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Chapter in Brief

Your  
Website: The 
Cornerstone 
of Your Digital 
Presence
In today’s remodeling market, your website is your always-
open showroom and one of the strongest credibility signals 
you have.

while an outdated one can lose prospects instantly. 

 Features like click-to-call, live chat, and lead magnets help 
remove friction, build trust, and guide homeowners smoothly 
from interest to inquiry, turning online traffic into a steady 
flow of qualified leads.

 With 94% of first impressions based on 

design, a polished, mobile-friendly, fast-

loading site with clear navigation and service 

descriptions signals professionalism,

Beyond looks, your site should act as a 24/7 

salesperson converting visitors with project 

galleries, testimonials, trust indicators, and 

strong calls-to-action
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First Impressions Are Instant
Visitors form an opinion in milliseconds,  94% of those 
impressions come from design. A modern, professional 
site instantly signals credibility and quality.

 Conversion Comes From Clarity
Clear calls-to-action, simple contact forms, and extras 
like chat or click-to-call guide visitors smoothly from 
browsing to booking a consultation.

Show, Don’t Just Tell
 High-quality project galleries, detailed service pages, 

testimonials, and trust badges prove your expertise and 
reduce risk for homeowners.

Your 24/7 Salesperson
 Unlike a physical office, your website never closes. It works 

around the clock to showcase services, answer questions, 
and capture leads.

User Experience Drives Trust
Fast load speed, mobile-friendly layouts, and intuitive 
navigation keep prospects engaged and reassure them 
that you respect their time and needs.

What You Will Learn in Chapter Three
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Your Remodeling Business’s 
Digital Storefront

Your website is the cornerstone of your remodeling business’s digital presence. In 
today’s online-driven market, a company’s website serves as its digital storefront, 
open 24/7 to prospective clients. It’s often the first major point of contact between 

you and a potential customer – essentially your first impression and a primary credibility 
signal. Studies show that users form an opinion about your business within milliseconds 
of seeing your site, and 94% of those first impressions relate to web design. Put simply: 
if your website looks outdated or is hard to use, you risk losing that lead in seconds. This 
chapter will explore why your website is so critical, what elements make a remodeling 
website effective at converting visitors into leads, and how to optimize your site as a lead-
generation machine.homeowners are 

Chapter 01
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The Website: Cornerstone of 
Your Digital Presence
A remodeling business’s website isn’t just 
a pretty brochure – it’s the hub of all your 
online marketing efforts. Whether someone 
finds you via search engine, social media, or 
a referral site, they will almost always end 
up visiting your website to learn more. That’s 
why a well-designed website is often cited 
as the number one factor in establishing 
credibility.

If your site makes a poor impression, visitors 
may view your business as unprofessional 
or untrustworthy and move on without 
contacting you.

Just like a physical showroom, your digital 
storefront needs to impress at first glance. 
You have mere seconds – some research 
suggests as little as 0.05 seconds – to 
convince a visitor to stay. In those first 
moments, the visitor subconsciously 
evaluates your company’s professionalism 
and quality based on what they see. 
A polished, modern design with easy 
navigation immediately communicates “this 
is a legitimate, quality business.” On the 
other hand, if the site looks old, cluttered, 

or confusing, it sends the opposite message. 
As one contractor marketing expert put it: “If 
your site looks unprofessional, outdated or is 
poorly designed, a prospect may never even 
take the step of browsing further”. Given that 
reality, investing in your website’s quality isn’t 
optional – it’s essential for making a positive 
first impression.

Moreover, your website works for you 24/7. 
It’s your always-on virtual salesperson, ready 
to greet visitors, answer basic questions, 
and funnel interested prospects toward 
contacting you. Think of it as your 24/7 virtual 
handshake with potential client. Unlike a 
storefront that closes at 6 pm, a website 
can capture inquiries at midnight or early 
morning. This around-the-clock availability 
means your site can generate leads even 
when you’re off the clock or on the job site. It 
also means that everything a prospect learns 
about you online (services, past projects, 
reviews, etc.) will likely come through your 
website. In summary, the website truly is 
the digital heart of your remodeling business 
– anchoring your online visibility, shaping 
first impressions, and directly driving lead 
generation.

About 75% of users admit to judging a company’s 
credibility based on its website design.

Chapter 03
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Essential Elements of an 
Effective Remodeling Website
What does it take to make your remodeling 
website not just attractive, but a lead-
generating machine? In this section, we’ll 
break down the essential website elements 
that ensure your site both impresses 
visitors and converts them into leads. These 
elements range from technical factors (like 
loading speed and mobile-friendliness) to 
content and design features (like project 
galleries and clear calls-to-action). According 
to web research, the hallmarks of a high-
performing, user-friendly site include things 
like intuitive navigation, sensible content 
structure, mobile compatibility, fast loading 
speed, and clear calls-to-action. Below, we 
explore each of these critical components 
in the context of a remodeling business 
website:

Fast Load Speed: In an era of short attention 
spans, speed is crucial. A slow website can 
drive visitors away before they even see your 
content. In fact,

Every additional second of loading time 
increases bounce rates and lowers 
conversion odds. For a remodeling site, slow-
loading photo galleries or resource-heavy 
pages can be especially problematic. Ensure 
your site is optimized for performance: 
compress images, use efficient code, and 
leverage caching so that pages load within 
a couple of seconds. A fast site not only 
keeps impatient visitors from leaving, but 
also signals professionalism – it shows you 
pay attention to detail and respect the user’s 
time. On the flip side, if your beautiful project 
photos take forever to appear, potential 
clients may never even see them before 
clicking “back” and looking at a competitor. 
Speed truly matters for first impressions and 
for conversion.

Mobile Optimization: Homeowners often 
search for remodelers on their phones 
or tablets, so your site must be mobile-
friendly. Over half of all web traffic now 
comes from mobile devices. If your site 
isn’t responsive (i.e. it doesn’t adapt to 
different screen sizes), you risk frustrating a 
huge segment of visitors. Text that requires 
pinching and zooming or pages that don’t 
display properly on a phone will send people 
away fast – indeed, a Google study found 
61% of users are unlikely to return to a site 
on mobile if they had trouble accessing 
it, and 40% will visit a competitor instead. 
Additionally, 57% of internet users say they 
won’t recommend a business with a poorly 
designed mobile site. These stats reinforce 
that mobile optimization isn’t just a nice-
to-have; it directly impacts your reputation 
and referrals. To optimize for mobile, use a 
responsive design that automatically resizes 
content, ensure buttons and links are easily 
tappable, and keep page layouts simple and 
vertical for scrolling. The mobile version of 
your site should be just as user-friendly as 
the desktop version – if not more so, since 
mobile users expect quick info on the go. 
Remember, many homeowners might be 
searching for “kitchen remodeler near me” 
on their phone; if they land on your site and 
it’s a mess on mobile, they’ll quickly move 
on. A smooth mobile experience keeps 
them engaged and more likely to convert 
(for example, clicking your phone number or 
filling out a form).

User-Friendly Design & Clear Navigation: 
Don’t make me think. This classic web 
design principle means your site should be 
clean, easy to navigate, and intuitive for first-
time visitors. When someone arrives at your 
homepage, can they immediately tell what 
you do and where to find key information?

53% of mobile users will abandon a site that’s too 
slow to load.
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One of the first things visitors notice is 
your navigation menu and layout – in 
fact, about 38% focus on a site’s layout 
and navigation on their first visit. For a 
remodeling business, a user-friendly design 
might include a clear menu with obvious 
categories (e.g. “Services,” “Portfolio,” “About 
Us,” “Contact”), a homepage with sections 
that flow logically, and consistent branding/
colors that make the site visually appealing. 
Keep paragraphs and copy concise (people 
tend to skim on the web), break up text with 
headings or bullet points, and use high-
quality images strategically (more on that 
shortly). An uncluttered, modern design 
instills confidence. Conversely, if your site 
is cluttered or confusing – if a visitor can’t 
quickly find your Service Descriptions or 
your contact info – they may get frustrated 
and leave. Aim for a design that feels 
professional, organized, and easy to navigate 
on all devices. This positive user experience 
will keep prospects on your site longer, 
increasing the chances they learn about you 
and eventually reach out.

Service Descriptions and Pages: Clearly 
outlining what remodeling services you offer 
is critical. A potential client visiting your site 
likely has a specific project in mind – be it a 
kitchen remodel, bathroom upgrade, home 
addition, etc. They want to know “Does 
this company do the type of work I need?” 
Make it easy for them to find out. Create 
dedicated service pages or sections for each 
major service, with detailed descriptions of 
what’s included and the benefits of your 
approach. For example, have pages for 
Kitchen Remodeling, Bathroom Remodeling, 
Basement Finishing, etc., and describe your 
process, style, or any specialties for each. 
Not only does this inform visitors, it also 
helps your SEO by matching the terms 
people search for. According to contractor 
marketing experts, laying out each service 
with details and benefits ensures visitors 

“clearly understand the type of work you can 
help them with. No mystery boxes here!”. The 
content on these pages should be written in 
a customer-focused way – address common 
questions, highlight what makes your service 
stand out (your unique value proposition), 
and include images or examples if possible. 
By guiding visitors to the specific info they 
need, you keep them engaged. Someone 
who immediately sees that you do offer 
what they’re looking for is much more likely 
to convert into a lead than someone who 
has to guess or dig around.

Project Portfolio & Gallery: Remodeling 
is a visual industry – homeowners want 
to see the quality of your work. Thus, an 
online portfolio or gallery of past projects is 
essential on your website. Think of it as the 
digital equivalent of showcasing your model 
homes or a scrapbook of before-and-after 
photos. An impressive project gallery can 
“dazzle” visitors and help them visualize the 
kind of results you can deliver. Featuring high-
quality photos of your completed projects 
(with before-and-after comparisons if 
available) significantly boosts your credibility 
and appeal. When prospects browse a 
gallery of beautiful kitchens or transformed 
living spaces that you’ve done, it builds their 
confidence in your craftsmanship. A few tips 
for your portfolio: use professional, well-lit 
images (smartphone photos in poor lighting 
won’t do justice to your work), categorize 
the projects if you do multiple services (so 
a user can filter to see, say, only bathroom 
remodels), and add brief descriptions or 
captions to give context (e.g. “1950s kitchen 
updated with modern farmhouse design 
– we knocked down a wall to open up the 
space.”). Visual proof of your expertise can 
often convince a hesitant prospect more 
effectively than text can. As the saying goes, 
“a picture is worth a thousand words” – 
and on a remodeler’s site, pictures of your 
work can be worth a thousand leads. Make 
sure this section is prominent in your site 
navigation (many companies use the term 
“Portfolio” or “Gallery” in the top menu). Also, 
ensure images are optimized so they don’t 

38% of users will leave a website if they find the 
design unattractive or difficult to use.
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slow down your site (you want big impact, 
but small file sizes). By showcasing your 
work online, you allow visitors to imagine 
their own home’s potential and inspire them 
to contact you.

Testimonials & Reviews: Nothing speaks 
louder to prospective customers than 
the voices of satisfied clients. Including 
testimonials or reviews on your website is 
a powerful trust-builder and lead converter. 
Homeowners deciding on a remodeler 
want to know that others have had a good 
experience with you – it reduces their 
perceived risk. Testimonials (short quotes 
from past clients about their project and how 
much they loved the result or your service) 
provide social proof right on your site. You 
might feature a few glowing quotes on your 
homepage (“We love our new kitchen – [Your 
Company] made the process easy and the 
craftsmanship was top-notch! – Jane S.”) 
and have a dedicated page for more detailed 
testimonials or case studies. Even better, 
integrate reviews from third-party platforms 
like Google or Houzz if possible (since those 
are seen as more independent). Why go to 
these lengths? Because

This effect comes from building trust – when 
prospects see evidence that “real people” 
have hired you and are happy, they become 
more comfortable reaching out themselves. 
When incorporating testimonials, include the 
client’s name and maybe location or type of 
project (with permission), and if possible, 
a photo of the finished work or the client 
(authenticity matters; avoid obviously fake-
sounding praises). You can also sprinkle brief 
quote call-outs throughout relevant pages 
(for example, on a kitchen remodeling page, 
include a short kitchen client testimonial). 
In short, leverage your happy customers’ 
voices. They lend credibility to all the claims 

you make about your quality and service. 
And credibility translates directly into more 
leads.

Trust Indicators (Credentials & 
Assurances): Beyond reviews, there are 
other subtle trust signals you should display 
on your site to reassure visitors that your 
business is legitimate, experienced, and 
safe to work with. These trust indicators can 
include things like professional certifications, 
licenses, memberships in trade associations, 
awards won, and even security badges (for 
your website’s forms). In marketing terms, 
trust signals are any indicators that convince 
your audience of your brand’s reliability. For 
a remodeling contractor, some key trust 
indicators might be: your state contractor’s 
license number, a note that you are insured 
and bonded (which gives homeowners peace 
of mind), logos of professional organizations 
you belong to (like NARI or NAHB), Better 
Business Bureau accreditation, and any 
industry awards or recognitions you’ve 
received. Even if a visitor isn’t familiar with a 
specific award or membership, seeing those 
badges on your site can still impress them 
and signal “this company is established 
and respected”. Another trust indicator is 
showcasing well-known client logos or 
project partners if you’ve done commercial 
work – for example, “We’ve completed 
projects for [Local Restaurant Chain]” – 
which can prompt the reaction “If they did 
work for them, they must be good.” All these 
elements reduce the visitor’s anxiety about 
contacting you. They answer unspoken 
questions like “Is this company legit? Will 
they do what they promise? Do others 
endorse them?” A well-designed website 
will incorporate trust signals throughout: 
perhaps a trust badge bar below the header 
(showing logos of affiliations and awards), 
mentions of “licensed & insured” in your 
About section, and a dedicated page or 
footer note about certifications. Trust and 
conversion go hand in hand – by proactively 
proving your credibility, you make it easier for 
visitors to take the next step and become 
leads.

website visitors are 58% more likely to take 
action (make a purchase or submit a lead) after 
seeing positive on-page reviews. In fact, just 
adding a single testimonial to a landing page can 
significantly increase conversions.
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Clear Calls-to-Action (CTAs): A call-to-
action is an element on your site that 
guides the user to take a desired step. In 
lead generation terms, that usually means 
prompting the visitor to contact you, 
request a quote, or schedule a consultation. 
Surprisingly, a huge number of small 
business websites lack clear CTAs on their 
homepage – around 70% have no call-to-
action on the front page at all. Don’t let your 
site fall into that statistic. If a homeowner has 
browsed your site and is interested, the last 
thing you want is for them to wonder “What 
now?” or have to search for how to reach 
you. Make it obvious and easy for a visitor to 
become a lead. This starts with prominent 
CTA buttons or links in key places. For 
example, include a bold, contrasting button 
in your header or top section that says “Get 
a Free Quote” or “Contact Us”. Repeat CTAs 
throughout longer pages (“Ready to discuss 
your project? Request a consultation here.”). 
On every page, especially service pages or 
your portfolio, consider a section at the end 
that invites the visitor to take the next step 
(like “Like what you see? Let’s talk about 
your remodel – Contact us today.”). Also, 
your navigation menu should include a clear 
“Contact” link. Essentially, at no point should 
a willing prospect be more than one click 
away from contacting you. A well-placed 
‘Contact Us’ button or ‘Request a Quote’ 
form can dramatically improve conversion 
because it channels user interest into action. 
When designing CTAs, use action-oriented 
language (“Book a Consultation,” “Get 
Started on Your Remodel”) and make them 
stand out visually (a different color button, 
larger font, etc.). The goal is to remove any 
friction or ambiguity about how to initiate 
the conversation with you. By guiding visitors 
with clear CTAs, you’ll capture more leads 
from the traffic you already have.

Easy-to-Use Contact Forms: Hand-in-
hand with CTAs are your contact methods, 
especially web forms. Some prospects will 
prefer calling (we’ll discuss click-to-call 
later), but many like the convenience of filling 
out a quick form to request more info or a 

quote. Your website should have a dedicated 
Contact page with a form, and/or embedded 
lead forms at strategic points (for instance, 
a brief “Get a Quote” form on the homepage 
or service pages). The key is to keep forms 
simple and user-friendly. Generally, you’ll 
want to collect just the essentials: name, 
how to reach them (email or phone), and 
maybe a brief description of their project 
or question. Don’t intimidate users with 
a long list of required fields. As one guide 
says, “stick to the basics – after all, you're 
not writing a novel here”. The form should 
function smoothly on all devices (make sure 
it’s easy to fill on mobile without too much 
typing). Also, provide alternative contact info 
alongside it (display your phone number and 
email) because some people may opt for 
those instead. Another tip: if possible, set 
up an auto-reply to form submissions that 
thanks the person and assures them you’ll 
be in touch – this creates an immediate 
positive impression. A great contact setup 
might even offer multiple options: e.g. “Fill 
out the form below or call us at 123-456-7890 
for an immediate response.” By making it 
easy to reach out from anywhere at any time 
(a potential client lounging on their couch at 
9pm can send you a message, for example), 
you increase the flow of incoming inquiries. 
Remember, a visitor converting into a lead is 
the whole point of your digital storefront. So 
remove any hurdles that might prevent that 
– ensure your contact forms are prominent, 
quick to use, and functioning properly. Then, 
of course, be ready on the business side to 
respond promptly when a new lead comes 
in!

In summary, these essential elements – 
from technical performance to content and 
design features – work together to make 
your website a strong foundation for lead 
generation. If this list feels overwhelming, 
keep in mind that many of these factors 
overlap with general good web design and 
user experience practices. For example, 
a “conversion-first” layout naturally will 
emphasize clear CTAs, simple navigation, 
trust indicators, and mobile-friendly design.
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In the next section, we’ll delve deeper 
into how to structure your website pages 
(especially your homepage) in a conversion-
focused way, and how to guide users through 

a journey that ends with them contacting 
you.

Conversion-Focused Design: 
Homepage Hierarchy and 
User Journey
Getting all the right elements on your site 
is important, but how you arrange and 
prioritize them is what truly makes your 
website effective at converting visitors into 
leads. This is where concepts like homepage 
hierarchy, the user journey, and a conversion-
first layout come into play. In a nutshell, you 
want to design your website (particularly the 
homepage, which is often the landing page) 
such that every component on the page 
has a purpose and collectively they lead the 
user toward taking action. Let’s break down 
what that means for a remodeling business 
website and how you can implement a 
conversion-first approach.

Homepage Hierarchy refers to the ordering 
and prominence of content sections on 
your homepage (or any key landing page). 
Because the homepage is typically the 
first page a visitor sees, it should provide 
a clear and logical overview that hooks the 
visitor and then funnels them to the next 
steps. A proven approach is to think of your 
homepage in terms of a series of sections, 
each addressing what a prospective client 
might want to know, in the order they’d 
logically want to know it. For example, a 
common effective layout for a remodeling 
website’s homepage might be:

Hero Section (Top of the page): This is 
the first thing people see. It should have a 
concise headline that states what you do 
and a bit of your unique value (“Beautiful, 
Stress-Free Home Remodels in [Your City]”), 
perhaps a supporting sub-header or tagline, 

and a prominent CTA (e.g. “Get Your Free 
Consultation” button). Often, a high-quality 
banner image or a rotating slider of your 
best work is in the background here to 
immediately impress visitors. The goal of the 
hero section is to instantly communicate 
who you are, what you offer, and how to take 
action. Remember, you have 3–7 seconds 
to make a positive impression, so the 
messaging here must be crystal clear and 
the design visually appealing.

I n t r o d u c t i o n / Va l u e P r o p o s i t i o n : 
Immediately below the hero, a short welcome 
or summary can reinforce why the visitor 
should consider your company. This might 
be a brief paragraph or a few bullet points 
highlighting your experience, service quality, 
or differentiators (“Serving the Metro Area 
for 20+ Years – Award-Winning Kitchen and 
Bath Specialist – Fully Licensed & Insured”). 
Keep it succinct and focused on benefits to 
the client. This section answers “Why choose 
us?” at a glance. It’s also an opportunity to 
subtly embed trust indicators (e.g. “A+ BBB 
Rating” or an award icon inline with text).

Services Overview: Next, give a snapshot 
of your main services. This could be done 
with icons or images and short descriptions 
for each key service (Kitchen Remodeling, 
Bathroom Remodeling, Home Additions, 
etc.). Each service blurb can have a “Learn 
More” link to the full service page. The idea is 
to quickly show visitors that “yes, we handle 
the type of project you’re looking for.” This 
addresses the user’s “Am I in the right place 
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for my needs?” question early on.

Portfolio/Featured Projects: After services, 
showcase a taste of your work right on 
the homepage. For example, display a few 
featured project images or a sliding gallery 
with captions like “Modern Kitchen Remodel 
in Downtown – see project”. Visuals here 
create desire and confidence. The homepage 
portfolio teaser should entice people to click 
to your full gallery or case studies. It’s an 
important part of the user journey because at 
this stage, an interested visitor wants to see 
proof of your capability. By providing some 
visuals up front, you keep them engaged and 
encourage deeper exploration. High-quality, 
local context relevant images are essential 
for capturing attention.

Testimonials/Reviews Section: Consider 
inserting a band on the homepage with either 
rotating testimonial quotes or a prominent 
review excerpt (perhaps with a star rating 
graphic if from Google). Title it “What Our 
Clients Are Saying” or similar. This is mid-
page social proof that reinforces trust right 
when the visitor has learned the basics about 
you. It’s strategically placed after they see 
what you do and your work – now they see 
validation from past clients. As discussed, 
testimonials are potent for conversion, and 
placing them on the homepage can nudge 
the indecisive visitor to trust you. Even 
one strong testimonial here can make a 
difference.

Call-to-Action Invitation: By now, your 
homepage has ideally built up interest and 
credibility. It’s wise to have another CTA 
section inviting the visitor to take the next 
step. For instance, a nicely designed banner 
that says “Ready to start your remodeling 
journey? Get in touch with us for a free 
consultation” alongside a button or contact 
info. Often this can be near the bottom of 
the homepage. Even if someone scrolls 
through without clicking other pages, you 
want to capture them at the end with a final 
call-to-action.

Additional Trust Indicators and Footer: The 

footer of your homepage (and all pages) can 
carry persistent trust signals and contact info. 
For example, display membership logos, an 
“Licensed & Insured” statement, or a seal like 
“EPA Lead-Safe Certified Firm” if applicable. 
Also list your phone, email, and address in 
the footer so it’s available no matter where 
someone scrolls. These elements give 
a sense of stability and transparency (it 
shows you’re not hiding who you are). They 
might seem minor, but their presence can 
subconsciously reassure users.

The above is just one approach, but notice 
how it follows a logical user journey: Who 
are you? What do you do? Can you prove it? 
Why should I trust you? How do I contact 
you? Each section answers one of these 
questions. Designing your homepage (and 
similarly structuring service pages) in this 
hierarchy guides the user step by step 
toward conversion. In web design terms, 
this is a conversion-first layout approach – 
every component on the page has a function 
leading the user toward an action. There are 
no pointless fillers; instead, each section 
either informs, convinces, or invites action.

A few more pointers on creating a conversion-
first layout with an optimal user journey:

Keep it focused: Don’t overload pages with 
everything at once. Each page should have a 
primary goal (e.g. the homepage’s goal is to get 
them interested enough to either click into 
another page or directly contact you). Avoid 
clutter that distracts from the main message 
or call-to-action. A minimalist, uncluttered 
design helps users focus on what matters. 
For instance, if you want visitors to request 
a quote, don’t bury that under a mountain 
of text about your company history on the 
homepage – that can go on the About page.

Intuitive Navigation & Journey: Design your 
site so that the navigation menu is clear and 
aligns with the user’s intent. A user-friendly 
menu might have categories like Home, 
About, Services, Portfolio, Testimonials, 
Contact. This covers the primary areas a 
prospect might want. Additionally, think 
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about the internal links and paths users 
take. From the homepage, they might go 
to a service page – make sure that service 
page then offers them links to see related 
projects or to “Contact us about your [service] 
project.” In other words, always guide them 
toward conversion no matter where they are. 
If they’re browsing your gallery, have a call-
to-action there: “Loved what you saw? Let’s 
make your home next – get a quote.” The user 
journey should feel natural and never hit a 
dead end. Each page should gently push the 
visitor toward contacting or engaging further.

Above the Fold Optimization: “Above the 
fold” refers to the portion of the webpage 
visible without scrolling. This is prime real 
estate for conversion elements. Ensure your 
above-the-fold area always includes a call-
to-action or immediate value proposition. 
For example, on a landing page specifically 
for a promotion (say a seasonal discount on 
deck renovations), that offer and the sign-up 
form should appear before the user needs 
to scroll. On your homepage, at least have 
the CTA button and your core message 
visible at the top on desktop and mobile. 
Many web visitors never scroll at all if they 
don’t instantly see something relevant. A 
conversion-first design makes those first 
seconds count, visually and content-wise.

Consistent CTA Placement: It’s often said in 
conversion optimization that you should give 
the user multiple opportunities to convert. 
That means having a CTA in the header 
(e.g. “Call Now” phone link or “Get Quote” 
button), again mid-page, and at bottom. 
These repeated CTAs act as catchpoints 
so whenever the visitor decides “Okay I’m 
convinced, I want to reach out,” there’s a 
button or link right there – they don’t have 
to go looking for your Contact page. It’s a 
balance though; you don’t want to seem 
pushy by shouting “Contact us!” every other 
line. But strategic repetition, especially after 
sections where they might be convinced 
(like right after a testimonial, or alongside 
portfolio samples), can lift conversion rates.

Trust Signals and Reassurances near 
CTAs: Whenever you ask the visitor to take 
action (fill a form, etc.), it can help to pair it 
with a trust reassurance. For example, near a 
“Request Consultation” form, you might note 
“We typically reply within 1 business day and 
never share your information.” Or highlight 
“Over 100 happy homeowners served” as 
a confidence boost. These little cues can 
reduce anxiety about reaching out (some 
people fear they’ll get spammed or a hard 
sell). By showing you are trustworthy at the 
moment of conversion, you can increase the 
likelihood they follow through.

The overarching theme is to design your 
website with conversion in mind from the 
start. This doesn’t mean you turn your site 
into one big sales pitch – it still needs to 
educate and engage. But it does mean you 
think about the visitor’s experience and 
journey at each step. The most beautiful 
website in the world won’t generate leads 
if it doesn’t nudge visitors to take action. 
Conversely, a site that might not win design 
awards but is laser-focused on guiding the 
user can outperform a prettier site in lead 
generation. Ideally, you strive for both great 
design and great conversion strategy (they 
are not mutually exclusive). By following a 
logical content hierarchy, emphasizing CTAs, 
and always considering “what do I want the 
user to do next?”, you’ll create a site that 
smoothly converts your hard-earned visitors 
into actual inquiries. In fact, businesses that 
invest in user-centric, conversion-oriented 
design often see dramatic improvements – 
one study found that a good user experience 
design can increase conversion rates by up 
to 400%. That’s the power of marrying design 
and strategy.

Chapter 03



52

Advanced Features to Boost 
Conversions: Chat, Lead 
Magnets, and Click-to-Call
Beyond the core elements and layout 
strategies, there are a few additional 
features you can integrate into your 
remodeling website to further enhance 
lead generation. Think of these as extra 
tools in your digital toolbox that cater to 
different visitor preferences and capture 
leads that might otherwise slip away. Three 
such features are live chat, lead magnets, 
and click-to-call capabilities. Implemented 
thoughtfully, these can give your website an 
edge in converting visitors into warm leads.

Live Chat Integration: Have you ever been 
on a website and seen a little chat box pop 
up asking if you need help? That’s live chat 
– either staffed by a human or a chatbot – 
and it has become a powerful conversion 
tool. For service businesses like remodelers, 
live chat allows you to engage visitors in 
real time. For example, if a potential client 
has a quick question (“Do you do garage 
remodels?” or “What’s your typical timeline 
for a kitchen?”), getting an immediate answer 
via chat could be the difference between 
them bouncing or becoming a lead. Data 
shows that adding live chat can substantially 
boost conversions – one survey found that 
implementing live chat software typically 
increases website conversions by 20%, and 
that users who engage with live chat are 
2.8 times more likely to convert than those 
who don’t. This makes sense: chat gives 
people the instant gratification of answers 
and builds rapport. For your website, you 
might consider using a chat service that 
either alerts you or your team to hop on 
when someone starts chatting, or use an AI-
powered bot to handle common questions 
when you’re not available. Even if you can’t 
have 24/7 live agents, a chatbot that greets 
visitors (“Hi there! Have a question about 

remodeling? I’m here to help.”) and collects 
their contact info can be valuable. Many 
visitors will engage with chat in ways they 
wouldn’t with a static form – it feels more 
like a low-commitment Q&A rather than a 
formal inquiry. This can especially capture 
those who are on the fence or just browsing. 
One tip: if you add chat, be responsive. A 
fast response (within seconds ideally) is 
expected; if your chat remains unanswered 
for long, it can frustrate users. Also, don’t 
make the chat too intrusive – a small chat 
icon is fine, whereas a huge popup could 
annoy. Used well, live chat can be like having 
a salesperson on the showroom floor of your 
digital storefront, ready to assist and guide 
prospects, ultimately encouraging them to 
take the next step.

Lead Magnets & Gated Content: A lead 
magnet is an offer of something valuable 
(usually content) in exchange for a visitor’s 
contact information. In other words, it’s a 
freebie that “magically” transforms a casual 
visitor into a lead by giving them a reason 
to hand over their email or phone number. 
For remodeling businesses, good lead 
magnets often take the form of informative 
resources or special offers. For example, you 
could offer a “Remodeling Budget Planning 
Guide” as a downloadable PDF, or a “5-Step 
Kitchen Design Checklist”. When a visitor 
clicks to get it, they’re prompted to enter 
their email (and perhaps name) – once they 
do, they get the download, and you get a 
lead to follow up with. Another popular 
lead magnet in the home services space 
is offering a free consultation or estimate 
as an incentive (though many remodelers 
do this as standard, framing it as a limited 
or special offer can still capture attention). 
For instance, an unmistakable banner might 
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say “Free 30-Minute Design Consultation – 
Schedule Now,” leading to a form. Why do 
lead magnets work? Because of the principle 
of reciprocity – when you give something 
valuable for free, people feel a bit of goodwill 
and are more likely to return the favor by 
engaging with you. Also, many visitors at 
the research stage of a project might not be 
ready to talk to a contractor yet, but they are 
willing to download information. By offering 
helpful content, you build trust and stay 
on their radar (you can follow up via email 
gently since now you have their contact with 
permission). Some ideas for remodeling lead 
magnets:

An ebook or guide (e.g. “10 Remodeling 
Mistakes to Avoid” or “Ultimate Kitchen 
Remodel Planning Guide”).

Case Study or Project Spotlight PDF that 
deep-dives into a successful project, useful 
for commercial or high-end clients.

Video series or webinar (e.g. a short video 
course on “Choosing the Right Remodeling 
Contractor” or a recorded webinar Q&A 
about remodeling).

Cost Calculator Tool (interactive magnet 
where they input info and get a rough 
estimate; to see results they input email).

Promotional Offer (seasonal discount 
coupon, e.g. “Get $500 off your project – 
limited time offer” in exchange for contact 
info).

Each of these, when aligned with what your 
target clients care about, can dramatically 
increase engagement. Make sure any lead 
magnet is high quality – it should showcase 
your expertise and genuinely help the reader. 
This not only earns their trust but also 
positions your company as knowledgeable 
and generous. On your site, advertise the 
lead magnet on relevant pages: for example, 
a bathroom renovation guide should be 
highlighted on your Bathroom Remodeling 
service page or blog posts about bathroom 
design. Also include a mention on your 
homepage or as a pop-up after a certain 

time. Most people are accustomed to the 
email-for-download model and won’t be 
put off if the content offered is worthwhile. 
Once they sign up, you have the opportunity 
to nurture them via email (perhaps sending 
additional tips or eventually an invitation to 
call for an estimate). In short, a smart lead 
magnet strategy can capture those who 
aren’t ready to call today, turning passive 
visitors into leads you can cultivate into 
future clients.

Click-to-Call and Phone Integration: 
Despite the digital focus, don’t forget that 
many remodeling leads still convert over the 
phone. Particularly for urgent or high-interest 
prospects, a direct phone call can be the 
quickest way to get a qualified lead. That’s 
why integrating “click-to-call” functionality is 
important, especially given the heavy mobile 
traffic these days. Click-to-call simply means 
if someone is viewing your website on their 
smartphone, they can tap your phone 
number (or a “Call Now” button) and it will 
automatically start a call to your business. 
It removes the friction of having to dial the 
number manually. Something as simple as 
making your phone number on the site a 
clickable link (using a tel: link in HTML) can 
improve conversion from mobile users. Why 
is this critical? Statistics indicate that a large 
share of mobile searchers for local services 
end up making a call. For example, around 
88% of consumers who search for a local 
business on a mobile device end up calling 
or visiting that business within 24 hours. 
When someone is searching for a remodeler 
on their phone, chances are they might want 
to have a quick chat about their project. If 
your site makes it easy – one tap and they’re 
talking to you – you’re likely to capture that 
lead. If not, they may call a competitor whose 
number was easier to access. Here are a few 
practical tips: ensure your phone number is 
prominently displayed in the header of your 
site and on the Contact page in text (not just 
in an image) so that it’s clickable. You can 
even include a “Call Us Now” button that only 
displays on mobile versions of your site, fixed 
at the bottom of the screen, for convenience. 
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Some businesses also use a floating widget 
that says “Questions? Call [number]” which 
on mobile is a direct call button. Additionally, 
mention your phone in text like “Call us at 
555-1234 for a free consultation” – some 
users will directly dial it if they see it. Coupling 
click-to-call with good old-fashioned human 
touch is key: when someone does call, make 
sure whoever answers is friendly, prepared 
to answer basic queries, and can gather the 
lead’s information. In essence, click-to-call 
bridges the gap between online and offline, 
pulling the user from browsing your site to 
an actual voice conversation, where you can 
then work your sales magic. It’s an often-
underrated but crucial part of a conversion-
friendly website, given how many people 
still prefer the immediacy of a phone call for 
services like remodeling.

By leveraging these advanced features – live 
chat for instant interaction, lead magnets for 
value exchange, and click-to-call for phone-

ready users – you cater to a wider range of 
visitor preferences and capture more leads. 
Some folks might never fill out a form, but 
they’ll chat. Others might lurk silently but 
happily give an email for a guide. And some 
will just want to talk to a human right now. 
Your website can accommodate all of them. 
However, a word of caution: introduce these 
features in a balanced way. Ensure they 
complement the user experience rather than 
disrupt it. For instance, a pop-up offering 
a lead magnet should not cover the whole 
screen at a bad time; a chat bot should not 
beep incessantly. When done right, these 
tools function like friendly assistants in your 
digital storefront – helpful, not overbearing. 
Combined with the strong foundation of 
essential elements we discussed earlier, 
they can noticeably boost your website’s 
conversion rate and overall lead volume.

Partnering with Web Experts 
(GYRO as a Smart Partner)
As you consider enhancing your website’s 
effectiveness, remember that you don’t have 
to do it all alone. Designing and optimizing 
a website for maximum lead generation 
can be complex, and sometimes it pays 
to bring in experts who specialize in this 
field. Partnering with a knowledgeable web 
strategy and conversion optimization team 
can accelerate your results and ensure you 
don’t miss any opportunities. For example, 
GYRO is a smart partner that understands 
both the art and science of remodeling 
web strategy – from crafting a compelling 
design to fine-tuning conversion elements 
and driving the right traffic. A team like 
GYRO can help audit your current site, 
identify areas for improvement (maybe your 
navigation isn’t clear, or your calls-to-action 
aren’t prominent enough), and implement 
best practices drawn from experience with 

similar businesses. They can also assist with 
integrating advanced features like chat or 
lead capture tools in a seamless way.

The benefit of working with web professionals 
is that you get to leverage proven techniques 
and data-driven insights. They’ll know, 
for instance, how to layout a homepage 
hierarchy that aligns with user psychology, or 
how to A/B test a call-to-action button for 
better results. Moreover, a partner like GYRO 
stays up-to-date on the latest digital trends 
(for example, if a new mobile design trend 
emerges or Google changes something that 
affects site performance) – so your site can 
remain modern and competitive. Think of 
it this way: you’re an expert in remodeling 
homes, delivering quality craftsmanship; 
companies like GYRO are experts in 
“remodeling” websites to perform better. 
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By collaborating, you ensure your digital 
storefront is as high-quality as the physical 
work you deliver, creating a cohesive image 
of excellence. Even if you have a great site 
already, a professional partner can help 
continuously improve conversion rates – 
which means more leads without spending 
more on advertising, a great ROI.

Of course, whether you DIY or get help, the 
important thing is to treat your website as 
a critical business asset. Allocate time, 
budget, and attention to it just as you would 
to your showroom or tools. The payoff (in 

terms of increased leads and sales) can be 
substantial. If you do choose to work with 
a web agency or consultant, make sure 
they understand your industry and goals. 
The remodeling sector has its nuances 
(visual portfolio, local SEO considerations, 
homeowner concerns, etc.), and a partner 
familiar with these can tailor your site 
accordingly. In summary, don’t hesitate to 
seek out expertise like GYRO for your web 
strategy – it can be a smart investment 
to ensure your “digital storefront” is truly 
optimized for success.

Fictional Example: 
Transforming a Remodeling 
Website to Boost Leads 
(Hypothetical Case)
To illustrate how these principles come 
together, let’s consider a fictional remodeling 
contractor and see how improving his 
website dramatically increased his lead 
generation. This example is for educational 
purposes only, but it reflects common 
challenges and solutions.

Meet John – the owner of “John’s Quality 
Remodeling” in a mid-sized city. John has 
been in business for 10 years, relying mostly 
on word-of-mouth and some local ads. He 
has a website that he made five years ago. 
The site has basic information but hasn’t 
been updated in a while. John noticed that 
competitors were getting leads through their 
websites, while he rarely got inquiries from 
his. Determined to grow his business, John 
decided to overhaul his website into a true 
lead-generating machine, using the concepts 
we’ve discussed.

Initial Issues: John’s original website had 
several problems:

• It was slow to load, especially the project 

photos which were large and unoptimized 
(some pages took 8-10 seconds, causing 
many visitors to leave).

• The site was not mobile-friendly – on a 
phone, the text was tiny and you had to zoom 
in. The layout broke on smaller screens.

• The homepage was cluttered and lacked 
a clear message. It had a long welcome 
paragraph about John’s company but no 
obvious call-to-action. In fact, the “Contact” 
link was hidden in a menu and there was no 
contact form on the homepage.

• The navigation was confusing, with some 
pages poorly labeled. There was a “Gallery” 
page with a few random project images, but 
no context or organization (and some images 
were broken).

• The website did not highlight any 
testimonials, and only mentioned “licensed & 
insured” in small text at the bottom without 
any other trust indicators.
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• There were no lead magnets or incentives 
for a casual visitor. It was basically an online 
brochure, not an active sales tool.

Due to these issues, most visitors who found 
John’s site (often through Google or an 
online directory) would quickly bounce and 
contact someone else. John’s site was giving 
a subpar first impression – despite John’s 
real-world skills and happy clients, his digital 
storefront looked outdated and didn’t instill 
confidence.

The Makeover: John decided to invest 
in a website redesign with a conversion-
first mindset. He consulted with a web 
strategist (in this case, our friends at GYRO, 
perhaps) and implemented the following 
improvements:

Modern, Mobile-Responsive Design: John’s 
site got a fresh look with a clean layout, 
updated color scheme, and responsive 
templates. Now it looked great on phones 
and tablets. The new design used ample 
white space, large text for easy reading, 
and clear sections. As soon as it launched, 
mobile users stayed on the site much longer 
since they could navigate it easily (no more 
pinching and zooming).

Faster Loading Speed: The new site 
was optimized for speed – images were 
compressed without losing quality, 
unnecessary plugins/scripts were removed, 
and a better web host was used. The result: 
pages that previously took 8 seconds to 
load were down to under 3 seconds. The 
bounce rate (people leaving immediately) 
plummeted. One homeowner who became 
a client later mentioned, “I was so impressed 
that your site loaded faster than others – it 
gave me the impression your business is on 
top of things.”

Clear Value Proposition & CTA on 
Homepage: The homepage now greets 
visitors with a beautiful full-width image of 
a kitchen remodel John’s team did, overlaid 
by a concise headline: “Transforming Homes 
in Springfield – Quality Remodels, On Time & 

On Budget.” A subheading reads: “Kitchens, 
Bathrooms, Basements & More – Serving 
Springfield for 10+ Years.” Right below that 
is a bright “Request a Free Consultation” 
button that takes users to a simple contact 
form. This overhaul made it immediately 
clear what John offers and invited the visitor 
to take action. In the first month, dozens of 
visitors clicked that button, whereas before 
hardly anyone sought out the old contact 
page.

Intuitive Navigation: The menu was 
simplified to: Home, Services, Portfolio, About 
Us, Testimonials, Contact. John combined 
some thin pages into comprehensive ones. 
For example, under Services, he now has sub-
pages for Kitchen Remodeling, Bathroom 
Remodeling, Basement Finishing, and Home 
Additions – each with details. The navigation 
bar also includes a clickable phone icon for 
mobile users that instantly dials John’s office 
(leveraging click-to-call). Users reported that 
it was much easier to find what they needed, 
and the site structure felt logical.

Robust Project Portfolio: Instead of a 
sparse gallery, John now showcases his 
work through a well-organized Portfolio 
section. It’s categorized by project type. 
Each project has a dedicated page with 
before-and-after photos, a description of 
the project’s goals and outcomes, and even 
challenges overcome. One example project 
page: “Smith Kitchen Remodel – Outdated to 
Outstanding,” with bullet points about how 
John reconfigured the layout to add an island 
and updated all finishes. This storytelling 
approach, with professional photos, lets 
potential clients really envision what John 
can do. It also quietly highlights John’s 
expertise in solving common remodeling 
challenges. The portfolio quickly became one 
of the most viewed parts of the site. Visitors 
would often spend time looking at multiple 
projects, which is a great engagement sign.

Testimonials and Reviews Incorporated: 
John reached out to past clients and 
gathered a handful of testimonial quotes. The 
new site prominently features these. There’s 
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a dedicated Testimonials page with a list of 
client quotes and even a couple of short 
video testimonials. Additionally, snippets of 
testimonials rotate on the homepage (“...We 
couldn’t be happier with our new bathroom. 
John’s team was professional every step 
of the way! – The Carters”). John also 
integrated a plugin that displays his latest 
Google reviews, adding real-time credibility 
(fortunately he had a 4.8-star rating on 
Google). This social proof element addressed 
trust upfront – website visitors could see 
that others recommend John, which eased 
their concerns. In fact, one fictional new 
client, Mary, mentions in her inquiry email, 
“I saw the reviews on your site, and it really 
made me comfortable reaching out.”

Trust Badges and Information: To further 
bolster credibility, John’s website now shows 
small icons for “Licensed & Insured” with his 
license number in the footer of every page. 
He also included badges for the local Home 
Builders Association membership and a 
“Houzz Recommended” badge he received. At 
a glance, a visitor can tell John is a legitimate 
professional. These trust indicators might 
seem subtle, but they play a role in making 
the site feel trustworthy. John’s site even 
has an “About Us” page where he mentions 
his certifications and training, and includes 
a friendly photo of himself and his team. All 
these touches humanize the company and 
build trust online.

Conversion Forms and Lead Magnets: John 
added a general Contact/Quote Request 
form on the Contact page, but importantly 
he also placed a short version of this form on 
high-traffic pages like the service pages and 
at the end of the portfolio pages (“Like what 
you see? Get a quote on your project.”). The 
form only asks for 4 fields (Name, Contact, 
Project Type, and Message) to keep it quick. 
He also decided to try a lead magnet: a free 
downloadable “Remodeling Cost Calculator 
Spreadsheet” that site visitors can get by 
entering their email. This was advertised 
on a banner across the site. Many people, 
especially those early in planning, found 
that interesting – within a month, 50 people 

downloaded it, and out of those, several 
eventually contacted John for an estimate 
after receiving follow-up emails with 
additional tips from John (he set up a simple 
email newsletter for those leads). This was a 
big win, since previously those visitors would 
have left without a trace. Now John had a 
pipeline of warm leads to nurture.

Live Chat for Quick Questions: As a final 
touch, John installed a live chat widget. 
During business hours, his office assistant 
or he himself could respond to chats. After 
hours, it would either take a message or a 
bot would answer basic questions. Almost 
immediately, chats started coming in with 
questions like “Can you guys do garage 
conversions?” or “Do you offer financing 
options?” The chat allowed John to engage 
these visitors on-the-fly, answer them, and 
often direct them to schedule a consultation. 
For example, one chat conversation led to 
an on-site appointment the next day – a 
homeowner had a quick question about 
permits, got an instant answer via chat, and 
was impressed enough to book a meeting. 
John was pleasantly surprised by how many 
people used the chat who might not have 
called or filled a form.

Results: Within three months of the website 
revamp, John’s Quality Remodeling saw a 
remarkable improvement:

• The website’s traffic stayed about the same 
(John did a bit of SEO work as well, but that’s 
another chapter), but the conversion rate 
(percentage of visitors who became leads) 
more than doubled. Previously, maybe 1 out 
of 100 visitors would contact John. Now it 
was more like 4 out of 100, thanks to all the 
conversion-focused enhancements. This 
resulted in a consistent flow of inquiries 
each week.

• On average, John started getting around 
8-10 solid leads per week through the 
website (combining form submissions, calls 
from the site, and chat engagements that 
converted), whereas before he was lucky to 
get 3-4 per month via the old site.
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• Importantly, the leads mentioned the 
website frequently: “I loved the projects on 
your site and wanted to reach out,” or “Your 
website answered a lot of my questions, 
so I felt comfortable contacting you.” This 
positive feedback reinforced to John that 
his investment in the digital storefront was 
paying off.

• John was able to reduce some spending 
on paid advertising because his improved 
website (along with better SEO and content) 
was capturing a lot of organic traffic and 
referrals. The site became a lead-gen asset 
in its own right.

• In the fictional narrative, John’s business 
grew significantly over the next year, allowing 
him to hire a second crew. He attributes a 
big part of that growth to the new website 
which now effectively converts visitors into 
actual jobs.

This example, while simplified, demonstrates 
how a contractor like John can transform 
their fortunes by treating their website 
not as a static brochure, but as a dynamic 
storefront optimized for conversion. By 
addressing speed, mobile usability, content 
quality, trust signals, and adding interactive 
tools, even a small remodeling business can 
punch above its weight online and compete 
for leads successfully.

(End of fictional example.)

Conclusion

Your website truly is your remodeling 
business’s digital storefront – it’s the place 
where modern customers window-shop, 
evaluate, and decide whether to walk in (or 
in our case, reach out). In this chapter, we 
covered how crucial that first impression is 
and why your website underpins your entire 
digital presence. A credible, well-designed 
site immediately signals to visitors that your 
business is professional and trustworthy, 
whereas a poor site can turn them away in a 
heartbeat. By focusing on essential elements 
– from fast load speeds and mobile 
optimization, to beautiful project galleries and 

clear service descriptions – you set the stage 
for a great user experience. By incorporating 
strong calls-to-action, easy contact forms, 
testimonials, and trust indicators, you build a 
bridge of trust and guide visitors to become 
leads. And by thinking in terms of homepage 
hierarchy, user journey, and conversion-first 
layout, you ensure that every part of your site 
works towards the goal of lead generation, 
directing your visitors’ attention and clicks 
toward the actions that matter.

We also explored additional strategies like 
live chat, lead magnets, and click-to-call, 
which can capture even more leads by 
catering to different preferences and adding 
interactivity to your site. Remember that 
75% of consumers judge your company’s 
credibility by your website design– design 
and function are not just about looks, but 
about building the confidence needed for 
someone to take the next step with you. In 
the end, an effective remodeling website is 
one that converts: it takes the interest you 
earn (through marketing, SEO, or referrals) 
and turns it into actual opportunities for new 
projects. Every element on the site should 
play a role in that conversion ecosystem.

If your current website isn’t delivering 
the results you want, take heart that 
improvements are very much within 
reach. Sometimes a few changes – like 
adding prominent CTAs or showcasing 
some client reviews – can yield immediate 
upticks in inquiries. Other times, a more 
thorough redesign or professional help 
might be warranted to achieve the polished, 
conversion-optimized presence you need. 
As we suggested, partnering with experts 
(such as GYRO or similar firms) can be a wise 
move to ensure you’re leveraging the latest 
best practices and not leaving leads on the 
table.

Finally, keep the mindset that your website 
is an ongoing asset. It’s not a set-and-
forget thing. Just like you might refresh a 
showroom or update your toolset, you should 
periodically update your website – add new 
project photos, post recent testimonials, 
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ensure the design doesn’t fall behind the 
times, and monitor how users interact with 
it (using analytics) to spot opportunities for 
improvement. The digital world evolves, 
and so do user expectations. By staying 
proactive, your website will continue to be 
a robust storefront that draws in prospects 
and convinces them that your remodeling 
business is the right choice.

In the next chapters, we will build upon this 
strong web foundation and explore how to 
drive traffic to your site (through SEO, social 

media, etc.) and how to nurture the leads 
that come in. But none of those efforts will 
reach their full potential without the effective 
website you now know how to create. So, 
take the insights from this chapter and give 
your website the attention it deserves – your 
future clients are only a click away.

Let’s make sure when they click, they walk 
through the digital door and say “hello.”
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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.




