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This book is dedicated to the friends and family that have guided and sometimes prodded me along in this journey we all call life:


To my parents (may they rest in peace), who helped shape a family of entrepreneurs and builders;


and to my siblings, who helped finish that job for them: thank you.


To Laura, Audrey, Jacob, Megan, and Arthur, who have been the foundation of the life I have.


And another special thank you to Jeff: you are missed everyday, my friend, but you changed lives and were the key to building the life I have now.


Be a builder of friendships and business with everyone you meet.






Introduction


PRIDE IN WHAT WE BUILD





When you spend over thirty years around the building industry you start to see the same problems over and over again. Supply chain issues. Materials issues. Labor issues. It starts to feel like déjà vu.


But over the past twenty years, I’ve seen a different problem crop up repeatedly for the building industry: the struggle with marketing and building a brand.


For a lot of us out there, myself included, we came into the world with a hammer in one hand and a measuring tape in the other. There’s an innate understanding for building in the most literal sense of the word—but building a brand? What’s that even mean?


Having grown up in a construction family myself, I understand the difficulty firsthand. When you’re building with materials, it’s tangible and solid. You can hold it in your hands and shape it into what you want it to be. There’s a satisfaction when you’re finished, which inspires you to do it again—a special kind of pride that happens only when you can look at something you’ve built yourself.


Meanwhile, the notion of “building a brand” feels vague and squishy. Most people I meet want to build their brand, but they want to make sure it’s one they can be proud of, just like anything else they would build. But what’s tricky is, unlike building a house, or a window, or even some kind of widget, branding and marketing don’t really have a finish line to say, “There. Finished. I’ve built it.”


A lot of companies I work with feel like this is a new problem, but it really isn’t. What is new, though, are the variety of challenges, tools, and methods available to market your business and build a brand.


It’s so overwhelming that most of my clients don’t know where to start. And frankly, their days are so filled with other problems and tasks, it’s easy for marketing to get put on the back burner. Or else, they feel there are too many factors outside of their control, and those feelings are actually very valid.


As a result, I’ve watched companies continue to do what they’ve always done even when it’s not working anymore. Why? Because it feels too risky to try something new, not knowing how it could turn out.


Maybe that’s you. If so, let me assure you that you’re in a very good company. No pun intended.


Given the number of legacy companies in the building industry, there’s an added layer of complication in how to stand out from the crowd, especially when everyone seems to be saying the same thing: “We’re the best at X.” How do you even begin to cut through the noise?


In this book, that’s exactly what I hope to do. Cut through the noise and untangle the confusion to make brand building real simple. In other words, this book isn’t going to get you a college degree in marketing, but it might just get you more customers.


The surprising truth about marketing is it’s really not so different from a construction project. You have a purpose, you have a design, you have tools, and then you take action. Then you do it all over again. The more times you do it, the better you become.


Before we get too far down this road, I want to talk about the word “builder.” In our industry, we tend to use it as a very literal term for home builders. But on this journey, whether you are a home builder or a window manufacturer, door builder, siding installer, or whatever else you might do, I want you to think of yourself as a Brand Builder.


After all, no matter your specific trade within the construction industry, we all build. We build our family, we build our careers, and, in the case of this book, we build a brand. So any time you see the word “builder” throughout this book, you’d know that I’m not speaking only to literal home builders. I’m speaking to anyone who wants to build their brand.


Knowing how we all share a passion for building, this book is structured in the same way you would plan and execute a building project. We’re going to break up the fundamental concepts of modern marketing into three sections: Survey, Blueprint, and Build.


SURVEY


In this first section, we’re going to explore the basics of discovering your brand. That’s right—your brand is already waiting to be found—you just need the right binoculars to see it. We’ll look at how you scope out your message, both from what people already say about your company and from what you want them to say about your company.


BLUEPRINT


Here, we’re going to build off of the survey and sketch out a foundation through values and a clear mission statement. We’ll take the data collected from our “survey” and draft the business brand we want to build. We’ll put values into action to ensure our blueprint is more than an idea, but something real we can actually “live in,” so to speak.


BUILD


Finally, we’re going to act upon the blueprint to actually build the brand. Just like any construction project, it’s going to kick up a lot of dust. You’re going to find new problems that have to be solved, tweaking the plan during the course of renovation. But we’ll also discuss how your brand can gain the “curb appeal” to attract new customers and convert them into Brand Evangelists.


Within the building industry, B2B marketing is especially vital. For instance, let’s say you’re a custom home builder. Do you do everything yourself? No. You’ve got a “guy” or a “gal” for different jobs. You’ve got your “window guy,” your “cabinet gal,” your “flooring guy,” your “plumbing gal,” and so on. You’re only going to hire the people you believe do the best work to strengthen your reputation and brand.


And if you’re the “guy” or “gal” out there making the windows, making the cabinets, or whatever it is you build, then you’ve got to be thinking hard about how you market to other businesses to hire you. They are looking to partner with the brands they trust, the ones who make their brand look good. Your B2B marketing has an immediate impact on their B2C marketing. If you’re not helping them get or keep customers, then they’re not going to come back to you.


Between my family’s legacy of building and over two decades of marketing experience within the construction industry, I want to share with you the same advice I give to all my clients who are honing in on their brand identity and refining their B2B marketing. The topics covered here are the foundations to start you on your journey to a brand you can be proud of.


In the end, it’s all about having pride in what you make and knowing it’s going to be the best product for the people you serve. Even in construction, what you build isn’t exclusively about the materials getting used—it’s about trust. It’s about living up to the standards you set for yourself, so you can be proud of how you’ve helped build a home or community.


Along the way, you will learn how to build a sterling reputation that keeps people coming back. That’s the real power of branding.


Like any building project, it is going to require some hard work. You might make mistakes you have to patch up. You might discover you need new materials to work with. But for those with the determination to follow through, the resulting pride and rewards are well worth it.
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CHAPTER 1


BUILDING YOUR BRAND





Building is in my blood. Like a lot of our colleagues and customers in the building materials industry, I grew up in a construction family. Going back to the age of seven or so, my mind is filled with memories of working side-by-side with my dad and siblings on all kinds of projects.


Most of our building projects were in the agricultural space. In fact, my earliest memories are of my family working on truck scales for grain elevators. There’s a ton of concrete work in the design of those scales, so I still have distinct memories of helping lay down the rebar. My job was to twist the wire ties holding the cross points for the rebar. This was before the days we had a machine to twist the ties for us, so it was a perfect job for small hands. And let’s face it, it’s a pretty difficult task to screw up.


In our family, we all grew up as do-it-yourself (DIY) individuals. If we didn’t have something, we built it. My dad worked like an engineer—it was like he could take a problem in his hands and just figure out a solution. Sometimes this meant he’d custom build his own tools and systems, taking DIY to a whole new level.


Over the years, we did everything from finishing basements to building decks. There’s a special kind of pride that comes along with finishing up a project, and I saw that pride on my dad’s face every time we drove past one of those grain elevators. Often, he’d point to it and say, “We built that,” not because he thought we’d forgotten, but because he wanted us to think about the contribution we’d made to the community. There’s a simple pride in the kind of work and craftsmanship you can see.


So it’s no major surprise that my brother and sister are both contractors now with their own companies. And even though I grew up to become a marketer, my focus has primarily been on the building industry, especially manufacturing. I’ve never forgotten the pride of helping build a community, and it’s the same pride I see in our customers, regardless of the product they make.


One of my favorite marketing campaigns for a customer centered on the phrase, “We love building,” where we interviewed individuals who were third-generation employees. It’s a common theme in this industry—the love for construction gets handed down like DNA, from parent to child. Most of the companies we work with started off as family businesses who were so good at what they did, they grew to a substantial size.


It’s all about love of the industry and the lifestyle that comes with it. It’s certainly not an easy life because the work itself is hard, but even this is part of what makes it so rewarding.


It wouldn’t surprise me if your story’s not so different from mine. While my siblings followed in our father’s footsteps by becoming builders themselves, I realized years ago my best contribution to the industry would be by helping builders build their brands.


In the past twenty years, a lot has changed in the marketing community—and it’s left a lot of builders running to catch up. They’re not sure what works anymore. They’re not sure where to start. And they’re worried they’ll make a mistake that ruins the company itself. They feel like they have no control over their brand.


Think about it. If you decide to go build a deck, there’s a lot in your control. You take the measurements, you draw out the design, you decide on the materials, from the lumber to the sealant. Then you use your own hands to transform the design into reality. It’s all very tangible, something you can feel in your hands and take full ownership of.


Branding, though? It’s a bit more nebulous. OK, a lot more nebulous.


My hope for this book is to change this feeling. So here in the very first few pages, I want to clue you in on a secret about branding. Ready for it?


Branding really boils down to one simple concept that everyone in the building space already knows.


Reputation.


IT BEGINS AND ENDS WITH REPUTATION


Reputation starts with your “Why” as a company—why you do what you do, how you want to be perceived by others, and the purpose driving every action you take. It’s likely your purpose isn’t just money, because if it was, you could go learn how to be a Wall Street day trader. Likewise, people don’t just do business with you because of the product you make or its cost—they do business with you because there is a level of established trust for who you are.


Everything in the building industry boils down to reputation and trust. Whatever tools you use, it’s probably because you trust the brand. I’d wager you’re willing to spend a little more money on a brand you trust because maybe you’ve gone the cheap route once and swore, “Never again.”


In the B2B world, trust is everything because we recognize our reputations rely on each other. For example, think about Schwann’s Home Delivery service. Let’s say they have a deal with Ford Motors for all their delivery trucks to be Fords. Now let’s say the entire 2023-produced fleet is found to have a defective brake issue and has to be recalled for repairs. This will directly impact Schwann’s ability to deliver their service.


Now, if you’re a Ford person, don’t come at me—remember, this is just an example—and all auto manufacturers have recall issues at some point.


The point is this—who will hear from the customers? Schwann’s will! Not Ford. Schwann’s brand reputation is dependent on their vehicles working well.


It’s no different in the building world. We all have our “electrical guy” or our “window gal” we trust. So manufacturers, in particular, have to always be thinking about not only their own brand but also the brand of the companies they sell to—how are you building up their reputation with their customers?


Across the industry, you’ll hear the motto, “I only use what I trust.” You’ve probably said it yourself. It’s a statement based on protecting your reputation. While there is nothing inherently wrong with this, you have to recognize how such a statement also creates hesitancy to change in the industry when it comes to the new and untried. This is a particular challenge at the manufacturing level where innovation is essential for survival.


It used to be that you could say, “We’re great, give us a try,” and you could win trust this way. But we now live in a world where there’s a lot more public access for people to determine if they should trust your company—or not. They don’t have to try your product for themselves. They can simply go online, read reviews, and find out if others had a positive experience with you. Real-world buying decisions are made from online reviews constantly, and that’s not a narrative you can have full control over.


At first, this sounds like bad news, but there’s good inside of it too. Because by the same stroke, it means there are also more ways for you to communicate, “Here’s why you should trust us.”


For example, we once worked with a siding manufacturer who had a core value of sustainability. They had developed a way to turn recycled carpet into siding for homes, but as you might imagine, builders were reluctant to try a new type of siding different from what they’d used before. Why? You guessed it! Because the quality of the siding impacts their own brand reputation!


So we had to help them find ways to develop trust first so that builders would be willing to give their product a try. I work in Missouri—you know, the “Show Me State”—so in this case, I told them, “Hey, this is a ‘show me’ product—you’re going to have to show potential customers how your siding is stronger, more lightweight, and easier to install. You’ve got to show them all the pluses for them, what’s going to make their job easier and make them look good.”


Because here’s the thing with digital marketing in particular—no, you can’t control everything that people say about you online—but you do have a lot of freedom and control to showcase what you can do! When this client figured out ways they could show off their product at trade shows and other avenues, they went on to win awards and build the trust they needed within the industry. We’ll discuss this more later on, but once you know what kind of reputation you are aiming for, it becomes easier to decide which tools will help build that reputation among your potential customers.


Reputation is not only valuable for gaining new customers, but it’s also invaluable for retaining customers. In the early stages of writing this book, the 2022 Southwest Airlines system debacle occurred. Thousands of flights were canceled, stranding customers in airports. I’ve been a big fan of Southwest for a long time, not because they’re always the cheapest fare but because their brand is built on the customer service experience.


Obviously, this situation tainted their reputation due to the headlines generated, and it exposed some problems that needed fixing. While I can’t speak for others, it didn’t impact my overall view of the company’s reputation. I still have full intentions to fly Southwest because of the years of positive experiences I’ve had with them and the many, many times they upheld their promises.


No one’s perfect, and at some point, your company is going to make a mistake. But the trust you’ve developed over time through reputation can buy you a lot of grace when those mistakes occur. That’s the power of a brand built on reputation.


Not only does your brand start with reputation, but it ends there too—your reputation only goes so far as the actions you take to follow through.


Ultimately, branding is nothing more than how you communicate the reputation you want to build. Where it often gets complicated is figuring out the message you want to communicate and then the ways you want to communicate it. While words play a role in communication, communication is more than words.


ACTIONS SPEAK LOUDER


Communication is the core problem I see within the building industry. And for anyone who’s in a long-term relationship or is a parent, this comes as no surprise. It only takes two people to have communication problems. Now multiply it by the thousands or even millions you’re trying to reach, and the problems also multiply.


Within the problem of communication, there are several layers of related struggles I see, so let’s spend some time breaking those down based on my own experience and conversations with clients.


CHANGE IN COMMUNICATION


This is probably the one that I see the most frustration over. The ways we communicate have changed rapidly over the past twenty years, and it feels like it’s only getting faster. Even social media–savvy marketing experts can become aggravated when a platform changes their algorithm without any notice, totally upending their strategy.


Complaining about the rapid changes in communication won’t slow it down, of course. The only real first step here is simply to recognize the changes occurring and ask, “How do we change? How do we do things differently?”


This truly is the biggest hurdle, not because of a stubborn mindset but because companies generally have a tendency to rely on what they know works from past experience. This is especially true considering the multigenerational nature of the business—how the skillsets and love of industry have been passed down.


There’s a lot of good in honoring one’s legacy, but when it becomes the mindset for marketing, it creates a slowness to change across the industry. Often, no one wants to be the first to adopt the “new thing.” They want somebody else to try it first. They want someone else to assume the risk.


It’s OK to admit that change is a bit scary. It requires courage to accept the risk of trying something new. But every moment you resist change is another moment your competition could be pulling ahead because they’re willing to accept the risk first.


Let’s say you’re accustomed to only traditional communication like print ads and sales kits. There’s nothing wrong with these methods per se, but you have to ask yourself, “Is it still getting the return on investment (ROI) it used to?”


If you put a print ad in a magazine with ten thousand subscribers, you know the magazine is going out to those ten thousand homes—but how many people are actually opening it up now? How many of those are looking for your specific product? How many will actually type in your web address or call your number? In the end, you’re not truly reaching ten thousand people, are you?


Now what if someone goes to Google and types in “Best X Near Me”? What if an ad for your competitor pops up instead of your site because they’ve made the communications changes to ensure they have good SEO (Search Engine Optimization)?


This is a totally fixable problem, but you have to be willing to change. No one can do it for you.


CHOICES IN COMMUNICATION


The next hurdle I see is the sheer amount of choices available in communication. The proliferation of communication channels is mind-numbing, and everyone struggles with being overwhelmed to some extent.


This problem branches off from the rapid changes in communication. Maybe you’ve accepted the need to change and the willingness to risk something new, but then the question is “What do I try?”


The right channel of communication for someone else might not be the right one for you. In my experience, the building industry suffers from a lot of “copycat” syndrome. A client will tell us, “We want to do X-Y-Z,” and our first question back is “Why?” Many times, the response back is “Because So-and-So is doing too.”


Whatever communication choice you make, it has to always tie back into your “Why” as a company—your purpose and how you’re trying to serve people. Otherwise, it’s just noise, and you’re just assuming copying someone else will work for you too.


For example, we had a client who manufactures decorative stonework. Their product looks beautiful, so their assumption was “We need to do a print ad campaign so people can see how beautiful it is.” But as they thought about it more, their feelings about using print as a communication channel shifted.


For one thing, anyone can make a picture look great. For another, the real selling point of their product wasn’t how it looked but how easily it could be installed. Their product could be installed with a pneumatic nail gun in any weather—including rain and snow. A print ad couldn’t communicate this properly or convincingly.


Instead, they tried something new. They created some demonstration videos and started posting these on social media—showing how the product was installed and how it could be installed in different weather. They began engaging with the people who were commenting on the videos, answering questions quickly. By trying a new channel of communication, they built up trust and reputation—and new customers discovered them who would’ve never given a moment’s thought to a print ad.


There used to only be five or so ways to communicate with customers. Now there’s easily forty or fifty ways. You don’t have to use them all—you just need to find the ones that line up with the message you want to communicate. The most powerful communication channel has always been word of mouth, so the real question is which mode of communication will get people talking.


CONSISTENCY IN COMMUNICATION


The easiest part of the marketing conversation for people to digest is the visual components: the website, the logo, the brochure, and even the social media posts. This is because the visual pieces are the ones you have full control over: how it looks, what it says, and when you send it out into the world.


But branding is a lot more than your logo. It would be easier if that’s all it was! No, your communication with customers goes far beyond a graphic. Every action you take is a form of communication. And what you’re communicating says a lot about your brand.


For example, if your business tagline is “We make it easy!” then everything you do in your business has to actually make it easy. Is the quote process easy, or do customers have to wait for days to get a quote back? If your competitor is armed with a tablet and can give the customer a quote on the spot, who do you think is likely to win, even if your quote is a little lower?


The customer is going to think, “Huh—they made me wait several days. Is that how the project is going to go? Will it be one delay after another?”


Beyond the product’s quality, people have more ability to learn about your company’s reputation as an employer too. Are employees happy there? Are they treated well? You can slap the words “We Love Our People” on a website all you want to, but if the employee reviews don’t reflect this, it makes you look disconnected at best and dishonest at worst. Either way, it harms your reputation.


When I say branding is about everything you do, I truly mean it’s about everything you do. From how you quote projects to how everyone in the company answers the phone, what is the message being communicated? Is your external message—logo, slogan, website—consistent with your internal message—your procedures and processes?


I’m a professional communicator, and even I struggle with this. Just ask my wife. Every action you take is communication. And the hard truth is that most of our communication problems are self-inflicted.


So it’s OK if you struggle with it, too. The key is to survey your organization for the communication inconsistencies and do the hard work to solve them.


OEBPS/html/docimages/imgpart1.jpg
Survey






OEBPS/html/docimages/imghalftitle.jpg
Building Better Brands





OEBPS/html/docimages/imgtitle.jpg
Elton
Mayfield

BUILDING

Essential Marketing

Strategies for the

Construction Industry







OEBPS/html/page-template.xpgt
 

   
    
		 
    
  
     
		 
		 
    

     
		 
    

     
		 
		 
    

     
		 
    

     
		 
		 
    

     
         
             
             
             
             
             
             
        
    

  

   
     
  





OEBPS/html/docimages/imgpage.jpg










OEBPS/html/docimages/cover_ader.jpg
Elton
Mayfield

BUILDING

Essential Marketing

Strategies for the
Construction Industry






