Spray Foam Insulation Marketing Strategy

Snrav Fnam Euuinment Finanre A practical spray foam marketing plan should focus on local
' : ' lead generation, strong digital presence, and partnerships

with builders and trades so your calendar stays full
year-round. Below is a simple, plug-and-play plan you can
customize to your market.

1. Market and ideal customer
Define who you want to attract so every dollar spent is focused. Typical profitable segments:

¢ Homeowners: Retrofits, pole barns, attics, basements; message around energy savings, comfort,
and indoor air quality.

e Builders/GCs: New construction, custom homes, barndos; message around reliability, code
compliance, and scheduling.

e Light commercial/ag: Shops, warehouses, metal buildings; message around condensation control
and long-term operating cost savings.

For each segment, set a simple goal (e.g., “10 homeowner installs/month within 40 miles” or “3 active
builder accounts by year-end”).

2. Core positioning and offers
Clarify why someone should choose your company instead of another local contractor.

e Unique selling points: Certification, experience, high customer ratings, fast turnarounds, or
specialization (e.g., metal buildings, roofs, or high-R custom homes).

e Core offer: Free insulation assessment and written quote within 48 hours, including projected
energy savings and photos.

o Riskreversal: Clear warranty, satisfaction guarantee, and clean-jobsite promise to reduce
perceived risk for homeowners.

Use the same message everywhere: website, ads, truck lettering, proposals, and social content.
3. Digital marketing engine

Most spray foam work starts with an online search, so own your local digital real estate.



e Website and SEO

e Build a simple, mobile-friendly site with clear services, service areas, photos, testimonials,
and an easy “Request a Quote” form.

e Optimize for local keywords like “spray foam insulation [your city]” and “attic spray foam
contractor near me.”

e Google Business Profile and reviews

e Claim and fully complete your Google Business Profile with photos, services, and service
areas.

e After every job, text/email a direct review link; aim for a steady flow of 5-star reviews to
dominate the map pack.

e PPC and paid leads

e Run targeted Google Ads on high-intent phrases like “spray foam insulation near me” and
send traffic to a dedicated landing page with before/after photos and a quote form.

e Watch cost per lead and pause keywords that do not convert on calls or form submissions.
e Social media presence

e Poston Facebook and Instagram 2-3 times per week: before/after jobs, short explainer
clips, customer testimonials, and crew photos.

e Boostwinning posts to homeowners within 25-50 miles or to interests like home
improvement, farming, or real estate investors.

4. Offline and relationship marketing
Blend digital with boots-on-the-ground activities to build a referral ecosystem.
e Builder and trade partners

e Visitlocal builders, framers, roofers, metal-building erectors, and HYAC companies; drop a
one-page capability sheet and photos.

o Offer contractor pricing or referral fees and be the dependable “go-to” foam crew for their
projects.

e Community and networking

e Join local builders associations, BNl or chamber groups, and exhibit at home shows or
farm/ag expos with a small display and foam samples.

e Prepare a simple 10-minute talk on energy efficiency and building envelope performance
for local real estate or landlord groups.

e Jobsite visibility



e Yard signs on every job (where allowed), branded truck and trailer, and door hangers on
neighboring homes or shops with an introductory offer.

5. Lead management, follow-up, and KPIs
Even a modest marketing budget works if every lead is answered quickly and tracked.
e Lead handling

e Answer or return every call within 15 minutes during business hours; use a simple script
and always book an on-site visit when possible.

e Send quotes within 24-48 hours, with clear scope, price range options (good/better/best),
and expected start dates.

e Follow-up and nurturing

e Followup at2, 7, and 21 days by text/email/phone on open quotes; many residential and
small commercial jobs close on the second or third contact.

e Maintain an email list for past quotes and customers; send a short monthly newsletter with
tips, photos, and any seasonal promotions.

o Key metrics to track monthly

e Leads by source (web, ads, referrals, builders), close rate by source, average job size, cost
per lead, and cost per booked job.

o Review and adjust budget quarterly; invest more into channels with the best closed-job ROI
and trim the rest.

If you share your city/region and whether you’re targeting more residential, metal buildings, or builders,
the plan can be tightened into a one-page action checklist with specific campaigns and monthly budgets.
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