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MARKETING TOOLS 
THAT WILL LEAVE             
YOUR COMPETITION             
IN THE DUST



 

INTRODUCTION  
  

The Apparatus team has deep roots in the contracting and building industry. 

We know firsthand the dedication it takes to turn a professional dream – like 

running your own contracting business – into reality.   

 

We also know how rewarding all that hard work is, and how important it is to 

stay focused and informed along the way.  We strive to provide contractors like 

you, whether you’re established or just starting out, the information that 

will help you start, grow and scale your business to its highest potential.  

  

Our goal is to help you achieve your goals and inspire you to run your best 

business.   

  

We hope this eBook offers you the insight you needed about marketing and 

causes you to investigate other areas of your business you’d like to improve.   

 

We’d love to discuss how the full support of Apparatus can power your back 

office and elevate your business.   

 

We’re standing by, whenever you’re ready!   

  

The Apparatus Team  

 



ONE 
BRANDING AND PRESENTATION 

The first step in marketing is determining a vision for your company and how 

you want the outside world to perceive your message. Branding is the 

sometimes painstaking process of developing a business identity. Using color 

schemes, logos, business cards, truck decals, and more, the choices you make 

when designing your identity often follow you for the life of your company.  

To help you understand what kind of name or visual would get your target 

customers excited about your company, you need to think about your business 

from the perspective of that target customer. Think about the result you want 

that customer to have after using your services. Avoid any negative 

connotation; focus on the positives.  

When choosing a business name, avoid being gimmicky or cliché. Remember, 

your goal is to build a long-term sustainable business; you don’t want your 

name going out of style. Simple is smart, and explanatory is better.  

“Swanson’s Landscaping and Irrigation” sounds personal through use of a 

family name and does a great job of letting people know what services the 

business performs.  On the other hand, “Fast Track” sounds pretty cool, and is 

technically descriptive of laying irrigation, but the message of what the 

business does is lost on a potential customer who has no industry 

understanding.  

A good rule of thumb is to ask yourself whether someone would know what 

your company does just by hearing the name of it in conversation.  Word of 



mouth is crucially important in growing a business. A great, informative 

company name makes it easier for your customers to pass your information 

along.  

Find and use images that your target customer, outside of your industry, would 

understand and relate to.  For instance, a landscaper might avoid a logo image 

of brown dirt tracked with irrigation lines, because it doesn’t have an emotional 

effect on most viewers.  Instead, a healthy garden, bursting with well-watered 

vibrant plants is sure to attract the eye of any homeowner struggling to 

maintain a nice yard.  

Most trades in the construction industries involve a certain amount of grit and 

strength.  However, this image is not necessarily what you want to convey to 

the customer.  Again, think of your audience, rather than your services, when 

designing a logo.  A clunky, dark-colored image might work well for a large 

industrial construction company, but it wouldn’t necessarily propel the stay-at-

home mom in the neighborhood to pick up the phone.  Approachability is key. 

Finally, be sure to advertise your brand and message whenever you can, 

wherever you can.  Reminding potential customers of who you are as often as 

possible is like planting a seed.  Those seeds will grow into jobs over the long-

term.  

Any internet marketing you do should represent your brand.  Your job sites 

should represent your brand.  Email, telephone and direct mail communication 

should represent your brand.   

Your company brand and message is the foundation upon which you build all 

your other marketing.   



TWO 
WEBSITE AND BLOG 

Once you’re selected your company name and have begun branding your 

message, it’s time to get a website.  A professional website is your stamp on 

the internet and a space which holds information for prospective customers 

seeking out your services.  Simple website templates can be found online for 

free, but over time and as your company grows you’ll want your website to 

grow, too.  

Gone are the days when a one-page site with a small bio and an outdated 

picture does the job. As the complexity and capability of the internet has 

grown, so have the demands of its users.  

There are four main pillars that each website should rest on: an explanation of 

the services you provide, a text or visual description of the results/outcome the 

client can expect, a blog, and a contact form.  

Let’s start with the first two pillars: describing what you do and why it’s 

worthwhile to your potential customers. This pillar-pair is essential to your 

marketing. Tell your clients what you do.  Be descriptive enough to answer the 

questions you can assume they’d have, but don’t go over their heads with 

industry jargon and confusing processes.  Tell your clients why they need you.  

Marketing is genius because it consists of alerting a person of a problem they 

have before they even know they have it, and then offering a solution!  Be 

confident and assert your business as one that can solve their problems.  In 

contracting, pictures say a thousand words.  Showcase before and after photos 



 

of your work.  Pictures plant a visual in your prospect’s mind of how new and 

improved their deck/roof/fireplace could be – with your services.   

 

Blogging is the next pillar, and often the one most misunderstood.  It can seem 

like a chore at times, and requires some writing skill (you can consider 

outsourcing to a college student for a small fee), but it really does cast a wider 

net for potential customers.  Blogging is a platform for your company to 

establish and communicate its authority in the industry and on particular topics 

of interest to your customers.  

 

Did you just finish a project that had more obstacles than usual?  Talking about 

it and the solutions you created is perfect material for a blog post.  Are there 

terms or processes customers are always asking you to explain?   Create a 

series of Wiki-style explanation posts.  Share upcoming company news and 

before and after pictures.  Be creative…blogs do not need to be limited to your 

industry if they’re relevant and uphold your company’s main values.  

 

The reason blogging is so important, aside from offering tons of awesome 

information for your customers and prospects, is because it is a key form of 

search engine optimization, or SEO.  SEO is a technical term for describing how 

search engines “crawl” through websites gathering information to push to 

internet searchers (your potential customers!) when they enter certain 

keywords on Google or other search engines.    

 

By simply by having a website, a roofing company based in Anytown puts 

themselves on the map to show up as a search result for the query “roofers in 

Anytown”.  Blog posts are like adding mini webpages to your main page. The 

more posts you have, the higher the chance your site will come up as a search 

result for a relevant search.  The more roofing-related posts the Anytown-

based roofing company has, the higher chance they’ll show as a result to a 

customer searching for roofing in Anytown.  

 



Now, none of work you put in to having a website, describing your business, 

and blogging to increase your search visibility means much without the fourth 

pillar: a contact form.  A contact form is a set of fields which prompts a 

prospect to enter their details for more information, a quote or a special offer. 

A typical contact form will consist of first name, last name, email and maybe 

phone number. Email is all you absolutely need, but additional information can 

be helpful if you want to include those options.   

A contact form is often found under a “Contact Us” menu tab, but it could also 

be attached to the home page in the form of an offer for a free quote or other 

special offer. The contact form should be easy to find on your website in 

addition to your email and phone number.   Make it easy for your prospects to 

send you a note with all of their contact information, and then follow up on 

these web-form submissions promptly when they arrive. 



 

THREE 
SOCIAL MEDIA 

 

Contrary to popular belief, social media is not just for high school and college 

kids to stay in touch with one another!  The use of social media is critical to 

your success on the web.  The best social media for business is Facebook and 

Twitter, although Instagram, Google+ and other platforms might prove 

beneficial depending on the type of company you have.  As with your website, 

your social media should be thoroughly branded with your business identity.  

 

The hardest part about running social media for your business is setting up 

your basic company information, logo, profile pictures and account settings on 

the various social media platforms, so don’t let the initial stress of becoming 

familiar with social media business accounts deter you from the overall 

initiative. 

 

Social media is an extension of your website and is used to reach a market you 

wouldn’t otherwise have access to.  Your website attracts active searchers for 

your service, while social media allows you to place your services in front of 

someone before they even know they need them.  Social media is a great 

platform to post running updates of projects or company news, as well as 

sharing third-party information and articles your target customers would 

benefit from.  If you find your company growing rapidly, you’ll want to consider 

setting up an automated social media strategy to be sure it doesn’t fall by the 

wayside.  

 

One benefit of social media is that the various platforms are similar and 

behave similarly. This means you can post the same content on Twitter or 

Instagram that you posted on Facebook, given some formatting or character 



 

count adjustments.  Don’t get too carried away; a post should take just a few 

minutes to write up.  Aim for posting once a week on each platform at 

minimum to start.  Gaining visibility is your goal.  

 

Both Facebook and Twitter have various advertising options if you want to 

explore spending money to promote some of your posts or accounts to a larger 

audience.  For the most part, you should be able to build an organic audience 

as you continue to post relevant and useful information.  Ask your family and 

friends to follow you, engage with and share your content.  

 

Social media stores your history, so a prospective customer visiting your page 

can scroll through to see your very first post and all those in between.  So, be 

sure you’re consistent in the branding and representation of your company. 

You can delete older posts to fix growing pains, but it is a good idea to keep 

most of your early posts.  A long timeline can demonstrate to customers the 

stability and longevity of your company.  

 

Show your company’s personality while being professional. Address your 

audience as friends, not as potential customers.  Post pictures of projects and 

ask your followers to pass your posts along to someone who could use your 

services.  

 

Most of all, remember that what you do online can follow your business. 

Maintain high standards of professionalism and always be polite when 

commenting or messaging with a potential client.  Stay neutral on 

controversial topics.  Engage your audience with helpful information and enjoy 

promoting your business! 



 

FOUR 
ONLINE ADVERTISING AND WEB VISIBILITY 

 

Online advertising is an advanced marketing initiative intended to increase the 

organic (unpaid) traffic you are already generating through social media and 

your website.  Online advertising is accomplished through search ads.  A 

search ad is simply a few lines of text that display at the top of search engine 

result pages when your potential customer enters a relevant search.  

 

Most online advertising follows the pay-per-click or PPC model in which the 

company doing the advertising pays for each click on their posted ad when it 

displays. It’s an amazing tool, but should be reserved for those companies who 

are eager for growth and capable of handling more job requests. Otherwise, 

you’ll be throwing your money and time down the drain.  

 

Google Adwords is one of the most popular forms of online advertising simply 

because Google is the largest search engine, followed by Bing and Yahoo. 

Adwords is a tool built by Google that allows you to post search ads targeting 

audiences based on keyword searches that directly relate to your business 

website.  

 

Other search engines follow similar models, although it’s wise to expect some 

variation in set-up and analytics.  Search ad campaigns are complex, but when 

done thoroughly and smartly, can really increase your online visibility.  

 

As with many high-level marketing or business strategies, it’s worthwhile to 

consider outsourcing your paid online advertising to an experienced person or 

company.  There are many companies that exist to perform services at various 



 

stages of your advertising journey.  Sometimes using an outside company just 

to get you started is helpful.  

 

Adwords and other search ad platforms offer excellent customer support and 

will often walk you through your first campaign set up.  

 

Once you have your ads set up, you should see an increase in your non-

organic (paid) website visits.  Patience is key here.  It will undoubtedly take 

you some time, fine tuning and tweaking your ads before you get into a groove 

that works for your business.  As your website visits grow, you’ll need to have 

a strategy in place that directly responds to those new leads you’re acquiring.  

 

A lot of PPC experts advocate the use of landing pages.  This means when a 

person clicks on your ad, they’re taken to a unique landing page (web page) 

extremely relevant to that ad.  A landing page is branded just like your 

website, but presents only information specific to the keywords of the ad the 

viewer clicked.  

 

The landing page should always have a clear call-to-action with a form to 

capture lead emails.  This form is typically the same as the contact form you 

created for your main website.  From there, the idea is to shoot out an 

automated email each time the form is completed.  

 

Strategies like search engine ads and landing pages are a dime a dozen for 

many established companies.  For a smaller company, it requires a lot more 

work to get good results.  At full throttle, complete online marketing can 

require front-end developers, customer relationship management (CRM) 

systems, a marketing assistant, and more.  

 



 

Of course, for a small contracting company new to online advertising, there are 

always ways to create work-arounds to simplify that strategy.  If you keep 

your focus on ensuring that all company material placed in front of a prospect 

is valuable, concise and representative of your mission, you’re on the right 

track. Keep things simple.  Nothing should be too confusing for a website 

viewer – make it easy for them to find what they want and to reach out to you 

for more information.  

 

If you haven’t reached a point where you need a digital customer relationship 

management (CRM) system, be sure to consistently respond to inquiries.  After 

all, your advertising efforts are wasted if your company doesn’t have someone 

prepared to respond quickly and professionally to the leads that begin flowing 

in.  



 

FIVE  
LEAD NURTURING AND EMAIL CAMPAIGNS  

 

You’re branded, your website is up, you have a presence on social media, and 

you’re running ad campaigns.  Congratulations, you’re gathering leads! But 

wait, what are you doing with those leads?  

 

Email is hands down the best way to communicate with your potential 

customers, which is why it’s the most important field on the contact form on 

your website.  Once someone expresses interest in your services, you’ll want 

to funnel them into an email drip campaign.  A drip campaign slowly and 

steadily sends out emails to your leads in time increments of your choice on a 

long-term basis. Drip campaigns are crucial for lead management. 

 

The point of a drip campaign is to keep your lead on the line; it doesn’t matter 

if they’re not ready for your services now. You want to be the first company 

they consider when they are ready. Establish yourself as that first choice by 

reminding them of your presence by sending an email. Then, demonstrate that 

your company is an authority on your industry through that email’s content.  

 

A common mistake many companies make is using email as a way to loudly 

advertise their services.  While it may seem like an obvious direction to take, 

it’s counter-productive to the overall goal of nurturing a lead.  

 

To nurture a lead, you want to provide valuable information that addresses the 

needs of the largest possible audience.  This information doesn’t have to be 

about your company, and often shouldn’t be.  The key to drip campaigns is to 

subtly, not overtly, advertise your company by setting yourself up as the 



 

sponsor of the great information they just read. A signature block is all the 

advertising space you’ll need.  

 

Imagine you provide a tree cutting service.  You have a large number of 

prospects in the area have signed up for more information, two of which need 

your services immediately. The rest, however, just want some information.  

 

Think about your leads and appeal to the traits they all have in common. 

Someone requesting more information on a tree-cutting service site probably 

owns some property.  Your first email out could read something like:  

“Thank you for signing up for Tree Cutting Company’s emails!  We’ve put 

together a quick list of 4 things you can do to protect your trees from 

storms this winter.” 

 

This email introduction communicates your business in the opening line but 

doesn’t spend time droning on about why your prospect should use your 

service.  Instead, it engages your prospect by providing useful information 

they’ll need to protect their trees during the winter.  An email like this is the 

first of many steps in asserting your company as a reliable and trusted industry 

authority.  

 

Other drip emails in this same form could include Christmas tree maintenance 

tips, a guide to understanding tree rot, ways to save water on landscaping, and 

other topics of interest to your potential clients. 

 

As a bonus, emails with useful content are more likely to be forwarded by your 

prospect to their friends and family.   

 

Once you expand your scope of expertise beyond your service and into your 

entire industry, the possibilities are endless.  Remember, the goal is to keep 



your prospects “on the line” and aware of your company until they’re ready for 

you, so new and relevant material is important!  Don’t worry about hitting a 

magic length or word count.  With email, quality always beats quantity.  

You should have enough material to keep your prospects in your drip campaign 

for at least a few months.  Each new prospect should start with the same first 

email, so that everyone is exposed to the material in the order you’ve 

strategized it. Your send intervals depend on how often you can produce new 

content as well as your capabilities.  If you’re not yet using a CRM and are 

instead manually sending our your emails, you’d probably want to start at one 

email a month.  If you’re able, a once weekly send rate is ideal. 

Finally, set up an awesome signature and sign-off.  You’ll want to include the 

team member name (in most cases, yours), as well as company name, phone 

number, email address, and link to your website.  Boost your signature by 

incorporating your logo or a slogan. If you routinely offer a new customer 

discount, this is the place to promote it.  Your signature should be attached on 

everything you send out.  

Your sign off, the last few lines of your email, should be friendly, inviting and 

assertive.  People appreciate being told how to respond.  If you want to know 

their landscaping plans for spring or when they last had their chimney cleaned, 

ask them.  Steering your leads in a clear direction helps engage folks who 

wouldn’t otherwise know you’re expecting a response.  

Always end an email with either a question that’s easily answered or an 

invitation to start a conversation, whenever they’re ready! 



 

SIX 
CUSTOMER SERVICE AND REFERRALS  

 

If you’re like many contractors, at one time you have been the sole member of 

the customer service department of your company.  Maybe you still are the 

entire customer service department!  This is common in small businesses until 

there’s a pressing need to expand or hire a team member to absorb that task 

from the owner.  

 

Until then, it’s reasonable to expect you’ll handle the bulk of the lead-chasing, 

quote-fetching, project-scheduling, follow-ups, and more.  Combine this with 

all the projects you’re completing – you know, your actual job – and you’ll find 

yourself with a very full plate! 

 

However, the importance of efficient, organized, and friendly customer service 

cannot be emphasized enough. It really can make or break the entire client-

side experience.  Therefore, no matter how full your plate, customer service 

should comprise a large portion of it.  If you’re not delivering great customer 

service, you’re not delivering a high-value product.  

 

There are four standards that demand attention in customer service.  Your 

contracting company can build out a very solid system based on 

communication, understanding, efficiency, and follow-up.  

 

Design your customer service standards around open, timely communication. 

Whether by phone or email, deliver clear responses in an expedited fashion. 

It’s important to acknowledge receipt of a message even if you don’t yet have 

the answers.  People appreciate knowing that they’ve been heard.  



 

 

Develop consistent standards for greetings, signatures, voicemails, response 

times, and action items. Branding doesn’t stop with aesthetics or online 

marketing; your company should also brand itself into your communication 

efforts. Customers trust companies they can rely on. This starts with consistent 

and predictably effective customer service. 

 

Another service standard is understanding. Not only will your customers 

appreciate this approach, but you’ll benefit, too! By listening to your clients, 

you’ll get a heads up on what people are missing, wanting, or not receiving in 

their experience. This gives you a perspective you hadn’t yet had to retune and 

refine some of your job processes.  

 

There is no question there will be customers who make it more difficult to 

deliver great service. Don’t let them deter you from your standards. Often, 

they’ll leave happier than they came if you take the time to hear them out. 

They’ll remember you for that, too, and that’s really valuable.  

  

Efficiency in service should be a given, but when a contracting business owner 

has a lot going on, things can get neglected. Create action items after each call 

or email to remind yourself who you need to circle back to and with what.  Set 

a timeframe for your follow-ups.  

 

If you’re having trouble getting the information you need or closing the circle 

on a customer request, it’s okay to simply check-in with them. A great 

customer service team will constantly keep the client in the loop even if little 

headway has been made.  No one enjoys waiting around for an update.  People 

end up wondering if their request is being worked on at all or if it was just 

forgotten.  

 



 

The follow up after a project is a critical step in both the service cycle and 

planting seeds for referrals.  It’s a simple step that is sadly overlooked by less 

experienced business owners.  It requires one thing: a few minutes of your 

time.  Get some blank cards and brand them with your logo.  Send them out to 

a client a week or so after a finished project. Express thanks for the 

opportunity and wishes for enjoyment of that project. Include some business 

cards if you want.  

 

If you want to keep it simple, all it really takes is one call or email expressing 

the same sentiments. The bottom line: don’t let a client for one second think 

that once they’re paid up that they’re of no value to you. They are!  

 

Don’t shy away from asking for referrals.  Word of mouth is the largest organic 

driver of traffic to local businesses.  Ask assertively and kindly.  People enjoy 

sharing valuable resources with their friends because it makes them feel good. 

Come up with a creative incentive such as a free quote for the referee and ten 

percent off the next project for a referrer, to make it worth your customer’s 

while.   

 

Think about it: a paying customer wants to freely speak about your business 

around town?  It’s an advertiser’s dream because the cost, time and effort on 

the business’ end is zero.  Word of mouth is the marketing gift that keeps on 

giving. 

 

Never underestimate the power of a happy client’s ability to bring you just 

what you’re looking for…more business! 



CONCLUSION 

A contracting company’s chances of long-term survival drop to zero without 

marketing.  

In this eBook we’ve covered six important marketing initiatives to provide you, 

the contractor, with a framework to build out a strategy for a sustainable and 

profitable contracting company.  

We wanted this eBook to be readable and concise, so we kept our points brief 

but useful.  

The marketing conversation in the contracting industry is just getting started, 

though!  If you found a particular topic in this eBook compelling, fascinating, or 

in need of further detail, we’re happy to keep the conversation going with you.  

Send us your thoughts by replying to the email where you accessed this 

eBook.  

Or, you can also email or call me directly. I love to talk marketing! 

To success in your marketing endeavors, 

Erin Lehmann, Marketing Manager 
Apparatus Contractor Services, LLC 

503-833-2888
erinlehmann@ApparatusTeam.com



apparatusteam.com

(503) 833 2888

info@ApparatusTeam.com

516 SE Morrison Street Suite 700 
Portland OR 97214
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