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MARKETING 101

Common mistakes companies make —and how to fix them

By Heather Hudson

f you work in heavy construction, marketing is probably not
at the top of your list of priorities.

For many busy companies, marketing is often what you
intend to focus on when business is slow, It may not immediately
contribute to the bottom line. And the digital world - where most
of today's marketing lives - is complicated and ever-changing,

But if you're relying solely on the (albeit, considerable) power of
word-of-mouth referrals, youre stunting your company's growth,
according to Harley Rivét, president of Deep Dish Digital, an in-
teractive agency that provides marketing direction, design and

development in Saskatoon, Sask.
“Word of mouth may keep you busy, but if you want to expand

your sales growth, you need to get new people into the sales fun-
nel, he explains.

To do just that, we've asked experts to identify the most common
mistakes they've seen construction companies make when trying
to market their businesses - and tell you how to avoid them.

Mistake #1:
Avoiding marketing altogether

You're a thriving company with a steady flow of work. You don’t
know the first thing about marketing and you're too busy to think
about it. If that’s the case, Y] Tso, owner of Sepia River, a market-
ing specialist who once owned his own construction business in
Vancouver, B.C., says not engaging in marketing might not be a
mistake after all.

“It’s easy to say everybody should grow their company but, hav-
ing been involved in a company that grew too fast, I know [mar-
keting]| is not always a good idea. Maybe you get plenty of work
from referrals and you can’t take on more than that without over-
extending yourself”

However, if you do have ambitions to grow your business, mar-
keting is essential.

“It’s rare to grow a business to any significant size without mar-
keting. It just doesn’t work,” says Tso.
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He recommends setting aside a certain amount of resources
for marketing, Even one or two per cent of your annual revenue
can go a long way to carrying out a successful plan that will have
you poised for growth.

Mistake #2:
Failing to plan

If a business prospect came to you with a vague budget and no
specs, voud know they weren't serious. If that’'s how youTre ap-
proaching marketing your company, youre not serious either.

Just like business planning, it’s critical to identify your goals
and quantify how youre going to get there. And if marketing is
not your area of expertise, consider handing it over to people who
can work their magic on your behalf.

“Add or contract a marketing professional to your staff. Find
somebody who can take your knowledge or experience and turn
it into consumable content like blog posts, email newsletters,
training seminars and client forums,” says Rivét. "It's easy to find
one by simply connecting with the Saskatchewan Professional
Marketing Association at www.saskmarketing.com.’

Mistake #3:
Marketing offline

Business cards, flyers, door hangers and an ad in the local news-
paper are all good marketing tools, but in 2016, truly meaning ful
marketing lives online.

"Many construction companies don't realize that their pros-
pects and customers see their website as another extension of
their office. Many fail to devote proper attention to it,” says Rivét.
"A website should not be an afterthought.”

Both Rivét and Tso are quick to caution that hiring someone
to slap together a website and put it up doesn't qualify as taking
care of marketing. They say a prospect will judge your organiza-
tion within two seconds of landing on your homepage.
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Invaluable tools oﬁ-
and resources {*

Website creation

Design your own website with these
easy-to-use templates, featuring
step-by-step instructions:

» MODX (modx.com)

* WordPress (wordpress.com)

* SquareSpace (squarespace.com)

« Wix (wix.com)

Graphic design

“Some pundits have claimed that busi-
ness-to-business sourcing is pretty much 80
per cent decided before they even contact a
supplier. You need to have a good, resourceful
website just to be a consideration,” says Rivét.

Important features of a modern website
include:

» Mobile-friendliness: more than half of all
internet traffic comes from a smartphone
or tablet - if users can't easily navigate

« Contact information: an email form for
users to contact you is great, but make
sure you regularly check its functionality
and respond to all inquiries; otherwise
it does more harm than good

Mistake #4:
The "set-i1t-and-forget-it”
approach to marketing

your site that way, it's useless

Tso says he sees it all the time. The business

You don’t have to have an artist’s « Contemporary design: tiny font
eye to create logos, badges and against a flat background is "90s
other marketing collateral with dedi : ;

: S esign: your site shouldn’t be a paper
these DIY graphic design sites:
+ 99Designs (99designs.ca) brochure translated for the screen
» Canva (canva.com) » High-quality photographs: seeing

is believing; show your prospects

that puts together a good website - and
then brushes their hands together and con-
siders marketing finished.

“It's important to create content [on your
website]| that other people will find inter-
esting and useful. That might be resources
they can use in their work and it might also

Email marketing

Be efficient with the way you reach out to
your existing and prospective customers:
» MailChimp (mailchimp.com)

* ConstantContact (constantcontact.com)

Customer relationship management
Keep all your customer data and information
up to date with these easy-to-use systems:

* Insightly (insightly.com)

* GoldMine (goldmine.com)

» Batchbook (batchbook.com)

Wooky ¢

Equipment

who you are, what you have and

the kind of work you've done with be a very clear picture of what your compa-
professional photographs ny does and how they do it.
« A call to action: give your visitors “But most importantly, you've got to up-
something to do at your site, i.e. date your site regularly.”
download a free white paper on a Tso advises clients to include good-qual-
subject they could use, click a “Call ity images and information about construc-

now" button, visit blog content, etc. tion projects that are in progress.
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“You can tell a lot about a construction
project by its progress photos, including the
conditions of the worksite, how organized
it is, what kind of equipment is used and
the scale of the projects the company takes
on. [Photos] are immediate testaments to
things you can do.’

Other ways to keep your website fresh
and relevant - which will keep Google in-
terested and result in better search engine
results - is to put together case studies
when each project is complete. Rather than
posting a testimonial page, hire a writer or
marketing company to write a complete
package that tells the story of your biggest
triumphs.

"Word of mouth may
keep you busy, but if
you want to expand
your sales growth, you
need to get new people
into the sales funnel.”

— Harley Rivét, President,
Deep Dish Digital

Mistake #5:
Avoiding technology
to meet marketing
(and sales) goals

“Using targeted email marketing or running
online ads on websites that their customers
use can be a lot cheaper and effective than
billboards or tradeshow conferences. says
Riveét.

“It's a lot easier to stay in contact and
aware of client information with customer
relationship management (CRM) software
and email marketing, That's the first thing
[ would recommend to any company look-
ing to do a better job of customer service
- capture emails and store them in a CRM
system.’

You don't have to be intimately aware
of every new piece of technology or social
media platform to make use of them. But
you should probably employ someone who

does - or contract your marketing to a busi-
ness that can make good decisions on your
behalf.

“For social media, I would strongly rec-
ommend getting a presence on LinkedIn
and creating a YouTube channel to show-
case some videos of the projects that you
have built,” says Rivét.

Having a presence on social media is also
important - but only if you're committed to
maintaining it regularly, i.e. dedicating two
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to four hours of resources a week to ensur-

ing all accounts are monitored.

When done right, marketing is interwo-
ven into the fabric of your business. You
invest in it the same way you do in good-
quality equipment. You make it part of ev-
eryday operations.

“There’s not a ‘set-it-and-forget-it’ ap-
proach that actually works. When done
right, it can be the smartest investment
your business makes,” says Tso. ()

@ TETRA TECH

Transportation Solutions
for a Complex World

Providing a full suite of engineering
services for transportation and
civil engineering projects.

Materials testing laboratories
now openin Regina and Saskatoon
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LIMITE

PRECAST CONCRETE PRODUCTS

e Septic Tanks, Cisterns

® Steps, Blocks, Planters

e Parking Curbs, Barriers

e Custom Arch., Structural
Catch Basin, Sump, Dykes
Burial Vaults, Memorial

Electrical Boxes, Bases
Fence/Soundwalls
Retaining Wall Block
Storm & Sanitary
Manholes

Serving Saskatchewan

Since 71988

T: 306-931-9229
F: 306-931-4447

3320 Idylwyld Drive N

Saskatoon, SK

For more information, visit us online at

www.preconltd.ca
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