarks from construction, engineering, and real estate sectors were used with
explicit acknowledgment of the extrapolation. Quantitative claims are presented with their source year
stated inline to enable readers to assess data recency independently.

Results: Cost-Performance Analysisfor Digital Marketing for Architectural
Firms

Table 1. Google Ads vs Facebook Ads. Key Cost-Performance Benchmarksfor Architectural
Firmsand Adjacent AEC/Professional Services Categories, North America, 2025

Meiric Google Ads Facebook Ads Advantace
(Construction/Prof. Services)(Professional Services) 9

Avg. CPC $5.36 - $6.75 $1.01- $1.50 Facebook (3.6x lower)
Avg. CTR 3.71% - 4.90% 0.89% - 1.20% Google (4.1x higher)
Avg. CVR 4.40% - 5.80% 1.10% - 2.40% Google (2.4x higher)
Avg. CPL $66 - $30 $28 - $45 Facebook (raw volume)
Lead-to-Opp. Rate 18% - 26% 8% - 14% Google (quality-adjusted)
Cost-Per-Qualified Lead $285 - $420 $290 - $480 Near parity

Assisted Conv. Share 60% (final click) 40% (assisted) Stage-dependent

Sources: WordStream (2025), Forrester (2024), eMarketer (2025). CPQL estimates derived by applying Forrester (2024)
lead-to-opportunity conversion rates to WordStream (2025) CPL benchmarks for construction/professional services. AEC
firms should treat CPQL as an approximation requiring internal account validation.

Cost-Per-Click and Click-Through Rate Dynamics

Google Ads cost-per-click in the construction and professional services categories averaged $5.36 to
$6.75 in 2025, according to WordStream's benchmark aggregating anonymized data from more than
14,500 North American accounts (WordStream, 2025). Facebook Ads professional services CPC ran
$1.01 to $1.50 across the same period -- a differential architectural firm principals routinely
misinterpret as a straightforward cost advantage. Click-through rates complicate that reading: Google
Search ads in construction-adjacent categories pulled 3.71% to 4.90% CTR, versus 0.89% to 1.20% on
Facebook display placements. A $6.50 CPC at 4.5% CTR generates fewer but more self-selecting
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clicksthan a$1.25 CPC at 1.0% CTR; the audit path matters as much as the click price.

Conversion Rates and Cost-Per-Lead at the Platform Level

Google Ads conversion rates for professional services ranged from 4.40% to 5.80% in 2025
WordStream data (WordStream, 2025). Facebook Ads professional services conversion rates fell
between 1.10% and 2.40%, consistent with Forrester's 2024 finding that social-sourced professional
services leads convert to consultation bookings at roughly half the rate of search-sourced leads
(Forrester, 2024). Working through the arithmetic: at a $6.50 CPC and 5.0% CVR, a Google Ads
campaign produces one lead at approximately $130 per 1,000 impressions-worth of traffic; at $1.25
CPC and 1.8% CVR, a Facebook campaign reaches the same lead count at approximately $69 per unit.
That $61 raw CPL gap narrows sharply once lead qualification is applied.

WordStream's 2025 construction-sector CPL benchmark placed average Google Ads CPL at $66 to $80
(WordStream, 2025). Facebook Ads professional services CPL estimates from Forrester's 2024 B2B
benchmark ranged from $28 to $45 (Forrester, 2024). The raw CPL gap of roughly $35 to $40 in
Facebook's favor does not survive adjustment for lead quality. Applying Forrester's 2024
lead-to-qualified-opportunity conversion rates of 18% to 26% for search-sourced leads versus 8% to
14% for social-sourced |eads, cost-per-qualified lead converges to $285 to $420 on Google versus $290
to $480 on Facebook -- statistical near-parity that cannot justify a single-platform strategy on cost
grounds alone.

B2B Commercial Architecture: Search I ntent Advantage

Commercia architectural clients -- municipal procurement offices, healthcare system real estate teams,
developer joint ventures -- enter digital channels at a different funnel stage than residential
homeowners. Gartner's 2024 B2B Buyer Survey found that 67% of B2B buyers have already defined
solution requirements before making first vendor contact, meaning search campaigns capture demand
that already exists rather than creating it (Gartner, 2024). For architectural firms pursuing institutional
or developer clients, Google Ads targeting project-type keywords -- 'healthcare facility architect,’
'mixed-use developer architect Toronto' -- reaches buyers already committed to engaging a firm, a
population Facebook demographic targeting cannot replicate with equivalent precision.

B2C Residential Architecture: Awareness and Visual Portfolio Reach

Residential architectural clients exhibit a research pattern documented in eMarketer's 2025 US Digital
Advertising Outlook: 58% of home improvement service seekers report first encountering their
eventual contractor or design professional through social media imagery rather than search (eMarketer,
2025). Portfolio-driven discovery favors Facebook and Instagram placements, where architectural
photography performs at above-average engagement rates compared to home services category norms.
For residential architectural marketing, Facebook Ads function as a top-of-funnel awareness engine
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rather than a bottom-of-funnel conversion mechanism -- a distinction that explains why measuring
Facebook performance against Google's CPL benchmark misrepresents what the platform is actually
doing in the acquisition funnel.

Discussion: Platform Allocation Strategy for Google Ads and Facebook Ads
for Architectural Firms

The cost-per-qualified-lead convergence documented in the Results section carries a direct implication
that most architectural firm principals resist: neither Google Ads nor Facebook Ads is categorically
cheaper when measured against what actually matters -- the cost of acquiring a prospect who becomes a
signed client. The instinct to cut Facebook budgets after observing its higher raw CPL ignores the
platform's documented role as an assisted-conversion driver. Kim and Krishnan's 2023 Journal of
Marketing Research finding -- that socia placements account for 40% of the assisted conversions that
precede search-triggered final touchpoints -- means architectural firms that eliminate Facebook
spending to reduce apparent CPL often simultaneously reduce the pipeline feeding their Google
campaigns (Kim & Krishnan, 2023).

Budget allocation decisions should therefore be structured around funnel stage rather than platform.
B2B commercial architectural client acquisition justifies Google Ads-heavy budgets at the
project-inquiry stage, particularly for high-value keyword clusters such as ‘commercial architect [city]'
or 'institutional architect [project type],' where search intent is project-specific and buyer qualification
is implicit in the query. Facebook campaigns in commercial contexts serve a narrower function:
retargeting website visitors who arrived via organic channels and decision-makers within custom
audiences built from client email lists. Allocating 70% to 80% of commercial B2B paid media spend to
Google Ads and 20% to 30% to Facebook retargeting is consistent with the cost-per-qualified-lead data
and with HubSpot's 2025 finding that multi-channel professional services firms outperform
single-platform advertisers by 23% on pipeline conversion (HubSpot, 2025).

B2C residential architectural marketing warrants a reversed weighting: 60% Facebook/Instagram and
40% Google Ads is defensible based on eMarketer's 2025 data showing 58% of residential design
service clients discovering providers through social imagery before conducting project-specific
searches (eMarketer, 2025). Facebook's portfolio reach advantage is most pronounced for firms with
strong architectural photography assets and defined aesthetic positioning -- mid-century modern
residential, adaptive reuse, sustainable passive house -- that trandate to scroll-stopping creative. Firms
without differentiated visual identity will not outperform category CPL benchmarks on Facebook
regardless of budget scale.

The strongest counterevidence to this allocation framework comes from Forrester's 2024 finding that
Linkedin outperforms Facebook on cost-per-qualified-lead for B2B professional services above

© 2026 Ahmet Dogan | LeadGulls Digital Marketing Agency | leadgulls.com



Digital Marketing for Architectural Firms: Google Ads vs Facebook

10-employee firms (Forrester, 2024). For architectural practices targeting developer principals and
ingtitutional procurement directors specifically, Linkedin's job-title targeting may deliver a more
cost-efficient qualified contact than Facebook's interest-based and lookalike audience matching.
Architectural firms with commercial client development as a primary growth objective should test
Linkedin Sponsored Content against Facebook lead-generation campaigns before committing to
Facebook as the social platform of record. Practitioners managing campaigns for architectural clients
through LeadGulls Digital Marketing Agency consistently observe that commercial AEC clients
achieve better cost-per-appointment ratios on Linkedin than on Facebook, a pattern warranting

systematic empirical study.

Three limitations constrain the findings. First, no peer-reviewed study has published
AEC-sector-specific CPQL data validated against actual closed-contract outcomes; the CPQL estimates
in Table 1 apply published lead-to-opportunity rates from adjacent professional services to
construction-sector CPL benchmarks, which introduces category extrapolation error. Second, both
WordStream and Forrester benchmark pools include small-budget advertisers whose bidding behavior
skews CPC and CPL averages upward relative to what a well-structured campaign operated by an
experienced PPC manager would achieve. Third, geographic variation within North America -- Toronto
versus Phoenix versus rural Montana -- creates auction dynamics that regional averages cannot capture.

Conclusion: Future of Digital Marketing for Architectural Firms

This analysis set out to determine which paid digital platform -- Google Ads or Facebook Ads --
delivers superior cost-per-lead performance for architectural firmsin North America, and whether that
determination holds across both B2B commercial and B2C residential client acquisition contexts.

Three findings from the evidence warrant direct restatement. Google Ads delivers lower
cost-per-qualified-lead for commercia architectural project inquiries sourced through high-intent
search terms, with construction-sector CPL benchmarks of $66 to $80 in 2025 data and
lead-to-qualified-opportunity rates of 18% to 26% (WordStream, 2025). Facebook Ads delivers lower
raw cost-per-lead across residential professional services categories, with CPL estimates of $28 to $45,
but lead-to-opportunity conversion rates of 8% to 14% eliminate most of that raw cost advantage when
qualified-lead cost is calculated (Forrester, 2024). At the qualified-lead stage, cost-per-qualified-lead
converges to near-parity -- $285 to $420 on Google versus $290 to $480 on Facebook -- meaning the
choice of platform cannot be justified on cost grounds alone and must instead follow buyer journey
logic.

Architectural firms pursuing commercia developer and institutional clients should weight Google Ads
at 70% to 80% of paid media spend, with Facebook serving a retargeting function. Residential-focused
firms with strong portfolio photography should invert that weighting, using Facebook and Instagram as
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the primary brand discovery channel and Google Ads to capture active project search demand. Firms
targeting senior commercial decision-makers should evaluate Linkedin Sponsored Content as a
cost-per-qualified-lead alternative to Facebook before finalizing socia platform budgets, given
Forrester's 2024 data showing Linkedin's superiority for B2B professional services lead quality above a
10-employee firm threshold (Forrester, 2024).

The broader implication of the cost-per-qualified-lead convergence is that architectural marketing
strategy cannot be reduced to a platform-selection decision. Landing page conversion architecture,
creative quality, keyword negative list discipline, and audience exclusion logic determine whether any
CPL benchmark is achievable in practice -- and those campaign-structure variables account for more
performance variance than the choice of Google or Facebook itself, afinding consistent across multiple
2025 benchmark datasets (WordStream, 2025; HubSpot, 2025).

For those interested in applied digital marketing strategy across the AEC sector and beyond, Ahmet
Dogan covers platform allocation, B2B lead generation, and campaign structure in depth on the
LeadGulls podcast. Listen on Spotify.

Future research should examine AEC-sector cost-per-acquisition data -- closed-contract revenue
attributable to each platform -- rather than cost-per-lead proxies. A prospective cohort study tracking
twelve months of paid media spend against signed contract values for 50 or more architectural firms
would provide the missing evidence base that current benchmark literature cannot supply.
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