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GYRO

GROW YOUR REMODEL OUTFIT

This playbook was created by
TryGyro.com, a team dedicated to helping
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 05

Generative
Engine
Optimization
(GEO) for
Remodelers

Search is shifting from link-based results to Al-generated
answers that highlight specific local businesses, meaning
homeowners may discover remodelers directly inside an Al
summary without visiting their websites.

While overall clicks may decline, the leads that come through
will be warmer and better informed. Success in this new
“GEQ” era requires trust signals—credentials, reviews, and
mentions—plus conversational content and structured
details that Al can parse. Adopting GEO best practices now
future-proofs marketing against Al search, voice queries, and
other emerging technologies.



What You Will Learn in Chapter Five

From Links to Answers

Search is shifting from “10 blue links” [el:\EF-{-Ye¥-T¢-1n-Ye|

answers. Homeowners increasingly get remodeling advice
directly from Al summaries instead of browsing websites.

Why GEO Matters for Remodelers
highlights trusted local businesses in its

responses. Your Google Business Profile, reviews, and content
can determine whether your company is mentioned.

Structured Data Speaks Al's Language

Schema markup, FAQ schema, and LocalBusiness [sEl&RallTel:\

engines interpret your services, reviews, and location — making it
easier to feature you in answers and voice search.

Conversational Content Wins

O 2l OaAC R selaiicl s that answers common

homeowner questions (“How long does a kitchen remodel
take?”) is more likely to be quoted directly in Al and voice
search results.

Trust and Authority Fuel Visibility

Zels{iEl=n SV consistent business info, community mentions,

and proof of expertise (licenses, awards, case studies) boost your
credibility — the signals Al relies on to recommend you.




Generative Engine Optimization
(GEQO) and the Future of Search

magine a omeowner asking their voice assistant, “How much does a kitchen remodel

cost?” Instead of scanning a page of website links for the answer, they hear an Al-driven

summary that provides an instant answer — perhaps even mentioning a reputable local
remodeling company. This scenario is quickly becoming reality. Search is evolving beyond
the familiar “10 blue links” toward Al-generated answers that give people information
immediately. In this chapter, we'll explore Generative Engine Optimization (GEO) — an
evolution of traditional SEO designed for this new search landscape — and how you, as a
home remodeler, can prepare for the future of search.
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From SEO to GEO: The Search
Landscape Is Changing

Generative Engine Optimization (GEO) refers
to optimizing your content so it appears
in Al-driven search results (for example, in
Google’s new Search Generative Experience
or answers from ChatGPT). Traditional Search
Engine Optimization (SEO) focused on
improving your rank in search engine results
pages (those pages of blue links). GEO, by
contrast, is about making sure Al systems
can understand, synthesize, and present your
information when they answer user queries.
In other words, GEO positions your brand to
show up when an Al summarizes answers to
questions related to your services.

In the past, Google searches would simply
return a list of websites for the user to click.
Now, search engines are becoming answer
engines. Al-powered search looks at many
sources and generates a concise answer
for the user, rather than just curating links.
[[A diagram illustrating the shift from the
classic “10 blue links” search results to
an Al-generated answer summary.]] This
means a potential client searching for “best
home remodeler in [Your City]” might see
an Al-written overview recommending a
few top businesses (with links or citations),
instead of a simple list of websites.
Google’s Search Generative Experience,
for example, “analyzes the content on web
pages, extracting specific facts and insights
to present a concise, informative answer
directly within the search results” In short,
search engines are moving beyond just links
to providing on-the-spot answers.

This shift has big implications. For one, users
may not click through to websites as often
because they get what they need from the
Al summary. Additionally, the Al ftries to
truly understand what the person is asking.
Google’s Al search aims to “grasp the reason
for the question” — the user’s intent — and
deliver what’s most helpful. For remodelers,

this means your online content should focus
on solving homeowners” problems and
answering their questions, notjust advertising
your services. If someone asks, “Why does a
bathroom remodel cost so much?” an Al is
more likely to show a detailed explanation
than a generic “contact us for pricing” page.
Businesses that provide useful information
will have an edge in this new environment.

The data underscores how rapidly this change
is coming. Gartner predicts that by 2026
traditional search volume will drop by 25%,
and organic search traffic to websites could
decrease by over 50% as consumers turn
to Al-powered search. In fact, nearly 80% of
consumers are expected to use Al-enhanced
search in the next year. This doesn't mean
people will stop finding businesses online —
but it does mean you must adapt how you
get found. In the Al age of search, integrating
GEO tactics into your marketing is becoming
essential. The good news is that GEO builds
upon many familiar SEO principles. Next,
we'll look at what this evolution means
specifically for local remodeling companies.
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Why GEO Matters for Local

Remodelers

For home improvement and remodeling
businesses, the move from 10 blue links to Al-
generated answers is a game changer. Local
service searches (think “kitchen remodeler
near me” or “best bathroom renovation in
Springfield”) are now often answered with an
Al summary plus a local business showcase,
rather than a plain list of websites. Google’s
Search Generative Experience, for instance,
frequently includes a “Places” module in its
Al results — essentially a mini local pack with
business names, review ratings, and other
details. That means the Al might directly
highlight a few local remodelers, complete
with their ratings and snippets of info, as
part of answering a user’s query.

Crucially, if the Al summary already satisfies
the user, they might not even click your
website. “In many cases, [SGE] may negate
the need for searchers to click through to
websites at all” This makes it more important
than ever to have your business information
and reputation shine through in the Al result
itself. Als pull data from your Google Business
Profile, your website content, online reviews,
and more to formulate these answers. In
this new landscape, Google Business Profile
is king — having an updated, robust profile
with accurate info and plenty of positive
reviews is “even more critical for visibility” in
Al-driven results. In fact, high Google reviews
and complete business details are likely
to influence whether the Al deems your

business trustworthy enough to mention.

Another consequence of Al search: it
emphasizes quality over quantity of traffic.
Early reports suggest a reduced reliance
on the traditional “10 blue links,” possibly
resulting in some drop in overall website
visits, but the visits you do get may be
more qualified leads. Someone who clicks
through from an Al summary has already
seen a bit about your business (e.g. “Top-
rated remodeler with 50+ five-star reviews in
Springfield”), so they’re a warm lead. In other
words, even if the number of clicks falls, the
value of each click could be higher.

It's also worth noting that if you've been
practicing good local SEO and content
marketing, you're not starting from scratch.
Experts note that if your business has been
following local SEO best practices, you are
well-positioned to adjust to this evolution
of search. Many foundational steps - like
having a fast, mobile-friendly website, using
relevant keywords (e.g. “home addition
contractor in Denver”), and maintaining a
strong online reputation — still apply. GEO is
about tweaking and extending those efforts
for the Al era. In the following sections,
we'll cover the specific tactics that help
your content and business show up in Al-
generated answers and even voice search
results.

Structured Data: Speaking
the AI's Language

One of the most important technical steps
you can take is implementing structured
data (schema markup) on your website.
Structured data is a way of formatting

information in your site’s code so that
search engines (and Al algorithms) can easily
understand it. Think of schema as giving
search engines an “instruction manual”’
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about your business. It labels the key details:
your business name, what type of business
you are (e.g. Remodeling Contractor), your
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address, phone number, hours, the services
you offer, your average review rating, and
more.
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By providing this info in a structured way, you
remove guesswork and ensure that Al-driven
systems interpret your site correctly.

For example, with proper Local Business
schema markup, Google’s algorithms can
immediately see “This site belongs to XYZ
Remodeling, located at 123 Main St, open
9-5, with a 4.8-star rating”. Similarly, using
FAQ schema for a Q&A section on your site
explicitly tells search engines that “here are
common questions and answers” related to
remodeling. This can increase the chances of
your FAQs being featured directly in search
results or used by an Al summary. In short,
structured data acts like a bridge between
your website and the Al — it presents your
information in a standardized, machine-
friendly format.

The benefit of schema is that it's future-
proof. Even as Google’s presentation of
results changes (from classic links to Al
answers), the underlying structured data
remains a reliable way for your content to
be understood. It’s a bit like having all your
business details neatly organized in a digital
filing cabinet — whenever the Al needs facts
(your phone number, your service offerings,
your reviews), it knows exactly where to look.
Implementing schema markup might require
help from your web developer or the use
of plugins, but it's well worth it. It not only
can improve your visibility in today’s search
(like getting rich results that show stars or
phone numbers), but also positions you to
be included in tomorrow’s Al-driven results.
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Answering Questions with
Conversational Content

Because Al-powered search focuses on
answering user questions directly, FAQ-style
and conversational content has become
extremely valuable. A great way to “future-
proof” your website is to ensure it clearly
answers the common remodeling questions
that homeowners ask. In practice, this
means creating content in an easy-to-scan
guestion-and-answer format. As one guide
puts it: “Break down your content into easily
digestible question-and-answer formats.
FAQs and clear content sections addressing
common queries will boost your chances of
inclusion in SGE (Al) results.”. In other words,
if the Al finds a concise answer on your site,
it's more likely to include it in its summary.

Start by thinking about the questions clients
often ask you: “How long does a kitchen
remodel typically take?”, “What’s the average
cost of a bathroom renovation?”, “Should |
live at home during the remodel?” — these
are the kinds of queries people might type
into Google or even ask out loud to a voice
assistant. Write content that directly answers
those questions in a straightforward,
conversational tone. For instance, you might
have a heading on your site like “How long
does a kitchen remodel take?” followed by
a clear answer: “For a full kitchen remodel,
you should plan on about 6-8 weeks from
demolition to final touches, assuming no
major delays. Smaller cosmetic updates
can take 2-3 weeks. Every project varies,
but a professional remodeler will provide a
detailed timeline before work begins” This
approach immediately addresses the query,
and an Al seeking an answer can easily quote
or paraphrase your response.

Remember that Al loves concise answers.
Often, the Al will favor content that “quickly
addresses user questions”, especially in the
first few sentences of your page or answer.
So, don’t bury the lede — answer the question

plainly up front, then provide additional detail
if needed. It can also help to phrase things
in natural, conversational language (much
like how a person would ask). In fact, using
“easy-to-read, conversational language” is
recommended to improve GEO, alongside
structured data and intent focus. This makes
your content more digestible for both users
and the Al systems parsing it.

time of y r to
remodel a kitchen.?

Mcﬁ gummef into early
fall is optimal time to
g”%m@c;%@i kitchen.
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By structuring your information this way, you
not only help site visitors find answers faster,
but you also align your content with the way
Al summarizes information. Voice search is a
big part of this too. When people use voice
assistants (Amazon Alexa, Google Assistant,
Siri, etc.), they tend to ask full questions (“Do
| need a permit to finish my basement?”).
The assistant then often reads off a short
answer from a web source. If your content
is optimized as a clear Q&A, you increase
the odds that your answer will be the one
the voice assistant reads. In fact, industry
experts predict voice search will become
more and more prevalent as Al gets better
at processing spoken queries, and content
optimized for voice (brief, direct answers)
will be essential for maintaining visibility. In
summary, think like a customer and answer
their questions — it’s good for them, and it’s
exactly what Al search engines are looking
for.

Fictional Example: Turning Questions into
Leads

To see this in action, let's say Ace Home
Remodeling in  Denver notices many
clients ask, “Is it cheaper to remodel or
build new?” They write a blog post titled
“Remodel vs. New Construction: Which is
More Cost-Effective?” in a friendly Q&A style.
The post starts with a direct answer: “For
most homeowners, remodeling an existing
space is usually cheaper than building

new — roughly 20-30% less expensive in
comparable scenarios. However, the answer
can depend on the extent of structural
changes..” etc. Ace Remodeling also marks
this Q&A with FAQ schema on their website.
Now imagine a homeowner asks an Al-
powered search engine (or voice assistant)
the same question. The Al finds Ace’s clear
explanation and uses it in its generated
answer, citing Ace Remodeling as a source.
The homeowner hears the answer (or reads
it) and hears the company’s name. Not only
did Ace’s content help answer the question,
it also introduced their brand as a trusted
authority on the topic. This kind of exposure
can drive highly qualified leads to Ace, even
if the user never clicked a traditional search
result.

Building Trust and Authority

Signals for Al

Even when an Al is summarizing information,
who it trusts and highlights is hugely
important.  Generative search systems
are designed to pull from authoritative,
credible sources - so you want to send
every possible signal that your remodeling
business is trustworthy and expert. Many of
the ways to do this will sound familiar: they
align with Google’s own E-E-A-T guidelines

(Experience, Expertise, Authoritativeness,
Trustworthiness). In an Al-driven search
result, you can think of E-E-A-T as the criteria
that might make the difference between
“an answer that mentions your company by
name” versus “an answer that stays generic.”

Here are some trust signals to cultivate:
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Showcase your expertise and experience.
Make sure your website highlights what
makes you an expert: years in business,
certifications or licenses, professional
associations, awards, and so on. If you have
staff with special qualifications (Master
Plumber, Certified Kitchen Designer, etc.),
include  those credentials. According
to SEO experts, “Highlight credentials,
awards, or testimonials that support your
trustworthiness” on your site. Not only
do human visitors appreciate this, but Al
algorithms parsing your site will pick up on
these indicators of legitimacy.

Be consistent across the web. Ensure your
business name, address, and phone (NAP) are
identical everywhere online — your website,
Google Business Profile, Facebook page,
local directories, etc. Consistency builds
credibility. As one GEO strategy guide notes,
consistent information across your site and
profiles “builds trust and authority, helping
Al algorithms generate accurate responses”.
Inconsistent or outdated info can confuse
both users and Al. For example, if your site
says “Call 555-1234” but your Facebook lists a
different number, an Al might not confidently
present your contact info. Aim to avoid any
ambiguity about your identity and details.

Cultivate great reviews and testimonials.
Just as reviews influence traditional search
rankings (and certainly click-through rates),
they likely influence Al-driven results too.
An Al system can learn which businesses
are well-rated in the community. One local
SEO expert notes that positive reviews
and high ratings will “likely influence SGE’s
assessment of your business” Make it a
habit to encourage satisfied clients to leave
reviews on Google, Yelp, or other relevant
platforms. Not only will this boost your
star rating (which may be referenced in Al
results), but the language people use in
reviews (“reliable,” “high-quality work,” “on
budget,” etc.) could actually feed into what
an Al says about you. Generative Al tends to
“relay the messages found commonly across
the internet” about a topic — so having lots of

praise out there increases the chance the Al
will describe your company positively.

Get mentioned and linked by others.
Traditional SEO has long valued backlinks
(other sites linking to yours) as a sign of
authority. In the GEO context, think of it as
building your brand presence online. If local
news sites, home improvement blogs, or
community forums mention your remodeling
business, those are signals of credibility an
Al can pick up. An advanced Al doesn’t just
look at your site alone; it looks at the context
surrounding your business. Are you a known
entity in your field or area? For example, if
Remodeling Magazine features a project of
yours, or a local blogger praises your work,
those are bits of data that bolster your
reputation in the Al’s “eyes.” In fact, whatever
anyone is saying about your brand online can
be learned by generative search — “whatever
you or others are saying about your brand
is what generative search can share. The
content has to exist for generative search to
display it” So, actively managing your brand
narrative (through content marketing, PR,
social media, etc.) is part of GEO. Provide
excellent work and encourage conversations
about it online.

Demonstrate transparency and
helpfulness. Al-driven systems are likely
to prefer businesses that appear honest
and helpful. This means avoiding gimmicky
or spammy SEO tactics that might flag
your site as untrustworthy. It also means
providing helpful content freely - for
example, publishing a detailed remodeling
cost guide or a planning checklist shows
you're interested in educating consumers,
not just selling to them. Google’s algorithms
(and by extension Al summaries) incorporate
measures of trust. If you've built a solid
reputation (on-site and off-site), Google’s
knowledge graph and other Al knowledge
bases will associate your business with
quality information, increasing the odds that
yoUu'll be featured in an Al-generated answer
when relevant.
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In essence, the Al will “learn” which
businesses to feature by looking at the same
kinds of signals a savvy customer would:
strong credentials, great reviews, consistent
information, and expertise demonstrated

through content. Your job is to make sure
all those signals are in place. If an Al combs
through the web about your company, it
should find a clean, confidence-inspiring
story.

Preparing for Voice Search
and Al Assistants

Voice search deserves special attention.
With the rise of smart speakers and phone
assistants, more people are searching
hands-free. Questions like “Who is the best
home remodeler in town?” might be asked
to a device in someone’s kitchen, not typed
into a browser. Generative Al and voice
technology go hand-in-hand — voice queries
are often answered by an Al that pulls
information from the web. So, optimizing for
Al-generated results also prepares you to
shine in voice search results.

What's unique about voice search is the
format of the response: usually just one
answer (read out loud) rather than a list of
options. This makes the competition to be
the answer even more intense. The strategies
we discussed - structured data and clear
Q&A content — are crucial here. For example,
Google Assistant might read an answer from
a featured snippet on a search result. To
become that snippet, your content should
be concise and authoritative. We already
mentioned answering common questions
clearly; additionally, consider formatting
some content for spoken delivery. There
is even a specific type of schema called
Speakable (for news articles) that highlights
text suitable to be read aloud. While that
may not directly apply to a remodeler’s site,
it signals the importance of having at least
a short, summary answer for key questions
(which the Al can easily grab and vocalize).

Another tip: include conversational phrases
in your content that match how people
speak. For instance, someone might voice-
search “What’s the first step in a kitchen

remodel?” — your blog could have a line that
says, “The first step in a kitchen remodel is
planning the layout and budget” This direct
wording can align perfectly with the query.
Voice Als are getting better at understanding
natural speech, and indeed “voice search will
become more prevalent as Al improves its
ability to process and understand spoken
queries”. Optimizing for voice is really about
continuing the GEO approach: using natural
language, answering questions succinctly,
and structuring your site so that Al can easily
identify the exact piece of text to serve as
the spoken answer.

Finally, test it yourself: try asking Alexa or
Google Assistant a common question related
to your services (for example, “How much
does a basement remodel cost in [Your
City]?”). See what answer comes up and if
your business is mentioned or your website
is the source. This can give you insight into
what the Al is pulling — maybe it’s quoting
a competitor’s blog post that you could
improve upon, or maybe it’s using a generic
average from a national site (an opportunity
for you to create a better, local-specific
answer). Use these observations to fine-tune
your content.
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GEO Best Practices for
Remodeling Businesses

To summarize, here is a checklist of best
practices to help your remodeling company
thrive in the era of generative search:

Implement Schema Markup: Add structured
data (schema) to your site for your business
information and key content. This helps
Al understand your business details and
offerings easily. At minimum, use Local
Business schema for your contact info and
consider FAQ schema for your Q&A sections.

Keep Google Business Profile Updated:
Ensure your Google Business Profile is
complete (address, hours, services) and
regularly updated with photos and posts.
This profile is likely to be a primary source for
local info in Al results. Aim for a steady flow
of new positive reviews, as they boost your
credibility in the eyes of both consumers
and Al.

Answer Common Questions Clearly: Make
a list of the top questions clients ask and
create content to answer each one. Use
an FAQ page or blog posts dedicated to
these questions. State the answer clearly
in the first sentence or two, then expand if
necessary. Format pages with headings that
are the questions, so search engines know
exactly what is being answered.

Use a Conversational Tone and Keywords:
Write your contentin anatural, conversational
style that mirrors how people speak or ask
questions. Include long-tail keywords and
phrases that customers use (e.g. “how to
choose a remodeling contractor”). This
helps with both traditional SEO and GEO,
as generative Al is very context-driven and
looks for natural language phrasing.

Demonstrate Expertise and
Trustworthiness: Add elements that prove
your experience and quality. This includes
highlighting years in business, licenses,

insurance, warranties, affiliations (like NARI
or BBB), and showcasing portfolio work.
Include client testimonials or case studies.
Not only do these build trust with readers,
they are strong E-E-A-T signals that an Al can
recognize.

Monitor Your Online Mentions: Stay aware
of what's being said about your business
online. Set up Google Alerts for your company
name or use reputation management tools.
Generative Al might aggregate information
from various sources — you want to quickly
address any negative misinformation and
amplify the positive. Encouraging community
engagement (like answering questions on
local forums or Nextdoor) can also increase
your positive footprint.

Optimize for Mobile and Speed: (A quick
technical note - likely covered in earlier
chapters on SEO, but still relevant) Most
searches, especially voice searches on
mobile devices, will access your content on
a phone. Make sure your site loads fast and
looks good on mobile. Google’s Al-driven
results won’t feature a site that gives users a
poor experience after they click.

Continue Adapting: Keep an eye on new
developments in search technology. The field
of GEO is new and evolving. Google, Bing, and
others will continue refining how Al-driven
results work. Subscribe to SEO or digital
marketing news to learn about changes (e.g,,
if Google releases new guidelines for content
in Al results, or new tools for businesses).
Being proactive will let you stay ahead of
competitors who are slower to adapt.
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Embracing the Future
of Search with GYRO

To summarize, here is a checklist of best
practices to help your remodeling company
thrive in the era of generative search:

Implement Schema Markup: Add structured
data (schema) to your site for your business
information and key content. This helps
Al understand your business details and
offerings easily. At minimum, use Local
Business schema for your contact info and
consider FAQ schema for your Q&A sections.

Keep Google Business Profile Updated:
Ensure your Google Business Profile is
complete (address, hours, services) and
regularly updated with photos and posts.
This profile is likely to be a primary source for
local info in Al results. Aim for a steady flow
of new positive reviews, as they boost your
credibility in the eyes of both consumers
and Al.

Answer Common Questions Clearly: Make
a list of the top questions clients ask and
create content to answer each one. Use
an FAQ page or blog posts dedicated to
these questions. State the answer clearly
in the first sentence or two, then expand if
necessary. Format pages with headings that
are the questions, so search engines know
exactly what is being answered.

Use a Conversational Tone and Keywords:
Write your contentin anatural, conversational
style that mirrors how people speak or ask
questions. Include long-tail keywords and
phrases that customers use (e.g. “how to
choose a remodeling contractor”). This
helps with both traditional SEO and GEO,
as generative Al is very context-driven and
looks for natural language phrasing.

Demonstrate Expertise and
Trustworthiness: Add elements that prove
your experience and quality. This includes
highlighting years in business, licenses,

insurance, warranties, affiliations (like NARI
or BBB), and showcasing portfolio work.
Include client testimonials or case studies.
Not only do these build trust with readers,
they are strong E-E-A-T signals that an Al can
recognize.

Monitor Your Online Mentions: Stay aware
of what's being said about your business
online. Set up Google Alerts for your company
name or use reputation management tools.
Generative Al might aggregate information
from various sources — you want to quickly
address any negative misinformation and
amplify the positive. Encouraging community
engagement (like answering questions on
local forums or Nextdoor) can also increase
your positive footprint.

Optimize for Mobile and Speed: (A quick
technical note - likely covered in earlier
chapters on SEO, but still relevant) Most
searches, especially voice searches on
mobile devices, will access your content on
a phone. Make sure your site loads fast and
looks good on mobile. Google’s Al-driven
results won’t feature a site that gives users a
poor experience after they click.

Continue Adapting: Keep an eye on new
developments in search technology. The field
of GEO is new and evolving. Google, Bing, and
others will continue refining how Al-driven
results work. Subscribe to SEO or digital
marketing news to learn about changes (e.g,,
if Google releases new guidelines for content
in Al results, or new tools for businesses).
Being proactive will let you stay ahead of
competitors who are slower to adapt.
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Embracing the Future
of Search with GYRO

Change in the search world can feel
intimidating, especially when terms like
“Al” and “generative engines” are thrown
around. But remember, as a remodeler
you've already navigated plenty of complex
challenges — adapting to GEO is just another
project, one that builds on what you've
already been doing (providing great service
and useful information to customers). By
clearly answering questions, structuring your
content for machines and humans alike, and
bolstering your online credibility, you are
essentially future-proofing your marketing.
The companies that embrace these practices
early will be the ones that maintain and grow
their visibility as the search landscape shifts.

You don’t have to navigate this transition
alone. GYRO remains at the forefront of

GEO strategy, continuously monitoring the
latest search Al trends and tactics. GYRO’s
team is dedicated to helping remodelers
adapt to these changes and lead in this new
era of search. Just as you lead your clients
through complex remodeling projects, GYRO
can guide you through the evolving world of
generative search optimization. By taking a
proactive approach to GEO now, you’re not
just reacting to the future — you’re building it.
In the next chapter, we will delve into how to
convert the increased visibility from GEO into
actual leads and booked projects, ensuring
that your optimization efforts directly boost
your bottom line.




GYRO

GROW YOUR REMODEL OUTFIT

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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