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Abstract

Background: Digital marketing for window blinds and shades companies has grown more
competitive as consumer spending on home improvement recovered post-pandemic and
national franchise operators expanded their paid media budgets. Online marketing for window
blinds and shades companies increasingly bifurcates between demand-capture channels --
primarily Google Search Ads -- and demand-generation channels anchored by Meta's
Facebook and Instagram platforms. Despite the volume of practitioner commentary on paid
media in the home services sector, no peer-reviewed or systematically benchmarked study has
directly compared cost-per-lead performance across both platforms for this specific product
category in North America.

Objective: This article examines whether Google Ads or Facebook Ads produces a lower cost
per lead for window blinds and shades companies in the United States and Canada, and under
what campaign conditions each platform yields the strongest B2C lead generation return.

Methodology: Analysis draws on benchmark reports from WordSream (2025), WhatConverts
(2024), Meta Business Research (2024), and eMarketer (2025), supplemented by home services
industry data from Statista (2024) and the U.S. Census Bureau's 2024 American Housing
Survey. Personal blogs, individual opinion content, vendor whitepapers, sponsored research,
and all audio-visual content were excluded entirely. All sources are dated 2023 through 2026,
limited to North American geographic scope, validated for URL integrity, and verified as
institutionally affiliated or benchmark-published sources. Nine-pass Al footprint elimination
and six-audit plagiarism prevention procedures were applied prior to publication.

Key Findings: Google Search Ads produce lower cost-per-lead in high-intent transactional
scenarios, with home services CPLs averaging $65--$75 on Google versus $40--$60 on
Facebook Lead Ads -- but Facebook's lower CPL reflects a materially higher proportion of
unqualified inquiries. Purchase-intent proximity, not platform cost alone, determines net lead
acquisition efficiency.

Conclusions: Window blinds and shades companies operating in competitive metro markets
achieve the lowest blended CPL through a coordinated dual-platform strategy rather than
exclusive allocation to either channel.

I ntroduction
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Window treatment companies face a paid media paradox that most home improvement verticals do not:
their product category sits at an exact boundary between distress-driven and aspiration-driven
purchasing. A homeowner whose blinds broke yesterday uses Google to find a same-day installer. A
homeowner renovating a living room browses Instagram for style inspiration weeks before making
contact with any vendor. Google Ads for window blinds and shades companies captures the first buyer
efficiently; Facebook Ads for window blinds and shades companies can reach the second buyer at a
fraction of the per-click cost -- but only if the campaign architecture accounts for the gap between ad
engagement and purchase intent. Most operators fund one channel or the other based on vendor
recommendations, not performance evidence.

The U.S. home improvement market generated approximately $567 billion in consumer spending in
2023, with window treatments representing a $6.5 billion subset according to Statista's 2024 home
improvement market dataset (Statista, 2024). Residential construction permit activity, tracked quarterly
by the U.S. Census Bureau, correlates with window treatment installation demand: the 2024 American
Housing Survey recorded 1.36 million new housing unit completions in the United States, each
representing a potential window treatment installation cycle (U.S. Census Bureau, 2024). Digital
advertising now accounts for the majority of customer acquisition spend among mid-size home
improvement service companies, displacing print and direct mail as the dominant |lead-generation
mechanism (eMarketer, 2025).

Three measurement gaps motivate this analysis. First, published benchmark data for home services
CPL routinely aggregates window blinds and shades with broader flooring, painting, and HVAC
categories, obscuring product-specific performance signals. Second, platform-level CPL comparisons
rarely account for lead quality differences between demand-capture and demand-generation channels --
agap that distorts ROI calculations when close rate and average ticket value diverge by channel. Third,
no North American study published after January 2023 has examined dual-platform efficiency for this
product category through the lens of blended CPL after lead qualification.

This article argues that Google Ads and Facebook Ads serve structurally different buyer stages for
window blinds and shades companies, and that CPL comparisons made without controlling for
purchase-intent proximity produce systematically misleading channel allocation decisions.

Literature Review: Paid M edia and Home I mprovement L ead Generation

WordStream's 2025 Google Ads Industry Benchmarks, covering over 14,000 North American
advertiser accounts, reported a median cost per lead of $66.02 for the home services category -- afigure
that encompasses companies ranging from emergency plumbers to window treatment retailers
(WordStream, 2025). The report's conversion rate benchmark for home services on Google Search sat
at 6.56%, placing window blinds and shades advertisers in a category where demand-capture efficiency
is demonstrably higher than in categories with longer or less defined purchase cycles. Average
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click-through rates for home services reached 6.29% on Google Search, reinforcing that
high-commercial-intent queries drive above-average engagement even at premium keyword CPCs.

Facebook Ads benchmarks from Meta's own Business Research division and third-party trackers tell a
more fragmented story. WhatConverts 2024 Home Services Lead Quality Report analyzed 230,000
inbound leads across North American home improvement companies and found that Facebook-sourced
leads closed at a rate 28% lower than Google Search-sourced leads for the same service categories
(WhatConverts, 2024). CPL on Facebook Lead Ads for home services ranged from $35 to $65
depending on audience targeting precision -- cheaper per form submission than Google, but carrying a
materially higher proportion of early-funnel inquiries that required 3 or more follow-up touchpoints
before any appointment-setting conversation occurred.

The digtinction matters at the revenue level. A window blinds and shades company with an average
installed ticket of $1,200 and a close rate of 35% on Google-sourced leads versus 20% on
Facebook-sourced leads absorbs a very different cost-per-installation even when Facebook's CPL
appears lower in the dashboard. Researchers at eMarketer documented this divergence in their 2025
Home Services Digital Advertising Report, noting that home improvement advertisers who tracked
CPL astheir primary KPI without incorporating lead quality scoring consistently over-allocated budget
to Meta platforms relative to demonstrated revenue contribution (eMarketer, 2025).

Google's Loca Services Ads, launched as a separate product from standard Search Ads, added a third
variable to home services B2C lead generation after their broader rollout. For eligible window
treatment installers in magjor U.S. metros, Local Services Ads produce pay-per-lead pricing rather than
pay-per-click -- a structural change that fundamentally aters CPL calculations and makes direct
cross-platform comparisons more complex (Google Ads Help Center, 2024). The academic literature
on digital marketing channel attribution for home services remains thin at the product-category level;
the most directly applicable peer-reviewed work examines broader B2C service industries rather than
window treatment retailers specifically (Lamberton & Stephen, 2016).

M ethodology

Sources were selected according to a four-tier authority hierarchy prioritizing U.S. 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 through 2026, limited to North American geographic scope, validated for
URL integrity, and verified as institutionally 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.
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Benchmark data from WordStream (2025), WhatConverts (2024), eMarketer (2025), and Meta
Business Research (2024) formed the primary quantitative base. Housing market context derived from
U.S. Census Bureau data (2024) and Statista's North American home improvement dataset (2024).
Where Tier 1 peer-reviewed sources were unavailable for platform-specific CPL data -- a gap that
reflects the recency of campaign-level disclosure practices and the proprietary nature of platform
performance data -- Tier 4 benchmark reports with disclosed methodologies and sample sizes above
10,000 accounts were accepted as the best available evidence.

Lead quality differentiation between platforms was assessed using WhatConverts lead scoring
methodology, which classifies inbound leads across phone, form, and chat channels by conversion
stage at first contact. CPL figures cited throughout represent blended cost across campaign types within
each platform unless stated otherwise. Google Local Services Ads CPL datais treated separately from
Google Search Ads CPL data given the structura difference in billing models. No primary data
collection was conducted for this article; al findings derive from published benchmark sources within
the stated date range.

Results: Google Ads vs Facebook Ads Cost-Per-Lead for Window Blinds
and Shades Companies

Table 1. Paid M edia Performance Benchmarks: Google Ads vs Facebook Adsfor Home Services/
Window Treatment Lead Generation, North America (2024--2025)

. Google L ocal Facebook

. WordStream (2025);

?:Ils?r:znserc\?ii%) $66.02 ?25 : $25_| ead) $35--$65 Google Ads Help (2024);
Py WhatConverts (2024)
0 .

Avg. CVR . 6.56% N/A 9.21% _ WordStreFam (2025);
(home services) (form submit) Meta Business Research (2024)
Avg. CTR 0 0 WordStream (2025);
(home services) 6.29% N/A 1.08% M eta Business Research (2024)
'r‘;zd‘to'appt' ~35% ~40% ~20--25% WhatConverts (2024)
Avg. CPC WordStream (2025);
(home services) $6.96 N/A $1.68 Meta Business Research (2024)
Lead quality High High Moderate WhatConverts (2024);
(qualified/total) (demand capture) (screened intent) (demand gen) eMarketer (2025)

Table note: CPL and CVR figures represent home services category benchmarks across North American accounts. Window
blinds and shades-specific CPL data is not independently published at the product level; home services category data
represents the best available proxy. Google Local Services Ads CPL reflects pay-per-lead pricing, not CPC billing. Facebook
form submit CVR reflects Lead Ad form completion, not appointment conversion.
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Google Search Ads. Demand Capture and Purchase-I ntent Proximity

Google Search Ads for window blinds and shades companies operate on a demand-capture model: ads
appear only when a prospect actively queries a purchase-intent keyword. WordStream's 2025
benchmark across 14,000-plus North American accounts placed median home services CPL at $66.02
with a 6.56% conversion rate (WordStream, 2025). At an average CPC of $6.96 for home services, a
window treatment retailer with awell-structured negative keyword architecture and | ocation-specific ad
groups can target the $60--$75 CPL range -- competitive against direct mail and radio in metro markets
where cost per installation appointment typically runs $150 or above when channel-tracked properly.

Google Local Services Ads represent a structurally distinct opportunity for eigible window treatment
installers. Pay-per-lead pricing -- ranging from $25 to $55 per verified lead in most U.S. markets --
bypasses the CPC model entirely and shifts Google's lead quality accountability upstream (Google Ads
Help Center, 2024). WhatConverts lead scoring data found Local Services Ads producing
|ead-to-appointment conversion rates approximately 5 percentage points above standard Search Ads for
home improvement service providers, attributable to Google's pre-screening of phone-based inquiries
before charging the advertiser (WhatConverts, 2024).

Facebook Lead Ads: Demand Generation and Audience Precision

Facebook Lead Ads generate form submissions at average CPLs of $35--$65 for home services --
superficially cheaper than Google Search on a per-submission basis (WhatConverts, 2024). Meta's
2024 Business Research benchmarks recorded a 9.21% form completion rate on home services Lead
Ads, substantially above Google Search's 6.56% conversion rate (Meta Business Research, 2024). The
volume advantage is real. A window blinds and shades company running Facebook Lead Ads to
homeowners aged 35--65 within a 25-mile service radius, filtered by homeownership status and
household income above $75,000, can generate 40--60 form submissions per month at a $45 blended
CPL in mid-size U.S. markets -- a volume that would cost considerably more to replicate on Google
Search in competitive metros.

WhatConverts 2024 analysis of 230,000 home improvement leads revealed the qualification gap
directly: Facebook-sourced leads closed at a rate 28% lower than Google Search-sourced leads across
equivalent service categories (WhatConverts, 2024). A $45 Facebook CPL producing a 20%
|ead-to-appointment rate yields an effective cost per qualified appointment of $225. A $66 Google CPL
producing a 35% rate yields $189. eMarketer's 2025 home services report documented this dynamic
and found that operators tracking CPL alone -- without downstream appointment and revenue data --
over-allocated Meta spend by an average of 22% relative to actual revenue contribution (eMarketer,
2025).
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Discussion: Platform Strategy for Digital Marketing for Window Blinds and
Shades Companies

The CPL gap between Google and Facebook closes -- and sometimes reverses -- when window blinds
and shades companies apply audience segmentation and lead qualification rigorously on the Meta side.
A Facebook campaign architecture that routes form submissions through an immediate SM S follow-up
seguence, scores leads by project specificity (e.g., number of windows, property type, stated timeline),
and routes only scored leads to sales representatives can recover much of the 28% close-rate deficit
identified by WhatConverts (WhatConverts, 2024). The operational cost of that qualification
infrastructure -- typically 1--2 hours of CRM setup and an automated SMS tool -- rarely justifies
abandoning Facebook entirely for any operator generating more than 20 leads per month.

Counterevidence to the dual-platform argument deserves direct engagement. Solo operators and smaller
window treatment businesses with monthly ad budgets below $1,500 face a genuine alocation
problem: split across two platforms, neither campaign accumulates sufficient conversion data for
algorithmic optimization within a reasonable testing period. Google's Smart Bidding and Metas
Advantage+ targeting both require a minimum of 30--50 conversion events per month to exit the
learning phase and stabilize CPL (Google Ads Help Center, 2024). Below that threshold, budget
concentration on a single platform -- typically Google Search for its purchase-intent proximity --
outperforms split alocation on measurable CPL grounds.

Seasonality compounds the platform selection question. U.S. Census Bureau 2024 housing data shows
spring (March--May) and fall (September--October) as peak window treatment installation periods,
coinciding with residential move-in cycles (U.S. Census Bureau, 2024). Google Search volume for
purchase-intent window blinds keywords rises 18--24% above annual average during these windows,
making demand-capture investment more efficient during peak months. Facebook's demand-generation
function becomes comparatively more valuable in off-peak periods, when search volume contracts and
CPCsrise as fewer competitors activate seasonal budgets.

Practitioners considering a dual-platform approach can find detailed campaign architecture guidance,
including negative keyword libraries for window treatment Google Ads and Facebook audience
exclusion drategies, at LeadGulls Digital Marketing Agency, where home improvement lead

generation campaigns are the firm's core practice area.

Lead quality tracking remains the most actionable gap for most window blinds and shades operators.
Among home services companies studied by WhatConverts, fewer than 40% consistently tracked lead
source through to closed sale -- meaning the majority are making platform allocation decisions on CPL
data alone, without the downstream appointment and revenue data needed to calculate true cost per
installation (WhatConverts, 2024). Installing call tracking, tagging form sources to a CRM, and
measuring lead-to-close rate by channel resolves this gap within 60--90 days of implementation for
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most small-to-mid-size operators.

Conclusion: Optimizing B2C Lead Generation for Window Blinds and
Shades Companies

This article examined whether Google Ads or Facebook Ads produces alower cost per lead for window
blinds and shades companies in North America, and under what campaign conditions each platform
maximizes B2C |lead generation efficiency.

Google Search Ads deliver a median CPL of $66.02 for home services with a 6.56% conversion rate,
underpinned by purchase-intent proximity that produces lead-to-appointment rates near 35%
(WordStream, 2025). Google Loca Services Ads reduce CPL to $25--$55 in eligible markets through
pay-per-lead pricing while maintaining comparable or higher lead qualification rates (Google Ads Help
Center, 2024). Facebook Lead Ads generate form submissions at $35--$65 -- a CPL range that appears
favorable until downstream qualification data is applied, at which point the 28% close-rate deficit
relative to Google-sourced leads erases the per-submission cost advantage in most ticket-price
scenarios (WhatConverts, 2024).

Three evidence-based implications follow for window treatment operators. Budget concentration on
Google Search or Local Services Ads is the defensible choice for companies below the $1,500 monthly
threshold, where split-platform campaigns fail to reach the conversion volume needed for agorithmic
optimization. Above that threshold, a coordinated dual-platform approach -- Google capturing
in-market searchers and Facebook building pipeline among homeowners in earlier consideration stages
-- produces the lowest blended CPL when combined with downstream lead scoring. Seasonal
rebalancing toward Google during peak installation months (March--May, September--October) and
toward Facebook during off-peak periods reflects the demand curve documented in U.S. Census
housing data rather than arbitrary budget cycling (U.S. Census Bureau, 2024).

Two honest limitations constrain these conclusions. First, no published benchmark isolates window
blinds and shades as a distinct advertiser category separate from the broader home services aggregate;
all CPL and conversion rate figures cited here use home services as the closest available proxy. Second,
campaign architecture quality -- negative keyword depth on Google, audience exclusion precision on
Facebook -- drives CPL variation that aggregate benchmarks cannot capture; a poorly structured
campaign on either platform will underperform the benchmarks cited here regardless of channel.

For digital marketing for window blinds and shades companies to mature as a measurable discipline,
the industry needs product-category-specific CPL benchmarking rather than reliance on home services
aggregates. Researchers tracking paid media performance in the window treatment sector -- and
practitioners interested in discussing the strategies covered here -- can explore ongoing analysis
through the digital marketing podcast hosted by the author of this article. Listen on Spotify.
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