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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.
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From Guesswork
to Data-Driven
Decisions

In today’s digital marketplace, remodelers can replace
guesswork with data by tracking traffic sources, lead volume,
conversion rates, cost per lead, and ROI.

build confidence in marketing spend.

The payoff is clear: you'll see which channels deliver quality
leads, shift budgets toward the highest ROI, and continually
optimize for growth.

With the right tracking, marketing becomes
a strategic investment that fuels your

remodeling business’s future.



What You Will Learn in Chapter Tweleve c

Data Beats Guesswork

Analytics replaces gut instinct with proof, tracking every
ad, post, and call to know exactly which efforts bring

leads and revenue.
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Focus on the Right KPIs

Key metrics: traffic by source, lead volume, conversion rate,
cost per lead, close rate, and ROI. Vanity metrics like likes or

clicks don’t pay the bills.

Dashboards Make It Visible

Consolidate datafrom GooglerAnalytics; Ele[SAE-tale We-1I R ue=tel {[ol-Mp} o]
one dashboard. Seeing the big picture at a glance keeps decisions
sharp and proactive.

Track Every Click & Call

UTM tags trace campaigns down to the post or email,
while call tracking ties phone inquiries back to their

source—no more Fagliiicipl el

ROI Proves What Works

Measure spend vs. profit for each channel. Double
down on high-ROI campaigns, cut waste, and build a

cycle of continualfim=ridlai=r =iale lan! sldeh=lnal=lake




Marketing Analytics
and Measuring ROI

From Guesswork to Data-Driven Decisions

or decades, business owners joked: “I know half my marketing is wasted — | just don’t

know which half” In the digital age, we finally have the tools to answer that question.

Marketing analytics is about replacing guesswork with real evidence. It means tracking
exactly what happens with each online ad, social post, or mailer, and then figuring out which
efforts bring in leads and revenue. This data-driven approach not only saves money by cutting
waste, it also gives you confidence to invest more in what works. In fact, demonstrating
return on investment (ROI) has become the top priority for 83% of marketing leaders today,
yet only about a third of marketers feel they can accurately measure their ROl — nearly half
still struggle to track ROI across multiple channels®. If you've been going on gut instinct
or vague ideas of what marketing pays off, you're not alone — but it’s time to change that.
By embracing analytics, even a small remodeling firm can ensure every marketing dollar is
accountable and continuously improve results.
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The Metrices

Q

That Matter Most

The first step in mastering marketing
analytics is knowing what to measure. Not
all numbers are equally useful. For instance,
getting 1,000 website visitors means little if
none convert into clients. We want to focus
on key performance indicators (KPIs) that tie
to your sales funnel — metrics that tell us
if marketing is actually producing leads and
jobs. Here are a few of the most important
metrics for a remodeler:

Website Traffic by Source: How many
people visit your site, and from where?
Breaking this down (e.g. 500 from Google
search, 200 from Facebook, 100 from an
email campaign) shows which channels
drive awareness.

Lead Volume: The count of inquiries or
guote requests you get in a given period. This
includes web form submissions, calls, and
even direct emails. It's the raw number of
potential clients coming in.

Conversion Rate: The percentage of website
visitors who take action to contact you. For
example, if 100 people visit your site and 5 fill
out the contact form, that’s a 5% conversion
rate. This metric gauges how effective your
site is at turning interest into leads.

Cost Per Lead (CPL): How much you spend
on marketing divided by the number of leads
generated. If you spent $500 on Google Ads
in a month and got 10 leads from it, your
CPL for that channel is $50. Tracking CPL
by channel tells you where your marketing
spend is most efficient.

Close Rate: Out of the leads you get, how
many turn into paying projects? (e.g. 1in 4
leads becomes a customer = 25% close rate).
This goes beyond marketing into sales, but
it's critical for calculating true ROI. A channel
that brings lots of leads that never book you

might not be as valuable as a smaller source
that yields high-paying jobs.

Return on Investment (ROI): The ultimate
metric — how much profit you gained from
a marketing effort compared to what you
spent. Typically expressed as a percentage,
ROI lets you compare the effectiveness of
different campaigns. For example, if a $1,000
ad campaign brought in $5,000 in gross
profit, the ROl is 400% (meaning you got
back 4 times what you spent).

By homing in on these metrics, you cut
through the noise. It’s easy to get distracted
by “vanity metrics” - flashy numbers like
social media likes or website pageviews.
While those can signal engagement, they
only matter if they eventually contribute
to the real goals: more clients and more
revenue. Always ask, “How does this metric
relate to getting business?” If it’s not clear, it
might not be a metric worth obsessing over.
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Building a Simple
Marketing Dashboard

Once you know which metrics matter, you'll
need a convenient way to monitor them. This
is where a marketing dashboard comes in.
Don’t be intimidated by the term - it can
be as basic as a spreadsheet you update
monthly, or as fancy as an automated
software interface with real-time graphs.
The key is to compile all your important
numbers in one place so you can see the
whole picture at a glance.

At minimum, your dashboard might include
rows for each marketing channel (website
SEOQ, Google Ads, Facebook, Email Newsletter,
etc.) and columns for the metrics we
described (visitors, leads, conversion rate,
cost, CPL, and perhaps estimated ROI). For
example, you might see that in July, “Google
organic search brought 300 website visits, 15
leads, $0 ad cost (since it’s free traffic), and
those leads turned into 3 jobs worth $60k”
Meanwhile, “Facebook Ads brought 100 visits,
5 leads, at a cost of $500, yielding 1job worth
$15k” Laying it out like this immediately
shows which channel gives more bang for
the buck.

How do you get these numbers? Tools are
your friend. Google Analytics is a free must-
have tool that tracks website traffic and
user behavior. Once installed on your site,
it can tell you how many people visited,
what pages they looked at, and where they
came from (Google, Facebook, etc.). You
can set up Goals in Google Analytics to log
whenever someone fills out your contact
form - effectively tracking leads from your
site. There are even built-in reports for
conversion rate and top traffic sources.
For phone inquiries, you might rely on call
tracking (more on that soon) or simply log
calls manually. Advertising platforms like
Google Ads and Facebook Ads provide their
own dashboards showing impressions,

clicks, spend, and conversions (if you set
them up). The trick is pulling these insights
together. Some businesses use spreadsheet
templates to manually input data from
each source monthly. Others use software
like Google Data Studio/Looker Studio to
create a live dashboard that pulls data
from multiple accounts. If you work with an
agency or a service like GYRO’s Megaphone,
they may set up a custom dashboard for
you - for example, our team integrates
data across SEO rankings, web traffic, and
ad performance into one clear report. The
goal is to avoid fragmentary views (where
your Google Ads results live in one silo, your
website stats in another) and instead see
the integrated story of your marketing.

By glancing at your dashboard regularly (say,
once aweek or at least monthly), you become
a proactive marketer. You can catch trends
early — maybe you notice that leads from
“Houzz profile” have been climbing since you
refreshed your project photos there, or that
your conversion rate dipped after a website
change (alerting you to investigate and fix
something). This continuous awareness
keeps you agile. Think of it like the instrument
panel in a car: without it, you’re driving blind,;
with it, you can navigate confidently and
adjust course when needed.
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Tracing Every Click

with UTM Tags

One of the most powerful (yet simple) tools
in analytics is the UTM tag. UTM tags are
short text codes you append to the end of
a URL (website link) that tell analytics tools
exactly where a visitor came from. They are
the secret to answering questions like “Did
that Facebook post bring anyone to our site?”
or “How many leads did our Spring Email
Campaign generate?” UTM tags encode the
source (e.g. Facebook), medium (social post),
campaign name, and so on into the link.
When someone clicks that special link to
your website, Google Analytics will record all
that info.

For example, suppose youre running a
summer promotion and you share a link
to your “Kitchen Remodel Gallery” page
on Facebook. Normally, if people click Iit,
Analytics might just show “visitor from
Facebook” But if you attach UTMs — making
the link look like:

— now you’ll see in your reports not only

that the visitor came from Facebook, but
specifically from your “summer_promo”
campaign post. Later, if three people fill out
contact forms from that traffic, you'll know
those leads resulted from the Facebook
summer promo. Without UTMs, those
leads would simply appear as “Direct”
or “Facebook” traffic and you might not
connect them to that specific campaign. In
short, UTMs let you attribute results to the
right campaign.

Many remodelers overlook UTMs, and it costs
them clarity. In fact, marketing data analysts
found that companies fail to use UTM tags
in about 30% of their digital campaigns,
leaving a chunk of their traffic untraceable®.
Think about that — nearly a third of the time,
marketers are essentially blind to which ad
or email triggered a visit or lead. The danger
is you could be misled about what's working.
For instance, you might see a spike in website
visits and not realize they all came from a
paid ad — and attribute it to “organic growth,’
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missing the fact that your ad dollars drove it.
With UTMs in place, every click is accounted
for. You can compare campaigns accurately
and avoid wasting money on efforts that
don’t pull in results.

The good news is UTMs are easy to
implement. You dont need to hand-code
them; there are free UTM builder tools where
you just fill in fields (source, campaign name,
etc.) and it generates the tagged URL for you.
It becomes second nature: whenever you run
an online campaign — be it an email blast,
a banner ad, or a social media promotion
— you create a UTM-tagged link. It's a tiny
extra step that yields big insights. By tagging
your links consistently (using clear naming
conventions for campaigns and sources),
you’ll later produce clean reports that show,
for example, Email Newsletter August 2025
brought 50 visits and 5 leads, whereas Email
Newsletter September 2025 brought 80
visits and 8 leads — immediately telling you
which content or offer was more effective.

UTM tracking feeds your dashboard with
granulardatasoyou cantruly gauge marketing
ROl at a campaign level. Are those directory
listings you paid for sending any traffic? Tag
the links and see. Did the “Kitchen Trends
2025” blog you wrote bring in some project
inquiries? UTM-tag any calls-to-action in
the blog. It's about ensuring no marketing
effort goes unmeasured. As analytics experts
point out, UTM tags are crucial for attributing
revenue to the right source and preventing
wasteful spending — when you know exactly
which campaign drives conversions, you
can confidently put more budget there, and
pull back where it’s underperforming®@. In a
competitive market (and remodeling sure is
competitive), this precise attribution is what
helps you squeeze the most value from your
marketing dollars.

| utm_source | | utm

/s

_mediu
| https://somewebsite.com/reno-
| offer?utm_source=houzz

| &utm_medium=email&utm

| campaign=monthly-newsletter

tm_campaign |

i L
ot o S i

omewehsite.com/



Chapter 12

Q

Capturing Phone Leads
with Call Tracking

For many remodelers, some of the best leads
come through an old-fashioned phone call.
Maybe a prospect finds your website then
calls the number on the page, or they see
your truck and ring you up. The challenge for
analytics is: how do we attribute phone calls
to our marketing efforts? If someone calls
and says “I found you online,” that’s helpful
but not specific. Was it Google search? An
ad? Your Instagram profile? This is where call
tracking comes in, ensuring even your phone
leads are traced back to the source.

Call tracking works by using unique phone
numbers for different marketing channels or
campaigns. Don’t worry — you don’t actually
need multiple phones. Services allow you to
rent tracking numbers that forward to your
main line. For example, you could have one
number that you only use on your Google
Ads, another number that’s shown on your
website, and another in your direct mail
flyer. When the phone rings, the system logs
which number was dialed, and thus which
source should get credit. More advanced
call tracking uses dynamic number insertion
on your website: it displays one number
to visitors who came via Google search, a
different number to visitors from Facebook,
and so on. That way, if Jane Smith visits your
site from a Google search and then calls,
you’ll see that the “Google Organic” tracking
number rang — telling you exactly how Jane
found you.

Why go through this trouble? Because
without it, you're flying blind regarding your
call-in leads. You might be investing in
various campaigns but have no idea which
ones are actually prompting people to pick
up the phone. An insightful industry guide
put it bluntly: ignoring call tracking in today’s
data-driven landscape is a costly mistake,
akin to flying blind — without it, you risk

wasting money on ineffective campaigns
and missing opportunities to connect with
customers®. Those phone inquiries could
be the most lucrative ones, so you want to
know what marketing brought them in. Call
tracking closes that loop.

Implementing call tracking has become
surprisingly easy and affordable. Many
services (like Nimbata, CallRail, etc.) offer
local numbers and dynamic website insertion
with minimal setup. They often integrate
with Google Analytics and Google Ads, so
phone call conversions can be recorded
just like form submissions. For instance, you
can have calls over 30 seconds from your
website count as a “conversion” in Analytics
— because a longer call likely means a real
conversation, not just a wrong number. By
logging these, your marketing dashboard
gains a vital piece: X calls from source Y
leading to Z appointments or sales.

Another benefit: call recordings or at least call
logs can improve your marketing and sales
process. You might discover, for example,
that a lot of callers ask about a particular
service — signaling an opportunity to feature
that service more prominently on your site or
create content addressing those questions.
Or you might find calls from one campaign
tend to be less qualified (e.g. lots of price
shoppers coming from a certain ad), telling
you to tweak the targeting in that campaign.
In sum, call tracking not only attributes leads
to the right source, but also provides insight
into lead quality. It ensures no lead goes
uncounted. Every time the phone rings, you’ll
know if it was your SEO, your Google ad, or
even that yard sign that did its job — and you
can budget and plan accordingly.
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Proving ROl on

Every Campaign

With your tracking tools in place — analytics
dashboard, UTM-tagged links, and call
tracking — you can finally connect the dots
from marketing spend to business results.
Measuring ROl (Return on Investment)
becomes a more straightforward exercise:
you look at how much you spent on a given
initiative versus how much revenue (or profit)
it brought in.

Let’s demystify ROI calculation with a simple
example. Suppose in Q2 you spent $2,000
on a mix of Google search ads and Facebook
ads. From your tracking, you know those ads
collectively generated 20 leads, of which
you closed 5 projects. The total revenue
from those projects was $50,000, and after
costs, let’s say your gross profit on them is
$20,000. Now, you spent $2k to net $20k —
that’s a ROl of 900%. In formula terms, ROI
= (Profit — Cost) / Cost * 100. Here, ($20,000
- $2,000) / $2,000 * 100 = 900%. In other
words, for every $1 of marketing, you got
$10 back in profit. That's excellent! It tells

you those ad campaigns are well worth it.
If the ROI were only 50% (spend $2k to get
$3k profit, for instance), that would suggest
a need to optimize — either spend less or try
to increase the returns.

Now, not every marketing effort yields direct,
immediate revenue that’s easy to calculate.
Some things like content marketing or brand
awareness campaigns have a longer fuse
(they set the stage for future sales). But
you can still assign metrics to them - for
example, if you invest time/money into SEO
content, you track the rise in organic traffic
and leads over six months and eventually
the sales those lead to. The main idea is to
treat marketing like an investment, the same
way you'd evaluate buying a new piece of
equipment: what do | get out relative to what
| putin?

By measuring ROl per channel, you might
discover surprising insights. Perhaps your
Google Ads have a lower ROl than your
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SEO efforts — telling you to allocate more
resources to SEO content creation which
is paying off more. Or maybe you find your
email newsletter (which costs almost
nothing to send) actually brought in two
kitchen remodel jobs last year — an off-
the-charts ROl — which means you should
double down on growing your email list. On
the flip side, you might realize that the $500
you spent boosting Facebook posts all year
yielded very few solid leads, i.e. a negative
ROI, indicating that budget could be better
spent elsewhere. These insights are gold.
They let you trim the fat and focus on the
marketing that works for your business.

Crucially, tracking ROl also closes the
feedback loop with your marketing strategy.
It turns marketing from a cost center into
an accountable, optimizable part of your
business. Instead of feeling like you're
throwing money into a void and hoping
for the best, you can say: “For every dollar
I put into marketing, | know roughly how
many dollars | get back” When you have
that confidence, you can strategically scale
up your marketing. If you know a particular
campaign returns 5x what you spend, you
can consider increasing the budget on it,

effectively buying growth. And if you ever
seek outside investment or just plan your
yearly budget, you’ll have hard numbers to
justify your marketing spend (“We plan to
invest $X in marketing because it's bringing
in 5X in revenue — here’s the data.”).

One caution: ensure you’re measuring true
ROI, not just surface metrics. For example,
let's say you run two campaigns: one
brings a lot of cheap leads who mostly
want small handyman jobs, and another
brings fewer leads but for big whole-home
remodels. If you just count leads, the first
campaign looks better. But if you factor in
revenue, the second likely wins. This is why
tying marketing data to actual sales (using
a CRM or at least a spreadsheet to track
lead -> project -> value) is so important. It
might take a bit of discipline to log which
leads converted and for how much, but this
gives the clearest picture of success. Some
modern CRM systems can even automate
this, attributing closed revenue back to the
lead source. Whether manual or automated,
try to connect those dots. Otherwise, you
risk optimizing for the wrong metric.

Continuous Improvement

through Insights

Marketing analytics isn't a one-and-done task
— it's an ongoing process of improvement.
The true power of tracking your metrics and
ROl comes from acting on that information.
This is where the continuous improvement
mindset kicks in: treat each month or
campaign as a chance to learn and refine. In
practice, this could mean:

A/B Testing: Try small experiments and see
which performs better. For instance, run two
versions of a Google Ad (maybe different
headlines or targeting) and compare the
conversion rates. Or test two variations of

your website’s landing page - one with a
“Get a Quote” call-to-action and one with
“Schedule a Consultation” Analytics will
show you which version leads to more form
fills or calls. Over time, these incremental
gains add up to significantly higher lead
conversion.

Identify Drop-off Points: Use tools like
Google Analytics to see if there’s any point in
the customer journey where many prospects
disengage. Maybe lots of people visit your
portfolio page but few click “Contact”
afterward - is there enough encouragement
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on that page for the next step? Or perhaps
many start filling out your form but dont
submit — is it too long or asking for too
much? Data can highlight these weak spots,
so you can fix them and recapture potential
leads.

Adjust Marketing Mix: Regularly review
your dashboard and allocate resources
toward high-ROI channels. This quarter, you
might put a bit more budget into that high-
converting local service ad, or spend extra
time writing another educational blog post
that’s drawing in organic traffic. Conversely,
don’t be afraid to dial back or pause efforts
that underperform. Think of it as gardening —
water the plants that are flourishing, prune
the ones that aren’t.

Seasonal and Trend Analysis: Over the
years, your data will reveal seasonal patterns
(perhaps you always get more leads in spring
and slow down in winter). Armed with this,
you can plan ahead — push marketing harder
in peak seasons and use slower months for
planning and improvement. Analytics might
also reveal emerging trends, like growing
interest in a service you offer. If you notice a
surge of traffic and inquiries about “outdoor
living spaces” for example, that’'s a signal to
maybe create more content around it or
even adjust your services to meet demand.

What’s most encouraging is that data-driven
improvement creates a virtuous cycle. The
more you refine and invest in proven tactics,

Making Every
Dollar Count

When you boil it down, the purpose of
marketing analytics and ROl measurement
is to make every marketing dollar count. You
work hard for your money; your marketing
should work hard for you. By treating data
as a guiding compass, you ensure that you're
not leaving your business growth to luck
or hunches. Instead, you're steering it with
evidence-based strategy.

the better your ROI gets — which frees up
more budget (and confidence) to invest
further. You end up marketing smarter, not
necessarily harder. Many remodelers find
that after a year of focusing on analytics,
their cost per lead drops and their close
rate increases, meaning they’re getting more
leads and closing a higher percentage, all
without necessarily spending more money.
That’s the efficiency that good analytics can
unlock.

At GYRO, we've seen this firsthand. When
we onboard a client into our Megaphone
marketing program, one of the first things we
dois ensure robust tracking is in place. Often,
within a few months of data collection and
tweaking, there’s that “lightbulo moment”
- say, the client realizes their Houzz profile
(which they’'d forgotten about) is yielding
leads without any ad spend, so we decide
to polish it up and double the reviews on it.
Or we find their pay-per-click campaign for
“basement finishing” has a much higher ROI
than the one for “kitchen remodel,” leading
them to re-balance their ad budget toward
the former. Without the numbers, these
would just be guesses. With the numbers,
they’re strategic decisions.

Think of how far you’ve come from the old
days of blind advertising. You're no longer
saying, “I think that magazine ad might be
helping” You'll know exactly how many
leads came from each source. This clarity
is empowering. It also brings a sense of
accountability and pride — you can literally
see the fruits of your marketing labor and
budget in the form of graphs and reports.
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And if anyone (say, a business partner or
a skeptical relative) ever questions “Is that
marketing stuff really worth it?”, you can
confidently show them the data: perhaps a
report illustrating a 5:1 return on marketing
spend, or a chart of leads climbing month by
month after implementing your new strategy.

In conclusion, marketing analytics is the
engine that makes all the other chapters’
tactics fire on all cylinders. Whether it’s
your website, SEO, social media, or ads,
the insights you gain here will amplify their
effectiveness. You've learned how to build
your brand, attract traffic, convert leads,
and delight customers — now by measuring
and refining each step, you ensure none of
those efforts are wasted. As the remodeling
industry — and the marketing world -
continues to evolve, this analytical approach
will keep you adaptive and resilient. You’ll
be able to navigate new platforms or trends
because you have a framework to test and
evaluate them.

Remember, the goal isn’t to become a data
scientist — it’'s simply to cultivate a habit of
looking at the numbers and asking “What
are they telling me?”. If something seems
confusing, you now have the knowledge

Endnotes:

to dig in or ask the right questions. And if
something looks awesome (e.g. a spike in
leads from a source), you have the foresight
to capitalize on it. It’s a journey of continual
learning. But you're driving with headlights on
now, and the road to marketing ROl doesn’t
seem so dark and scary anymore.

Keep this data-driven mindset as you
integrate all the marketing channels we've
discussed. In the next chapter, we'll peek
into the future - exploring emerging
technologies and trends. Thanks to your
analytics foundation, you’ll be ready to
evaluate those new opportunities with a
critical eye, seizing those that can further
boost your growth. After all, in marketing as
in remodeling, you’re never really “done” -
you’re continually measuring, improving, and
building something better.

Now, take a moment to pat yourself on the
back: by mastering marketing analytics,
you’ve added a powerful toolto your business
toolbox. The numbers are on your side -
use them well, and watch your remodeling
business thrive.

1. Firework — Ozdoruk, Can. “Marketing ROI Statistics: 30+ Stats to Boost Your Strategy in 2024 Firework Blog, 2024. — Provides data on the emphasis marketing
leaders place on ROl and the percentage of marketers struggling with ROl measurement, underlining why businesses need better analytics to track performance.

2. “UTM Tracking: Advanced Best Practices for 2025 Improvado Blog, 2025. — Notes that companies fail to use UTM parameters in roughly 30% of campaigns,
which hampers accurate attribution of conversions. Emphasizes how UTM tagging helps accurately credit each marketing effort and avoid wasting budget on poorly

tracked campaigns.

3. “A 6-Step Process: How to Boost Your ROI with Call Tracking” Nimbata, 2024. — Describes the importance of call tracking for marketing accountability. Warns that
ignoring call tracking is like “flying blind,” risking wasted spend and missed opportunities, and explains how tracking phone leads enables more effective budget

allocation and higher ROI.
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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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