
Marketing in a Digital Age
Using Social Media, Email Campaigns, and Consistent 

Branding to Reach New & Existing Clients



Marketin
g Strategy

1. Branding:
• Used on external (to clients) and internal (to team) 

marketing
• Creates consistency

2. Voice:
• Unifies our website, newsletters, and social media
• Creates a relatable, personable image

3. Top-of-mind:
• We want people to think of us for big and small 

projects
• Easily recognizable trucks & team apparel with 

consistent branding 



Branding
• Interviewed staff and 

clients 
• Audited all of our 

marketing
• Printed materials
• Social Media
• Website

• Built a Brand Style Guide 
that outlines our brand

• Colors
• Fonts
• Logo usage

• Maintains consistency



Consistency is key! Define your:
• Logo
• Brand Colors & Fonts
• Key graphics and phrases



The Brand Guide also outlines our history, mission, vision, 
values, and company character. 



Brand Voice

• Unifies our digital 
media 

• It is professional, 
knowledgeable, 
and friendly 

• Uses the pronouns 
“we,” “us,” and 
“our” 



Top-of-mind
• Easily 

recognizable fleet 
• Team members in 

logo apparel 
• Community 

outreach and 
support create 
brand awareness

• Digital marketing 
highlights each 
service we offer



Website
• Features 

each service
• Lots of 

contact 
pages

• Consistent 
content



Social Media
• Keeps us 

top-of-mind for 
all kinds of 
projects

• Makes us more 
of a team 
personality, less 
of a corporate 
entity

Professional 
photo

Photo from 
manager

iPhone 
photo

Digital is the new 
word-of-mouth. 
Stay in the 
conversation.



Photo 
Editing
A few minutes 
can make a big 
difference!

Before After



Types of  Social Media Posts
Static Photo Posts: A single 
image with a caption.

Carousel Posts: Multiple 
images with a single caption.

Reels: Short videos with plenty of 
potential.



Later
Sit down, shut up, and schedule your posts!



Client Newsletter

• Sent once a month to both 
local and seasonal clients

• Features three distinct 
sections in each issue

The Soft Sell

• Highlights a specific 
service

• Generally a “repeat” 
service like fertilization, 
irrigation, etc. 

What’s New?

• Introduces new services, 
managers, or special offers

• Feels like exclusive “behind 
the scenes” content

Green Tip

• Seasonally appropriate 
landscaping advice

• Aimed at the DIY-ers but 
often includes a soft sell



Monthly Client Newsletter
• Consistent open rate of 55%
• Creates opportunities to promote without sounding promotional
• Invites our clients to get to know Drost as a resource, not just a 

business



Build a 
Marketing 
Strategy
• Focus on your 

company’s 
unique goals

• Use what fits
• Get rid of what 

doesn’t

Social media
Social 
media

Social 
media

Social 
media

Social 
media

Print 
media

Print 
media

Print 
media Print media

Marketing 

strategy

Website Website

Website

E-mail 
camp-a
igns

E-mail 
camp-a
igns

E-mail 
camp-a
igns E-mail 

camp-
aigns



How we got here
2019 Minimal social 

media presence

All marketing 
done by 

committee

Slow 
turnaround 
time, lots of 

revisions

More consistent 
social media

Took an 
in-depth look at 
current clients

Began working 
on branding 
with another 

company
2020

2021 Started client 
newsletter

Began website 
rebuild

Fired outside 
company

2022 Launched new 
website

KPI tracking of 
lead sources 

and sales cycle

Hired outside 
company for 

Search Engine 
Optimization



Everything starts with setting clear goals

Start by defining your business goals, then find marketing goals 
and strategies that move those business goals forward. 

Business Goals

• Grow New 
and Existing 
Clients

• Grow Team

Marketing 
Goals

• More brand 
visibility

• More qualified 
leads

Social Media 
Goals

• Increase 
reach

• Increase local 
followers



Social 
Media 
Lingo
Different 
analytics 
(measurables) 
on social media 
help you reach 
different 
business goals.

Impressions - 
total number of 

views your 
content gets

Reach – unique 
views your 

content gets

Engagement – 
likes, 

comments, and 
shares

Page views – 
how many 

people go back 
to your profile

Link clicks – 
could be links 

on your content 
or profile



Tracking 
analytics
• Enables you to 

see patterns 
across time

• Helps you know 
what’s working 
and what needs 
adjusting

• Bridges the gap 
between sales 
and marketing 

Channel Followers MoM% # of Posts 
Published

MoM
%

Page 
Views MoM% Engagement MoM% Reach MoM% Video 

Views MoM%

Instagram +27 +58.82 23 +4.54 139 -18.23 2.25 +20.97 14909 +40.46 2760 +27.01

Facebook +10 +150 22 - 1129 +124.9 -  3067 -1.16 -  

Pinterest -  -    3.99 +3.37 62182 -37.89 -  

LinkedIn +6 -45.45 1 - 32 +33.33 7.94 -19.72 87 -8.42 -  

YouTube 0 - 0 -   -  -  8 -975

Total +43 +34.37 46 +2.22 1300 +86.78 14.18 -9.33 80253 -29.59 2768 +24.68

Channel Total Visits MoM% Unique 
Visits MoM% Posts 

Published MoM%
Visits 
from 

Social
MoM% Avg. Visit 

Duration MoM%
Contact 

to 
Proposal

MoM% Sold MoM%

Website 1847 -22.46 1598 -24.01 0 - 104 -22.96 1:04 +42.38  7  -56.25   0 -100

Channel Profile 
Interactions MoM% Website 

Clicks MoM% Posts 
Published MoM% Calls MoM% Directions MoM% Profile 

Views MoM% Searches MoM%

Google 214 -6.14 108 +1.89 0 - 51 -37.8 55 +37.5 1409 -8.27 443  +3.02



Lead Sources
• “How did you hear about 

us?” is your most powerful 
marketing question

• Knowing how 
clients/employees find you 
helps you know where your 
marketing is working—and 
where it isn’t

I don’t know who you are or how 
you heard about my company

But I will ask you politely and 
track my lead sources.



Lead Sources • 2020: 55% of our leads 
came from existing clients 
& referrals 

• In 2021: 70% of our leads 
came from existing clients 
& referrals 

• In 2022: 80% of our leads 
came from existing clients 
& referrals



Sales Cycle

Existing clients already trust you and your work. 
You’ve already built a relationship. Cultivate it!

Percentage of 
total sales from 
existing clients 
and referrals:

• 2020 – 65%
• 2021 – 80%
• 2022 – 86%



2020-2022

• Average 
marketing cost 
per lead: $27.32

• Average 
marketing cost 
per sold project: 
$43.21

Budgeting

I can’t afford to do any 
good marketing--

   Marketing doesn’t 
have to be expensive 
    to be successful!



Watching Sales get all the recognition 
after you put literal blood, sweat, and 

tears into your last marketing campaign

• Marketing takes 
time, creativity, 
and effort

• Most people don’t 
realize this

• Give yourself a pat 
on the back

• You deserve it!




