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HELLO
Welcome to the Corken Steel Marketing Advisor, a simplistic guide to marketing your business.
This guide features an easy-to-follow step-by-step process to help you pinpoint your audience,
hone your message, determine your tactics, implement your plan and evaluate your success.
Here at Corken Steel we appreciate your partnership and loyalty. It is only through the success
and growth of your business that are we able to succeed. We want every one of our business
partners to achieve the level of growth they aspire to. From commercial contractors to residential
service providers, this guide can assist with building a marketing strategy to lead you to success.
One of the shining opportunities that we want to take full advantage of is utilizing your co-op
dollars. This is FREE money from Corken Steel to you, so spend it on something and don’t allow
it to go to waste. Consider your co-op funds a bonus to your planned marketing budget and
use these free dollars to take your business above and beyond its current state. Try something
different with these dollars; take a chance, you have nothing to lose.
As the world becomes more and more digital-focused with the rise of technology from smart
homes to foldable cell phones, this guide can assist you in prioritizing your marketing goals to
stay ahead of the technological curve. Consider these statistics:
• More than 64% of all searches for HVAC services happen on a mobile device
BE MOBILE-READY
• 92% of consumers look at a company’s website when choosing an HVAC company
GET YOUR WEBSITE READY
• 97% of consumers go online to find and research local services
COMPLETE YOUR DIRECTORY LISTING
The Air Conditioning Contractors of America (ACCA) stated that the HVAC industry is set to
explode with a compound annual growth rate (CAGR) of 9.7% from 2019 to 2025. It is time to get
marketing, to get out there and build your business to claim your portion of the expected growth.
Corken Steel is here to help.
Thank you,
Your Team at Corken Steel
Call our HVAC line at (800) 486-3970 for more information.

If setting up your marketing strategy, even with this guide, still seems daunting, speak
with your sales representative or our team at the Corken Steel corporate office. We
can recommend preferred marketing agency partners to work with you throughout
your planning, targeting, implementation and evaluation. If you prefer, these marketing
professionals can even take the entire process completely off your plate.

2

Marketing Advisor

www.corkensteel.com

A GUIDE TO MARKETING SUCCESS
Marketing is an important component of every successful business, but there is a lot that goes
into developing a complete and successful marketing strategy. This guide is meant to provide an
overview of some basic marketing goals and tactics to help you know what steps you need to take
for your business to reach the next level.
Within these pages, you’ll find some information on different marketing goals, advice on how
to choose those goals and recommendations on how to achieve them, whether you focus on
residential or commercial customers. Use this guide to discover your options and decide on the
best strategy for your business.

Let’s get started!
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MAKE A PLAN
The best way to achieve marketing success is
to create a marketing plan to organize your
efforts. Although that may sound daunting,
creating a detailed plan will actually help you
to make the most of both your time and your
money. Think of it as an instruction guide for
your success. Here are five basic steps toward
creating your own marketing plan:
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IDENTIFY
YOUR GOALS

Before moving forward with any marketing efforts, it is important to determine what goals you are trying to
accomplish. Knowing what your end goal is helps you to make smarter decisions and make better use of
your marketing budget and co-op dollars. A variety of factors can affect your goals, including how long you
have been in business, how much competition you have and how much budget you plan to spend. Take a
look at the options below and decide what would benefit your business the most. Often a combination is
the best approach.

1. INCREASE AWARENESS
If you want more people to know that your company exists, you may want to focus on
awareness. This is great if you are just getting started or if there is a lot of competition
in your area. Dedicate your marketing dollars to items that will allow you to get in
front of a large audience, make it easier for your business to be found
online and give you a more developed brand identity. Improving your
online presence is a great place to start. Increasing awareness often
doesn’t lead to as many immediate customers, but it helps you to be
top-of-mind when potential customers need your services in the future.

IDEAS: branding, directory management, website upgrade, postcard, vehicle lettering, print ads

2. GENERATE LEADS
If your business has been around for awhile and you need to convince potential customers that you are
the best choice, your marketing dollars should be spent on tactics that will assist with this goal. You can
get more leads by making sure you reach people who are in need of your services. This goal leads to
more immediate sales and is best for when you have already raised awareness about your business.

IDEAS: Google Ads, SEO, yard signs, swag, digital display advertising, content marketing

3. CUSTOMER RETENTION
If you have a base of loyal customers, you want to keep them! Provide extra value to them and remain
top-of-mind to ensure they return to you when they have a need for your services in the future. Return
customers cost less to get their business and provide a solid base for your company. Retaining existing
customers is always an important component of business success. Establish maintenance schedules
and provide reminder touch points to encourage return customer loyalty.

IDEAS: newsletters, business cards, social media, proposal forms, door hangers, swag, email

Don’t forget to write down the goals you choose to remind you and keep you accountable!
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PICK YOUR
AUDIENCE
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CHOOSE
TACTICS

Who are you marketing to? Focus your efforts
on a specific group. This might be your
most active customers. It might be lapsed
customers with whom you want to re-engage,
or new customers within a specific zip code.

Which marketing channels
are most likely to help you
achieve your goals and
resonate with your ideal
customer audience?

Think about your current customers:

The back cover of this
guide has a variety of ideas for potential
marketing tactics. Your marketing budget
and co-op dollars can be used towards any
of those listed items.

• Are there common traits among your
best customers?
• Do you have more success in certain
cities or zip codes?
• Are there cities or zip codes where you
think you could find better success?
• Are most of your customers young families,
older customers, landlords, businesses?
• Who are your competitors targeting?
If they are well-established, maybe
consider targeting a different audience.

Determining common characteristics among
your current customers can help you identify
your ideal customer (known as a customer
persona). This allows you to determine your
best areas for growth and success.
If you have multiple customer groups (e.g.
for multiple locations, or if you serve both
residential and commercial customers), market
to them separately for better results.
Keep this audience in mind throughout your
marketing efforts and you’ll vastly improve your
marketing success.

We prioritized the tactics into seven categories:

DIGITAL MARKETING
Online marketing, updating your website,
running digital ads, directory listings.

PRINT MARKETING
Handouts, mailers, stationery, business
cards, proposal forms and more.

PROMOTIONAL
Vehicle lettering, signage, yard signs,
restaurant menus, team sponsorships.

SWAG
Pens, koozies, chip clips, hats, shirts and
other branded items for handouts.

MEDIA
Traditional advertising options like
radio, billboards and television ads.

ADS & PUBLICATIONS
Can include local print publications,
church bulletins, Groupon, etc.

INTERNAL
Uniforms, training, awards or recognition,
team building and other employee focuses.

www.corkensteel.com
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CREATE A
CALENDAR

Creating a marketing calendar makes it
easier to block out time to work on your
marketing efforts. Without a calendar, it’s easy
to continue to push your marketing efforts
off as something you’ll “get to some day.”
Set a schedule and stick to it to ensure your
business’s marketing needs aren’t overlooked.

5

SET YOUR
BUDGET

The U.S. Small Business Administration
recommends that small businesses allocate
7% to 8% of their revenue to marketing.
Luckily for you, your co-op dollars can be used
for marketing (it’s free money)! Consider them
as a bonus, above and beyond your budget
numbers. However, you still want to make sure
you are spending those dollars wisely in a way
that makes sense for your business.

X
X
X

Start by blocking out at least a quarter’s
worth of marketing efforts. Choose a couple
of marketing tactics that will help you reach
your goals for that quarter and plan when
you’ll work on the programs to make sure
they get completed.
Decide when you want to launch your
campaigns. Work your production schedule
backwards from that date. This will help you
avoid bottlenecks or delays.
Schedule your deadlines to ensure plenty of
time for completion. For example, if you want
to promote a seasonal sale, make sure that
the design phase isn’t scheduled during your
designer’s vacation, and make sure to include
enough time for revisions.
Share your calendar with someone to hold
you accountable and keep you on track!

$
Look back at the tactics chosen in step 3.
If your budget is limited, choose the option
that will get you the most bang for your buck.
For example, if your website needs
improvements or isn’t mobile-friendly, allocate
some of your budget towards this, especially
as more and more consumers are making
their decisions online and on their phones.
Consider your goals and audience. If you
want to increase your leads significantly, you
may need to invest more. If you face a lot
of competition, you may also need to set a
higher budget in order to make an impact.
Review these items to decide what size
budget makes the most sense for you.

Don’t be afraid to ask for help – consulting a marketing professional can help make your
marketing seamless. They can assist with these steps if they seem overwhelming.
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MESSAGING
The right marketing messaging can drastically improve results. To share the right message, you need to
know what your customers are looking for and what sets you apart from your competitors. In marketing,
these are called pain points and differentiators, respectively.

DIFFERENTIATORS

PAIN POINTS

To beat out competition, determine what makes
your company unique and communicate that to
potential customers. Be as specific as possible.
Anyone can say they have great customer
service, so tell them why yours is great.

Identifying the problems your customers have
is crucial to knowing the best way to convince
them to give you their business.

These shouldn’t be things everyone offers, but
aspects of your business that make you the
best choice. But remember, still focus on your
customers’ needs first. Combine these with the
pain points for effective marketing messaging.

• Do they need a repair done immediately?
• Have they had issues with poor service from
another company in the past?
• Do they need affordable repair options?

Make sure your content demonstrates how
you can solve these issues. Focus on what
your customer needs, not what you offer.

EVALUATE
It’s important to evaluate results after executing a marketing plan to determine
effectiveness and ensure you are getting the most out of your marketing dollars.
Here are some tips to help you evaluate your marketing efforts:

1

Track your phone calls, inquiries and appointments (leads). If leads immediately increase, you can infer that
some of the success is due to your marketing efforts.

2

If you’re getting more leads but they aren’t turning into customers, look into the steps they take between
inquiring or calling and becoming a customer. Is there room for improvement?

3

Ask new customers how they heard about your company. This is a simple way to learn if they interacted
with your marketing.

4

Not every marketing campaign will be a huge success, but you can learn from the results. If you don’t get the
return you were expecting, make adjustments and use your results as a benchmark for your next campaign.

5

Set up a Google Analytics account if you don’t have one. This is a free account that gives you a variety of
information on your website, including how website visitors reach you and what pages they visit.

6

The more specific you can be with your evaluations, the easier it is to improve your efforts. Calculate the return on
investment (ROI) for your campaigns. Here is a simple formula: (Sales Growth - Mktg Cost) / Mktg Cost = ROI

If you aren’t comfortable evaluating your campaigns on your own, consider enlisting the help of
a marketing professional to determine the success of your campaigns and advise on next steps.
www.corkensteel.com
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MARKETING MENU
Once you have created your marketing plan and have an idea of what tactics will help you accomplish
your goals, take a look at the marketing menu below to see the variety of items for which we provide
assistance. Your marketing co-op dollars can be used on any of the items and services below. The colorcoded pricing scale gives you an idea of what you may expect to spend on each of these options.
This pricing scale is meant to help establish your budget or budget range.

PRICING SCALE

Lowest Cost

Highest Cost

DIGITAL MARKETING

PROMOTIONAL

Directory Management
Website Review/Upgrade
Google Ads
Social Media
Constant Contact
SEO (Search Engine Optimization)
YouTube Ads
Yelp Ads
Quarterly Website Updates

Vehicle Lettering
Yard Signs
Signage
School Athletic Facilities
Local Sport Team Sponsorship
Restaurant Menus/Placements

PRINT MARKETING
Business Cards
Trifold Brochures
Proposal Forms/Folders
Direct Mailers
Quarterly Newsletters

MEDIA
Billboards
Television

Radio
Pandora/Spotify

SWAG
Calendars
Chip Clips
Flashlights

Hats
Koozies
Pens

PUBLICATIONS AND ADS
Local Print Publication
Church Bulletin
Groupon/Angi

INTERNAL
Uniforms
Training

Team Building
Community Service

Marketing is a lot easier than it seems if you follow the steps laid out in this guide. Break your
approach down into smaller steps for small successes that lead to big results. Reach out to your
sales representative once you’re ready to take action with your marketing plan.
If you aren’t comfortable making a plan on your own, consider asking an experienced
marketing professional for assistance. We can offer recommendations if needed.

Created by Corken Steel. Call our HVAC line at (800) 486-3970 for more information.

