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Ivar’s Breakfast | Remodel Marketing
MARKETING STRATEGY AND QUESTIONS
It’s easy to think a new website with great graphics will solve all your marketing nightmares. The 
truth is, if it doesn’t clearly communicate who you are and what you do, at the end of the day 
you’re no closer to a better marketing strategy.

Clari�  over creativi� 
Everything communicates, so it’s important to prioritize clarity over creativity. All that means is it 
should be clear as day who should do what—and why—on your site. If someone has gone through 
all the trouble of referring you to their family and friends or � nding you on a search engine or 
social media, then your website better be very clear about your belief, who you are, who you 
serve, how you serve, and how to contact you.

Who you serve | Identi�  your customers
Your business is suited to serve speci� c people—the ones who share your worldview. Worldview 
is important because it’s easier to do business with people who share your beliefs. For example, 
if quality is important to you, you may have higher prices, but you know your product will stand 
the test of time. When you’re looking for customers, you’ll know to look for people who also value 
quality and see it as an investment rather than an expense. 

Start with three core customers, then identify two growth customers. Core customers are people 
you work with regularly—the ones who have helped you build your business. Growth customers 
are people you have worked with once or twice or people you would like to work with. It’s 
important to identify these customers so you don’t forget or disrupt your revenue base—your core 
customer—as you grow. 

Core customers are the ones you can serve well and pro� tably. First, identify your core customer, 
their obstacle, and their goal. Their obstacle is your opportunity to serve your customer and 
help them reach their goal. This exercise will guide you through how to identify your customer’s 
obstacle and goal—and how you can help.

Customer Obstacle Goal

Core Customer #1
Bought a � xer-upper and doesn’t have 
the time or talent to make it their own.

To make their house a 
home.

#2

Bought a house big enough for two a 
few years ago, but now with twins on 
the way, they don’t have space or time to 
build it themselves; they need help with 
framing, electrical, plumbing, but can do 
the painting themselves.

To create space for 
their growing family.
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Growth 
Customer

#3

Bought a house and want to undergo 
their � rst remodel to totally make it over; 
while money is no object, they know 
what they want but have a hard time 
articulating the speci� cs so it’s a home 
and not a Pinterest hodgepodge.

To make their dream 
house.

How to serve | What service or product do you provide?
Once you’ve identi� ed the ways you serve your core and growth customers, you’ll be on your 
way to making your list of how you serve. Identify the top � ve to 10 products and services that 
provide the most value to each customer. In other words, what do you sell, to whom, and when? 
Then, write very simple overviews of each product so it’s clear what it does, who it’s for, and why 
someone should use it. 

“People don’t want to buy a quarter-inch drill, 
they want a quarter-inch hole.” 
— Theodore Levitt
American economist and professor at Harvard Business School

This portion of the project makes plain and clear the “job” that our products and services do, or to 
say it another way, how we serve our customers. Being clear about products and services makes 
it easier for customers to do business—and refer it. 

http://www.adweek.com/brand-marketing/infographic-how-storytelling-helping-brands-sell-more-products-175524/
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Product or service #1

SHORT DESCRIPTION (ONE SENTENCE)

MEDIUM DESCRIPTION (ONE PARAGRAPH)

LONG DESCRIPTION (ONE PAGE)
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Product or service #2

SHORT DESCRIPTION (ONE SENTENCE)

MEDIUM DESCRIPTION (ONE PARAGRAPH)

LONG DESCRIPTION (ONE PAGE)
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Product or service #3

SHORT DESCRIPTION (ONE SENTENCE)

MEDIUM DESCRIPTION (ONE PARAGRAPH)

LONG DESCRIPTION (ONE PAGE)
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Product and Service Worksheet
Answer these questions for each product and service to � ll out the description above.

NAME

WHO

• Who is the product or service for?
• Who was your � rst customer?
• Who is your best customer?
• Who is your worst customer?
• Who does your customer trust for information on your product or service?

WHAT

• What are the basic details of the product or service?
• What is the time in days or weeks from purchase to ful� llment?
• What is the level of investment a customer makes in this product or service?
• What are the human problem(s) your product or service solves?
• What do past customers say about your product or service (good and bad)?

WHEN

• When should someone use this product?
• When did you start making/o� ering your product/service?
• When do you sell the most/least of your product/service?
• When should someone use this product or service?
• When does your product or service expire or go bad?

WHERE

• Where would someone use this product or service?
• Where can someone experience the product or service before they buy?
• Where, aside from your own digital properties, can a customer research your product or 

service?
• Where would someone by this product or service (website, brick and mortar, Amazon, Etsy)?

WHY

• Why do you sell your particular product or service?
• Why should someone use your product or service?
• Why are you di� erent from other options in the market?

HOW

• How does this product make someone’s life better or longer?
• How important is this kind of purchase?
• How do customers � nd your product or service?
• How does your product or service save the customer time or money?
• How does your product or service enrich the life of the customer?
• How do people solve their problem without you?
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Questions and Answers
WEBSITE DESIGN BASICS

Q: What are some general design basics?
Now that you have a solid communication strategy, answers to these questions should be easier.
Keep it simple. Guide your decisions with the direction you determined in the strategy portion of 
this document, then ask: 

What are the � ve main actions I would like people to take on my website? For example:

1. Contact via form submission

2. View previous work

3. View service o� erings

4. View FAQ (save yourself time by not answering the same questions over and over)

5. Call via phone or email

6. Share link to website with a friend

7. Etc. 

Once you know who you are, who you serve, how you serve, and what you would like people 
to do on your site, the decisions get a lot easier. If the main action you’d like people to take is to 
contact via form submission, then you know your contact form should be the number one thing 
people see when the come to your site. If they are not ready to contact you, they can view the rest 
of the site to see if you’d be a good partner.

Reviews and testimonials
Reviews and testimonials o� er a huge bene� t, as many people trust recommendations from 
friends and family and often seek those � rst before searching online to � nd a product or service. 
If you can post some reviews and testimonials on your site and on other social channels, this can 
really pay dividends when closing leads.

“Word of Mouth marketing impression results 
5x more sales than a paid media impression and 
people are 90% more likely to trust and buy from 
a brand recommended by a friend.1”

Save time | A good website is a gate
A good website is a gate—it lets the right people in and turns the wrong people away.

You may be reluctant to put much information on your site for fear of competitors stealing it. 
While that might happen, it’s important to focus on serving your current and potential customers 
by answering their questions and helping them know what you do and who you serve. Having a 
FAQ page or speci� cs about your products and services can save customers a lot of time, helping 
them know if you’re the right person to contact for their job or if they should look for someone 
else. This helps you pre-qualify your leads, saving both of you time on the phone. 

 1. https://www.invespcro.com/blog/word-of-mouth-marketing/

TIP:

If people ask you for referrals all 
the time, have a page on your site 
that links to referrals. You can 
even track how many people click 
through. This will save you and 
them time calling and emailing.
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WEBSITE MARKETING

Analytics
Install Google Analytics. It’s free and will help you or a marketing partner make smarter decisions 
with your website. Most website content management systems (CMS) actually make it easy 
enough to add Google Analytics without any additional code.
https://marketingplatform.google.com/about/analytics/

Connect Google Search Console. Once you’ve added Google Analytics, you can connect Google 
Search Console. This will help you rank on Google’s Search Engine. It will tell you what keywords 
people are using to � nd you which allows you to update your site to better rank for those search 
terms.
https://search.google.com/search-console/about

Do you need a new site? Use this tool to see if Google recommends you make updates to your 
current site. Speed is the biggest issue, along with the page being easily viewed on mobile.
https://developers.google.com/speed/pagespeed/insights/

Google Ads Academy. Google ads are a great way to drive tra�  c to your site. For a relatively 
small amount you can see some great results. AdWords Express is a great way to get started fast 
without needing much experience.
https://landing.google.com/academyforads/#?modal_active=none

https://www.google.com/adwords/express/

How to rank a website on Google
First you must think of what Google wants. Google wants to index the world’s information; make 
what people search for available and accessible. While many play games around ranking, Google 
simply wants e� ective and relevant content it can serve to its customers. 

Spam sites that rank well but do not provide customers with any value are eventually not ranked 
as highly.

Here is some tactical advice:
• Register your domain for three to � ve years
• Update the on-page content to clearly state how you serve.1 Clarity over creativity. First be 

clear what you are trying to say, then � nd ways to be clever. Write for people, then optimize for 
machines.

• Update backend metadata to tell Google what’s on the page2

• Create content—pages or posts that answer common questions your clients have
• Post some testimonials on your site

$10,000 advice | Domain registration
Buy three to � ve years on your domain—this will tell Google that you plan on being around a while. 
It will also save you money in the long run. There are many ranking factors with Google and while 
not an o�  cial one, it makes a lot of sense.

1. https://unbounce.com/landing-page-copywriting/8-step-process-writing-landing-page-copy-that-converts/

2. https://ahrefs.com/blog/

https://marketingplatform.google.com/about/analytics/
https://search.google.com/search-console/about
https://developers.google.com/speed/pagespeed/insights/
https://landing.google.com/academyforads/#?modal_active=none
https://www.google.com/adwords/express/
https://unbounce.com/landing-page-copywriting/8-step-process-writing-landing-page-copy-that-converts/
https://ahrefs.com/blog/


BELIEF AGENCY © 2019 09HELLO@BELIEFAGENCY.COM
(206) 659-6297

4611 11TH AVE NW 
SEATTLE, WA 98107

WEBSITE IMAGES

If you are just ge� ing started or don’t have professional 
images of your past projects (and going back and taking 
them isn’t an option) should you use stock images on your 
website?
Images should help provide clarity for current and potential customers. Do you need photos to 
help people understand who you are, who you serve, and how you serve them? If the answer is 
yes, then you should use stock images. If the answer is no, then wait until you can capture images 
on your next project. 

Images and client logos are meant to help communicate that you are capable, credible, 
competent, and trustworthy. Don’t worry if your photos are not “professional”—the right 
smartphone and standard digital camera can take great pictures. And I would bet if you try, you’ll 
get the hang of it, or even better, someone will o� er you a trade. Heck, Jim has a photographer he 
likes to use.

What to look for in a web hosting company
• Support
• Easy backups
• Uptime, though 100 percent is expensive
• A bandwidth plan that � ts your needs now and in the future

Squarespace will probably o� er most of what you need. It’s easy for a designer to help you 
update the design, though you don’t even need that as you can update the content very easily. 
Squarespace also has a ton of support—many of the integrations with Google and other business 
tools are also built in.

WP Engine is what we recommend for all WordPress websites. They have great support and 
backup solutions. Jodie Holland (jodie.holland@wpengine.com) is our contact there and has a 
team that can answer questions ranging from the basic to technical.

Best contact management so� ware
• https://airtable.com/
• https://www.hubspot.com/*
• https://keap.com/

*Free

https://airtable.com/
https://www.hubspot.com/
https://keap.com/
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DIGITAL, WEB, SOCIAL PRESENCE

I would also like to know how we should maximize our 
website presence. Should we join Houzz, HomeAdvisor, or 
Yelp?
As a business, � rst decide where your customers come from. Then ask: Where do your best 
customers come from? Do people call you, email you, or submit a form? Come up to your job site? 
Do your current customers refer you?

Then, you can decide how much energy to put into each of these channels. For example, if you 
have limited time and resources and you know marketing and sales are the lifeblood to your 
growing business, how do you manage to commit to that and also complete the work? You have 
to decide what has the biggest impact with the least e� ort.

E� ort and impact matrix

High E� ort Low E� ort

High Impact

Do consistently
• Ask current customers for referrals 

and new work
• Write blogs and pages to answer 

common questions and concerns

Do quickly
• Keep website and 

social pro� les 
updated with 
current information

• Place digital ads

Low Impact Do rarely Do as you have time

SOCIAL MEDIA

If we don’t trust Facebook and other social media sites, how 
do we navigate social media?
If you don’t personally feel comfortable having your personal information on Facebook, you can 
create a pro� le just for business use called Facebook Business Manager.1

Facebook (or any other social media channel for that matter) shouldn’t be where your audience 
lives. Facebook, and other social channels, are a way to invite people into your “owned” 
platforms—your website and your email list. 

Should you be on Facebook? From a discovery standpoint, while Google is people looking for 
your product or service, social media does provide a low-cost way to get in front of people before 
they are actively searching for help, so that when they are looking for your product or service, 
you’ll be top of mind.  

1. https://business.facebook.com/

https://business.facebook.com/
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How to use social media e� ectively
If you are going to spend time on social media, it’s important that you participate and invite. 
Don’t just use it to promote yourself—use it to participate with the community. Answer questions, 
provide resources, and give advice—for free. 

Be selective. Don’t use every channel. If you are going to invest in social media marketing, you 
can’t be on every channel e� ectively. It’s not ideal to just copy and paste from one to the other—
think of each social media as a di� erent nation, with a di� erent language and culture. If you’re 
going to be on multiple channels, learn the language and the culture of each platform you’re 
choosing to be on. 

Be speci� c. Anticipate questions people will have based on the month, season, etc. When it 
snows, what can you o� er? Will people notice drafty windows? How should they know if they 
should repair or replace them?

Be smart. You don’t have to make all this content. Dunn Lumber has over 480 posts. Likely, we’ve 
answered the question for your colleague or customer. You can search our sites for answers, 
and share your � ndings with your audience. Yes, this is self-serving on our side, as you promoting 
the content is cheaper than ads. But it should be a win-win as it will save you time in writing a 
response or content and serve your customers with a fast reply. Dunn Lumber can’t provide your 
product or service, and we’re not worried about competing—we’re looking for ways to better 
serve you. And remember you can always email Jim with content you wish we had.

I would also like to know how we should maximize our website 
presence, should we join Houzz, HomeAdvisor, or Yelp?
First and foremost, make sure all these sites have the most up-to-date information. Then, see if 
there are additional � elds and forms you can � ll out to make it easier for people to contact you.

You want to make sure you are in front of as many audiences as possible, but you also don’t want 
to build your business on top of others—this is called sharecropping. If you become too dependent 
on any of these sites for leads and they close or change, your business will have to pivot.

I am looking to join a company that focuses on small-to-
medium businesses as their customers as opposed to the 
consumer market. What strategies are recommended for 
social media marketing?
B2B is not all that di� erent than B2C. Several advantages you will have (typically) are bigger 
budgets and faster response times. You also could change the tone from more of the “dream” 
about your home to more brass tacks, meaning you can just say what you are trying to say, 
because businesses are normally more aware of the problem they have and the solution they are 
looking for. 

For example:
We o� er a [BLANK] for [BLANK] that helps them [BLANK] better than [BLANK].

Note, too, at the end of the day, all business is done person to person. And B2B is even more 
about helping solve people’s problems. Remember: People don’t buy a drill, they buy the hole.



BELIEF AGENCY © 2019 12HELLO@BELIEFAGENCY.COM
(206) 659-6297

4611 11TH AVE NW 
SEATTLE, WA 98107

STRATEGIC EMAIL MARKETING
How often do you work with the same people again and again? Email newsletters are a great way 
to stay in touch. Don’t send “sales” emails, but rather, informational and educational emails that can 
help your customer enjoy their home and especially the work you’ve done for them on their home.

For example, in September you could write and send out an email that explains how to winterize 
a home, how to survive the snow, and how to reset the new breakers, providing value before the 
winter season hits, building trust with your audience, and answering a question before they ask it. 

Remember, this is going to sound like, “Doesn’t everyone know that or can’t they just Google 
it?” Yes, that is true, but being on this side, I don’t know all I need to know to care for our house. 
And yes, I could Google it, but how does that build a relationship with you? Again, be smart: your 
newsletter could be a summary of Dunn Lumber posts that answer questions speci� c to your 
customer—there are 480 posts to pull from. It does not need to always be new content, just 
relevant.

HOW TO TARGET THE RIGHT KIND OF CLIENT WITH THE MINIMAL 
AMOUNT OF EFFORT
De� ne your best customer. Go back to the strategy section and really de� ne your customer so 
that when people do refer you, they send you a good referral, not just a lead. There are many 
ways to track leads—a good barometer is to classify them as hot, warm, and cold. A hot lead 
is coming in fast and they have the cash and a problem for you to solve. A warm lead might be 
someone who was referred to you and is, in general, interested. Cold leads are “I found you on 
Google.” A warm referral can really drive good long-term business. Cold leads take a lot of time, 
money, and e� ort.

Ask your current customers for reviews and referrals. If you’ve done a good job for them, it 
should be easy to ask for referrals. Help them out by telling them the kind of work you want to do 
and the kind of people you like to work with. See the strategy section above. 

Establish partnerships. If you are a plumber, ask your eletricition friends for referrals. Serve the 
general contractor so well he thinks of you next time he needs a electrician. When you work with 
other folks on a job site, add so much value to the job in your skill and attitude that they bring you 
in on the next job. Think of real estate brokers, mortgage lenders, retail partners. Help as many 
people as possible know who you are, who you serve, and how you serve.

Write a noise letter. I once received a letter from a contractor on a job he was doing two blocks 
down. The letter said, “Hi, I am working on this house down the street and there is often extra 
noise and tra�  c when we are working. If this ever causes any problems, please let me know.” 
Then, the letter explained more about his company. It was a great way to provide value to 
neighbors, earn potential referrals, and anticipate any issues between his current client and their 
neighbors. All it cost him was writing a letter, plus the paper, envelope, and stamps.

I’m looking for good advice, new ideas, how to get the most 
exposure, and what the most important component of 
a� racting an audience is. 
Providing value is the number one strategy when it comes to attracting an audience. Along 
with the notes above, if you really want to be personal, check out DotCom Secrets.1 It’s the best 
systematic way to build an audience big enough to quit your day job.

1. https://amzn.to/2y2NvOB

https://amzn.to/2y2NvOB
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Make every communication actionable
From closing the sale on the phone to emails, be sure your client always knows what is next and 
what decisions they have to make.

Ideally, in an email they can just reply yes, but do all you can to make it as easy as possible for 
them to be informed and make a decision. For example: “Would 3 p.m. or 4 p.m. work better? If 
neither works, please let me know a time that does.” 

Use templates. Copy and paste things that are relevant again from old emails, no matter the 
person.

Don’t bury your question. Put it at the top and then put all the context below.

Why we believe we live on a spinning ball blasting through 
space
Joel (opinions are my own): I believe we are all made to create. And our purpose is to help each 
other have the freedom to � ourish. Some of us create homes, business, and more—but we are all 
creating relationships and a society for tomorrow.

Adam Smith in The Wealth of Nations says the way to wealth is for people to specialize. What’s 
now called capitalism gives “everyone” the chance to be rewarded for the value they provide 
to others. At its worst, we see capitalism rot with self-interest and greed. That is why in his � rst 
book, he discusses morality. Largely overlooked, it in short says this: People are desperately self-
interested, and it is in our interest to help others. 

It is this belief that allows me to give away what we’d normally charge for. If you are more 
successful, then Dunn Lumber will be more successful, which means that our community is more 
successful—including Belief Agency.

“You benefi t yourself only as you benefi t humani� .” 
— James Oliver
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Marketing resources
Here is a list of resources we have internally at Belief Agency.

Hire a student marketer
Get $25 o�  using this link. Hire a student marketer to help you grow your 
business.
https://genm.co/thedailycarnage

Social media marketing

Jab, Jab, Jab, Right Hook: How to Tell Your Story in a Noisy Social World

https://amzn.to/2MleGau

How to Tell a Story on Social Media
https://www.garyvaynerchuk.com/how-to-tell-a-story-on-social-media/

The $1.80 Instagram Strategy to Grow Your Business or Brand
https://www.garyvaynerchuk.com/1-80-instagram-strategy-grow-business-brand/

The Thank You Economy
https://amzn.to/2sNMxAC

Strategic marketing

HBR’s 10 Must Reads on Strategic Marketing

https://amzn.to/2JsnA84

Traction: How Any Startup Can Achieve Explosive Customer Growth
https://amzn.to/2HCTBEQ

Casper Marketing: How a Mattress Company Went from Zero to $750 
Million in 4 Years (Case Study)
https://sleeknote.com/blog/casper-marketing

DotCom Secrets: The Underground Playbook for Growing Your Company 
Online
https://amzn.to/2y2NvOB

Akimbo: A podcast from Seth Godin
https://www.akimbo.me/

The Daily Carnage newsletter from carney
https://carney.co/daily-carnage/

Seth’s Blog
https://seths.blog/subscribe/

The One to One Future
https://amzn.to/2y1UabT

Ogilvy on Advertising
https://amzn.to/2kZPWIe

Performance Marketing with Google Analytics: Strategies and 
Techniques for Maximizing Online ROI
https://amzn.to/2JyZJji

4 (Reasonable) Ways to Make a Content Calendar
https://overthinkgroup.com/content-calendar/

Storytelling

Invisible Ink: A Practical Guide to Building Stories that Resonate

https://amzn.to/2sPtdmp

The Golden Theme: How to Make Your Writing Appeal to the Highest 
Common Denominator
https://amzn.to/2y1oNOj

A Whole New Mind: Why Right-Brainers Will Rule the Future
https://amzn.to/2sY8nAE

A New Brand World: Eight Principles for Achieving Brand Leadership in 
the Twenty-First Century
https://amzn.to/2Mk3oTZ

The Armature | You Are a Storyteller
https://www.youtube.com/watch?v=9AcnCkDEJQU&t=4s
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Product and brand 
positioning

Perennial Seller: The Art of Making and Marketing Work that Lasts
https://amzn.to/2sOsVfM

The 22 Immutable Laws of Marketing: Violate Them at Your Own Risk!
https://amzn.to/2y1perV

The 22 Immutable Laws of Branding
https://amzn.to/2MhEPa8

The Brand Promise: How Ketel One, Costco, Make-A-Wish, Tourism 
Vancouver, and Other Leading Brands Make and Keep the Promise That 
Guarantees Success
https://amzn.to/2l2J3py

How Brands Become Icons: The Principles of Cultural Branding
https://amzn.to/2HETbxT

The Experience Economy, Updated Edition
https://amzn.to/2MhDQXr

SEO

21 Actionable SEO Techniques That Work Great in 2019

https://backlinko.com/seo-techniques#� ippa

The Ahrefs Blog
https://ahrefs.com/blog/

5 Things Every SEO Strategy Needs
https://carney.co/daily-carnage-feature/5-things-every-seo-strategy-needs/

Serachmetrics
https://www.searchmetrics.com/

SparkToro
https://sparktoro.com/

The Moz Blog
https://moz.com/blog




