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10 things construction and home
improvement companies should
focus on now to grow profitably.

Thought leadership for owners and operators
who want better leads, stronger conversion
and scalable systems.
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VADR MARKETING

X o : : Scale is not a media budget. It’s a system.
Strategy, media, creative, conversion and data C
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Fix the constramt
before you buy g
more leads _«

INSIGHT

Most contractors do not have a lead problem.
They have a quality, conversion or follow-up
problem. Before increasing spend, diagnose
where revenue is leaking.

CORE EXAMPLE COST PER LEAD (CPL)
We helped lower a client’s CPL from $204 to $72
while also reducing CPA by tightening targeting,
refining keywords, improving landing page
alignment and cutting low-intent traffic.

N

$204

OCTOBER MOVE
Audit performance by service line, channel and
close rate before adding budget.

$72

~
&

| CPL: $204 — $72

BEFORE AFTER

02 VADR MARKETING Strategy before spend.
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Speed to lead is
revenue infrastructure

INSIGHT

Five-minute response is no longer fast enough.
The brand that responds first, with context and
a next step, usually wins the appointment.

CORE EXAMPLE

Top-performing contractors use instant lead
acknowledgment, missed-call text back, dispatcher T
scripts and confirmation sequences to keep s
intent warm.

OCTOBER MOVE

Make sure every new lead gets a response in
under 60 seconds.

Goal: sub-60-second

response time

THE SPEED TO LEAD SYSTEM

5 — @ — 0 — ® — E

NEW LEAD INSTANT MISSED-CALL DISPATCHER CONFIRMATION
COMES IN ACKNOWLEDGMENT TEXT BACK FOLLOWS UP SEQUENCE
Form, call Auto-reply If no answer With script Get the

or chat within seconds and context appointment

03 VADR MARKETING Built for scale.
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Your website shoulc
convert, notjust ' =
look credible = &4

INSIGHT

Traffic is expensive. Pages should remove
friction with clear offers, visible trust signals,
financing options, service-area clarity and VADR Sevices  Projects  abour  [EECETISIE
one obvious next step.

CORE EXAMPLE Your{)rc(l)‘]e(.:til
High-performing contractors create Handle ng t.
dC(“Cil[Cd pages for each core SCl'\'iCC, Roofing. Siding, Windows. Built for

) : longer lasting value.
use project proof, and keep the call to

action singular and easy to find.

OCTOBER MOVE

Rewrite your homepage hero around @ * 2 Q
the customer’s problem and outcome, Licensed 300+ Financing  Proudly Serving
& Insured Projects Options Our Area

then build one focused landing page
for your top October service.

| 1 offer ¢ 1 audience « 1 CTA

04 | VADR MARKETING Conversion matters.



VADR MARKETING THE OCTOBER SCALE GUIDE

04 / 10

04

SEO now inclu
é! visibility

INSIGHT

Homeowners now begin research in Google,
Maps and Al-powered search experiences. par
Winning companies publish specific service- & roofing company near me
and-city pages, answer real questions and
showcase original project proof.

CORE EXAMPLE &

Turn jobsite photos, FAQs and financing 9 9 * % K %k %k k
questions into pages that help you rank
traditionally while also surfacing in
Al-assisted discovery.
4 Al Overview
OCTOBER MOVE
Build three service-plus-city pages and
one authority article around the questions
your prospects ask most.

Y

= @ A

Service + FAQs & Project
City Pages Answers Proof

| Build: 3 service + city pages

05 VADR MARKETING Visibility compounds.
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Google Ads is
moving further

A\ Google Ads

®
Into A .
B Campaigns Clicks
R Keywords 1T27:4K
HEUSIIG{EINT g 8 Audiences
Google’s Al Max era rewards advertisers S
) Y 0 C.’)n'.’é's:cns )
who give the platform stronger structure, 320
better landing pages and cleaner conversion 8 Settings T
data. Automation works best when the
inputs are disciplined.
CORE EXAMPLE
Organize campaigns by service and geography,
connect call tracking and offline conversions, s S
. 3 - : d licks OnVersion:
and review search-term quality before letting bt
automation scale. roof teplacement 2430 7
reof repair 1921 62
OCTOBER MOVE siding contractors 1.305 48

Before fall demand peaks, review auto-applied
settings, landing-page alignment and call
tracking across every core service.

window replacement

Al Max: better inputs =

better output

06 | VADR MARKETING Structure beats guesswork.
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Meta is rewarding
better creative,
not more noise

INSIGHT

Meta’s recommendation systems are
increasingly Al-driven. That means strong
creative, native short-form video and better
feedback loops matter more than generic
ads with broad targeting.

1l

P 125K

CORE EXAMPLE

Top-performing brands rotate before-and-after

Reels, estimator intros, financing explainers and

customer testimonials, then feed qualified-lead )

and closed-job data back into the platform. 1y Financing
Options

Available
OCTOBER MOVE

Launch three new creative angles this month:

X 4 P 62K
proof, process and offer.

Creative angles:

proof ¢ process ¢ offer

07 | VADR MARKETING Creative drives the algorithm.
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Offers need to
match buyer
readiness

INSIGHT

Homeowners do not buy the same way
at every stage. Some need inspiration,
some need clarity on price or financing,

and some are ready to book an estimate
NOW.

AWARENESS

Inspiration
and ideas
CORE EXAMPLE

Use top-funnel content for awareness,
educational lead magnets for consideration

. NSIDERATION
and clear estimate offers for ready-to-buy ]_ :: i g 2
pu— ucation,

price and options

prospects.

OCTOBER MOVE

Create one timely fall offer for fast movers,

such as booking now for November ESTIMATE
installation or pre-holiday project starts. 2]  Readytobook

an estimate

08 | VADR MARKETING — - Offer to intent fit matters.
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Reviews and social
proof should be

syste :

INSIGHT

Reputation compounds. Reviews,
before-and-after proof and short client
stories lower friction across search, social
and the sales conversation.

O Verified Homeowner

CORE EXAMPLE o

Ask every happy customer for a Google **k Nk
review and a short video testimonial
within 48 hours of project completion.

. Verified Homeowne
OCTOBER MOVE erified Homeowner
&

Build a simple review-request automation
that sales or project managers can trigger o
immediately after a successful handoff.

Verified Homeowner

| Ask within 48 hours

09 | VADR MARKETING Trust scales conversion.
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Measure quality;, |
not just volume -

INSIGHT

]

Cheap leads can hide expensive waste. Cula s
Strong operators track appointment |
rate, show rate, close rate, CPL, CPA
and revenue by source, not just

form volume.

CORE EXAMPLE

A channel with a higher CPL can still
outperform if the close rate is stronger
and the jobs are more profitable.

OCTOBER MOVE

Build one weekly scorecard that media,
sales and operations can all review
together.

| CPL « CPA « Show rate « Close rate

CHANNEL PERFORMANCE SCORECARD

SOURCE CPL APPT RATE SHOW RATE CLOSE RATE :E;E?OUBE

Google Ads 372 32% 76% 28% $7800 I
Meta Ads $s8 24% 68% 18% $6,100 [ ]

LSA $90 38% 82% 32% $8,400 I
Organic Search $10 26% 70% 24% $6900 B 3
Referrals $48 42% 88% 36% $9,200 I

10 VADR MARKETING Track what closes.
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Retention, reactivation
and referrals are
undervalued

INSIGHT
The easiest revenue often comes from people
who already know you. Past customers and older

leads are usually cheaper to reactivate than cold
traffic is to acquire.

CORE EXAMPLE o
Run simple email and SMS campaigns for seasonal
maintenance, referral asks and additional services

based on what the customer already purchased.
OCTOBER MOVE

Re-market to the last 12 months of leads and
customers before increasing cold-media spend.

THE CUSTOMER LIFECYCLE

-

2 — 3@ — @ — @ — @l

NEW STAY REACTIVATE GET GROW
CUSTOMER IN TOUCH REFERRALS LIFETIME VALUE
Seasonal
Complete Email and SMS maintenance Make it easy More jobs,
the job throughout and additional for happy higher average
the year services customers tick_e_t, lower
to refer others acquisition cost
11 VADR MARKETING Need help turning this into a growth system? Retention is scale.

VADR connects strategy, mexlia, creative, conversion and data.
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LET'S BUILD

WHAT’S NEXT.

We help construction and home improvement
companies generate better leads, improve
conversion and build stronger growth systems.

— Paid media

— Websites and landing pages
— SEO and Al visibility

— Creative and content

— CRM and automation

— Strategy and growth systems

START A CONVERSATION

)

vadrmarketing.com Scale is not a media budget. It’s a system.



https://vadrmarketing.com
mailto:guy@vadr.pro

