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What are traditional local marketing tactics?

Traditional local marketing tactics are offline strategies that you can use to promote your home service

business to a local audience. It helps you build trust through physical, tangible, and personal interactions

with a neighborhood. Oftentimes, these brand-building experiences create a lasting impression on your

customer base – think memorable yard signs, or a direct mail campaign that includes a calendar magnet

prospects can put on their fridge. Or, think bigger: a team sponsorship for your neighborhood's local little

league.

Whatever method you choose, understanding what traditional local marketing tactics are, and how to put

them into practice for your business, is the first step to creating an effective local marketing strategy that

helps you get more leads and book more jobs.

01 VEHICLE WRAPS

Vehicle Wraps
When you're on a job in a neighborhood, you want to increase your visibility to generate more leads. After all,

your crew is already on the road every day – but is it actually bringing you new business?

Vehicle wraps are one of the most cost-effective marketing tools available. They turn your fleet into mobile

billboards that generate impressions wherever you go, whether that's on the local highway or parked in front

of a current job.
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Vehicle wraps deliver 38x more impressions per dollar than traditional advertising

channels like billboards, print, or radio.
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Vehicle wraps have a high upfront cost, but a professionally designed wrap can drive awareness, build a

positive reputation, and help your home service business build name recognition across your town. Cars on

roads, highways, and the people in the neighborhood you're working in become more familiar with your logo

and branding, and also get to know more about the services you offer and the values you stand for.

Truck wraps are also a great way to invite audience members to take the next step towards booking a job.

When you include a CTA like a phone number, web address, or QR code on your commercial vehicle wrap,

you're creating a new way for customers to get in touch with you and take that next step.

Of course, while truck wraps are effective for many home service companies, they aren't a good fit for all

businesses. A wrapped vehicle makes your company easily identifiable, which magnifies any reckless driving

or poor customer service when your crew is on the job.

Figure 1. What makes a memorable truck wrap image

Above, we point out a few ways to make your truck wrap stand out. Consider including an easy-to-read

name and logo for instant brand recognition, paired with your brand's tagline. Add your website and social

media handles to make an effective way for customers to learn more about your business. Finally, a phone

number, QR code, or other call-to-action make an effective way for your new leads to actually convert.

Unlike traditional ads, vehicle wraps are dynamic and meet your potential customers wherever they are. By

incorporating clear contact details, bold visuals, and a call-to-action, a well-designed truck wrap can be a

powerful way to grow your business locally.
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02 PRINT COLL ATERAL

Print Collateral
In the digital age, it's easy to think that print marketing materials, like flyers, brochures, and door hangers,

don't really move the needle. But the reality is that high quality prints can provide low-cost brand awareness,

permanence, and lead generation for your business.

Below, we'll share more about different types of print collateral you can create for your business, and how to

use them most effectively in the neighborhoods you want to target.

Yard Signs

Neighborhood yard signs can be an effective way to build awareness for your company

and send a signal to potential neighbors in communities you already serve. A well-

designed yard sign is typically high contrast, includes your name, services, and phone

number, and is placed on the edge of the property you're currently working on for the

most visibility.

BEST FOR: ROOFERS, RESTORATION PROS, AND PEST CONTROL BUSINESSES

Door Hangers

Door hangers provide a direct and personalized way to reach potential customers with a

physical touchpoint. The best ones lead with a clear offer or reason to call, like a

seasonal tune-up or first time discount. Plus, they're easy to disperse – just have your

door-to-door crew leave them when they're knocking, or tell your tech to place them in

the current job's neighborhood before they leave.

BEST FOR: HVAC, PLUMBERS, ELECTRICIANS, AND LANDSCAPING PROS

Brochures

Brochures work best as a leave-behind, usually something a homeowner can reference

after you've already been on-site or introduced yourself at their door. A strong brochure

covers your core services, includes a few trust signals like licensing, years in business, or

a testimonial, and ends with a clear next step.

BEST FOR: PLUMBERS, ELECTRICIANS, AND GENERAL CONTRACTORS

Print Ads

Local print ads in community newspapers, neighborhood mailers, or the HOA

newsletters put your name in front of homeowners who are already engaged with your

target area. Keep the design simple with one service, one offer, and one way to contact

you, and target publications that reach the zip codes where you actually want to grow.

BEST FOR: HVAC, LANDSCAPING, AND GENERAL CONTRACTORS
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Figure 2. Which print collateral is best for my business?

TYPE BEST FOR THESE TRADES BUDGET
SETUP

EFFORT
PRIMARY GOAL

Yard signs

Place at active job

sites

Roofing, restoration, pest

control

Low Low Neighborhood awareness

Door hangers

Distribute near job

sites

HVAC, pest control, lawn care Low Medium Direct neighborhood

targeting

Brochures

Leave behind after

visits

Plumbing, electrical, general

contractors

Medium Medium Build trust, close higher-

ticket jobs

Print ads

Local papers, HOA

mailers

HVAC, landscaping,

remodeling

High High Brand recognition in target

zip codes

03 DIRECT MAIL

Direct Mail
Direct mail is considered one of the "tried and true" marketing strategies for

home service businesses for a reason. Unlike a social media ad that

disappears in a single scroll, direct mail stays visible on a homeowner's

counter or fridge until a service is needed.

Typically, there's three common formats for direct mail campaigns – and

while you can send pretty much anything the post office allows, postcards,

letters, and self-mailers are typically the most cost effective.

A direct mail postcard looks pretty much like you'd expect, but you can make

it shine with a coupon for a free on-site estimate. If you want more space or

want to create a more immersive experience, placing your mailer in an

envelope might be the right choice. Consider including an introduction to

your business, giving a prospect some seasonal advice, and attaching a

coupon. For a self-mailer, you can include multiple panels that can be folded

down to postcard size and be sent directly, without an envelope.

Whatever format you choose, there's several targeting strategies for making

sure your direct mail campaigns are effective.
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Targeting Strategies

Proximity Marketing

The most effective approach for home service businesses is to combine visible work with a targeted follow-up.

After completing a job, immediately target the surrounding 50–100 homes with a direct mailer that includes a

neighborhood specific offer or priority scheduling. This strategy leverages proximity, social proof, and convenience,

and can have response rates of 12–15%.

New Homeowner Targeting

New homeowners need to establish relationships with local businesses and often need multiple services. Consider

sending a mailer that includes more information about your business and a first-time service discount, too. When

delivered within the first 30 days after a home purchase, these campaigns can receive response rates of 18–22%

and establish your company as the neighborhood's provider before your competitors.

Seasonal / Predictive Maintenance

Most home service businesses experience natural seasonality – and campaigns triggered by specific weather

events or seasonal transitions can see big results. Consider timely communications that catch homeowners at the

time they're most considering related services, and see higher open rates and response rates, too.

EDDM (Every Door Direct Mail)

This campaign type targets specific postal routes based on average income and age, without needing specific

names. It's great if you want to expand your services to a new zip code, or just increase brand awareness in areas

that you're already working in.

Beyond targeting strategies, the content of your direct mailer also makes a measurable difference. Below, we

discuss a few direct mail campaign ideas appropriate for home service businesses.
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Campaign Ideas

Service Reminder Postcards

These are mailed to past customers to prompt a recurring

or follow-up service — think annual HVAC tune-ups,

seasonal pest treatments, or gutter cleanings before

winter. They work best when they're timed to the actual

service interval and include a simple call to action like a

phone number or QR code to book.

T I P  A calendar magnet version can extend the life of the piece

by staying on the customer's fridge long after the initial

mailing.

Review Requests

A short, well-timed postcard sent after a completed job

can be surprisingly effective at generating online reviews

from customers who meant to leave one but just never

got around to it. Keep the ask simple and include a QR

code that goes directly to your Google review page to

reduce friction.

T I P  Mailing this within a week of the job will improve response

rates.

Referral Requests

A referral postcard gives happy customers a tangible

reason to pass your name along to a neighbor or friend.

They might include a discount off their next service or a

small gift card for every referral that books. It's important

to send this campaign a few weeks after a completed job,

while the experience is still fresh.

T I P  The best ones include a perforated tear-off or a unique

promo code so you can track where referrals are coming

from.

Seasonal and Holiday Postcards

Keep your business top of mind during key moments, and

build brand affinity in the process. Send a spring postcard

reminding homeowners it's time to schedule a lawn

treatment, or send an end-of-year card thanking

customers for their business. Including a small offer, like a

seasonal discount valid through the end of the month,

gives recipients a reason to act.

T I P  Holiday cards, in particular, are great for building

relationships with future customers.

Slow Season Mailers

Targeted campaigns designed to generate bookings

during your slowest months usually offer a compelling

reason to schedule now, rather than wait. Target your

existing customer list first over cold customers to increase

cost-effectiveness.

T I P  A limited time discount, bundled service deal, or a "book

now, service later" option can all move customers off the

fence.

Upsells or Cross-Sells

These mailers go to current or past customers and

introduce a related service they may not know you offer –

like a plumber promoting water heater inspections to

customers who called for a drain clog, or a pest control

company offering mosquito treatments to existing

customers. The offer should feel like a natural next step,

rather than a random pitch.

T I P  A "loyalty discount" framing can significantly improve

response rates from an already-warm audience.

When considering direct mailers, it's also important to factor in the cost, and how to track it – direct mail

does cost a little more than some of the other strategies suggested in this guide. With postage, design, and

printing ranging from $0.30 to $3.00 per piece, and a 3.75% response rate, that's a CPL of $56.

Defining what a response is before your campaign launches is critical to success. This could be a phone

inquiry, QR code scan, booked jobs, or website visits using a campaign-specific landing page. Track all

response channels to get the most accurate picture of your campaign's performance.
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Figure 3. Which direct mailer is right for me?

YOUR SITUATION BEST FORMAT WHY IT WORKS PRO TIP

You want to reach new

customers in nearby

neighborhoods

EDDM
postcard

No mailing list needed —

USPS delivers to every door

on a carrier route

Target routes near active job

sites to reinforce your yard sign

presence

You have past customers

who are due for a repeat

service

Service
reminder
postcard

Warm audience already

trusts you — a timely nudge

is all it takes

Add a calendar magnet so the

reminder stays on the fridge

year-round

Your schedule slows

down in the off-season

Slow season
mailer

A time-limited offer creates

urgency when customers

have no pressing reason to

book

A "book now, service later"

option removes the barrier for

customers not ready yet

You want more Google

reviews from recent

customers

Review
request
postcard

Physical mail gets noticed

when an email would get

ignored or buried

Include a QR code that goes

directly to your Google review

page — no searching required

You want happy

customers to refer

friends and neighbors

Referral
mailer

A tangible offer gives

customers a reason to pass

your name along

Use a unique promo code so

you can track which referrals

came from the mailer

You offer related services

customers don't know

about

Upsell or
cross-sell
postcard

Past customers are your

warmest audience and the

lowest cost to convert

Frame it as a loyalty offer — "as

a valued customer"

outperforms a generic

promotion
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04 EVENTS AND SPONSORSHIPS

Events and Sponsorships
Sponsorships and community events build brand awareness, trust, and local authority by positioning your

home services business directly in front of local homeowners. Here's a few ways to implement this strategy

for your business.

Support Local Sports Teams

Sponsoring a youth sports team or local league is a great way to build awareness for

your brand. Put your logo on uniforms, banners, and event programs to get seen by

players, parents, and spectators in your local area. Getting your name in front of a highly

targeted, trust-primed audience is hard to buy through traditional advertising – after all,

people are more likely to recommend a business they feel a personal connection to.

Sponsor Community Events

From fairs and festivals to local charity events, sponsoring an event that aligns with your

business's values gives your company the chance to set up a booth, hand out branded

swag, and engage directly with potential customers in a low-pressure setting. For trades

businesses where trust is everything, that kind of visibility in a community context can

be worth more than any paid placement.

Partner with Schools and Nonprofits

Partnering with local schools and nonprofits gives home service businesses a way to

build deep, lasting credibility in the communities they serve. Whether it's donating

services to a school renovation, sponsoring a nonprofit fundraiser, or offering a discount

to a charity's volunteers, these partnerships associate your brand with causes people

already care about and trust. They also tend to generate organic visibility through

newsletters, social media shoutouts, and word of mouth from people who are genuinely

grateful — making them one of the highest-goodwill, lowest-cost marketing moves

available to a local trades business.
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What are digital local marketing tactics?

Digital local marketing tactics are digital strategies that aim to connect with nearby consumers through

targeted online channels. You might try to focus on optimizing your Google Business Profile, run a localized

SEO campaign, take advantage of local social media platforms like Nextdoor, or run geo-targeted ads like

Google LSAs to focus on location specific visibility.

05 GOOGLE BUSINESS PROFILE OPTIMIZATION

Google Business Profile Optimization
Google tries to show customers the kind of nearby businesses they'd like to visit – and you can directly

influence your business's local ranking so they see your business first. Your Google Business Profile is a free

tool to help you improve your local search ranking to make sure customers see your business before your

competitors.

Update your business information

Businesses with complete, accurate information are more likely to show up in local search results. Provide

information like your full address, your business hours, your phone number, what kind of business you are,

and key details like parking or mobile service. If this information changes, it's important to update it as soon

as possible.

Beyond the basics, use every field available to you:

Services List your specific services, not just your trade category. "Water heater installation," "panel upgrades,"

and "emergency HVAC repair" each target different searchers.

Photos & video Upload real jobsite photos — before-and-afters, your crew at work, your truck, finished projects.

Businesses with photos receive significantly more direction requests and website clicks than those

without. Skip the stock imagery; customers can tell.

Posts Use GBP Posts to share seasonal promotions, announce new services, or highlight a recent job.

Posts appear directly on your profile and in local search results.

Reviews Respond to every review. Thank customers who leave five-star feedback. Respond professionally

and constructively to negative reviews — response rate and recency are both factors Google

considers.

13
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Understand factors that determine local ranking

There's three things that directly influence local search results: relevance, distance, and popularity. Together,

these factors help Google find the best match for customers' searches.

Relevance

Relevance is how well a Business profile matches what a customer is looking for. To help Google better match your

business to relevant searches, provide complete and detailed business information.

Distance

Distance is how far each business is from the customer who's searching. If a customer doesn't share where they are,

Google uses what it knows about their current location.

Prominence

Prominence is how well-known a business is. Prominent places are more likely to show up in search results. The

"prominence" factor is based on information like how many websites link to your business, and how many reviews

you have.

06 GOOGLE LOCAL SERVICE ADS (LSAS)

Google Local Service Ads (LSAs)
Google LSAs are pay-per-lead advertisements that appear at the very top of local search results. You pay

based on recorded phone calls that last at least two minutes or messages that get sent through the ad.

They serve potential customers a business photo, how long the business has been around, ratings, quotes, a

booking link, and phone number. You can choose whether you're open to general inquiries, or if you require

the leads to be qualified.
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Google LSAs are relatively unique because they don't rank based on budget, but instead by trust. Effectively,

they're deciding who deserves to be trusted with a customer who is ready to hire right now. There are three

core ranking factors that determine how many calls and messages you receive from Local Service Ads.

Example of Google Local Service Ads appearing in local search results

Response Rate

When someone clicks "Call" or "Message" on your ad, Google looks at what happens next. If you answer quickly and

consistently, your ad will be served to more local homeowners. If you let that call go to voicemail, Google will lower

your visibility. To their algorithm, unanswered calls are equated to a bad customer experience.

Review Strength

Google weights how recently you earned reviews, and how often customers leave positive feedback, very heavily. If

you're steadily earning new five star reviews, Google interprets that as proof that customers trust you. Aim for 3–5 a

month.

Proximity Accuracy

Google prioritizes sending leads to the provider closest to the job location with the strongest trust score. If your

service area is too wide, or your office location is not optimized or verified properly, your visibility can be capped

without you even knowing it.
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LSAs are oftentimes easier to run than other ad types for contractors. There's no keyword management, no

ad groups, and no ongoing bid strategy to babysit. Google matches you to relevant searches automatically,

and you set your service area by zip code so you're only showing up where you can actually do the work.

Figure 4. How to set up Google LSAs

1 Go to ads.google.com and log in or sign up.

2 Set up your business profile and details, including the geographical area you service and the types of

services you offer.

3 Preview your ad.

4 Link your Google Business Profile (or create one if you don't have one yet), and upload any relevant business

documents and registration information to verify your business.

5 Set your ad budget.

6 Wait for your business to be approved.

07 SOCIAL PL ATFORMS

Social Platforms
Turn neighbors into customers by applying local marketing tactics to social media platforms, like Facebook

or Nextdoor. When you show up consistently on the platforms your customers actually use, you're building

the kind of familiarity and trust that makes them call you first, and refer you second.

The key is knowing where to spend your time. Not every platform is worth your energy, and most home

service businesses do better by showing up well in one or two places than by stretching thin across all of

them. Below, we'll walk through the platforms that tend to work best for local service businesses, and share

how to use them effectively.
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Facebook

Facebook is still the dominant social platform for homeowners, and it gives local businesses more

community-level reach than any other channel. Your Facebook Business Page is a lightweight but searchable

local presence, especially important when customers search your business name before booking.

Perhaps more important, however, is Facebook Groups. Consider joining neighborhood groups and respond

when homeowners ask for recommendations. Be active and visible, whether that's by answering questions or

just sharing useful seasonal tips.

CONTENT TIP

Post a "just finished this job in [neighborhood name]" update with a before-and-after photo a few times per month. It

shows that you're actively working in the area, which is a more credible trust signal than any paid placement.

Nextdoor

Nextdoor is the most hyperlocal social platform available to home service businesses. Residents use it

specifically to vet contractors and ask for recommendations from actual neighbors, making it a high-intent

environment for local services. You can claim a free Nextdoor Business Page and use it to post updates,

respond to recommendations, and run neighborhood-targeted ads.

CONTENT TIP

Ask happy customers specifically to mention your business by name on Nextdoor after a job is complete. A single

unprompted recommendation in a neighborhood thread can generate multiple leads from homeowners who are

already warmed up by the social proof.

Instagram

Instagram is a better fit for some trades than others, but for businesses where the finished work is

visually compelling, it's a strong local brand-building tool. Before-and-afters, project showcases, and behind-

the-scenes content all perform well, especially in local Reels. The key to making Instagram work locally is

geotagging your posts and Stories to the neighborhoods you serve, using location-specific hashtags, and

tagging your city or service area in your bio.

CONTENT TIP

You don't need professional photos or videos. Try posting a 30 second reel showing your business's most recent

transformation.
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08 LOCAL SEO

Local SEO
Local SEO optimizes your online presence so your business shows up when local customers search for your

business's services. It's what determines the order businesses appear when homeowners type in "HVAC

repair near me" or "best plumber in Austin, TX".

Google uses a few signals to determine which local businesses to surface for a given search in the local pack.

These include how relevant your business is to what the customer searched, how close your location is to

the searcher, and how much online authority and trust your business has built up over time.

How to optimize your business for local SEO

Local SEO isn't a single tactic. It's a set of overlapping signals that reinforce each other over time. Here's

where to focus:

Your GBP Your GBP is the single highest-leverage piece of local SEO real estate you own. Make sure your

name, address, and phone number are accurate and match exactly what's on your website.

Choose the right primary business category, fill out every field, upload real photos, post

updates regularly, and respond to every review.

Citations A citation is any online mention of your business name, address, and phone number. Audit

your listings across Google, Yelp, Bing Places, Angi, HomeAdvisor, and the BBB, and make sure

the information matches everywhere.

Your website Include your city and service area naturally in your page titles, headers, and body copy. Create

a dedicated page for each core service. Add a footer with your full business name, address,

and phone number on every page so it matches your citations exactly.

Reviews Build a simple ask into your post-job process — a follow-up text, an email, or a technician who

mentions it before they leave the driveway. Aim for three to five new reviews per month and

respond to every one.

Local links Links from other local websites — a HOA directory, a neighborhood blog, a local news feature,

or a community sponsor page — signal to Google that your business is a real and trusted part

of the local area.
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Conclusion
Local marketing isn't just one idea – it's a combination of offline and digital strategies that reinforce each

other over time to turn trust into a booked job. It doesn't work in isolation, but together, it compounds into

qualified leads in a way that you just don't see with paid ads. It's an advantage a locally-owned business has

over any national franchise, but only if you use it right.

Start with the checklist and pick two or three gaps and close them, then build from there.
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Ready to stop missing the leads your
local marketing is already generating?
Signpost's AI-powered tools handle instant follow-up, missed call recovery,

and lead response so every lead your marketing earns gets a response,

fast.

Get a Demo →

https://www.signpost.com/get-demo-now/
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✓ THE LOCAL MARKETING STRATEGY CHECKLIST

The Local Marketing Strategy Checklist
Use this checklist to audit your current local marketing efforts and identify where you have the most room to grow. Work

through each category and check off what's already in place. What's left is your starting point.

Traditional Marketing

VEHICLE WRAPS AND YARD SIGNS

Your fleet vehicles are wrapped or clearly branded with your

business name, logo, phone number, and website

You place yard signs at active job sites with your name,

services, and a way to contact you

Your wrap or sign design is high contrast and readable from a

distance

PRINT COLLATERAL

You have at least one leave-behind piece (door hanger,

brochure, or flyer) ready to distribute

Your print materials include a clear offer or call to action

Your contact information is consistent across all printed pieces

DIRECT MAIL

You have a post-job proximity campaign set up to target

neighboring homes after completing a job

You're targeting new homeowners in your service area with an

introductory mailer

You have at least one seasonal or service reminder campaign

planned for the year

You're tracking responses through a dedicated phone number,

QR code, or landing page

EVENTS AND SPONSORSHIPS

You sponsor at least one local sports team, community event,

or neighborhood organization a year

Your business name and logo appear on sponsored materials

(uniforms, banners, programs)

You have a booth or branded presence at a local event at least

once a year

Digital Marketing

GOOGLE BUSINESS PROFILE

Your GBP is claimed and fully filled out, including services,

hours, photos, and business description

Your name, address, and phone number match exactly what's

on your website

You have a process for earning new reviews consistently (3 to 5

per month)

You respond to every review, positive and negative

You post updates to your GBP at least twice a month

GOOGLE LSAS

Your Local Service Ad is active and verified

Your service area is set by zip code and reflects where you

actually want to work

Your response rate to calls and messages is high enough to

maintain strong ad visibility

You're disputing unqualified leads to protect your cost per lead

SOCIAL PLATFORMS

You have an active, complete Facebook Business Page

You're posting job photos, before-and-afters, or

neighborhood-specific updates at least weekly

You've claimed your Nextdoor Business Page

You've asked satisfied customers to recommend you by name

on Nextdoor

LOCAL SEO

Your website includes your city and service area in page titles,

headers, and body copy

You have a dedicated page for each core service you offer

Your name, address, and phone number appear consistently in

your website footer

Your citations are consistent across Google, Yelp, Bing Places,

Angi, and the BBB

You're building local links through sponsorships, partnerships,

and community involvement
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