
 
 
 

Midwest Alarm Services (MWAS) Full-Service Campaign 

This campaign is designed to position MWAS as the leading provider of comprehensive, integrated low-voltage, fire, 

security, and life safety solutions. The goal is to increase qualified leads, website traffic, and new consultations, 

particularly by highlighting our deep expertise in fire and life safety codes and integrated systems. 

●​ Value Proposition: The primary selling point is that MWAS is a single, trusted partner for integrated solutions, which is an 

advantage over competitors who offer fragmented services. MWAS offers comprehensive, integrated solutions with deep fire and 

life safety expertise, backed by regional presence and exceptional service. 

●​ Key Differentiators: 

○​ Full-Service, Integrated Solutions: Seamless integration and future-proof scalability. This is a major advantage over 

fragmented vendor relationships. 

○​ Fire & Life Safety Code Expertise: NICET-certified technicians and deep knowledge of fire and life safety 

codes/regulations. This addresses a major pain point identified. 

○​ Longevity & Experience: Years of experience in the industry. This builds trust. 

○​ Exceptional Customer Service: 24/7 monitoring, rapid response times, fire alarm design & engineering, and 

inspections. Speak with actual human beings. Improved responsiveness. 

○​ Geographic Reach: 14 branches across Iowa, Kansas, Nebraska, Missouri, Wisconsin, and Michigan, with services 

also in Illinois and Ohio. This implies strong local support. 

●​ Target Audiences: Target existing customers and prospects via a LinkedIn paid advertising campaign. The campaign will be 

specifically targeting and generating leads from key decision-makers and influencers, including: 

○​ Property Managers, Facility Managers, and Building Owners 

○​ Construction Project Managers 

○​ Authorities Having Jurisdiction (AHJs) 

○​ Architects & Engineers (A&Es) 

○​ Security Directors 

○​ Operations Managers 

○​ General Contractors 

●​ Marketing Activities: This campaign will utilize a range of marketing activities to build awareness and generate demand: 

○​ Digital Marketing: This is the primary focus and includes website optimization, content marketing (blogs, videos, 

podcasts), email marketing, and social media marketing. 

○​ Online Advertising: The initial plan is to launch a focused LinkedIn paid campaign in Missouri and Michigan. This will 

allow us not only to generate leads but also to test what works best for our target audience. We will gather data on the 

average Cost Per Lead (CPL) and determine which ad formats (Sponsored Content vs. Message Ads) and audience 

segments are most receptive. 

 

 



 

Paid Media Ad Campaign 

Ad Format 1: Sponsored Content with LinkedIn Lead Gen Forms 

The goal here is to stop the scroll with an intriguing headline and a powerful image, then use the ad copy to reinforce the value and solve a 

problem they didn't know could be solved. Note: The CTA on the LinkedIn ad itself is chosen from a predefined list in the LinkedIn 

Campaign Manager (options: Learn More, Sign Up, Download, Apply, Subscribe, Register, or Request a Quote). 

Property, Building, & Facility Managers Construction & Design Professionals 

  

Ad Format 2: Message Ads with Lead Gen Forms 
These ads are more personal. The subject line should be intriguing, and the message should be direct and offer a clear value proposition 

for a one-on-one conversation. 

Property, Building, & Facility Managers Construction & Design Professionals 

Subject Line: One Vendor. One Number. One Solution. 

Copy: Hi [Name], Managing a property means being responsible 

for everything from tenant complaints to fire code compliance. 

What if you could consolidate all your low-voltage vendors into 

one trusted partner? We provide integrated solutions and 24/7 

support so you can simplify your operations and get back to what 

you do best. 

CTA: Request a FREE Consultation 

Subject Line: One Vendor. One Number. One Solution. 

Copy: Hi [Name], In construction, time is money. And managing a 

different vendor for every low-voltage system is a time-suck. We're 

offering a better way: one expert partner for all your fire, 

emergency communications, security, and sound systems needs. 

Let's talk about how we can save you time on your next project. 

CTA: Request a FREE Consultation 



 

How the Campaign Works 

The campaign uses LinkedIn Lead Generation Forms to simplify the user experience and ensure immediate data 

capture. 

1.​ User Sees Ad: A target professional (e.g., a Property Manager in St. Louis) sees one of MWAS’s Sponsored Content ads in their 

LinkedIn feed. 

2.​ Click & Instant Form: When they click the CTA ("Request a quote"), they do not leave LinkedIn. Instead, a pre-filled LinkedIn 

Lead Gen Form appears. LinkedIn auto-fills the form with their professional data (Name, Company, Email, Job Title). 

3.​ Data Flow: The moment the user clicks "Submit" on the form, the lead data is instantly and automatically: 

○​ Captured in LinkedIn Campaign Manager. 

○​ Synced directly to HubSpot. 

○​ From HubSpot, the lead is pushed to MS Dynamics CRM. 

4.​ Sales Alert: The lead is scored in HubSpot, and the relevant salesperson in that territory receives an immediate notification for 

follow-up. This ensures no lead is lost and follow-up happens while the lead is "hot.” 

This $2,000 is the Lifetime Budget Cap for the initial test period (e.g., 30 days). Why 30 days? 

The 30-day duration was a reasonable assumption, as it is the industry standard timeframe for an "initial test 

period" in digital advertising. A 30-day duration ensures the campaign captures a full business cycle (4 weeks) and 

generates enough data to be statistically reliable for making future budget and creative decisions. 

●​ Statistical Significance: A two-week test is often too short and can be skewed by anomalies. A 30-day period ensures you 

capture enough clicks and leads in Missouri to accurately calculate a stable Cost Per Lead (CPL). 

●​ Algorithm Learning: LinkedIn's algorithms need time (typically 7–14 days) to learn which users are most likely to convert. A 

30-day window allows the system to exit the learning phase and spend your budget more efficiently. 

●​ Full Cycle Exposure: It ensures your ads are seen across the full range of professional activity (Mondays vs. Fridays, beginning 

vs. end of the month), providing a truer picture of your audience's behavior. 

Phase 2: Ad High-Value Asset to Boost Interactions 

High-value sales enablement and 

lead-generation asset designed to position 

MWAS as a comprehensive, integrated 

solution provider. 

 

Core Objective: The checklist serves as a 

professional "audit" tool for facility 

managers and building engineers to 

evaluate potential low-voltage partners. It 

highlights the risks of fragmented 

systems—such as inflated costs and 

regulatory liability—while positioning 

Midwest Alarm Services as a 

"single-source" provider that eliminates 

these issues. 

  
 



 

Corresponding Website (Homepage) Updates 

Hero: Conveys the full-service, integrated system 

offering from MWAS without having to hover or scroll 

●​ Section 1: Supporting sub-headline, all of what and for 

how long 

●​ Section 2: Highlights the three main offering categories 

●​ Section 3: Update with dynamic content to include: 

Blog, projects, case studies, etc. 

●​ Section 4: Added to define the four essential pillars of a 

full-service low-voltage integrator 

●​ Section 5: Establishes risk and highlights MWAS role as 

the solution 

Navigation: Will continue to “float” at the top, making it 

always accessible without forcing the user to scroll 

back up; update What We Do dropdown 

●​ Updating the dropdown content to streamline and more 

powerfully communicate the unified, full-service value 

proposition 

●​ Adding sections of: Expertise, Services, and Solutions 

●​ Updating Life Safety category to Mass Notification & 

Emergency Communications to not conflict with the 

overarching life safety message 

●​ Adding an Installation & Commissioning category/page 

●​ Updating Fire Alarm Monitoring category to Monitoring 

to encompass all monitoring offerings (security); update 

page content as well 

●​ Consolidating the two BDA pages to one; update page 

content to deliver message for both applications (fire 

and life safety) 

 

 



 

3-Email Drip Campaign 

 

Email Focus Primary Pain Point Secondary Services Emphasized 

Email 1 Consolidation Administrative burden of multiple vendors. All Services (as a package). 

Email 2 Monitoring Operational risk of fragmented 24/7 response. Fire, Intrusion, Communication systems. 

Email 3 Compliance Time wasted tracking multiple inspection reports. Inspections (Fire, Sprinkler, Extinguisher, Hood). 

 

Email 1: Consolidation Hook 

 

●​ Audience: All existing MWAS 

customers. 

●​ Goal: Drive clicks to the Vendor 

Consolidation Assessment landing 

page. 

●​ Focus: The universal pain point of 

managing fragmented life safety 

vendors. 

●​ Subject Line: Stop Juggling Vendors. 

Secure Your Facility with One Partner. 

●​ Preview Text: You’re losing time and 

money tracking down invoices and 

reports. Let’s fix that. 

Email 2: Monitoring Assurance 

 

●​ Audience: Existing MWAS 

Customers who did not click the CTA 

in Email 1. 

●​ Goal: Drive clicks to the Vendor 

Consolidation Assessment landing 

page. 

●​ Focus: The operational risk of 

managing separate monitoring 

contracts, regardless of who the 

current vendors are. 

●​ Subject Line: Is Your 24/7 Monitoring 

As Streamlined As It Could Be? 

●​ Preview Text: Fire, Intrusion, 

Elevator, Area of Refuge... The hidden 

risk of managing signals across 

multiple companies. 

Email 3: Compliance Check 

 

●​ Audience: Existing MWAS 

Customers who did not click the CTA 

in Email 1 or Email 2. 

●​ Goal: Drive clicks to the Vendor 

Consolidation Assessment landing 

page, focusing on the pain of 

fragmented inspections and 

extinguisher management. 

●​ Focus: Simplifying mandatory annual 

compliance and maintenance. 

●​ Subject Line: Stop Chasing Annual 

Inspection Reports and Invoices. 

●​ Preview Text: Fire alarms, sprinklers, 

extinguishers... Consolidate your 

mandatory compliance tasks with 

MWAS. 

   

 



 

Landing Page: Vendor Consolidation Assessment 

 

Selections Contact Info 

 

Thank You  

 

 

 



 

Email Follow-Up:Dynamic Blueprint 

 

Subject Line: Your Vendor Consolidation Report is 

Ready (Next Step: 30-Minute Review) 

 

Preview Text: Your personalized plan to consolidate is 

ready to review. Let’s schedule 30 minutes. 

 

 

 

NOTE: As of 04/2026, the campaign is still in early stages and doesn't have any final metrics to report. 


