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“It’s so cheap and easy to 
market your business online, 

it would be criminal not to 
take advantage.”
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It’s cheap and easy to market your business online, so much so 
that it would be criminal not to take advantage. In the sections 
below, you can read some of the main ways in which you can build 

a brand via the web.

“We use Checkatrade which works well, and also appear near the top of 
Google. I think it is important to have a good professional website, 
with professional pictures and a company logo. We have found 
that we also get recommendations through social media, as people 
will put a post looking for a decorator. LinkedIn is a good platform, 
as many other professionals have a profile on there.”

– Chris Jones, LSW Decorating Ltd

WEBSITE 
Your website performs a few key functions. It is your ‘shop window’, 
a contact centre, brand vehicle and communication medium. A good 
website should let you do the following: 

• explain what you do and how you’re better than the rest

• provide contact information so people can get in touch easily

• accept bookings instantly and without hassle 

• receive feedback and respond to it

• post pictures and videos of work completed

• give an idea of your approach and what customers can expect

• publish testimonials from happy customers

• provide links to social media resources

• host DIY tips for small jobs

• write a blog about your profession

• OLVW�\RXU�SULFLQJ�IRUPXOD�IRU�GLƋHUHQW�MREV�
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The above list is pretty extensive and not everyone wants to spend 
lots of time online when they could be out building, !xing, tending 
and in general earning. But it shows you the scope of what’s possible.

Let’s start with the basics: it’s very easy to set up a simple one-page 
website with all the essential information about your business. (In 
fact, your Checkatrade pro!le can also act as your website – saving 
time and e"ort.) If you don’t have a website yet, you’re not alone. 
Thousands of sole traders and small businesses haven’t created one. 
But now is the time to change all that.

There are literally hundreds of services available to help you, some 
of which will cost you nothing more than a few hours of your time. 
You’ll need basic computing skills, but no coding knowledge is 
required, and if you’re a major technophobe then you can seek help 
from a family member or friend.

Type ‘website builder UK’ into a search engine and you’ll !nd all the 
options: Wix, Squarespace, GoDaddy, 1&1, Fasthosts, Pickaweb – 
the list goes on and on. These range in prices and most o"er a free 
service for a stripped-down product.

If you don’t have an existing website, you’ll need to pick a domain 
name. A domain is the word or words people write into an address 
bar to visit a website. Your domain should describe your business 
as closely as possible in a short phrase – but you might have to get 
creative as all of the most obvious phrases may already be taken.

If you have a brand name, use that. If the name is taken, try adding a 
word that describes your service – e.g. www.cutanddryroofing.com 
(which is available at the time of writing!). Adding this ‘describing 
word’ into your domain will help search engines and people 
understand your business quickly and easily.

Usually, the company that you buy a domain from (for about £8 a 
year) will host your website too. This just means it will provide the 
necessary connections and bandwidth to keep your website live and 
viewable. 
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The third part of the 
puzzle is the website 
itself. The companies 
listed above – and many 
others besides – give you 
the chance to create a 
personalised website 
using a simple system 
of selecting designs, 
picking detail elements 
and ‘dragging and 
dropping’ text, images 
and video.

The many design options on o"er, together with your 
own logo and brand, guarantee a unique website unlike 
any of your competitors. Once you have the basic template 
you should add the essential information:

• business name and company number

• your logo

• a short description of your service, perhaps breaking this down 

into jobs your team can handle

• address and contact details

• pictures of you, your team, a job or anything else that adds colour 

to the page.

Should you wish to, you could give would-be customers more 
content. The more information you o"er the happier they will be to 
pick up the phone. Consider any or all of the following:

• a blog about your jobs (where were they, what was needed and 

ZKDW�\RX�GLG�

• pictures and videos to illustrate your case studies

• a contact form, so that customers can see when you are available 

and even book jobs
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• a feedback form so people can post reviews of your work

• links to social media pages like Facebook, Twitter and LinkedIn

• a price list for common jobs.

Many tradespeople have extended their reach by either writing 
(or, even better, videoing) simple tips, tricks and guides on how to 
complete small tasks without the help of professionals. At the end of 
the video they usually sign o" with something like: “If the problem is 
more complicated than this, you should call the experts on…”.

Videos like these posted on YouTube (as well as the tradesperson’s 
own website) often receive tens or even hundreds of thousands of 
views. A search for ‘#at roof repair’ on YouTube brings up a series 
of relevant videos with up to 500,000 views – a decent return on the 
time it takes to make the !lm!

If you already have an existing website but want to improve it, the 
process is essentially the same. Having created a site you’re proud of, 
tell the host to dump the old site and make the new one live. They will 
take care of this and the switchover shouldn’t take more than a day.

Websites are like anything in business – you tend to get out about 
as much as you put in. Make an e"ort with yours and you’ll likely 
see it come back in the form of better marketing, more sales and an 
enhanced reputation. 

But don’t forget that you can start small and build it up as you get 
into the rhythm of online marketing!

DIGITAL MARKETING AND SEO
Real-world marketing evolves quickly, with consumer tastes and 
new formats, but digital marketing changes at light speed. Marketing 
online is a science as much as an art, yet the equations that constitute 

‘getting it right’ seem to move every year.
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This is mainly because Google, the most popular search engine for 
English-speaking countries, is constantly tweaking and updating its 
algorithms to make searching better and more relevant to web users.

SEO, or search engine optimisation, is the act of making your website 
visible to Google and pushing it up to page one of search results by 
doing the sorts of things Google likes. It gets very complicated, but 
happily there are some fundamental rules about online marketing 
that don’t change – and they’re covered below.

On-page SEO
‘On-page SEO’ refers to the basic structure and content of your 
website. It basically means building a good site, putting content in the 
right places and keeping it up-to-date and busy. Google prioritises 
web pages it sees as authoritative, safe and accessible, and it has a few 
methods to discover which websites are better than others.

If you create a website through a recognised website builder such 
as those listed above, then you can be sure the building blocks of 
your site are in the right place. It should pass all Google’s basic tests. 
For example, it will be readable on all common devices like desktop 
computers, tablets (iPads and Kindles) and smartphones.

The next most important aspect of a popular website is its content. 
Google likes a lot of content and it prefers articles that are rich and 
thorough. As a general rule, it prefers longer articles over shorter 
ones and it likes pictures and video.

When it assesses your site – a process that happens automatically – 
it will weigh up what’s there: are there lots of pages, is the content 
thorough and varied, is it being shared and talked about online, 
and do people value what they have seen? To get higher up in 
search engine rankings your website will have to answer all of these 
questions with a big ‘yes’.

A straightforward one-page site has many important uses, but it 
won’t appear in all but the most speci!c searches. Type a brief phrase 
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that describes your area of expertise into Google – say ‘electrician’, 
‘painter and decorator’ or ‘kitchen !tter’ – and you’ll discover lots of 
big sites that are updated every day. 

So, bigger is better when it comes to SEO, but other factors will help 
too. Google knows the location of many of its users, which means 
it’s important to state clearly the area you operate in. If someone 
in Manchester searches for a plumber, it will often prioritise local 
businesses over ones further away.

Here’s a nice introductory paragraph from Checkatrade member 
Heron Carpentry in Bromley, which helped take it to page one of 
Google in a local search for ‘carpenter’:

“Welcome To Heron Carpentry

With 16 years’ bespoke carpentry experience in Bromley, we specialise in 
kitchen !tting, new windows, window refurbishments, wooden and tiled 
"ooring, garden decking and garden structures, built-in units, shelves, 
property restoration/maintenance, and !rst and second !x carpentry.

Our quali!ed carpenters specialise in bespoke kitchens and all carpentry 
work in Bromley and London…

Skill, creativity, honesty and reliability are all qualities that make a good 
carpenter. Once your project is completed, I am con!dent that you’ll 
want to use Heron Carpentry’s services again.

Speak to one of our bespoke carpenters in Bromley for more information.”

There are seven references to carpenter or carpentry, leaving search 
engines in no doubt as to the business’s area of operations. There are 
also references to ‘experience’, ‘quali!ed’, ‘honesty’ and ‘reliability’, 
which help visitors to the site understand its priorities.

There are also testimonials, examples of completed work and clear 
contact information. All this makes for a website that search engines 
will be comfortable pointing customers to.
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Off-page SEO
‘O"-page SEO’ refers to work beyond your website which brings 
relevant users to you. It can refer to social media posts, guest blogging, 
reaching out to online in#uencers and link building, to name a few 
standard techniques.

This type of marketing can be 
time-consuming, but it will 
give your business an edge 
online because of the simple 
fact that not many small 
businesses do it. It might 
seem strange to work on 
content for other people’s 
websites instead of your own, 
but it’s a proven method of business-
building.

Essentially, the name of the game is to get your name out there and 
to spread your message across the internet. Writing articles for other 
websites is currently the most popular way to do this. 

Let’s say you’re a gardener. The !rst thing to do is compile a list of 
gardening websites that are either popular or local or both. A web 
search for ‘gardening magazine’ throws up a few targets – for starters:

• www.theenglishgarden.co.uk

• www.amateurgardening.co.uk

• www.moderngardensmagazine.co.uk 

• www.thespruce.com

• www.gardensillustrated.com

• www.gardennewsmagazine.co.uk

Add to this list the gardening sections of national newspapers, house 
and home titles and local news and information websites and you’ll 
have a large hitlist in no time. Next think of !ve or six things you 
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could write about – for example, lawn care, hedges, #ower beds and 
pest control.

Next !nd the contact details for the editorial team and write a polite 
letter saying you want to write a really useful guide that you think 
readers will enjoy. Write a brief summary including information 
about what readers will learn. 

Make sure to add that you’re not expecting payment – editorial 
budgets are tight and website writers are always on the lookout for 
useful content that doesn’t come with a fee! Then send the message 
and await responses. 

Not everyone will respond, but if you have contacted a large number 
of websites with an enticing o"er you should receive some emails 
back. If not, politely follow up with a reminder. The individual 
editors will have their own guidelines for written articles, including 
length and style, but they will give you a steer on this.

Next, write your column, making sure the language is up to scratch 
and free of spelling mistakes or grammatical errors – it’s a good idea 
to get someone else to check this – and include your business name 
and a link to your website.

The value of this is threefold: !rst you get the immediate tra$c to 
your website from readers interested to know more. Secondly, there 
will be an SEO e"ect – the link to your website tells Google it’s 
worth reading (and this e"ect is magni!ed if people share the article 
around and link to it). Third, you can point to the piece in your own 
marketing materials – being published in a recognised journal is a big 
tick for your business.

A quicker route, which doesn’t have quite the same bang but could 
nevertheless create a legion of new fans, is link building via forums 
and comment sections. Search for ‘gardening forum’ and read the 
conversations people are having online. If you can help, create an 
account, ideally placing a link in your user bio, and get chatting. 
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There are lots of opportunities to use words of wisdom online 
and people always appreciate good advice. The key is not to sell 
or advertise in these spaces, as doing so will get you labelled a 

‘spammer’ and you’ll more than likely be blacklisted. But carefully 
and considerately building a following by genuinely helping people 
will do the same job without angering forum users and commenters.

There are dozens of places to lend your gardening advice online and 
the same applies to electrical work, plumbing, roo!ng, carpentry, DIY 
and all areas of work. The best advice is to pick a small but relevant 
handful of these and do a little every day.

But if writing isn’t your bag, then you could try making friends with 
people who already have popular blogs or video channels online. 
This is called ‘outreach’ and it basically means piggybacking on 
someone else’s popularity.

A straightforward way to catch someone’s eye is to o"er a competition 
prize or free consultancy in return for some exposure and a link. You 
could try and secure a guest spot on a YouTube channel or a live 
Q&A session on a forum.

Again, it’s essential to o"er useful information or a sought-after 
prize that readers or viewers will really value. The website owner will 
appreciate the boost this will give their users and they might even 
welcome you back for a regular slot.

Social media
Social media is another good example of o"-page SEO. Having a 
busy Twitter, Facebook or Instagram account (among many other 
platforms) not only provides excellent Google-juice, it’s also a great 
way to amass a dedicated following that you can convert into paying 
customers.

Social media is a very direct form of marketing, allowing you to 
connect directly with web users and supply them with simple crafted 
messages, including information about your business, sales, o"ers 
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and competitions, words of inspiration, jobs completed and new sta" 
being taken on.

All this creates a sense of community around your business and a 
story that’s hard to replicate with other forms of marketing. People 
fear the unknown and the more you can do to break down this 
barrier by showing people your human side, the easier they will !nd 
it to get in touch and book your services. It’s also a two-way channel 
of communication, so you can answer – or even ask – questions and 
receive feedback good, bad and indi"erent. 

“The way I got my name about was by using social media platforms 
such as Facebook, as well as leaflets. I knew if I could get enough 
jobs and do good quality work then word of mouth would also 
help.” 

– Matt Merry, Matt Merry Roofing
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SUCCESS STORIES  
Name: Matt Merry
Business name: Matt Merry Roo!ng
Type of business: Roo!ng contractor
Employees: 2

How did you get started in your trade?

“I got started in roo!ng after I !nished a sports course at 
college. I hadn’t enjoyed it and wanted something di"erent. 
I was o"ered a job doing roo!ng – with the opportunity to 
learn the trade while working – so I took it.”

Has the business changed since you started?

“The business has changed a lot: for example, older and more 
traditional methods which I learned when I started roo!ng 
have now been replaced by newer methods and systems that 
last longer.”

Describe your typical customer and project.

“My typical customers are homeowners close to the area I live 
(Hinckley). Typical projects range from small repair jobs to full 
re-roofs and I also do a little bit of industrial roo!ng work.”

What do you enjoy about your career?

“I enjoy working outside in the fresh air, getting some great 
views of the local area and meeting new 
people every day.”
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What’s the hardest thing about it, or the biggest challenge 
you face?

“Now that I’m set up and established in the local area there 
isn’t anything too hard, but to start with the hardest part was 
getting regular and constant work.”

What are your plans for the future?

“My plans for the future are to continue with what I’m doing 
now, and then to learn new aspects of roo!ng to add to the 
list of services I provide my customers. I also want to expand 
the area I cover.”

What’s your best tip for other tradespeople in your sector?

“When you start, make sure you have money behind you to 
deal with quiet patches that will more than likely come. Do 
your best to make strong and lasting working relationships 
with customers, they’ll help to bring in more work through 
word of mouth.”

If you are stuck over where to begin, check out some popular pages 
on your favourite social media sites. DIY is a popular general topic, 
so simply type into a search engine ‘DIY Instagram’ or ‘DIY Twitter’ 
for instant inspiration. 

Each social media platform has its own identity and a di"erent group of 
followers, so it’s important to recognise that what works for one might 
not work for another. They also work in subtly di"erent ways. For 
example, Instagram is for quick #icks through pictures, while Facebook 
allows for long complicated posts that can take several minutes to read.

It’s a good idea to read up on your target media and make sure it works 
for you. Snapchat has a young audience compared to Twitter, so you 
might want to target the latter in preference to the former, for example.



 ~  49  ~

3 .  Market ing  Onl ine 

EMAIL
One of the oldest methods of online marketing is email marketing, 
yet when done right it is still arguably the most e"ective. For one 
thing, it is a dominant means of communication. It is estimated that, 
globally, around 3.7bn people have an email address – that’s 1.5bn 
more than have a Facebook account.

Email is also a captive audience: if you send an email then someone 
will receive it – the same can’t be said for a social media post or a blog 
on a website. It also targets users where they work, because millions 
of us read email every day as part of our jobs.

But email comes with a couple of downsides. For a start you have 
to create a database of addresses, which is becoming increasingly 
di$cult as governments clamp down on data protection. You also 
have to justify sending an email by creating good content that people 
really want to read.

But these issues notwithstanding, this medium can be a real winner. 
Even a small database of 100 or so addresses can yield a healthy return 
of sales if treated with respect and kept up to date. 

To create a list you have to ask each individual’s permission. This can be 
done via a newsletter sign-up on your website or in person as you meet 
people and complete jobs for them. It takes time to build something 
that will attract a lot of business, but the e"ort is usually worth it.

When you have some email addresses and some content to send 
them, search for a reputable email marketing platform. These include 
MailChimp, Mailjet, SendGrid, Campaign Monitor and Constant 
Contact. All o"er a free solution for small lists of emails and low 
rates of sending each month.

They try to make it easy for you to upload your list of email addresses 
and to create attractive newsletters for your readers with the minimum 
of fuss. Once you have created a template, you can use it again and 
again by !lling it with fresh content each time you do a mail out.
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A word of warning, however: email can feel intrusive and it doesn’t 
take a lot to make email users angry if they are targeted without their 
permission or even if they do give permission but receive too many 
emails. Keep your messages sparing and useful for the best results!

GETTING REGISTERED ON 
CHECKATRADE
Checkatrade membership provides you with the tools to not only 
increase your exposure among the millions of consumers using its 
website every year but to also build your physical reputation through 
online feedback.

Why join? Here are just a few reasons:

• It doesn’t sell leads – receive calls from genuine customers with no 

competitive bidding for work.

• $�FRPSUHKHQVLYH�ZHE�SURƌOH�IRU�\RXU�EXVLQHVV�

• Monthly payment option with no upfront charge or checking fee.

• Access to over 1.3m website visits every month.

• 'HGLFDWHG�PHPEHUVKLS� DGYLFH� WHDP� WR�RƋHU� VXSSRUW� WKURXJKRXW�
your membership.

• ([FOXVLYH�RƋHUV�DQG�GLVFRXQWV�IURP�OHDGLQJ�EUDQGV��DOORZLQJ�\RX�
to save more than the cost of your membership.

• 7KH� VLJQ� RI� TXDOLW\� ZKLFK� DƎOLDWLRQ� ZLWK� Checkatrade.com 

provides.

• 0HPEHUVŶ�$UHD�DOORZLQJ�\RX�WR�PDQDJH�\RXU�SURƌOH�DQG�PRQLWRU�
the performance of your membership.

• You can also choose to be included in one of its printed directories. 

Deployed to around 50,000 homes in your local area, these are 

DQ�HƋHFWLYH� WRRO� IRU�PD[LPLVLQJ� WKH� UHDFK�DQG�H[SRVXUH�RI� \RXU�
business – particularly amongst a non-digital audience.
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“Having dwindling results from print-based advertising, we now rely 
on web-based marketing, using Checkatrade as our main (!"%) 
source of work. The review system has been amazing at showing 
the type of work we do and the pride we take in that, leading to 
recommendation work off the back of jobs completed after initial 
Checkatrade leads.”

– Chris Fairbairn, Cribbit Installations Ltd

“I’ve worked for my father since I left school at #$. Most of our work 
came from recommendations and word of mouth, but today a 
lot of people use the internet to gain access to trades and after 
joining Checkatrade I’ve never looked back.”

– Simon Baker, Simon Baker Plumbing & Heating Ltd

Here are some of the ways in which Checkatrade is becoming even 
more useful.

1. Tripling its marketing spend to £15m
In 2017 Checkatrade spent around £5m on marketing to grow its 
trader network and drive consumer tra$c to its website, generating 
more jobs for trades businesses like yours. In 2018 it planned to spend 
nearly £15m on those areas – increasing TV and radio coverage and 
online advertising on Google, Facebook and other media channels. 
This included highly localised activity. Checkatrade have tested it 
and found it extremely successful.

2. Over 5m additional local printed directories
Directories are Checkatrade’s foundation. It’s now making them 
better, reaching more customers in existing and new areas. It’s got a 
new model that will increase coverage from 35% of UK homeowners 
and see it increase total distribution from 20m to over 25m. It is also 
testing new creative approaches and the frequency with which they 
are sent out, while looking into how to maximise the number of calls 
and web visits they generate for members. 



 ~  52  ~

Accelerate!

3. New emergency jobs
Checkatrade Now is the new emergency service giving members 
more jobs. Emergency and small jobs represent millions of jobs 
per year and Checkatrade thinks this is a great opportunity for its 
members. Checkatrade Now is the solution for consumers who 
require emergency work and need to !x it very quickly. As a member 
you will be able to sign up to Checkatrade Now and when emergency 
jobs come up in your chosen area, if you are available, you’ll be able 
to accept jobs through the Checkatrade Now app on your phone. 
Checkatrade is letting members know as this service comes to their 
area. Visit Checkatrade.com/now to register your interest.

4.  Save money with the Checkatrade Buying Club
Checkatrade is using its buying power to create a new service, 
Checkatrade Buying Club, which will give you discounts and savings 
on the brands, services, parts, materials and tools you use the most 
such as fuel, equipment, PLI and vehicles – things that are critical to 
your business.

Checkatrade has a huge selection of goods at the very best prices 
exclusively for its members. New deals will be added regularly, 
starting with the launch of a brand new partnership established with 
a major parts and tools provider.

5. Software to make running your business easier
Checkatrade has developed its own software in conjunction with its 
sister company in Spain. The new software will be launched in late 

2018 and will help with the following:

•  managing your customer information

• managing your jobs to ensure you stay on 

top of your workload

•  creating and sending 

quotes/invoices directly.
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6.  Visibility on the amount of business you are receiving 
and reducing nuisance calls

Just like its directories, Checkatrade is introducing optional managed 
numbers (and emails) to its website. This means that each member will 
have their own unique, traceable contact details. This improvement 
will allow Checkatrade to provide members with the following:

• You can see how many calls and emails have been generated from 

\RXU� &KHFNDWUDGH� SURƌOH�� LQFOXGLQJ� KRZ� PDQ\� FDOOV� \RX� KDYH�
missed.

• If members are being targeted en masse by nuisance calls, 

Checkatrade can block them at source, stopping all their calls to 

its members.

• Managed numbers will give peace of mind to consumers. If a 

member leaves, Checkatrade can redirect the call to a current 

checked and monitored member.

This has already been introduced in the Central West region and, in 
April alone, Checkatrade logged over 24,900 calls and 8,500 emails – 
an average of over 20 contacts per member per month in that region!

7. Improved members area
Through a new personalised dashboard, you will be able to access and 
review the performance of your membership through impressions 
on your pro!le page and work alerts. Checkatrade is also adding a 
powerful new monitoring and reporting tool.

As well as continuing to see how many times your company page 
has been chosen and clicked on by consumers and continuing 
to understand how many request callbacks have been generated, 
you will be able to see how many emails have been sent to you via 
Checkatrade and how many calls you have received.

To become a part of the Checkatrade network, simply visit 
Checkatrade.com/join or call the team on 0345 2411 393.
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“My customers are encouraged to submit feedback to the Checkatrade 
website. This delivers an excellent platform for new customers to 
decide where to go and who to choose. Checkatrade has kept 
my company name out there and creates a continuous flow of 

enquiries.” 

– Jane Pennock, Us Girls Decorating Ltd


