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remodelers grow smarter, stronger businesses without
wasting time or money. We designed it for leaders
and teams in the remodeling and design industry with

practical strategies that drive real results.




Chapter in Brief

Chapter 01

The
Digital-First
Remodeling
Imperative

Modern home remodeling is now digital-first: 97% of
homeowners search online for contractors, and 62% won’t
consider a business they can’t find there. Word-of-mouth
happens through Google, reviews, and social media, with
75% of consumers judging credibility by web design and 88%
trusting online reviews like personal referrals.

A polished website, active social presence,
strong reviews, and consistent branding are as

critical as craftsmanship for winning jobs.

Digital marketing not only expands reach and attracts better
leads but also showcases work 24/7, tracks ROI, and future-
proofs businesses for tech-savvy homeowners and tools like
Al, AR/VR, and voice search. Simply put: if you're not visible
and credible online, you're invisible to much of your market.



What You Will Learn in Chapter One c

The Digital Shift
Nearly all [alelaalleliai=liis %) now begin their search

for remodelers online, meaning a weak digital presence
makes your business practically invisible.

Referrals Have Evolved

Traditional word-of-mouth has transformed into

eidieEertantellid 4 where Google searches, social media mentions, and

online reviews decide credibility.

Your Website = Your Storefront

Three out of four consumers judge a remodeler’s
trustworthiness within seconds of seeing their website —
el e e TR directly impact first impressions.

Reviews Drive Trust

et i alelalclelipislss trust online reviews as much

as personal recommendations, making reputation
management as critical as craftsmanship.

Consistency Wins

A cohesive, authentic brand across search, website, and
social channels reassures prospects and converts casual
browsers into[[i=Eel /A deaild=r el =i




Digital Marketing
Foundations for Remodelers

live online — and they expect the companies they hire to be online as well. Instead

of flipping through phone books or solely relying on neighborly recommendations,
homeowners hop on Google, social media, and review sites to find and vet remodeling
contractors.

Modern home remodeling businesses are entering a digital-first era. Homeowners today

An overwhelming majority of consumers now use online search to discover local businesses
(one survey put it at 97%. Just as striking, 62% of consumers will not consider a business if
they can’t find any information about it on the internet. In other words, if your remodeling
business has little to no online presence, you're virtually invisible to well over half of your
potential clients.

This chapter explores why establishing a strong digital footprint is no longer optional — it's
foundational to success in the modern remodeling industry.
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The Shift to a Digital-First
Remodeling Market

Not long ago, a remodeling contractor’s
reputation was built predominantly through
word-of-mouth and maybe a listing in the
local directory. Satisfied customers would
pass your name along to neighbors, and that
personal referral often sealed the deal.

Today, those personal referrals still happen
— but they’re just as likely to be shared or
verified online as in person. A homeowner
might post in a community Facebook group
or on Nextdoor asking, “Who’s a good kitchen
remodeler in the area?” or they might simply

search Google for “bathroom remodeling
near me’”

Even when a friend or family member does
recommend a remodeler, the first thing
the homeowner will do next is search for
that company on Google or check for their
website and reviews. In essence, traditional
word-of-mouth has now merged with the
World Wide Web. The referral might get
a homeowner interested, but your digital
footprint will often make the first impression.

Imagine a homeowner, Jane, who is eager to renovate her kitchen. A coworker mentions a local remodeler who did
a great job on their home. Excited, Jane Googles that contractor’s name during her lunch break. No website comes
up — just a sparse online listing with a phone number. She can’t find photos of their work, any reviews, or even a

logo that tells her she’s got the right company.
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Feeling uncertain about the contractor’s
credibility, Jane moves on. She searches
“kitchen remodeling contractors near me”
and finds a handful of businesses that do
have an online presence — polished websites
with project galleries, numerous five-star
reviews, active social media showing recent
projects, maybe even some helpful blog
articles about remodeling timelines and
budgeting. It's no surprise who Jane will call
first. The remodeler who relied only on an
old-fashioned word-of-mouth referral just
lost a potential customer because their
digital-first impression fell flat.

This shift in consumer behavior has been
swift and decisive. Homeowners increasingly
start their remodeler search online, and they
trust what they find there. One extensive
study noted that 46% of all Google searches
have local intent, — nearly half of searchers
are looking for products or services nearby.
When those homeowners search for
“remodeler in [Your Town],” you want to be
sure your business shows up.

Furthermore, those searches often turn
into actual leads very quickly: about 76%
of people who search on their smartphone
for a nearby service visit a business within
a day. This means if a homeowner finds
your remodeling business online in a local
search, there’s a good chance they’ll contact
or visit you within 24 hours. The digital world
isn't just for window-shopping; it drives
immediate action for local services like
home improvement.

Nearly all consumers now turn to online search
when seeking local businesses
use the internet to find local services, including
home remodelers.' For remodelers, this means
the vast majority of your prospective clients will
begin their journey on search engines or other
online platforms.

a whopping 97%

The implications for remodelers are clear:
if you want a steady pipeline of projects,
you need to meet homeowners where they
are — online. Grow Your Remodel Outfit
(GYRO) has observed this transformation
firsthand. In our experience partnering
with remodeling companies, we've seen
that those who embrace a digital mindset
quickly outpace competitors stuck in the old
ways. It's not about abandoning the power
of personal relationships or referrals — it's
about amplifying them.

Think of a satisfied client telling a neighbor
about your great work: that neighbor might
remember your company name, but they’ll
still likely Google you later. Your online
presence is what will reinforce (or undermine)
whatever goodwill that referral created.

As one marketing expert aptly put it, “In
today’s market, consumer trust is earned
online. Acontractor’s reputationisn’t just built
on word-of-mouth anymore — it’s shaped
by the digital footprints they leave across
review platforms. If you're not managing
your online presence, you’re missing out on
the first impression you never get to make
in person.”.

In short, your digital footprint has become
as important as your handshake and
craftsmanship in establishing trust with new
customers.
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Why an Online Presence Is
Essential for Remodelers

A strong online presence is more than just
a tech trend - it's the new cornerstone
of credibility and growth for service
businesses. Home remodeling is typically
a significant investment for homeowners;
they aren’'t going to hire just anyone. Before
a homeowner lets a contractor tear out
their kitchen or add a new room, they want
to be sure they’re dealing with a reputable,
professional business.

Increasingly,  consumers  use  online
information as a proxy for trust. If you're
absent online, or if your digital presence
looks unprofessional, people assume the
worst.

The data supports this: almost two-thirds of con-
sumers (62%) say they will disregard a business if
they find no trace of it online.l It’s as if not being
online means not existing at all in the modern
consumer’s mind.

Even having an online presence isn't enough
by itself — the quality of that presence matters
enormously. Your website, for example, often
serves as your digital storefront and the first
detailed interaction a prospect has with your
business. A cluttered, outdated website (or
no website at all) can scare off clients just
as much as a shabby, disorganized physical
office would. 75% of consumers admit to
judging a company’s credibility based solely
on its website design.

Think about that: three out of four people
will form an impression of whether your
remodeling business is trustworthy and
professional within seconds of viewing your
site. If your homepage looks dated, loads
slowly, or is hard to navigate, potential clients
may assume your work might be subpar

as well. On the flip side, a sleek, modern
website with beautiful photos of your
projects and clear information immediately
signals that you take your business (and by
extension, your clients’ projects) seriously.
It instills confidence. Your online presence
should convey the same level of quality and
attention to detail that you put into a kitchen
remodel or room addition.

Consistency across your digital channels
further reinforces this credibility.
Homeowners should get the same positive
impression whether they find you on Google,
Facebook, or a local directory listing. This
is where branding intersects with digital
presence. The look and tone of your online
content - logo, color scheme, project
photos, even how you describe your services
— all contribute to a cohesive image of your
company.

As a remodeler, youre fundamentally
selling trust (can you be trusted with my
home and money?) and vision (can you
make my home as beautiful as | imagine?).
A consistent, polished online brand helps
convince prospects of both. We at GYRO
have deep expertise in building beautiful
brands for remodelers, and we've found that
authenticity and consistency are key. People
can sense when a brand is honest and
aligned with their needs. Studies show that
86% of consumers say authenticity matters
when deciding which brands to support.3—
In other words, homeowners want to feel
like you're real, transparent, and truly care
about your craft and customers.

By crafting a brand identity that reflects your
values (and then expressing that through
your website visuals, your about page story,
your social media posts), you make it easier
for clients to trust you before you ever meet
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them. (The next chapter will dive deeper
into building a trustworthy brand and visual
identity for your remodeling business.)

Let’s not overlook a simple but critical point:
being easily found online expands your reach
beyond word-of-mouth. A recommendation
from a past client might net you one
additional call; being prominently visible on
Google can bring you dozens of leads from
people who have never heard of you before.
For example, appearing in the Google local
pack (the map and list of businesses that
show up for searches like “home remodeler
near me”) or ranking high in search results
for “basement finishing [Your City]” can put
your name in front of homeowners actively
seeking those services.

Later in this playbook, we’ll cover how local
search optimization works, but the takeaway
for now is that greater online visibility = more
opportunities to be considered by new clients.

And because many remodelers (especially
smaller, family-run operations) have been
slow to adopt digital marketing, those who
do invest in their online presence often find
it's a competitive advantage. One industry
survey noted that many small contractors
still do “very little digital marketing while
relying more on word-of-mouth and personal
networks.” If your competitors in town have
barely-there websites or neglect their online
reviews, you can leap ahead by being the
remodeler that does show up professionally
online.

62% of consumers say they will ignore a business if they can’t find any information about it online. A solid digital
presence ensures your remodeling company isn’t ruled out before you even have a chance to connect.
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How Modern Homeowners
Vet Remodelers Online

Today’s homeowners are savvier and more
research-driven than ever. Before making
a big decision like hiring a remodeling firm,
they’re doing their homework online in a
multi-faceted way. Understanding a typical
homeowner’s digital research journey will
highlight which aspects of your online
presence matter most.

1. They start with a search.

In most cases, the journey begins on a
search engine. A homeowner might type
“best home remodelers in [Town]” or “[Town]
kitchen renovation contractors” into Google.
If they have no specific company in mind,
they’ll likely click on one of the top results
or check out the local map listings. If they
do have a name (from a yard sign they saw
or a friend’s referral), they will search for that
specific business name.

Either way, showing up prominently here
is step one. Keep in mind that most home
services consumers don’t have a particular
company’s name on the tip of their tongue
when they search — one study found that in
many home-service categories,

Over 55% of consumers run a search before ever
scheduling any appointment, and most have no
firm company preference at that stage.

This presents a golden opportunity: if your
website is optimized to rank well (and you
have a strong Google Business Profile listing),
you can capture those undecided searchers.
The homeowner is essentially saying, “Who
should | consider for this job?” and a strong
online presence ensures your name is part of
that conversation. GYRO’s upcoming chapter
on Local SEO will explore strategies to get
you in that coveted mix of top search results.

2. They click and browse your website.

Once a homeowner finds you in search
results — or maybe they heard of you and
searched your name — the next thing they’ll
do is visit your website. This is where first
impressions are often cemented. Within
moments of landing on your homepage,
a potential client starts forming opinions:
Does this look like a professional, legitimate
company? Do their projects look high-
quality? Do they operate in my area and do
the kind of remodel | need? As noted earlier,
your web design heavily influences these
judgments (since 75% will judge credibility
by the website alone.

A well-crafted remodeling website will
immediately communicate your specialty
and value proposition: for example, showing
a beautiful hero image of a completed
renovation with a tagline like “Award-Winning
Kitchen and Bath Remodels in the Greater
Denver Area” lets visitors know they’re in the
right place.

On your site, homeowners typically look for a
few key elements right away:

Portfolio of past projects: High-resolution
photos or video tours of renovations you've
completed. This isn't just eye candy - it
helps clients imagine the possibilities and
see your craftsmanship. If a homeowner
wants a modern kitchen and sees you've
done many sleek modern kitchens, you just
scored points.

Services offered and areas served: Make it
crystal clear what type of work you do (e.g,,
additions, kitchens, bathrooms, whole-home
remodels) and where. Don’t make visitors
guess; if they can't tell within a minute
whether you handle their type of project,
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they may bounce to another site.

Credentials and experience: This includes
any licenses, certifications, years in business,
awards, or affiliations (like “BBB A+ Rated” or
“Houzz Best of 2025 Winner”). Such badges
and mentions instantly add credibility and
reassure the visitor that you’re an established
pro.

Contact info and calls-to-action: The
ultimate goal is to convert an interested
website visitor into an actual lead, so
your phone number, a contact form, or a
“Schedule a Consultation” button should be
prominent. It's surprising how many small
business sites hide their phone number or
bury the contact link; don’t do that. Make
it frictionless for a ready prospect to reach
you. Many remodelers also offer a free
consultation or estimate — highlighting that
offer on your site (perhaps via a button “Get
a Free Quote”) can entice people to take the
next step.

A positive  website experience can
dramatically increase the chances that a
prospect will contact you. Remember that
survey which found most people judge
credibility by web design; similarly, another
statistic shows

75% of people have made decisions on whether to
trust a company based on their website’s user ex-
perience (ease of finding info, mobile responsive-
ness, ete.)>.

As aremodeler, you’d never invite clients into
a messy, disorganized showroom to pitch
your services — think of your website the
same way. It should be clean, up-to-date,
and user-friendly, because it’s effectively your
24/7 showroom accessible from anywhere.

3. They check online reviews and ratings.

As the ACHR News industry study phrased
it, “online reviews are the new word-of-
mouth4 Long gone are the days when a
homeowner would hire a contractor sight-

unseen just because a neighbor said so.
Now, even if someone hears a good referral,
they’re highly likely to seek out what other
people are saying about your business
online. This usually means looking at your
Google reviews, and possibly Yelp, Facebook
recommendations, or specialized sites
like Houzz, HomeAdvisor, or Angi. Reviews
provide social proof. A strong majority of
homeowners trust them:

as personal recommendations.

91% of homeowners say online reviews are
important when choosing a contractor, and
88% of consumers trust online reviews as much

That last statistic is worth repeating — for
almost nine out of ten people, a stranger’s
review on the internet holds as much weight
as a friend’s endorsement.

What are they looking for in reviews? It's
not necessarily a perfect 5.0 score (in fact,
seeing only perfect ratings might look
suspicious). Most folks want to see quantity
of reviews, recency, and overall sentiment. A
remodeler with 2 reviews averaging 5 stars
is less convincing than one with 40 reviews
averaging 4.7. They’ll scan some comments
to get a sense of your reliability, quality of
work, and how you handle any issues.

Negative reviews are not a death sentence
if they are few and addressed professionally
- in fact,

reviews, because it feels authentic

67% of consumers say they value a business
more if they see a mix of positive and negative

What would spook a homeowner is a
pattern of unaddressed complaints or
recurring themes like “never finished the
job” or “poor communication.” We’'ll cover
online reputation management in depth
later, but suffice to say here that your digital
reputation precedes you. A remodeler’s
stellar craftsmanship won’t speak for itself if
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all the homeowner sees online is a handful
of lukewarm reviews or unresolved issues.
Conversely, excellent reviews can practically
close the sale for you — people have been
known to call one contractor over another
purely because “this one had way better
reviews and responses.”

A quick case in point: if Jane (from our earlier
hypothetical) finds two remodeling firms
online, one with an average 4.8-star rating
from 50 customers and detailed owner
responses to each review, and another with
a 3.5-star rating from 8 customers and no
responses, it’s obvious which company
immediately earns her confidence.

Surveys back this up: 57% of consumers
say they’ll only consider a business if it has
4 or more stars on review platforms.8 And
research by consumer insights firms shows
that businesses with excellent ratings can
charge a premium - people are willing to
pay up to 22% more for the same service if
the company has a strong online reputation.
The takeaway is clear: part of your digital
foundation is a proactive approach to
cultivating positive reviews and managing the
occasional negative. It pays real dividends in
trust and revenue.

4. They explore your social media and
other content.

Beyond your website and review scores,
today’s homeowner might do some light
social media stalking — and this is a step many
remodelers don’t even realize is happening.
A curious prospect might click the Facebook
or Instagram icon on your website (you have
those visible on your site, right?) to see your
profile. Or they search your company name
on Facebook directly. What are they looking
for? They might want to see recent project
photos, client comments on your posts, or
just whether you have an active presence.

If your last Facebook update was 2 years
ago or your profile is incomplete, it doesn’t
inspire confidence. On the other hand,
regularly posting project before-and-afters,

or tips like “5 Things to Consider Before
Finishing Your Basement” shows that
you're engaged and proud of your work. It
humanizes your company — clients may see
pictures of your team, behind-the-scenes
peeks, community involvement, etc. All of
that can subconsciously reassure them that
you’re an established, responsive business.

Another place homeowners look for ideas
and credibility is platforms like Houzz or
Pinterest. Houzz, in particular, is a huge
hub for home remodeling and design
inspiration, boasting over 65 million users
browsing and saving home design photos.
Many remodelers maintain a Houzz profile
with project portfolios and client reviews.
A homeowner who discovers you on Houzz
or sees that you’ve won a “Best of Houzz”
award will view that as a plus. It signals
you're active in the broader home design
community. Even if you don’t focus on those
platforms, it's wise to at least claim your
profiles so that any information found there
is correct.

Finally, some diligent researchers will even
Google beyond the obvious — they might
find blog posts or articles you’ve written, or
local news stories featuring your business.
Any authoritative content tied to your name
further boosts your credibility. For instance,
if a homeowner finds a blog post on your
site like “Understanding the Remodeling
Process: 10 FAQs Answered”, they’ll see
you as an educator and expert, not just a
salesperson. Being a source of valuable
information (content marketing) keeps your
brand top-of-mind and builds trust, which is
why we devote a chapter to content strategy
later on. As GYRO often advises our clients,
sharing knowledge generously online wins
loyalty — homeowners are more likely to hire
the remodeler who already helped them
learn something or envision their project.

In summary, modern homeowners will
check multiple touchpoints of your online
presence: search engine results, your
website, reviews, social media, and perhaps
community forums or design sites. Each of
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these is a channel that can either funnel
them closer to calling you or quietly turn
them away. It might sound like a lot to
manage, but the good news is that you can
approach it systematically — and once you
cover the basics, the same digital assets
will keep working for you 24/7 to attract and
convince clients.

From Word-of-Mouth to “World-of-
Mouth”: The Power of Online Reviews and
Social Proof

We've touched on reviews already, but
it's worth zooming out to recognize how
profoundly the landscape of trust has
changed for remodelers. In the past, a
handful of word-of-mouth referrals could
sustain a contractor — maybe you had a great
reputation in one affluent neighborhood,
and that kept business flowing. Today, word-
of-mouth still exists, but it's largely digital
and amplified. A happy client still tells their
neighbor, plus they might give you a five-
star review on Google. That single review is
then seen by potentially hundreds of people
over time — it’'s as if that client is personally
recommending you to every prospect who
comes across your profile. This dynamic
amplification is why online reviews are often
called digital word-of-mouth. They scale a
customer’s voice far beyond their immediate
circle.

It's hard to overstate how influential this
“‘world-of-mouth” has become. Consider
these eye-opening points:

Virtually everyone reads reviews: About
86% of consumers read reviews for local
businesses like home contractors, and
that figure climbs to 95% among younger
consumers (ages 18-34). Checking reviews is
now a standard part of shopping for services,
much like checking the price or portfolio. If a
prospective client can’t easily find reviews of
your company, it’s a red flag for them - they
may assume you lack experience or, worse,
have something to hide.

Trust in online reviews rivals personal
advice: As mentioned earlier, 88% trust
online customer reviews as much as personal
recommendations. Psychologically, people
view reviews as candid peer experiences.
Even though they’re written by strangers,
there’s an assumption that “if all these people
say this remodeler is trustworthy and does
quality work, it must be true” Online reviews
have some advantages over one-on-one
word-of-mouth: they often contain detailed
specifics (e.g., “XYZ Remodeling stayed on
schedule and even came in under budget”)
and a volume of opinions that together give
a more complete picture.

Abundant good reviews build instant
credibility: When a homeowner sees dozens
of positive reviews, it creates a herd effect
— the thinking goes, “if so many other
homeowners chose and loved this company,
| can feel safer choosing them too.” This is
essentially social proof in action. Additionally,
there’s evidence that businesses with higher
average ratings and review counts tend to
receive more inquiries because consumers
gravitate to the best-rated options. Some
home services marketplaces even sort or
filter by rating, meaning a 5-star average can
directly translate into more visibility.

Responding to reviews matters: It's not
only the content of reviews but also your
engagement with them that influences
trust. 97% of consumers read businesses’
responses to reviews.3 A thoughtful,
professional response to a review (whether
thanking a happy customer or addressing a
complaint) signals that you are responsive
and care about your clients’ satisfaction.
Many remodelers miss this easy opportunity
to stand out. By simply replying graciously
to each review, you demonstrate excellent
customer service to every prospect who
reads that exchange. On the flip side, 43%
of contractors don’'t respond to reviews at
all. Those who do respond have the edge in
winning trust.



Chapter 01

For a remodeling business, cultivating strong
online reviews should be seen as a core
marketing activity, not an afterthought. As
we'll detail later, this involves delivering great
service (so you earn good reviews), asking
satisfied clients to leave feedback, and
promptly handling the occasional negative
review to turn it around. There will be an
entire chapter on reputation management,
but from a “foundations” perspective,
the key point is: your online reputation
is your reputation. It lives forever on the
internet, accessible to anyone at any time,
far beyond the reach of any single word-
of-mouth referral. In effect, the internet
remembers what your customers say about
you, and those collective voices now carry
more weight for your business than any
advertisement you could buy.

Social proof extends beyond just review
scores. Testimonials, project ratings on
sites like Houzz, case studies, and even the
number of followers or engagement on your
social media can all contribute to a prospect’s
perception of your popularity and credibility.
A remodeler with 10k Instagram followers
or a YouTube channel of project walk-
throughs, for example, appears established
and in demand (even if follower counts don’t
directly equate to skill, perception is reality
to a degree).

However, don't worry if you're not “Insta-
famous” - for local remodelers, quality
of engagement matters more than flashy
numbers. A handful of before-and-after
photos on your Facebook page with a few
genuine comments like “Love my new
kitchen! Thanks [Your Company]!” can be
more persuasive to a prospect in your town
than thousands of anonymous followers
elsewhere. The goal is simply to ensure
that when prospects seek validation of your
business online, they find reassuring signals
at every turn: real testimonials, evidence
of happy customers, and a sense that
your company is active and trusted in the
community.

One more aspect of digital word-of-mouth is

worth mentioning: localcommunity platforms
and forums. Websites like Nextdoor, or local
subreddits and home improvement forums,
often feature discussions where homeowners
ask for contractor recommendations. These
are essentially modern forms of word-of-
mouth that happen online. Being aware of
them is useful. Some proactive remodelers
even participate helpfully in local online
groups (never in a spammy way, but by
giving advice or answering questions). This
kind of community engagement can subtly
build your reputation as a helpful expert. For
instance, if someone on Nextdoor asks, “Has
anyone remodeled a bathroom recently?
Whom do you recommend?”, a couple of
past clients tagging your company name
in their replies is gold. That digital referral
might reach dozens of other onlookers in
the thread, multiplying its impact. While
you can’t fully control this sphere, having a
positive presence online in general increases
the likelihood your name will pop up in
these digital word-of-mouth exchanges. The
more homeowners see your name (and see
it associated with positive experiences), the
more top-of-mind you become.

To wrap up this point: Remodelers have
always lived on their reputation. That hasn’t
changed. What has changed is how that
reputation spreads and influences others.
It's now happening on Google, Yelp, Houzz,
Facebook, and so on, in addition to dinner
table conversations. By embracing and
managing this reality, you ensure your hard-
earned good reputation carries its full weight
in bringing you new business.

The Digital Advantage: How Embracing
Online Marketing Benefits Your Remodeling
Business

By now, we've made the case that a digital
presence is critical because that's where
your customers are looking and forming
impressions. Let’s talk about the upside -
how embracing online marketing can make
your business stronger, more efficient, and
more profitable. It's not just about avoiding
being left behind; it's about getting ahead.
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Wider reach and more leads: This is the
most obvious benefit. Instead of relying on
a trickle of referrals, you can tap into the
steady stream of homeowners who search
online every day for remodeling services.
There are likely hundreds of local searches
each month in your area for terms related
to renovation and home improvement.
Appearing in those searches means you're
in the consideration set for far more people
than you would meet through referrals alone.
And it’'s not only search engines — consider
people browsing remodeling hashtags on
Instagram, or reading an article about “2025
Home Design Trends” and seeing an ad for
your business. Each digital channel opened is
like adding another fishing line in the water;
you increase your chances of catching leads.

Many remodelers who invest in digital
marketing find that their pipeline of inquiries
grows significantly, allowing them the luxury
to pick the best projects rather than taking
whatever comes. One report focusing on
home services companies found that landing
new clients was a major challenge for 62%
of companies — but those that leveraged
targeted marketing saw improvements.
After the disruptions of 2020, about 50% of
home service pros doubled down on online
marketing to find clients, recognizing that it
was the way forward.® The ones who did are
now capitalizing on the surge of homeowners
looking online for help.

Better quality leads: Along with more
leads, digital marketing tends to deliver
more qualified leads. Why? Because when
someone finds you via search or sees your
content, they often self-educate before
reaching out. If your website clearly outlines
your services and showcases your work, by
the time a prospect calls you, they might
already know that you fit their style and
budget range. Compare this to a cold call
from a random person who got your name —
they might not even be sure you do the type
of project they need. Digital channels, when
done right, act as a pre-screening tool where
prospects essentially pre-qualify themselves.

Moreover, you can target exactly the kind
of leads you want. Using SEO and content
strategy, for example, you might focus on
ranking for “luxury bathroom remodel [City]”
if that’s your niche, thus attracting higher-
end projects. Or you could run localized
online ads that only show in certain affluent
ZIP codes. Precision targeting means your
marketing budget goes toward reaching
the homeowners most likely to become
profitable clients, rather than casting a blind
net.

Showcasing yourwork 24/7: A portfolio used
to be something you presented in person — a
physical photo album or maybe a PDF you’d
email. Now, your portfolio can be on display
24/7 via your website, Houzz, Instagram,
Pinterest, etc. This constant availability of
your work is incredibly powerful. It means
that at any given moment, someone could
be browsing photos of your latest kitchen
remodel at midnight from their couch.

You don’'t have to be there in person giving
a sales pitch; your past work is doing the
selling for you. And you can showcase not
just static “after” shots, but progress photos,
video walkthroughs, even client testimonial
videos - all of which build an emotional
connection and trust before you ever speak
to the prospect. Essentially, a strong digital
presence shortens the sales cycle: by the
time a homeowner contacts you, they
might already be halfway sold because
they’ve seen what you can do and read
glowing testimonials. Compare that to a cold
lead, where you have to start from zero to
establish credibility.

Enhanced customer experience and
engagement: Digital tools allow you to
interact with prospects and clients in new,
convenient ways. Think about online chat
on your website, for instance. A homeowner
who's a bit shy to call can easily fire off
a question via live chat or a Facebook
Messenger link and get a quick response.
That immediacy can win you the job -
studies show
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If you're leveraging digital communication
channels, you can capture that advantage.
Additionally, you can use email newsletters
or social media to keep past clients engaged
(perhaps to generate repeat business or
referrals). Sending out a monthly email with
remodeling tips or seasonal maintenance
checklists keeps your brand in front of
people in a helpful way. Next time they (or
their friend) need a project, who will they
think of first? The remodeler who's been
silently absent, or the one whose informative
newsletter they’ve been getting? This kind
of nurturing was difficult and costly in the
analog days (physical mailers, etc.), but
digital makes it cheap and effective.

Measurable results and continual
improvement: One of the most game-
changing aspects of digital marketing is
the ability to measure and track almost
everything. With the right tools, you can
know exactly how many people visited your
website this week, what pages they looked
at, how many calls came from your Google
listing, what your cost per lead is from your
Google Ads campaign, and much more.

This data takes the guesswork out of
marketing. In traditional advertising, a
remodeler might put a billboard up and
just “hope” it works. With digital, you’ll see
the clicks, conversions, and you can adjust
quickly if something isn't performing. For
example, if you run a Facebook ad and
nobody clicks it, you can tweak the image
or the text the very next day. Or if you notice
a lot of people visiting your “Services” page
but not filling out the contact form, maybe
the call-to-action needs improvement, or
you could add a special offer. Continuous
optimization (sometimes called Conversion
Rate Optimization, CRO) is an entire practice

unto itself, which we'll explore in a later
chapter.

The point here is that digital marketing
empowers you with feedback to make
smarter decisions. Over time, your marketing
gets more efficient and your return on
investment increases. You'll know which
channels bring you the highest-quality
leads (maybe you discover Yelp brings lots
of inquiries, but they’re usually low-budget
shoppers, whereas your Google Ads bring
serious customers - that insight lets you
allocate effort accordingly).

Competitive edge and future readiness:
Embracing digital not only yields immediate
benefits, it future-proofs your business.
Younger homeowners (Millennials and Gen
Z) are even more digitally oriented than the
Gen X or Boomers of yesterday. Millennials
are now in their prime home-buying and
renovating years, and Gen Z is not far
behind, entering the housing market. These
demographics expect businesses to be tech-
savvy. They might find it odd if a contractor
doesn’t, say, offer online scheduling or if they
can’'t find reviews on an app. By getting your
digital foundations solid now, you'll be ahead
of the curve as the customer base continues
to skew younger and more online.

Moreover, were on the cusp of new
technologies — for instance, more people
using voice search (“Hey Alexa, find a home
remodeler nearby”) or using Al assistants
to get recommendations. If your digital
presence is strong (good SEO, structured
data on your site, etc.), you're more likely
to be the one these emerging technologies
pick to recommend. Looking a bit further,
technologies like augmented reality (AR)
and virtual reality (VR) are starting to shape
home remodeling experiences (e.g., apps to
visualize a remodel). Being digitally adept
means you can adapt to and adopt new tools
that give you an edge in sales presentations
or project planning, impressing clients with
innovative service.
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Efficiency in operations: Digital
transformation isn’'t just about marketing
— it can streamline how you run your
business. Using a Customer Relationship
Management (CRM) system to track leads
and automate follow-ups, using project
management software to keep clients
updated, or even simple things like online
invoices and e-signature for contracts can
make your operation more professional and
efficient. Why mention this in a marketing
book? Because the line between marketing
and operations is blurry when it comes
to customer experience. A smooth, tech-
enabled process (like offering an online client
portal to check project progress photos)
becomes a selling point and generates
positive reviews.

Clients will say, “They were so easy to
work with - everything was online and
convenient which in turn feeds your
marketing. GYRO’s philosophy - and the
reason we developed our integrated service
“Megaphone” — is that all these aspects (SEO,
web, social, conversion, and even operations
tech) should work in concert to amplify
your business growth. When we implement
Megaphone for a remodeler, for example,

we combine Al-driven analysis with human
expertise to identify bottlenecks in both
marketing and follow-up. It's not unusual
that improving something like response time
to web inquiries (an operational detail) can
double your lead conversion rate, which is
as valuable as doubling your lead volume! By
blending strategies across SEO, social media
engagement, and conversion optimization,
the Megaphone approach generates leads
like nothing else because it’'s firing on all
cylinders, not treating each channel as a silo.

In sum, going digital opens up opportunities
to attract more leads, better leads, and to
run your business more smoothly. It can
elevate your brand above competitors, and
ultimately, it tends to increase revenues and
profitability when done strategically. The
benefits feed on each other: a robust online
presence brings more clients, more clients (if
happy) bring more positive online feedback,
and more efficiency gives you bandwidth
to take on even more projects or scale up.
It's a virtuous cycle, and the sooner you get
it spinning, the harder it becomes for any
competitor to catch up.
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Adapting to the Digital
Landscape: Next Steps for

Remodelers

By this point, you might be thinking, “Alright,
I’m convinced | need to step up my online
game — but where do | start?” Don’t worry,
that's exactly what the rest of this book
is going to help you with, step by step.
Adapting to the digital landscape can feel
overwhelming at first, especially if you've
been comfortably relying on referrals and
traditional marketing. The key is to approach
it one channel at a time, while also keeping
an eye on how it all connects (hence the
concept of channel-centric mastery).

Here's a preview of the digital marketing
channels and strategies we’ll be diving into, all
of which interlock to form a comprehensive
plan for your remodeling business:

Branding and Visual Identity: First
and foremost, you need a strong brand
foundation. This is the personality and
promise of your business that should
shine through everywhere — your logo, your
website design, your social media voice,
even how your team presents themselves.
In the next chapter, we’ll explore crafting an

intuitive navigation to mobile-friendliness to
showecasing your portfolio, you'll learn best
practices (did you know more than half of all
home-service seekers now search on mobile
devices? Mobile optimization is a must!
We'll also cover technical stuff made simple
— like ensuring your site loads fast and is
optimized for search engines — because
a beautiful site alone won’t help if nobody
finds it. Remember, 75% of people form their
credibility impression from web design, so
we want your site to knock their socks off
and function smoothly to capture leads.

Local SEO (Search Engine Optimization): If
you’ve ever wondered how to get on that first
page of Google or show up in the map pack,
our SEO chapter will guide you. You'll learn
how to optimize your website’s content and
code for the keywords locals use (e.g., “home
addition contractor [City]”), how to claim and
optimize your Google Business Profile for
maximum visibility, and the importance of
online citations/directories. With

authentic brand story and visual identity that 46% of Google searches seeking local info and

resonates with homeowners (remember
that authenticity and consistency matter to

78% of local mobile searches leading to offline
purchases.4 cracking the SEO game can flood

86% of consumers. A clear brand will make
all your marketing efforts more cohesive
and effective. GYRO has helped many
remodelers refine their brand positioning,
and we can’t overstate how much easier
marketing gets when you know exactly what
your unique value proposition is and how to
communicate it.

Website - Your Digital Storefront: \We
will dedicate a chapter to what makes
a remodeling website truly great. From

vou with high-intent leads.

we'll demystify terms like “on-page SEO,
“link building, and “schema,” showing you
practical steps on how to work with an
expert (like GYRO) to implement them.

“GEO” - Generative Engine Optimization:
This is cutting-edge stuff — optimizing for
the world of Al-driven search results. We’'ll
explain how voice assistants and Al chatbots
(think Siri, Alexa, or Google’s Al answers) pick
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businesses to recommend, and how you
can position your content to be the one that
gets generated as the answer for queries like
“Who's a reliable remodeler in town?”. It's an
emerging field, but as technology evolves,
we want you ahead of the curve. (This ties
back to being future-ready; early adopters
here could enjoy a big advantage.)

Content Marketing & Showcasing Projects:
You'll learn how to leverage content to attract
and educate customers. This might involve
maintaining a blog with helpful articles
(which improves your SEO and builds trust)
or creating project spotlight posts that tell
the story behind a renovation (which you
can share on social and email). By offering
valuable content - like a “Remodeling
Cost Guide” or “10 Tips for Living Through a
Remodel” — you position yourself as a helpful
authority. As a bonus, content like this
makes excellent lead magnets to capture
prospects’ contact info (we'll show you how,
and note that using a lead magnet can boost
inquiries significantly). Essentially, we want
you to become the go-to trusted advisor for
homeowners, not just a contractor waiting
to be hired.

Social Media & Community Engagement:
We'll explore which social platforms make
sense for remodelers and how to use them
effectively. You dont need to dance on
TikTok (unless you want to!), but platforms
like Facebook, Instagram, and even LinkedIn
or Pinterest can be powerful for showcasing
visuals and engaging your community. You’ll
learn about scheduling content, mixing up
project photos with educational or behind-
the-scenes posts, and interacting in local
groups. Given that 80% of home services
businesses use social media to connect with
customers, you'll want to master the art of
social storytelling to not fall behind. We'll
also touch on managing social inquiries and
using messaging apps for customer service.

Online Advertising and Lead Generation:
Digital ads can give your marketing a direct
boost - if done wisely. We'll break down
options like Google Ads (search ads that

display when people type in queries — great
for targeting “remodeler near me” searches),
Google Local Services Ads (LSAs) which
are a pay-per-lead model highly suited for
contractors,2 and social media advertising
(like promoting your Facebook page or a
project post in your local area). Even avenues
like advertising on home improvement
podcasts or local radio streams will be
discussed; interestingly, podcast ads are
gaining traction as a high-trust, affordable
channel for small businesses. By the end,
you'll know how to budget smartly and
maybe turn on the tap of leads when you
need an extra push.

Conversion Rate Optimization (CRO): Allthe
traffic in the world won’t help if those visitors
don’t convert into actual inquiries. The CRO
chapter will teach you how to turn a casual
website visitor into a hot lead. This includes
optimizing your calls-to-action, simplifying
contact forms, using engaging calls or chat
features, and offering that compelling lead
magnet we mentioned (for example, a free
e-book or a discount offer for newsletter
subscribers). We'll also discuss tools like
live chat, chatbot, or text messaging -
features that cater to different customer
communication preferences, ensuring no
one slips through the cracks. With most
consumers expecting instant information,
having multiple convenient ways for them
to reach you (and a quick follow-up once
they do) is key. Remember, speed matters:
reaching out to prospects quickly can win
the job, as 78% of clients go with the first
responder.

Reputation Management: We've already
highlighted how crucial reviews are. In that
dedicated chapter, you'll get actionable
strategies for eliciting positive reviews from
happy clients (sometimes all it takes is asking
at the right moment), and how to politely
make it easy — like sending a direct Google
review link via text or email after finishing a
project. We'll also cover how to respond to
reviews — both praise and the occasional
criticism — in a way that protects and even
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boosts your reputation. Considering that
people pay up to 22% more for services from
businesses with excellent reviews and trust
signals,4 the effort you invest here can pay
for itself through higher project rates.

CRM & Sales Pipeline Management: It’s
one thing to generate leads, but how you
manage them until they (hopefully) sign a
contract is equally important. We'll talk about
setting up a simple Customer Relationship
Management system or process. Many
remodelers are surprised to find that just
by organizing their follow-ups and using
some automation (like reminder emails or
texts), they can close significantly more of
the leads they already get. Contacting leads
quickly and persistently is vital — one famous
statistic shows 78% of customers hire the
first business that responds to them. We'll
guide you on best practices for lead response
time, maintaining contact without being
pushy, and keeping a pipeline view so you
know at a glance which prospects are in the
consultation, proposal, or negotiation stage.
Efficient pipeline management ensures no
potential client is inadvertently ignored and
helps you forecast your workload.

Analytics and ROl Tracking: Finally, a
chapter will be devoted to measuring your
marketing. We'll demystify terms like Google
Analytics, UTM tracking (special URL tags
to trace where leads came from), and call
tracking numbers (unique phone numbers
for different ads or listings that all forward to
your phone, but let you know which source
triggered the call). By implementing these,
you’ll be able to attribute leads to specific
campaigns — so you can see, for example,
that your spring Facebook ad brought in 5
inquiries, oryourinvestmentin SEO broughtin
30 organic leads this quarter. This knowledge
prevents you from wasting money on tactics
that aren't working and double-down on
those that are. It turns marketing from a
fuzzy expense into a calculated investment
with clear returns.

Emerging Tech and Staying Ahead: As a
bonus, we’'ll discuss on the horizon tech like
AR/VR tools that let clients virtually “walk
through” a remodel design, or Al content
generators that can help with marketing
copy - along with the risks of misusing these
tools. For instance, there’s a temptation to
have Al churn out lots of generic content
to game SEO, but low-quality Al-generated
content can backfire on your brand.4 We'll
give you a sober analysis of what new tech to
embrace and what to be cautious about, so
you remain credible and don’t tarnish your
hard-won reputation in the digital space.

That might sound like a lot of moving parts.
But you don’t have to implement everything
at once. The goal is to understand the
landscape (hence this introductory chapter
setting the stage) and then tackle each
component methodically. If youre a one-
person operation, you might prioritize — say,
start by getting a decent website up and
claiming your Google listing, then focus on
accumulating reviews, then add social media,
and so on. If you have the resources, you
might parallel-path several initiatives or hire
professionals (like GYRO or other specialists)
to accelerate the build-out of your digital
presence.

There’'s no one-size-fits-all pace; the
important thing is to make steady progress.
Every incremental improvement — each new
5-star review, each page of your website you
optimize, each blog post you publish — adds
to a snowball effect of greater visibility and
credibility.

One piece of encouragement: digital
marketing tends to build momentum over
time. Early on, you might not see much
result — perhaps you have only a couple of
reviews or your new website isn’'t ranking yet.
But stick with it. The efforts compound. After
a few months, suddenly your review count
crosses a threshold where customers trust it.
Your SEO kicks in, and you’re getting a handful
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of organic calls. Your email newsletter that
only had 20 subscribers grows to 200, then
lands you a referral project from a past client
who’s been quietly reading your content. By
a year in, you'll likely wonder how you ever
survived without these channels.

We at GYRO have witnessed many “lightbulb
moments” when a remodeler client goes
from skeptical to enthusiastic after seeing
a tangible uptick in business directly tied
to a campaign we ran or a strategy we put
in place. It’'s incredibly rewarding — and it’s
there for you too, with a bit of knowledge
and effort.

Adapting is the operative word. The
remodeling industry has evolved - just as
construction techniques and design trends
evolve — and marketing is no exception. By
adapting your approach to meet today’s
homeowners in the digital arenas where
they spend time, you ensure your business
will thrive for years to come. As one chapter
title later will reinforce, it's about integrating
it all for success.

No single marketing tactic will be a magic
bullet; the magic is in the combination
working in harmony. Think of it like a well-
designed home: it's not just one element,

but how the foundation, framing, roofing,
and finishes all come together to create
something solid and beautiful. Your digital
marketing works the same way - each
channel is a building block, and together
they form a robust growth engine for your
company.

Before we dive into the nuts and bolts in
subsequent chapters, take a moment to
reflect on where your remodeling business
currently stands in this digital landscape.
Perhaps you have strengths in some areas
(maybe a decent website or a Facebook page
with some followers) and weaknesses in
others (perhaps no SEO strategy or very few
online reviews). That’s okay. Use this book as
your roadmap to shore up those weak spots
and amplify the strong ones. By the final
chapter, our aim is for you to feel confident
orchestrating a marketing strategy that spans
multiple channels and consistently brings
in leads — a system that works even when
you’re busy swinging hammers or meeting
clients. And if at any point you feel out of
depth, remember that you don’'t have to do
it alone.

Partnering with experts or services - for
example, GYRO’s Megaphone program that
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blends Al technology with human marketing
expertise — can accelerate your journey.
We developed Megaphone precisely to
help remodelers like you by handling the
heavy lifting across SEO, social media, and
conversion optimization in a unified way. It's
like having a team tune all the instruments
in your marketing orchestra so they play in
perfect harmony. The result is a resounding
boost in lead generation that no one tactic
could achieve alone.

In the end, digital marketing for remodelers
isn’t about tech for tech’'s sake — it's about
connecting with people. Homeowners are
searching for someone they can trust with
their precious homes. By establishing your
presence online, communicating your value,

authentically, you will connect with those
people. You'll show them that you’re not just
a carpenter or a designer, but a professional
partner who understands their vision and
can make it a reality. All the digital tools
and channels are simply there to facilitate
that connection more effectively than ever
before.

So, with the foundations laid out, let’s get to
work building your digital mastery, channel
by channel. The journey starts with crafting
a compelling brand identity that will be
the bedrock of all your marketing. Ready?
Let’s turn the page and begin building your
brand in the digital world, so you can start
reaping the rewards of the online remodeling
revolution.

demonstrating your expertise, and engaging
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This playbook was brought to you by
Grow Your Remodel Outfit (GYRO). At GYRO, we believe
that remodelers deserve a growth system, as strong as
the homes they build. We partner with organizations and
individuals to turn their brand, website, and reputation into a

steady pipeline of qualified projects.

For more resources, insights, and support, visit us at
TryGyro.com or connect with us on LinkedIn, Instagram,
and Facebook. Together, let's make remodeling growth

sustainable, profitable, and impactful.
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