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Knowing What Works with your customers' 

behavior will plan your future marketing strategies.
1.800.733.1478
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TIPS:

“At Donnelly’s Plumbing, Heating, and Cooling, we make sure that 
every co-worker knows and understands all of the Key numbers, which 

includes the marketing numbers.  It has now become such a part of 
our culture that everyone wants to know what is going on.  We track 

all of our individual ads, as well as all of our coupons.”

    ~ Marty Donnelly

Donnelly’s Plumbing, Heating & Cooling
Lansdale, PA

1.  Make the phone number easy to read.

2.  Make sure the trade/category is in the headline or 
close to it.

3.  List your specialties.

4.  Have the ad design match your other branding.

5.  Are you tracking each ad?

Are Neighbors Talking About You?

TM

Yellow Pages 

Renewing?

Check out the

back page.

Know What Works!

1.  Know what the marketing department is doing.  Communication 
     is key here.  Keep the technicians up to date.

2.  Collect information about the home.  The more information the 
     marketing department has about each customer, the more 
     relevant and successful the marketing effort will be to the 
     customer.  An example is when an electrician goes into 
     the home and notices that the customer could use a panel 
     upgrade.  When this information is passed on to the marketing 
     department, they can send something to the customer about 
     panel upgrades.

3.  Sell loyalty programs.  These customers become the bread and 
     butter for the company.

4.  Sell maintenance programs.  These should be different from a 
     loyalty program.  

5.  Technicians should always look neat and use scripted statements 
     so that the marketing department can confidently advertise the 
     fact that the techs are so much better than the competition. 
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NEED HELP
WITH YOUR

MARKETING?

CALL US TODAY!

800.RED.1478

You can do this yourself, or call us and make it easy, consistent, 
and successful - all because “You’ll Know What Works!” For help 
with these ideas and many more, call us today.   1.800.RED.1478

3 Steps to Owning the Neighborhood
~ Keep trucks in one area to save fuel
~ Get techs in front of more customers 5 Things Your Techs Can Do 

To Get More Calls on the Board:

1. Let them know you are coming

2. Ongoing system for mailings

3. Multiple impressions 
of your brand

When a neighborhood has homes situated in close proximity, you know 
that neighbors are likely to wave or stop and chat.  Chances are that 
these homeowners may have seen your truck at their neighbor's home 
and even talked about you.  Believe it or not, neighbors talk about their 
Plumber, Electrician, or Heating & Air Conditioning Technician.  Neighbors 
often share common demographic statistics.  For example, they each 
have 1.7 children, a mortgage and car payments, which make them 
good targets for your well-planned marketing.  The following three steps 
are your keys to making Neighborhood Marketing successful:
 
 1.  Let them know you are coming, such as a timely mailer 
      announcing the day or week.  If possible, send 
      a letter to the prospect-neighbor prior to the 
      date you'll be in their neighborhood.  Your 
      announcement says "Watch for our 
      trucks, we will be at the (customer’s name) 
      house.”  Send something again after you 
      have been to the customer's home and 
      completed the work.

 2. Create an ongoing system for the 
     process of sending mailings after the 
     sale of a big ticket item.  Map it out: 
         Step 1 = Sell installation to customer
         Step 2 = Mail letter to neighborhood
         Step 3 = Complete installation
         Step 4 = Mail another, slightly different, letter to neighborhood.

 3. Don't stop at one impression.  Most prospects need multiple 
     impressions of your brand before they will act.  If they do not 
     respond immediately, keep them on your mailing list for six 
     months to a year, before you give up on them.  Just when you 
     are about to give up, send one more thing, maybe a year later. 
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