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Get Your Free Website Audit

The first step to winning more leads online is understanding where your website
stands today.

Before you invest time or money into search engine optimization (SEO), it's essential
to have a professional website audit conducted by an expert. A proper audit
reveals what’s working, what's hurting your visibility, and what opportunities you’re
missing out on—so you can take action with clarity and confidence.

As a thank-you for reading The Contractor’s Guide to Digital Marketing, we at
Allegiant Digital Marketing are offering a free, comprehensive website audit.

To claim your free audit:

Email info@allegiantdigital.com with the subject line “"Free Web Audit” or call
855-675-1125

This full audit includes:

o A review of your current SEO performance
« Website speed and technical analysis

o Mobile usability check

« On-page and content analysis

e Local SEO opportunities

o Clear next steps to improve

No obligation. No catch. Just real insight from experts who help contractors grow
every day.

Before We Dive In: This is a modified version of the 6”
x 9” print edition. To conserve paper and provide a more
convenient reading experience, this version minimizes
the number of printed pages by starting each new
chapter where the previous one left off and prints on
standard letter-sized paper. Just look for this:

NEXT CHAPTER
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An Answer to The Big Question

What happened to my rankings in 2025?

In March 2025, Google rolled out one of its most impactful core algorithm updates in recent years. This
update placed a significant emphasis on content authenticity, user intent alignment, and overall site
trustworthiness, particularly affecting local business websites, including contractors in HVAC,
plumbing, roofing, and electrical, etc. — essentially all local home improvement services.

Many contractor websites saw sudden ranking drops, even if they had previously ranked well. The
update penalized pages that were overly templated, lacked unique value, or stuffed local keywords
without providing real, helpful information. Sites with thin content, outdated location pages, or poor
engagement signals suffered the most significant losses.

At the same time, Google rewarded contractor websites that clearly answered user questions, had
strong local signals (like reviews and GBP optimization), and demonstrated topical expertise through
high-quality, original content.

If your rankings took a dip this spring, it wasn’t just bad luck. It was Google recalibrating its priorities—
favoring trust, clarity, and real usefulness over SEO gimmicks. The path forward? Read this book, apply
its strategies, and focus on building genuinely helpful, locally relevant content that earns attention and
trust. Also, don’t just rely on SEO. Digital marketing covers a lot of ground, and so should you.



Introduction: You Know the Work—Now Let the Work Get
Noticed

You didn’t get into this business to be a marketer. You got into it because you know how to build things,
fix things, and solve real problems for real people. You’re good at what you do—maybe even the best in
town. But let’s be honest:

Being the best isn’t enough anymore.

It used to be that a job well done was your marketing. Word of mouth, a couple of yard signs, maybe a
listing in the phone book—and the phone would ring. But things have changed. Now, customers scroll
before they call. They read reviews before they trust. And they judge your business before they ever
speak to you, based on what they find (or don’t find) online.

That shift has caught a lot of tradespeople off guard. Some ignore it. Some dabble in it. A few get
burned by agencies that overpromise and underdeliver. And a lot of folks are stuck wondering:

“Why aren’t the calls coming in like they used to?”
“Do I really need to be on all these platforms?”
“What’s actually working now?”

That’s where this book comes in.

You don’t need to become a marketing expert. You just need to understand the key touchpoints—
those moments when your potential customers are forming an opinion about you. And you need to
know how to show up in those moments with confidence, clarity, and consistency.

This book was written to help you do exactly that.
No jargon. No sales pitch. No nonsense.

We’ll walk through how today’s customers find and choose home service professionals, what really
matters to your online presence, and how to build a brand that lasts—without wasting time or throwing
money at gimmicks.

You’ll also learn how Al and smart automation tools are quietly reshaping how contractors win jobs,
book appointments, and stay top-of-mind—even while they’re out in the field or up on a roof.

This isn’t a DIY manual—it’s a reality check. A straight-talking guide to help you stop guessing, start
improving, and build the kind of digital presence that makes your phone ring, your inbox fill up, and
your calendar stay booked.

Because marketing for tradespeople isn’t about being flashy.
It’s about being findable, believable, and easy to work with.

And once you’ve got that down? You’re not just the best at what you do—you’re also the best at getting
chosen for it.
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NEXT CHAPTER

Chapter 1: Why Good Work Alone Isn’t Enough Anymore

You’ve probably heard it before—maybe even said it yourself:
“l let my work speak for itself.”

And for a long time, that was enough. If you did a solid job, showed up on time, and didn’t leave a
mess, people noticed. They told their neighbors. You stayed busy.

But the way customers find and choose contractors has changed—drastically. It’s not that quality
work doesn’t matter anymore. It does. It always will. But now it’s only one part of the equation.

Today, a potential customer isn’t just asking:
Can this company do the job?
They’re asking:

o What do other people say about them?

e How fast can they get here?

o Do they look legit online?

e Have they done this kind of work before?
e Aretheylocal? Affordable? Responsive?

And they’re not waiting for a friend’s recommendation to find those answers. They’re checking Google,
skimming reviews, looking at photos, and sizing you up before they ever pick up the phone.

The harsh truth? You can be the most skilled remodeler, HVAC tech, roofer, or electrician in town—
but if your online presence doesn’t back that up, you’ll lose the job to someone who [ooks like they’re
better.

Key Stat: In fact, 97% of consumers go online to find local services, and 88% of them trust online

reviews as much as personal recommendations.
[Source: BrightLocal Local Consumer Review Survey, 2023]

This isn’t about changing who you are. It’s about showing the world who you already are.
That means:

e Making sure your website is findable, clear, and built to convert.
o Keeping your Google Business Profile active and accurate.
e Collecting reviews from happy customers—consistently.



e Showing off your work with real photos, not stock images.
e Making it easy for someone to contact you without friction or confusion.

These are the new basics.

And yes, it can be frustrating. You didn’t sign up for this part of the job. Butignoring it won’t make it go
away—and hiring the wrong people to handle it can hurt more than help.

The good news? You don’t have to become a full-time marketer. You just need to stop treating
marketing like an afterthought.

Because good work still matters.
It just needs to be seen, found, and trusted—before you ever step foot on the job.

That being said, let’s move on to the real reason you’re not getting more calls.

NEXT CHAPTER

Chapter 2: The Real Reason You’re Not Getting More Calls

If you’ve been wondering why the phone isn’t ringing as much—or why leads feel flaky compared to a
few years ago—you’re not alone.

A lot of great contractors are feeling the same thing.

They’re busy enough to stay afloat, but not busy enough to grow. Or they’re spending more on ads,
leads, and directories, but seeing less return. And they start thinking:

“Is it the economy?”
“Are people just not spending?”
“Is it the competition undercutting me?”

Sometimes those things play a role. But most of the time, it’s not that people aren’t looking for help—
it’s that they’re not finding you when they do.

Let’s be blunt:
If you’re not showing up where people are looking, you don’t exist.
And where are they looking?

e Google, first and foremost.
e Google Maps (for “near me” searches).
e« Yourwebsite, if they click through.
Page 10 of 66



e Yourreviews, because nobody wants to gamble on a stranger.
e Maybe your Facebook page or another profile, just to see if you’re active.

These are your modern-day storefronts. If they’re outdated, empty, or hard to find, you’re losing calls
every day—and you may never even realize it.

Here’s something to think about:

Key Stat: According to Invoca, Home Services Marketing Stats 78% of local mobile searches result in a
purchase within 24 hours.

People aren’t browsing for fun. They’re searching because they need something fixed. Fast. But when
they search "AC repair near me" or "licensed electrician in [your town]," do you show up? If not, your
competitor does. And even if you do show up, are you the one who looks:

e More professional?
e More trustworthy?
e More responsive?

If the answer’s no, they’re calling someone else—even if you’re the better contractor.

It’s not always the best pro that wins the job.
It’s the one who looks ready to earn it.

So, if your calls are down, don’t panic. Don’t drop your prices or blow money on more ads just yet.
First, take a good hard look at your digital front door. Because if your phone’s not ringing, chances are
your marketing is sending the wrong message—or no message at all.

And that’s something you can fix. Knowing what we do so fact, let’s dive into what customers want—
and how they decide.

NEXT CHAPTER

Chapter 3: What Customers Want—And How They Decide

When someone’s heat goes out, water starts backing up, or a storm rips a chunk off their roof, they’re
not looking for a full background check on every contractor in town.

They’re looking for a quick, confident decision.

But even fast decisions follow a process. It’s just that now, that process happens online—and in about
30 seconds or less.

Here’s what it looks like:



. Search:

“Plumber near me.”
“Best roofing company in [City].”
“Emergency HVAC repair.”

. Scan:

Google shows a map, a few ads, some local listings, maybe a snippet of your site. They scan the
results. Who has stars? Who looks legit? Who’s open now?

. Click (maybe):
If your name, reviews, or photo stands out, you might get the click. If not? They’re already on to
the next.

. Skim:

If they land on your site, they’re not reading every word. They’re looking for proof:

o Doyoudo this kind of work?

o Areyouinmy area?

o How soon can you help?

o Doyoulooklike areal business?

. Call—or Bounce:

If they like what they see and it’s easy to reach you, they’ll call.
If not? One click and they’re gone.

That entire process? Often less than a minute.

Now here’s the kicker:

Key Stat: 75% of users never scroll past the first page of Google search results.
[Source: HubSpot, 2024]

That means if you’re not visible right away—or if you don’t look the part—you’re invisible.

It’s not about having the flashiest website or the most 5-star reviews (though those help). It’s about
clarity, credibility, and ease.

Let’s break that down:

Clarity:
Make it obvious what you do, where you work, and how to contact you. No guessing. No jargon.

Credibility:
Show reviews. Real photos. Certifications. Associations. Anything that screams “I’m legit.”

Ease:
Make it drop-dead simple to call, text, or request service. No tiny buttons. No long forms.
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Your average customer isn’t trying to do a background check—they just want to feel like they’re making
a safe, smart choice. And when your online presence gives them that feeling, they’ll reach out.

Decision-making is emotional first, logical second.

If they feel good about you, they’ll justify it with logic later.So the next time you ask, “Why didn’t they
call?” remember:

They probably looked. They just didn’t like what they saw—or didn’t see anything at all.

Now you know how to get found by local customers who need your excellent services. And for the
service industry, where you must go to their home or business to do the job, there’s no better place to
be found than Google’s Local Search.

NEXT CHAPTER

Chapter 4: Be Found — Winning with Google and Local Search

If there’s one thing you take away from this book, let it be this:

You cannot get chosen if you never get found.

And in today’s world, getting found means showing up where people are looking—Google.
This is the new battleground. Not TV ads. Not billboards. Not even word-of-mouth anymore.
When someone needs help fast, they pull out their phone and search.

e “Furnace repair near me”

o “Electrician open now”

e “Bestroofing company in [City]”

o “Affordable plumber with good reviews”

And Google delivers results in the form of:

e Google Local Services Ads (at the top)

e Google Search Ads (“Sponsored” Pay-Per-Click Advertisers)
e Google Business Profiles (Maps listings)

e Organic results (websites that rank well)

So, let’s break down what it takes to show up and get noticed.

1. Google Business Profile (Your Local Listing)



This is your business's digital storefront on Google Maps and search. It's often the first (and
sometimes the only) thing people look at.

Here’s what matters most:

Categories — Make sure you’ve selected all relevant services (e.g., “Plumber,” “Drain Cleaning
Service,” “HVAC Contractor”).

Business Hours — Keep them updated. Open now = more service calls.

Service Area — Define the cities or ZIP codes you serve.

Photos — Add real photos of your team, trucks, work, and job sites.

Reviews — More on that in the next chapter—but yes, they matter more than most contractors
realize.

Key Stat: Businesses with complete and verified Google Business Profiles are 2.7x more likely to be
considered reputable.
[Source: Google Small Business Data]

If your listing is incomplete or unclaimed, you’re invisible to Google and forgettable to customers.

2. Local SEO (Search Engine Optimization)

This is what helps your website appear in organic search results below the map.

Here’s what local SEO boils down to:

Keywords — Your website needs to clearly say what you do and where. (e.g., “Emergency
plumberin Houston”)

Location Pages — If you serve multiple cities or areas, create pages for each one with unique,
helpful content.

Title Tags & Meta Descriptions — These are what people see in Google. Write them like mini
billboards: short, clear, and compelling.

NAP Consistency — Your Name, Address, and Phone Number must match exactly across your
site, GBP, directories, and social media.

Now, let’s talk about the other pillars of SEO that support your local visibility:

Technical SEO — This is about making your site easy for search engines to crawl and index.
That means fast load times, mobile-friendly layouts, secure HTTPS, and no broken links or
duplicate pages. Think of it as the “plumbing” behind your website — if it’s not working right,
nothing else flows.

On-Page SEO — Every page should have a clear topic and be structured well with headers (H1,
H2s, etc.), relevant keywords, alt tags on images, and internal links. This helps search engines
understand the content — and users navigate it more easily.
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¢ Content Quality — Google favors helpful, original, and locally relevant content. It’s no longer
about cramming keywords — it’s about answering real customer questions. A service page that
explains what you do, how it works, and why you’re different will always outperform a vague
one.

e Backlinking— When other reputable sites link to your website, it acts like a vote of confidence.
Earning links from local news sites, industry directories, or partners boosts your credibility and
rankings. Not all links are equal, though — quality matters more than quantity.

e Schema Markup (Structured Data) — Adding schema code behind the scenes (like
LocalBusiness or Service schema) helps search engines display rich results, such as star
ratings, hours, and service areas. It’s a quiet but powerful boost to how Google sees your
business.

o User Experience (UX) — Google wants to show sites that people like using. That means easy
navigation, fast page loads, and a clear call to action (like “Call Now” or “Schedule Service”). If
users get frustrated and bounce, Google takes that as a signal.

When all these pillars work together, your Local SEO foundation becomes rock solid — helping you rise
above competitors and get in front of the right local customers at the right time.

SEO might feel like tech-speak, but here’s the bottom line:

Google only shows what it understands—and trusts.
If your site is messy, outdated, or vague, you’ll get skipped.

3. Local Services Ads (Google Guaranteed)
These are the "Google Guaranteed" results that show up above everything else.

If you're in the right category and service area, you can apply to run these pay-per-lead ads. They show
your name, reviews, and a green check mark. Instant credibility.

Unlike PPC ads, you don’t pay for clicks—you pay only when someone calls or messages you.
For contractors, they can be a game-changer when set up and managed correctly.

Many companies get 30-40% of new calls from these listings alone.

4. Google Search Ads (Pay-Per-Click “Sponsored” Advertisers

You’ve probably seen them — the top few results on Google with the small “Sponsored” label. Those
are Google Search Ads, also known as pay-per-click (PPC) ads. For home service businesses, they can
be one of the fastest ways to generate leads — but only if done right.



Here’s what matters most:

e Targeted Keywords — Bidding on the right keywords is key. These should be the kinds of
searches that indicate someone is ready to hire, like “furnace repair near me” or “licensed
electrician open now.” Avoid vague or DIY-style terms that attract clicks but no real intent.

e Ad Copy That Converts — Your ad text should be clear, benefit-driven, and match what the
searcher is looking for. Include a strong call to action, like “Get Fast Service Today” or “Book
Online 24/7.

e Landing Page Quality — The page you send people to must match the ad. If someone clicks on
“emergency plumber,” they should land on an emergency service page — not your homepage. A
good landing page loads quickly, explains your value, and makes it easy to call or fill out a form.

e Budget Control — You set the daily or monthly budget. That means you can start small, test
what works, and scale up once you find winning keywords and ads. It’s not about outspending
competitors — it’s about outsmarting them.

o Geo-Targeting — Google Ads allows you to target by zip code, city, radius, or custom areas.
This helps you zero in on your real service area and avoid wasting ad dollars on clicks outside
your range.

e Ad Extensions — These are bonus elements you can add, like your phone number, service
highlights, or a link to your contact page. When used well, they make your ad bigger, more
noticeable, and more clickable.

e Call Tracking — Always use call tracking numbers so you know which ads are driving leads.
This lets you double down on what’s working and stop spending on what’s not.

Google Search Ads can bring in customers today, especially when your organic rankings are still
building. Just remember — clicks cost money, so strategy, testing, and smart targeting matter more
than just “setting and forgetting.”

¥ The Takeaway

If you want more calls, you need more visibility. And if you want more visibility, you need to show
Google—and your customers—that you’re:

e Local

e Legit

e Active

e Reliable

The best contractor doesn’t always win.
The most visible, trusted, and accessible one usually does.

So before you spend another dollar on advertising, ask yourself:

Can people find me when they need me? If not, fix that first.
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NEXT CHAPTER

Chapter 5: Be Chosen — Reviews, Photos, and Proof

Getting found is half the battle.
Getting chosen is the other.

You’ve shown up in a search. Great. Now you're sitting in a lineup with 3 to 5 other contractors who all
look... pretty similar.

So what makes someone click you?
Or better yet—call you?
It comes down to one word: trust.

In a world where customers can’t meet you face-to-face before hiring you, they rely on signals. Clues.
Social proof.

They’re asking themselves:

e Do other people say good things about this company?
e Do they look like they’ve done this before?
e Do lfeel safe choosing them?

And if you don't provide that proof? They’ll move on to someone who does.

1. Reviews — The New Word-of-Mouth
Online reviews are the new referrals. Plain and simple.

Key Stat: 88% of consumers trust online reviews as much as personal recommendations.

[Source: BrightLocal, Local Consumer Review Survey]

The more reviews you have—and the more recent they are—the more confident people feel calling
you.

What matters most?

e Star rating (Aim for 4.5+)

¢ Quantity (More reviews = more trust)

e Recency (A glowing review from 2018 doesn’t move the needle)

e Response (Reply to both good and bad reviews—it shows you care)



Pro tip: Ask every satisfied customer for a review. Not “when you get a chance.” Right away. Hand
them a card with instructions. Text them a link. Make it part of your process.

2. Photos — Real Ones, Not Stock
You might not think photos matter, but they absolutely do.
When people are choosing between three plumbers or electricians, they’ll lean toward the one with:

e Realjob site photos

e Team photos (faces matter)
¢ Equipmentandtools

o Before-and-after shots

Why?

Because photos create a visual sense of trust. They make your company feel real, experienced, and
established.

No one wants to hire a mystery.

And absolutely ditch stock photos. Everyone knows they’re fake. They scream “small-time” or
“scammy”—even if you’re legit.

3. Credentials, Badges & Proof of Quality

If you’re licensed, insured, certified, or part of a professional association, show it. If you’ve won a local
award or hit 500+ jobs last year—mention it. Even better? Turn it into a visual:

e “Google Guaranteed” badge
o “BBB Accredited”
e “Top Rated on Yelp/Angi/HomeAdvisor”

These little signals build trust fast. And in the online world, fast trust = more calls.

4. Social Proof Sells — Even if You Hate Selling

You don’t need to hype yourself up or run a flashy ad campaign. But you do need to make sure your
work and your happy customers are doing the talking for you.

Because your next customer isn’t just hiring a contractor.

They’re hiring certainty.

And if you give them even a little bit of doubt, they’ll keep scrolling.
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The Best Marketing Doesn’t Feel Like Marketing.

It feels like confidence, credibility, and proof.
Give them that, and you’ll be the one they call.

Now we move on to the thing that too many home repair and improvement companies overlook: the
importance of their website as a sales tool.

NEXT CHAPTER

Chapter 6: Be Easy to Work With — Websites That Convert

Let’s get one thing straight:

Your website isn’t for you. It’s for your customers.

It’s not supposed to be a digital trophy case. Or a design masterpiece. Or a full history of your company
dating back to when your uncle first opened the doors in ’79.

It’s supposed to do one thing really well:
Turn visitors into leads.
That means when someone lands on your site, they immediately:
1. Understand whatyou do
2. See thatyou serve their area
3. Trustthatyou’re legit
4. Know how to reach you quickly

If any of those are missing—or buried under too much fluff—you’re losing calls.

Why Your Website Still Matters

Some contractors think websites are old news.

“l get most of my leads from Google Maps or Facebook.”
“l have a page on Angi.”
“l just tell people to call me.”



But here’s the truth: even if people find you somewhere else, they’ll often check your website before
contacting you. It’s your credibility checkpoint.

And if your site:
e Loads slowly
e Looks outdated or cheap
e Doesn’twork on aphone
¢ Has broken links or old info
e Makes it hard to contactyou...

They’ll bounce. And you’ll never know they were there.

% The 5 Elements Every Contractor Website Needs

Here’s what your site really needs to work for you:

1. Clear Services:
Spell out exactly what you do. Use real-world words people actually search for (e.g., “Water
heater repair,” not “Hydro-thermal solutions”).

2. Service Area:
Show where you work—right up front. City names. ZIP codes. A service area map if possible.

3. Trust Signals:
Reviews, badges, pics, years in business, licenses. Anything that says “you can count on us.”

4. Click-to-Call Phone Number:
Big. At the top. On every page. And it better work on mobile.

5. Simple Contact Form:
No one wants to fill out 10 fields. Name, phone, email, service needed. That’s enough.

Key Stat: Nearly 70% of local service searches happen on mobile devices.
[Source: BrightLocal]

So, if your site doesn’t look great or work well on a phone? You’re invisible to most of your market.

Bonus: Add a Call to Action to Every Page

Don’tjust assume people will go to your contact page. Every page should give them a next step.

e “Callnow for a free estimate”
e “Bookyour appointment today”
e “Need help fast? Contact us here”
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It doesn’t have to be pushy. It just has to be present.

Remember: your website isn’t about being fancy.
It’s about being clear, trustworthy, and easy to work with—before anyone ever talks to you.

And when you nail that? Your site becomes more than just a digital business card. It becomes a lead-
generating machine. But your website can’t do it all. Once you have a lead, follow up as soon as
possible to let the customer know you care and are interested in helping them.

NEXT CHAPTER

Chapter 7: Don’t Leave ’"Em Hanging — Speed of Response as a
Strategy
Imagine this:

Someone has a leaking water heater. It’s dripping into the floor. They grab their phone and search
“plumber near me.” They find a few companies, yours included. They fill out a form or call.

Now what?
If they don’t hear back fast, they’re gone.

Not mad.
Not waiting.
Just gone.

Key Stat: 78% of homeowners hire the first contractor who responds.
[Source: HomeAdvisor, 2023 Home Services Study]

Speed is no longer a luxury—it’s a strategy.

People Don’t Wait Anymore

Back in the day, someone might’ve called and left a voicemail, then waited a day or two for you to call
back.

Now?



They’ll call you, text your competitor, click an ad for a third company, and whoever responds first
usually wins.

And even if your crew is better, your pricing is fairer, your work is superior—it won’t matter if they don’t
get a fast reply from you.

Every hour you delay = money lost.

What “Fast” Means Today

Let’s define it:

e Phone call? Answer on the first ring if possible. Or return within 15 minutes. The sooner the
better — especially for urgent calls.

e Form submission? Email or text them back within 30 minutes.

o After hours? Have an automated reply that sets expectations:
“We received your message and will respond by 8 a.m. tomorrow.”

The companies winning the most jobs right now aren’t just the best—they’re the fastest to say hello.

Texting Wins (When Done Right)

Texting is the new normal for a lot of homeowners—especially younger ones. They don’t want to wait
on hold or check voicemail.

If you can text leads right after they contact you, even with something simple like:
“Hi, this is Joe with Horizon Plumbing—just got your request. What’s going on with the water heater?”

You’re instantly in a conversation. That builds trust, shows responsiveness, and keeps you top of mind
while they’re still in decision mode.

Tools That Help

You don’t have to be glued to your phone 24/7. There are affordable tools that can help you respond
faster without losing your sanity:

e CallRail or CallTrackingMetrics — track calls, record voicemails, see missed calls at a glance
« Jobber, ServiceTitan, or Housecall Pro - full-service tools with auto-text features
e Google Business Messaging — lets you text directly from your GBP listing

Even a simple auto-responder with a human-sounding message is better than silence. And in a pinch,
Al-powered chatbots can serve as a temporary bridge — not a full solution. These tools can answer
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basic questions or let the customer know their message has been received, buying your team a little
time.

Silence = Lost Jobs

In this business, silence doesn’t just mean you’re busy. It means:

e “Theydidn’trespond.”
e “They must not want the job.”
e “Let’s try someone else.”

Don't give people a reason to move on. Give them a reason to feel taken care of—even before you
show up.

Because in home services, the first impression isn’t the estimate.

It’s your response time.

NEXT CHAPTER

Chapter 8: Avoiding the Flashy Distractions — What Not to
Waste Money On

When you’re trying to get more leads, it’s easy to get distracted by what looks cool or sounds exciting.
You hear pitches from vendors about:

e “Reputation management software” (run on autopilot)

o “Next-gen Al chat widgets” (as a full solution)

e “Geo-fencing mobile ads” (for advertisers with any spend restrictions and available creative
assets)

e “Voice search optimization” (it’s so much simpler than the “secret sauce” many marketers
claim to have)

And sometimes, it all sounds really convincing.
But here’s the truth:

Flashy doesn’t mean effective. Each of those methods can be highly successful when done right,
which is why it sounds so convincing. But too many digital marketing companies pitch them just to
make themselves sound more relevant and cutting edge.



For example, reputation management software is fantastic, but it’s not a magic bullet that runs itself
without your interaction.

Next-gen Al chat widgets are great as an interim or initial communication step, but they are not ready
to represent your company like you would.

Geo-fencing mobile ads are amazing IF you have a well-planned campaign, the money to run the
campaign as it should be, and the creative collateral to support the ads.

And, finally, voice search optimization is just a fancy way of saying that when people talk to Alexa,
Siri, and Google Assistant, they use conversational language instead of traditional search terms. Think
about it... People speak differently from how they type. Voice searches tend to use complete
sentences or questions. Instead of “drain cleaning Houston,” people ask, “Who cleans clogged drains
in Houston?” Your content should reflect that natural tone.

Advertising Investment Summary

Even the most modern and coolest advertising tools and techniques won’t help you when your
marketing company fails to ensure the method’s viability and potential return on advertising spend
(roas) before selling you the service.

All of that said, let’s see where most contractors waste the most money—and how to avoid it.

What a Wastel
1. Paying for Leads Without a Follow-Up System

HomeAdvisor, Angi, and others promise to flood you with leads.
But here’s what they don’t say:

e You’re competing with 3-5 other companies for that same lead.
¢ The homeowneris price shopping.
o Ifyoudon’t respond fast, they’ll go with someone else.

Paying for leads without a process to respond quickly is like buying firewood and not owning a lighter.

Rule of thumb:

If you’re not calling or texting within 15 minutes, don’t bother buying the lead.

2. Social Media Just to “Be There”

Having a Facebook page is smart. So is keeping it updated. But don’t fall for the idea that you need to
be everywhere all at once.

Social media for spreading word-of-mouth and brand awareness is fantastic, but you don’t need:
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e AYouTube channel with weekly videos
e ATikTok account (unless you’re really into it)
e Instagram stories about every job

Invest your time and resources wisely. My best advice is to focus on what you do best and consider
outsourcing social media to someone with expertise. They can increase your brand popularity and
generate some very good press. | have yet to hear of a contractor who has not gone above and beyond
on a special job, donated their time or materials to a worthy cause, or sponsored a local event in some
way.

Spreading the word about your company’s community involvement is one of the things that social
media can handle like magic. Make sure you have an opportunity to benefit from that magic.

3. Fancy Websites That Don’t Convert
Some agencies will pitch a $10,000 website with animation, video backgrounds, and sleek graphics.
But here’s the problem:

e Fancy doesn’t always mean functional.
e Customers want speed, clarity, and simplicity.

If your site looks amazing but loads slow or hides your contact info? You just paid for something that
loses leads.

Stick with clear, fast, and mobile-friendly. Flash doesn’t book jobs—function does.

4. SEO Gimmicks and "Ranking Tricks"
Be wary of agencies or freelancers who promise:

e “Guaranteed #1 rankings in 30 days”
e “Secret backlink strategies”
o “We’lltrick the Google algorithm”

SEO is real—and powerful. But good SEO takes consistency, not shortcuts.

If someone’s pitching magic, they’re probably selling snake oil.

So What Should You Focus On?
Glad you asked.

Spend your time and money on:



e Agreat website that converts

o Afully-optimized Google Business Profile

e Aconsistent review strategy

e Local SEO that builds over time

e Paid search (Google Ads or Local Services) when managed properly
¢ Quick, human responses to every lead

That’s the boring stuff that works.

Because you’re not trying to win awards for your marketing.
You’re trying to get jobs and grow your business.

Don’t let flashy distractions pull you off track.

Speaking of flashy, so to speak, let’s work on making your company stand out from the rest.

NEXT CHAPTER

Chapter 9: What Makes One Contractor Stand Out from
Another

Let’s face it—most contractors look the same to the average customer.
Everyone says:

e “Licensed and insured.”
e “Locally owned.”

e “Fast, reliable service.”
e “Free estimates.”

You could swap out the nhames on most websites and no one would notice.
So, how do you actually stand out?

Not with a fancy logo.
Not with a catchy slogan.
Not by shouting louder than the next guy.

You stand out by being memorable, trustworthy, and easy to refer.

That’s what great brands do—even in the trades.
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What Makes a Contractor Memorable?

Think about the contractors you’ve hired yourself. What stuck with you?

e Thetech who took time to explain what was wrong.

e The company that showed up when no one else would.
e Theinvoice that came with a personal thank-you note.
e The crew that was friendly, clean, and on time.

It’s rarely about “marketing.” It’s about how they made you feel.

A brand isn’t what you say. It’'s what people remember—and tell others.

Ask Yourself:

e What do customers say about us after the job’s done?
e Whatwould | want them to say?
e Are we giving them anything worth talking about?

This is the start of intentional branding. And it matters. In a crowded market, people don’t always
choose the cheapest contractor. They choose or reject the one who made an impression—good or
bad.

Branding, the Right Way

Real branding for contractors means:

e Saying things that sound different from your competitors
e Acting in ways that make customers trust you more
e Showing up with a consistent voice, tone, and vibe everywhere

Let’s look at a few examples.

Everyone says:

“We’re family owned.”

You say:

“We’ve been keeping water heaters happy since 1994. And we treat your home like it’s Grandma’s.”
Everyone says:

“Fast, affordable, quality service.”

You say:

“No fluff, no four-hour windows. We show up, fix it, and clean up.”



That’s a brand voice.

It’s confident, consistent, and human. It feels real. And it sticks.

One Word of Warning

Don’t copy what you see other contractors doing just because it looks slick.

Your real advantage is that you’re not a giant company. You’re a real person, with real values, doing real
work.

Use that. Build a brand that feels like you, sounds like you, and acts like you on your best day.
Because when people feel like they know you, they’ll trust you.
And when they trust you, they’ll hire you—again and again.

All that we’ve discussed here helps shape your brand. Now let’s give that brand a voice and some
consistency.

NEXT CHAPTER

Chapter 10: How to Find—and Stick to—Your Brand Voice

Think of your brand voice as your personality in print.

It’s how you sound when someone reads your website, your ads, or even a text message from your
company. It’s what separates you from the dozens of other contractors who all say the same things in
the same way.

A strong brand voice doesn’t just help people remember you—
It helps them like you before they’ve even met you.

And the best part? You already have a voice.

You just need to use it on purpose.

What Is a Brand Voice?

It’s not your logo.
It’s not your color scheme.
It’s not the jingle your buddy’s cousin made for you on Fiverr.
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It’s the tone, language, and vibe that comes through in everything you put out into the world.
Your brand voice could be:

e Friendly and straightforward
e No-nonsense and confident
e Lighthearted and neighborly
e Professional and calm under pressure

The key is: it needs to feel like you.

Because in the home services world, people don’t hire a brand—they hire a person they trust.

How to Find Your Voice (In 3 Questions)

If you’re not sure how you want to sound, start with this:

1. Ifyour company were a person, how would it talk?

(Down-to-earth? Blunt and efficient? Warm and helpful?)
2. What do your best customers say about you?

(“You guys were honest.” “You explained things clearly.” “You showed up when no one else did.”)
3. What do you not want to sound like?

(Pushy, salesy, corporate, cheesy, etc.)

Write down your answers. You just found your voice.

Stick to It Everywhere

Once you’ve locked in your tone, use it:

e Onyour website

e Inyour emails and texts

e Inyourestimates

e Onyour Google Business Profile
e Evenonyourinvoices

If you’re no-nonsense, don’t suddenly go all flowery and formal on your homepage. If you’re neighborly,
don’t send robotic texts that sound like a call center.

Consistency = trust. Trust = jobs.

Say This, Not That

Here are a few quick tone swaps to tighten up your voice:



Instead of this... Say this...

“Providing comprehensive HVAC “We fix heat and AC. Fast,
solutions...” fair, and done right.”
“Contact us to initiate your service “Give us aring or text us
request.” here to get started.”

“We’ve been showing up
and getting the job done
since ’03.”

“Established in 2003, we strive for
excellence...”

Do you see the difference? One’s forgettable. The other feels human.

Bottom Line:

You don’t need a marketing degree to sound like you. You just need to stop hiding behind generic
language and start talking to customers like you already do in person.

Your brand voice is the bridge between your reputation and their decision. And when that bridge
feels real, the phone rings more often. And those calls that lead to more work give us another great
marketing opportunity: customer experience.

If you do it right, it’s a never-ending cycle of fresh leads, new business, and happy customers.

NEXT CHAPTER

Chapter 11: Customer Experience Is Marketing

You can have the best website in town. You can rank #1 on Google. You can run killer ads and rake in
100 leads a month.

But if your customer experience stinks?

None of that matters.

Marketing gets people in the door.

Customer experience keeps them coming back—and telling others.

And in the trades, where referrals and reviews make or break your reputation, your on-the-job
experience is part of your marketing funnel.

Page 30 of 66



Good Experience = Repeat Business

Most contractors think marketing ends when the lead becomes a job. Wrong.
Marketing ends when the customer:

e Leaves areview
e Refers afriend
e Calls you the next time they need help

And that only happens if their experience with you was smooth, respectful, and confidence-building
from start to finish.

Think about it like this:

You’re not just fixing a broken furnace.
You’re fixing a moment of stress, frustration, or urgency in someone’s life.

If you show up late, leave a mess, don’t explain the issue, or make the homeowner feel dumb? That’s
the story they tell—not how great your actual work was.

What a “Bad” Experience Looks Like (Even If the Work Was Good)

e Tech shows up without a name badge or branded shirt
e Nobody calls to confirm or give an ETA

e Theyleave muddy footprints on the carpet

e Theinvoice has surprise charges

e No follow-up after the job

None of these are major screw-ups. But together, they leave a bad taste in someone’s mouth.

And that bad taste?
It becomes a one-star review or a “meh” story at the next neighborhood barbecue.

What a “Great” Experience Looks Like

e Prompt scheduling and friendly communication
e Clear explanation of the issue and fix

e Clean, polite, and professional on site

e Nosurprises on the bill

e Asimple thank-you and request for a review

Nothing fancy. Just respect, reliability, and follow-through.



That turns customers into your best marketing team.

Key Stat: Over 80% of customers say the service experience is as important as the service itself.
[Source: Salesforce State of the Connected Customer, 2023]

Think of the Whole Journey

From their first Google search to your final handshake, every touchpoint matters:

e Website clarity

e First phone call

e Scheduling experience

o Day-of-service professionalism
¢ Invoice and follow-up

Every part of that journey is a chance to build loyalty. Or lose it.

Bonus Tip: Automate the Follow-Up

A quick text or email after the job can go a long way: “Thanks for choosing us today! If you’re happy
with our work, we’d love a review here: [link]”

It’s simple. It’s professional. It gets results.

Customer Experience is Marketing.
Treat it that way, and your reviews, referrals, and repeat business will grow—without spending an extra
dime on ads.

Of course, a big part of that prolonged customer experience, leading to repeat business and referrals,
is trust.

NEXT CHAPTER

Chapter 12: The Role of Trust in Long-Term Success

If there’s one thing homeowners are desperate for when hiring a contractor, it’s trust.
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Not speed.
Not price.
Not even reviews—those come second.

They want to feel like they’re not going to get:

e Overcharged

e Ghosted

e Talked down to

¢ Leftwith a half-finished job

That fear is real. And the companies who win the long game are the ones that eliminate it from the very
first interaction.

Trust is your most valuable asset.
It’s what turns strangers into customers—and customers into loyal fans.

Why Trust Matters More Than Ever

Years ago, people relied on personal referrals to hire contractors. Now, they rely on:

e Online reviews

¢ Your Google profile

e Yourwebsite

¢ Yourresponsetime

e Your communication style

That means your first impression is digital. And you don’t have a lot of time to earn their confidence.

Key Stat: According to Edelman’s Trust Barometer, 81% of people say trust is a dealbreaker or a

deciding factor in their buying decisions.
[Source: Edelman Trust Barometer, 2023]

How to Build Trust (That Lasts)

You don’t need a slick brand or a big advertising budget to earn trust. You need:

e Clarity — Be transparent about what you offer and what it costs.

e Consistency - Say what you’re going to do—then do it.

e Communication - Keep people in the loop before, during, and after the job.
e Cleanliness - Leave the job site looking better than when you arrived.

e Courtesy - Treat every customer like you’re trying to earn their next referral.



Trust Is Earned Every Step of the Way

Trust doesn’t just come from doing a good job.
It comes from how you make people feel while doing it.

e Do you show up when you say you will?
e Do you answer questions patiently?
e Do you own mistakes if something goes wrong?

These moments build trust faster than any ad campaign ever could.

Trust = Loyalty = Long-Term Success

When someone trusts you:

e Theydon’t shop around the next time they need help.

¢ Theyrecommend you without hesitation.

e Theydefend you if someone questions your price or approach.
e They leave glowing reviews that bring in even more business.

e You’re not just their contractor—you’re their go-to.

That’s how you go from chasing jobs... to having a calendar full of repeat and referral work.

Here’s the truth:

You don’t need to be the cheapest.
You don’t need to be the biggest.
You just need to be the most trusted.

And that trust will be a big step in the right direction of becoming the go-to name in your market.

NEXT CHAPTER

Chapter 13: Becoming the Go~-To Name in Your Market

Every market has “that one guy.”

The plumber everyone calls.
The HVAC company that always gets recommended.
The electrician your friend already has saved in their phone.
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It’s not luck. It’s not magic.
It’s consistency, trust, and visibility—stacked over time.
And the good news? With the right approach, you can become that company.

Not just a name on a list—
The first name people say when someone asks, “Who should | call?”

What It Means to Be “Go-To”

Being the go-to doesn’t mean you’re the cheapest.
It doesn’t even mean you’re the busiest. It means:

¢ You’ve earned enough trust to be referred without hesitation
¢ You show up everywhere people look for your service
¢ You’ve stayed consistent enough that people remember you
This kind of brand power doesn’t come from one viral ad or one big promotion.

It comes from small wins that stack over time.

How to Build Local Dominance (Without a Big Budget)

1. Be Present:
Stay active on your Google Business Profile. Post updates. Add photos. Ask for reviews. Google
notices—and so do people.

2. Be Consistent:
Use the same logo, colors, tone, and message across your website, business cards, invoices,
trucks, and uniforms. That repetition builds recognition.

3. Be Reviewed:
Keep getting reviews—don’t stop. The more high-quality, recent reviews you have, the more
likely people are to trust and choose you.

4. Be Helpful:
Offer tips. Post FAQs. Share advice on seasonal maintenance. Even if they’re not ready to book
now, they’ll remember you later.

5. Be Visible Offline:
Branded trucks, yard signs, polite crews in clean uniforms—these things aren’t “extra.” They’re
walking billboards.



Key Stat: Studies show that people need to see your brand 5 to 7 times before they remember it.
[Source: Small Business Trends, 2023]

Keep the Flywheel Turning

Once people start referring you, reviewing you, and remembering you, your marketing gets easier.

e More reviews = more trust

e More trust = more leads

e More leads = more jobs

e More jobs = more visibility

e More visibility = more referrals

That’s a self-fueling machine.
That’s how you own your market.

Final Thought:

You don’t need to dominate the entire city.
You just need to own your zip code.

Start there. Deliver a killer experience. Build a recognizable brand.
And before long, you won’t be chasing leads.

They’ll be chasing you.

NEXT CHAPTER

Chapter 14: What Al Really Means for Contractors (And What
It Doesn’t)

By now, you’ve probably seen it everywhere:

“Al will change everything.”
“Robots are taking over!”
“Al can write your ads, book your jobs, and walk your dog.”

There’s a lot of noise out there—and a lot of confusion, especially in industries like home services.
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So, let’s clear the air.

Aliisn’t here to replace you.
It’s here to make you more efficient.

And no, you don’t need to be a tech wizard to take advantage of it.

What Al Actually1s (In Plain English)

Al—artificial intelligence—is just software that can “think” or make decisions based on patterns and

data.

Think of it like an extra smart assistant that never sleeps:

It reads data fast

It notices trends

It suggests improvements

It helps you respond quicker, smarter, and more consistently

It’s not perfect. It’s not magic. But it is useful.

How Al Shows Up in Your Business (Right Now)

You may already be using Al tools and not even know it. Here are a few examples:

Google Ads Smart Campaigns: Al decides which ads to show to which users based on their
behavior and search intent.

Review Requests: Automated texts or emails triggered by job completion.

Chatbots: Al-powered messengers that answer FAQs on your website or Facebook page 24/7.
Call Routing: Al can screen calls, score lead quality, or route calls to the right person.
Appointment Scheduling Tools: Tools like Calendly or Housecall Pro utilize automation to
enable customers to book appointments without phone tag.

Key Stat: According to Verizon’s 2024 Small Business Tech Report, 38% of small businesses are now

using Al tools to assist with marketing, lead generation, and customer service.
[Source: Lifewire]

What Al Can’t (and Shouldn’t) Do

Al is powerful—but it’s not a replacement for:

Customer service with empathy
Hands-on marketing strategy
The human touch that builds trust



Yes, Al can help you write an email. But it can’t show up with a friendly smile and boot covers.
Yes, it can track calls. But it can’t build relationships.
And if you try to automate too much, you start to feel cold and robotic—which kills trust.

The best use of Al is to support your team—not replace it.

Balance is Everything

The sweet spotis this:

e Use Al to handle repetitive, time-sucking tasks (like sending reminders or answering basic
questions)
¢ Useyour human team to focus on relationships, service, and trust

That’s the winning combo.

A Contractor-Friendly Way to Look at It
Think of Al like a tool in your truck:

e Ithelpsyou getthe job done faster
e Itreduces human error
e It’s only useful when you know what you’re trying to build

Al won’t fix a bad strategy. But if you’ve got the right goals, it’ll help you reach them faster and more
efficiently.

You Don’t Have to Understand How AI Works

You just need to know what it’s good for—and what to avoid.

In the next chapter, we’ll dive into how Al is changing lead generation and what smart contractors are
doing about it.

NEXT CHAPTER

Chapter 15: How Smart Tech Is Changing Lead Generation
Let’s talk leads.
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Every contractor wants more of them. But not just any leads—good ones:

e The kind that know what they want
¢ Thatlive in your service area
e Thataren’tjust price shopping or wasting time

That’s where smart tech—and a little help from Al—comes in.

Because in today’s market, it’s not just about getting attention.
It’s about getting the right kind of attention—and fast.

What Smart Lead Generation Really Means

In the past, lead generation meant one of three things:
1. Paying a directory like HomeAdvisor or Thumbtack
2. Running Google or Facebook ads manually
3. Hoping your website or referrals did the trick
Now, smart lead generation looks more like this:
e Al tools automatically test headlines, keywords, and offers to improve ad results
e Chatbots pre-qualify leads before you ever get on the phone

e Smart forms guide users based on their intent (like asking “Are you a homeowner?” or “Is this an

emergency?”)
o Systems track lead source, contact history, and follow-up allin one place

It’s not magic. It’s just smarter, faster, and more efficient than doing everything by hand.

Real-World Examples That Work

Here’s how forward-thinking contractors are using tech today:

e Google Local Services Ads (LSAs):
Google’s “pay-per-lead” platform that only charges when someone actually calls or messages.
Al decides who sees your ad based on reviews, proximity, and service relevance.

e Lead Scoringin CRMs:
Systems like ServiceTitan, Jobber, or GoHighLevel use Al to help prioritize hot leads based on
behavior, service type, or urgency.



e Automated Call Tracking:
Tools like CallRail or CallTrackingMetrics log where calls come from, record conversations, and
highlight which marketing efforts actually produce leads.

e Facebook Lead Ads + Auto Replies:
Facebook’s built-in forms + a quick-response bot = leads captured instantly and messaged
within seconds.

Key Stat: Companies that respond to new leads within 5 minutes are 100x more likely to convert them.
[Source: Lead Response Management Study, MIT]

The Benefit for Contractors

Here’s the bottom line:

¢ You spend less time chasing tire-kickers
¢ You stop missing out on good leads because of delayed responses
¢ You track what’s working, what’s not, and where to focus your money

All without hiring more staff or working longer hours.

That’s what smart lead generation is all about: working smarter, not harder.

One Word of Caution

Automation should enhance your brand—not replace it.

People still want to feel heard. If you automate too much and never follow up personally, they’ll feel
like just another number.

Use automation to open the door—then walk through it with a human touch.

Up next: Chapter 16 — Automations That Save Time and Win More Jobs

NEXT CHAPTER

Chapter 16: Automations That Save Time and Win More Jobs

Let’s be honest—contractors are busy.
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You’re quoting one job, wrapping another, texting a crew, checking on supplies, and trying to return
missed calls from the last 48 hours.

You don’t need more work—you need more control.
That’s where automation steps in.

Not to replace you.
Not to “make things fancy.”
But to keep your business moving even when your hands are full.

What Automation Means for Contractors

When people hear “automation,” they think of robots or complicated software.
But for your business, it can be as simple as:

e Atextthat goes out after aform is filled
e Areview request sent after the invoice is paid
o Afollow-up email if someone ghosts your quote

None of that requires a degree in tech.
It just requires the right tool—and a little setup.

Where Automation Saves You Time (and Headaches)

Here are 5 real-world automations used by home service pros:

1. Instant Lead Response Texts
o “Thanks for reaching out! We’ll be in touch shortly. Need us sooner? Call 555-1234.”
o Reduces drop-off. Keeps the lead warm.

2. Estimate Follow-Up Sequence
o Email ortext goes out 1 day, 3 days, and 7 days after sending a quote.
o Mostjobs are won in the follow-up, not the first pitch.

3. Job Completion > Review Request
o Automatically sends a message linking to Google, Yelp, etc.
o Review volume goes up without you remembering to ask.

4. Missed Call » Text Back

o “Sorry we missed your call. Want to text us instead?”



o Greatforweekend or after-hours inquiries.
5. Seasonal Reminders
o Email or SMS reminders for furnace tune-ups, spring AC checks, or roof inspections.

o Builds long-term loyalty without needing to remember who’s due for what.

Tools That Make It Easy

These platforms offer plug-and-play automation features:

¢ Housecall Pro - Review requests, scheduling, and follow-ups

o Jobber - Great for workflows, invoices, and client reminders

e GoHighLevel - A full CRM built for local service businesses (with text/email automation baked
in)

e CallRail - Missed call textbacks and smart call tracking

e Zapier - Connects tools together with “if this, then that” rules

You don’t have to set all of this up at once. Start with one.

You’ll see results right away—especially when it comes to reviews, missed leads, and re-engagement.

Automate the Process—Not the Personality

Remember: automation is a system, not a script. You can still sound like you.
Add your name. Use casual language. Include emoijis if it fits your vibe.

“Hey Mike—it’s Jack with All-Temp Heating. Just following up on your quote from Monday. Any
questions | can clear up?”

That’s automation done right.

Automation doesn’t just save time.
It books jobs, keeps customers happy, and makes your business feel organized—even when
you’re slammed.

And best of all? Once you set it up, itjust runs.

Next up: Chapter 17 — Using Al Tools Without Sounding Like a Robot
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NEXT CHAPTER

Chapter 17: Using Al Tools Without Sounding Like a Robot

Here’s the irony: the more people use Al, the more generic their marketing starts to sound.

e “We are committed to providing top-notch service for all your plumbing needs.”

e “Our expert team ensures quality solutions for residential and commercial clients alike.”
Sound familiar? It’s copy-paste marketing soup.

Al can be powerful. But if you don’t guide it, it can make you sound like a robot in a room full of other
robots.

So how do you use Al tools to your advantage without losing your personality?

Let’s break it down.

Use Al as a Drafting Buddy, Not a Replacement

Think of Al like a great first pass. It can:

e Helpyou write Google Business Profile posts
e Suggest headlines for ads or emails

e Brainstorm social postideas

e« Draftresponses to common questions

e Clean up spelling or grammar

But it needs you to make it sound human.
Add your tone. Your humor. Your “you-ness.”

If you’re casual in person, don’t let your emails sound like legal documents.
If you crack jokes with customers, let that personality shine online.

How to Humanize Al-Generated Content

Here’s a quick formula to follow when using Al to write anything from ads to blog posts to customer
communications:



1. Trim the fluff
Delete generic lines like “At ABC Heating, customer satisfaction is our #1 priority.” If you’ve
heard it a million times in your life, so have they.

2. Add real words you actually use
Instead of “Our technicians are highly skilled in HVAC services,” try:
“Our techs know HVAC inside and out—no guesswork, just solid repairs.”

3. Mention something specific
Did you fix an AC during a 105° heatwave? Say it.
Did your crew work late to help a family before a snowstorm? Say it.

4. Read it out loud
If it sounds like something you’d never say on the job? Rewrite it.

Good Al Sounds Like You... On Your Best Day

Let’s say Al writes this for a Facebook post:

“ABC Plumbing is proud to offer high-quality drain cleaning services. Schedule today for optimal
results.”

Now let’s make it sound like a real person wrote it:

“Clogged drain? We’ve got you. Quick service, no mess, and zero weird smells left behind. Call us
before it backs up (literally).”

Same message. Totally different feel.

That’s the difference between ignored and remembered.

Al Tools That Work Well (When Guided)

e ChatGPT/ Claude / Jasper Al — Great for drafting content, replying to reviews, or generating
FAQs

e Grammarly - Helps polish grammar without sounding too formal
e Surfer SEO or Clearscope — Optimize website content without keyword stuffing
e Canva + Al caption tools — Pair images with casual captions quickly

These tools save time—but you still steer the ship.

Don’t Let Al Do Your Thinking
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Al should never:

e Write your “About Us” page from scratch
¢ Handle review replies without your oversight
e Generate auto-texts that sound robotic or cold

Because while speed matters, connection matters more.

People can smell fake a mile away. And no one recommends a business that feels like it was built by a
bot.

Use Al to move faster. But always filter it through you.

Your voice is your brand. Keep it real, and people will remember who you are—long after the
competition’s copy-paste pitch fades away.

Up next: Chapter 18 — Staying Human in a Tech-Driven World

NEXT CHAPTER

Chapter 18: Staying Human in a Tech~Driven World

You’ve probably noticed a theme by now:

Technology can help you win more jobs...
Butit’s your humanity that keeps people coming back.

And as the world gets more automated, more digital, and more Al-assisted, the businesses that stand
out aren’t necessarily the most high-tech.

They’re the most human, honest, and real.

Why the Human Side Still Matters

People don’t remember perfect emails.
They remember:

e Thetech who called ahead and showed up early
e Thereceptionist who sounded like she wanted to help



The plumber who shook their hand and smiled
The follow-up text that felt like it came from a friend—not a bot

Even in 2025, connection still matters.

And no tool, no chatbot, no Al-generated message can beat the feeling a homeowner gets when they

say:

“These guys actually cared.”

Human Moments That Build Loyalty

Here are five small human touches that build long-term business better than any tech stack:

1.

Use the customer’s name.
In texts. In person. In follow-ups. It shows respect.

Send a thank-you message.
Not automated. Not templated. A real “Thanks for choosing us” goes a long way.

Answer the phone like a pro.
Friendly, fast, and helpful. No grunts, no attitude, no confusion.

Listen more than you talk.
Most customers don’t know the technical issue—they know the pain. Hear that first.

Follow up without selling.
Just check in: “Everything still working okay? Let us know if you need anything.”

These moments don’t require software. They require care.

Use Technology to Create Space for Humanity

The best reason to automate a lead response or review request?

So you have more time to be present, be thoughtful, and be human with your customers.

Let tech handle the repetitive stuff.

Let you handle the relationships.

Because no one refers a CRM.

They refer you.
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The Contractors Who Win Are the Ones Who Balance Both

Too much tech? You feel like a machine.
Too little tech? You fall behind and get buried by faster competition.

But if you:

e Automate the right stuff
¢ Keep your messaging authentic
e Stay connected with customers beyond the job...

You’ll win on both fronts.

Efficient. And unforgettable.

In the next section, we’ll shift gears a bit—from the tools to the mindset.

What happens when DIY marketing stalls out?
What should you expect from a pro partner?

NEXT CHAPTER

Chapter 19: Why Most DIY Marketing Fails (And How to Avoid
It)
If you’ve ever said,

“Ill just do it myself,”
when it comes to marketing...

You’re not alone.

Contractors are problem-solvers by nature. You built your business from the ground up. You’ve figured
out how to fix almost anything. So naturally, you figure:

“How hard can it be to run a few ads, tweak my website, and post on Facebook?”
But here’s the truth:

DIY Marketing Sometimes Works—Until it Doesn’t.

It gets you started. Maybe brings in a few leads. But sooner or later, the wheels wobble:



e You forget to update your website for six months

e Leads slow down, and you’re not sure why

e Your Google listing gets flagged and disappears

e You boost a Facebook post and get nothing

¢ You burn out, hand it off to a cousin, and hope for the best

Sound familiar?

You’re not failing because you’re bad at marketing.
You’re failing because you’re trying to do everything.

And that’s not sustainable.

The 3 Big Reasons DIY Marketing Falls Apart

1. NoTime to Do It Right
You’re in the field. You’re quoting jobs. You’re running payroll. When marketing gets shoved to
the bottom of your list, it stops working.

2. No Strategy
Posting on social media just to post or throwing money at ads without tracking ROl is a fast path
to burnout—and wasted cash.

3. No Clear Measurement
You don’t know what’s working. No call tracking. No conversion data. Just gut feelings and
crossed fingers.

Marketing without data is just guessing.

What Smart Contractors Do Instead

They still stay involved.
They still approve messaging.
They still know what’s going on.

But they don’t run their marketing solo.
They get help—strategic help—from people who specialize in things like:

o \Website optimization

e Lead tracking

e Google Ads and LSA management
e Local SEO and GBP setup

e CRM and automation tools
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e Review generation

And just like you tell your customers: “You could try to fix it yourself, but it’s better when a pro handles
it.”

Same idea here.

What You Should Never Do (Even If You DIY)

If you’re still doing it yourself—or working with a low-budget freelancer—watch out for these red flags:

e Buying fake reviews (can get your listing suspended)

o Keyword stuffing your website (Google will ignore it)

e Using the same copy on every service area page (bad for SEO)
e Letting Al write everything without editing it

e Ignoring negative reviews (or responding with anger)

DlY is fine—as long as you know where the limits are.

The Fix: Focus on What You Do Best

You didn’t become a contractor to spend nights fiddling with ad dashboards or watching YouTube
videos on meta descriptions.

You became one to build, fix, and deliver top-quality service. Let marketing be someone else’s zone
of genius—so you can keep crushing yours.

Up next: Chapter 20 - What to Look for in a Marketing Partner

NEXT CHAPTER

Chapter 20: What to Look For in a Marketing Partner

If you’ve ever worked with a marketing agency—or even just talked to one—you’ve probably heard
some version of this:

“We’ll get you ranked #1 in no time.”
“Our secret strategy will flood your phone with leads.”
“We’re full-service. We do everything!”



And maybe you believed them. Maybe you even paid them.

Then... crickets. Confusing reports. No real increase in jobs. Or worse—Iless trust, more frustration,
and wasted money.

Finding the right marketing partner can feel like hiring a sub who talks big but never shows up with the
right tools.

But here’s the good news: there are great partners out there.

You just need to know what to look for—and what to avoid.

What to Watch Out For (Red Flags)

Let’s start with the warning signs:

e Overpromising results ("We’llrank you #1 on Google in 30 days")

e One-size-fits-all packages (every roofer, plumber, and HVAC tech gets the same plan)
¢ No transparency (they can’t explain what they’re doing or why)

e No tracking or reporting (you’re in the dark about where your money goes)

¢ Long contracts with no way out (they lock you in before proving themselves)

If they can’t clearly explain what they’re doing in plain English, walk away.

What a Good Partner Looks Like

Here’s what you do want from a legit marketing team:

1. Industry Experience
They’ve worked with contractors. They understand local service businesses. They know the
difference between a plumbing lead for a water heater versus an HVAC lead for a heat pump
installation quote.

2. Clarity and Communication
You’re not left guessing. You know what’s happening each month, what they’re working on, and
what the results mean.

3. A Custom Game Plan
Not just tactics—but a strategy tailored to your business, your goals, and your local market.

4. Lead Tracking and Results
They show you how many leads came in, where they came from, and what they cost.

5. Support, Not Confusion
They talk like a real person, not a tech dictionary. They want to help—not impress you with
jargon.
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Key Stat: According to Small Business Trends (2024), only 30% of small businesses say their current
marketing partner delivers measurable ROL
That’s a problem—and an opportunity to stand out.

A Good Partner Feels Like a Crew Member—Not a Vendor
They should:

e Ask questions about your business

e Understand seasonality and service area quirks
e Care about quality leads—not just traffic

e Suggest smart changes (not just “more spend”)
e Stick around when things aren’t easy

You want someone who thinks like an owner. Not someone just running your ads and cashing
checks.

Questions to Ask Before You Hire

e How do you measure success for businesses like mine?

e How often will we review results together?

e Dol own mywebsite and data if | leave?

e Whattools or platforms will you use—and why?

e Canlsee examples of results you’ve gotten for similar companies?

If they can’t answer these confidently—or they dodge the question—it’s a red flag.

Bottom Line:

You don’t need a flashy agency with a downtown address and a fleet of buzzwords. You need a partner
who understands your business, respects your budget, and works like your success is tied to theirs.

Because when you find the right one, it’s not just marketing.
It’'s momentum.

Next up: Chapter 21 — Marketing as a Long-Term Investment, Not a Short-Term Fix



NEXT CHAPTER

Chapter 21: Marketing as a Long-Term Investment, Not a
Short-Term Fix

Let’s be real:

Most contractors think of marketing like they think of fixing a leak.

The phone’s not ringing > “We need leads.”
Business slows down > “Let’s run an ad.”
Competitor shows up online > “Better get a website up.”

In other words, marketing becomes a reaction.
But the best contractors—the ones who grow year over year—don’t treat marketing like a patch job.

They treat it like a business asset that compounds over time.

The Foundation You Build Now Pays Off Later

A solid website.

A trusted brand voice.

A strong Google presence.

A process for collecting reviews.

A lead response system that never drops the ball.

Each of these things might not double your revenue today—but done consistently, they stack into long-
term wins.

e Everyreview makes the next one easier to get

e Everyblog post strengthens your SEO footprint

e Every email follow-up keeps a past customer warm

e Every automated text stops a lead from going cold

e Every photo you post gives people more proof to trust you

Key Stat: According to HubSpot’s 2024 Marketing Trends report, companies that invest in consistent,
long-term marketing strategies grow 70% faster than those that rely on short-term promotions.
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Why the Quick Fix Mentality Fails

“Let’s try Facebook ads for a week.”
“Let’s boost this post.”
“Let’s turn on Google Ads for two days and see what happens.”

That’s not marketing. That’s gambling.

You need to give your efforts time to work, time to optimize, and time to build traction. Otherwise,
you’ll always be starting over.

Think of It Like a Truck

A great marketing system is like a dependable work truck:

e You keep ittuned up
¢ Youinvestinitbecause it keeps your business moving
e Itdoesn’t always feel exciting—but it’s always working

Compare that to a quick-fix marketing hack. That’s more like a rental with no oil changes: fine for a day,
but unreliable for the long haul.

Marketing isn’t just to get leads now.
It’s to build a business that grows on purpose.

The Contractors Who Win Long-Term...

e Don’t panic when leads slow down—they trust the process

o Don’tkeep switching agencies—they build real partnerships
e Don’tchase shiny objects—they double down on what works
e Don’tjust“run ads”—they build a brand

They’re playing chess, not checkers.

And that’s the difference between being busy... and building something that lasts.

NEXT CHAPTER

Chapter 22: Your Next Move

If you’ve made it this far, here’s what you already know:



e Youdon’t need to become a marketing expert

e You do need to show up where people are looking

e Trust, speed, and consistency beat flash every time

e Afew small changes can unlock a lot more business

e The bestleads don’tjust come from ads—they come from reputation

But here’s the most important thing:

You’re not starting from scratch.
You’ve already built something valuable.

This book hasn’t been about starting over.
It’s been about tightening up, leveling up, and finally getting the credit—and leads—you deserve.

What You’ve Built Is Worth Marketing

You’re not just another contractor in the search results.
You’re someone who:

e Solves real problems

e Shows up when others don’t

e Builds relationships, not just systems

e Cares about doing things the right way
So let your marketing reflect that.

Stop blending in.
Stop waiting for word-of-mouth.

Stop handing leads to companies who look better online—but deliver worse in person.

You’ve Got Two Options

Option 1:
Do nothing. Hope things get better. Wait for more referrals. Keep patching your pipeline.

Option 2:
Take the next step—on purpose.

That might mean:

e Updating your website
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e Getting serious about reviews
e Finally fixing your Google listing
e Setting up a system to follow up with every lead

e Orbringingin a partner who can help you do all of it—without the runaround

% Need a Hand?

If you’re ready to grow your home services business, not just market it—that’s what we do.
We specialize in helping contractors:

e Getfoundonline

e Bookbetter leads

e Stop wasting money on things that don’t work

¢ And build a business that lasts—not just limps along

No pushy sales talk. No hype. Just real help, from people who get the trades.

Let’s talk.
Let’s build.
Let’s grow something that works.

Thanks for reading.
Now let’s make sure the next job you book... isn’t just another lead.
It’s the start of your next level.




Glossary of Digital Marketing Terms

e A/B Testing — Comparing two versions of a website, ad, or email to see which one performs
better. Example: testing “Call Now” vs. “Schedule Your Service” on your homepage.

e« Ad Extensions - Extra info in a Google ad, such as your phone number or service area. Makes
ads more useful and clickable.

e Analytics — Data about what visitors do on your website. Google Analytics shows traffic, time
spent, and whether visitors convert into leads.

e Backlink - A link from another website pointing to yours. The more trustworthy the source, the
better it can help your SEO.

e Bounce Rate - The percentage of people who leave your website without taking action. A high
bounce rate could mean the page wasn’t helpful or took too long to load.

e Branded Search - When someone searches for your business name directly (like “Smith’s
HVAC?”). These are usually high-intent leads.

e Call-to-Action (CTA) - A phrase prompting the user to act. Examples: “Book Online,” “Get an
Estimate,” or “Call 24/7.”

e Click-Through Rate (CTR) - The percentage of people who saw your ad or link and clicked on it.
Higher CTR = better engagement.

e Conversion-When a website visitor becomes a lead by calling, booking, or filling out a form.

e« Conversion Rate (CR) - The percentage of visitors who become leads. If 100 people visitand 5
call, your conversion rate is 5%.

e CRM (Customer Relationship Management) — A tool to track customer info and interactions.
Helps with follow-ups, reviews, and repeat business.

o Display Ads - Graphic ads that show up on websites, not in search results. Often used for
brand awareness or retargeting.

e Disavow File - Atool used to tell Google to ignore low-quality or spammy backlinks to your site.

¢ Duplicate Content - Content that appears on more than one page (either on your site or across
the web). Can hurt SEO if not handled properly.
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EEAT (Experience, Expertise, Authoritativeness, Trustworthiness) - What Google looks for in
high-quality sites. For home services, this could mean showcasing licenses, reviews, years in
business, and local work.

Engagement — How users interact with your content: scroll time, clicks, comments, shares,
etc.

Exact Match Keyword - A keyword targeting method in paid ads where the search query must
match the term exactly (e.g., [emergency plumber near me]).

Funnel - The stages a customer goes through: awareness, consideration, and decision.
Example: Seeing your display ad - visiting your site > booking an appointment.

Google Ads — Google's pay-per-click advertising platform. Used to show your service ads when
homeowners search for related terms.

Google Business Profile (GBP) — A free tool that controls how your business appears in Google
Maps and local search. Crucial for local SEO.

Google Search Console — A free tool that shows how your site is performing in Google search
results.

Header Tags (H1, H2, etc.) - Headings used on webpages to structure content. Helps with SEO
and readability.

Heatmap - A visual tool that shows where users are clicking or scrolling on a page.

Impression — Each time your ad or listing is shown. Does not mean someone clicked it—just
that it appeared.

Indexed Page — A webpage that Google knows exists and is eligible to appear in search results.

Keyword — A word or phrase people search for. Example: “furnace repair Austin.”

Keyword Stuffing — Overusing keywords in a way that sounds unnatural. Hurts SEO and user
experience.

Landing Page — A web page specifically designed to convert visitors into leads. Usually tied to a
paid ad campaign.



Lead Magnet - Something valuable you offer in exchange for contact info—like a downloadable
seasonal checklist.

Local Pack - The box of 3 map listings that appears for local searches like “plumber near me.”

Meta Description — A short description that appears under your webpage title in search results.
Doesn’t directly affect ranking, but does affect clicks.

Mobile Optimization — Making sure your website works well on phones and tablets. Over half of
all service searches happen on mobile.

NAP (Name, Address, Phone Number) — Consistency of these details across the internet
helps with local rankings.

Organic Traffic — Visitors who land on your website from unpaid search results.

Off-Page SEO - Actions taken outside your website to boost rankings, like link building and
citations.

On-Page SEO - SEO tasks done on your site, such as content optimization and internal linking.

PPC (Pay-Per-Click) — A form of digital advertising where you pay only when someone clicks
your ad.

Page Speed - How fast your website loads. Impacts SEO and conversion rates.

Pixel - A piece of code placed on your website to track visitor actions (e.g., Facebook Pixel).

Quality Score — A Google Ads metric that rates your ad's relevance and landing page
experience. Affects your cost per click.

Remarketing —- Showing ads to people who previously visited your site but didn’t take action.

Responsive Design — A website layout that adjusts to different screen sizes (desktop, phone,
tablet).

Review Generation — The process of collecting positive customer reviews to boost trust and
rankings.
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Schema Markup - Code added to your website that helps search engines better understand
your content. Can add stars, pricing, or FAQs to your listings.

SEO (Search Engine Optimization) — The process of improving your site so it shows up in
search engines.

SERP (Search Engine Results Page) — The page you see after doing a Google search.

Spammy Links — Low-quality or fake backlinks. Can hurt rankings and may need to be
disavowed.

Title Tag — The clickable blue link in search results. Should include keywords and make users
want to click.

Tracking Number — A phone number used in ads or websites to track lead sources.

URL (Uniform Resource Locator) — The web address of a page. Example:
yoursite.com/emergency-plumbing.

UTM Code - Tags added to URLs to track traffic sources in Google Analytics.

Voice Search Optimization — Tweaking your content so it’s easy for smart speakers and mobile
voice assistants to understand.

White Hat SEO - Ethical SEO practices focused on long-term growth.

Website Conversion — When someone visits your website and completes a goal—calls, fills a
form, books a service.

Zero-Click Search - A search result that answers the question directly in Google, so the user
doesn’t need to click through.



Top Tools & Platforms Guide for Contractors

This is a curated toolbox of proven platforms and software that home service contractors, or their
digital marketing teams, can rely on. Each entry includes a brief description and suggested use case,
keeping your audience in mind.

SEO & Content Optimization Tools

Tool

What It Does

How it Helps Contractors

Google Search Console

Monitors how your site performs in
Google search results.

Helps you see which pages rank, which queries bring
traffic, and fix errors.

Yoast SEO (for WordPress)

Plugin that guides you to optimize
content for SEO.

Easy for teams using WordPress to add keywords,
meta titles, and schema.

Surfer SEO

Analyzes top-performing pages for
a keyword and provides content
guidance.

Great for writing service pages that match searcher
intent.

AnswerThePublic

Shows questions people ask about
your service.

Inspires blog or FAQ content that targets real search
queries.

Paid Advertising & Call Tracking Tools

Tool What It Does How it Helps Contractors
Runs pay-per-click (PPC) ads that ||High-intent leads from people actively searching for
Google Ads )
show up on Google Search. services.
CallRail Tracks where phone leads come Tells you what campaigns are generating calls and
from (ads, SEO, social, etc). conversions.
Tracks calls, forms, and chats Ideal for agencies or contractors who want unified
WhatConverts . .
across all sources. tracking and ROl clarity.
Local SEO & Review Tools
Tool What It Does How it Helps Contractors

Google Business Profile

Controls your local map listing,
including hours, reviews, and
photos.

The #1 local SEO tool. Keep it optimized and accurate
for best visibility.
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Tool

What It Does

How it Helps Contractors

BrightLocal

Tracks local rankings, citations, and
review performance.

Agency-grade insights to see how you rank locally
across cities and zip codes.

Nicelob / Podium / Birdeye

Helps generate and manage
customer reviews.

Automates review requests, monitors responses, and
improves reputation.

Website, Lead Flow & Analytics Tools

Tool

What It Does

How it Helps Contractors

WordPress

A flexible website platform.

Common choice for marketing-focused contractor
websites.

Elementor / Divi

Visual page builders for WordPress.

Let teams design pages with drag-and-drop ease—no
coding required.

Hotjar / Microsoft Clarity

Tracks how users scroll and click on
your site.

Shows where people drop off or ighore your CTAs. Fix
weak points fast.

Chat Widgets (Tawk.to,
LiveChat, Podium)

Adds real-time messaging to your
site.

Increases conversions by answering questions while
users are still browsing.

CRM, Scheduling & Communication

Tool

What It Does

How it Helps Contractors

Jobber / Housecall Pro

All-in-one platforms for scheduling,
invoicing, and CRM.

Great for managing customers and coordinating
marketing outreach.

ServiceTitan

High-end field service management
software.

Best suited for larger teams that require robust CRM
and reporting features.

Mailchimp / Constant
Contact

Email marketing platforms.

Keeps your customers engaged with reminders, tips,
or seasonal offers.




Digital Red Flags: What to Watch Out for in a Marketing
Company

Not all digital marketing partners are created equal. Whether you’re an HVAC technician, plumber,
roofer, or electrician, hiring the wrong agency can cost you time, money, and reputation. Here’s how to
spot the red flags early — before you sign on the dotted line.

1. “We Guarantee #1 Rankings on Google”

Why it’s a red flag:
No one—not even Google—can guarantee a #1 ranking. SEO is based on hundreds of changing
factors. Ethical marketers focus on results and progress, hot empty promises.

What to ask instead:

“How do you track progress and report improvements in my local visibility and leads?”

2. They Don’t Give You Access to Your Accounts

Why it’s a red flag:
You should own your Google Ads, Google Analytics, website logins, and Google Business Profile. If the
agency keeps control, you’re locked in—and at their mercy if things go wrong.

What to ask instead:

“Will I have full admin access to all accounts, even if we stop working together?”

3. You Get Reports... But Have No Idea What They Mean

Why it’s a red flag:
Some agencies flood you with confusing reports filled with vanity metrics like “impressions” and “page
views” instead of real business results like calls, bookings, and ROI.

What to ask instead:

“Can you show me how many leads and calls your work generated this month?”

4. They Focus More on Ranking Keywords Than Converting Visitors

Why it’s a red flag:
It’s easy to rank for obscure keywords that never generate leads. What matters is whether those
rankings turn into new customers.
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What to ask instead:

“Which keywords are most likely to drive leads in my area, and how will you help us convert traffic into
jobs?”

5. No Clear Plan or Timeline

Why it’s a red flag:
Avague promise of “more traffic” without a roadmap means they’re winging it. A good partner will
show you a phased approach — even if it’s flexible.

What to ask instead:

“What does the first 30, 60, and 90 days of our campaign look like?”

6. They Rely Too Heavily on Al or Mass-Produced Content

Why it’s a red flag:
Al tools can help, but auto-generated content with no editing or local relevance can hurt your brand —
and sometimes your rankings. Google rewards helpful, original, human-centered content.

What to ask instead:

“Do you use Al responsibly and pair it with human editing and local knowledge?”

7. They Recommend Tactics That Sound “Too Good to Be True”

Why it’s a red flag:
Things like fake reviews, shady backlink schemes, or keyword stuffing might offer short-term wins—
but they often lead to long-term penalties or banned listings.

What to ask instead:

“What'’s your process for getting reviews and building links? Can you show examples?”

Bonus: Quick Scorecard - Is This Marketing Partner Legit?

There’s an easy evaluation form you can use to help quickly determine if a digital marketing company
is the right fit for your needs... A Scorecard. When you're investing in your company’s future, you
need to keep score.

Rate each of the following 1-5 (1 = poor, 5 = excellent):



Question

Score (1-5)

Do they explain things in plain English, not just marketing jargon?

Will | retain ownership of all accounts and data?

Are leads and conversions part of their monthly reports?

Do they understand local service industries like mine?

Is their plan tailored to my market and not just a boilerplate?

Can they show success with other contractors or service businesses?

Add up the points:
e 25-30: Strong candidate
e 18-24: Ask more questions

e Under 18: Consider other options
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Get Your Free Website Audit

The first step to winning more leads online is understanding where your website
stands today.

Before you invest time or money into search engine optimization (SEO), it's essential
to have a professional website audit conducted by an expert. A proper audit
reveals what’s working, what's hurting your visibility, and what opportunities you’re
missing out on—so you can take action with clarity and confidence.

As a thank-you for reading The Contractor’s Guide to Digital Marketing, we at
Allegiant Digital Marketing are offering a free, comprehensive website audit.

To claim your free audit:

Email info@allegiantdigital.com with the subject line “"Free Web Audit” or call
855-675-1125

This full audit includes:

« A review of your current SEO performance
» Website speed and technical analysis

o Mobile usability check

« On-page and content analysis

e Local SEO opportunities

o Clear next steps to improve

No obligation. No catch. Just real insight from experts who help contractors grow
every day.

Closing Thoughts:

You’'re not alone in this. If you ever need help,
contact Chad at:

855-675-1125

info@allegiantdigital.com

Best of luck!




About the Author

Chad Markham is a recognized leader in the world of digital marketing and the CEO of
Allegiant Digital Marketing, a full-service agency backed by over 23 years of industry
success. Known for his deep expertise in SEO, SEM, social media strategy, and web
development, Chad has helped thousands of businesses—from scrappy startups to
Fortune 500 giants—grow their digital presence and drive real results.

Since 2021, Chad has also served as a Digital Marketing Instructor at the University of
Texas at Austin, where he shares his real-world insights with the next generation of
marketing professionals. His approach blends strategic thinking with a passion for
innovation, making him a trusted advisor to brands and business owners alike.

Outside the office, Chad is a devoted family man, a passionate music enthusiast, and
proudly holds an unofficial title as one of Austin’s resident billiards sharks. He lives by
the Zig Ziglar quote: "“You will get all you want in life, if you help enough other people
get what they want.”
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