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If you have a large hi-res image, place 
the image in this box

• Small (roughly 200 employees), 
private construction software 
company 

• Helps construction companies 
streamline their operations

• 4,000 companies with 45,000 
end-users in the US and Canada

• Recognized by the Wall Street 
Journal as one of the “Top Small 
Workplaces in America”



• A movement dedicated to 
changing the perception of 
construction in America

• A place to share stories and 
ideas that show the value of 
and pride in construction

2017
MarketingSherpa Summit

Best-in-Show winner



• 30K social network

• Industry partnerships

• $1,000 donations from 
50 founding members 

• 130,000 web visitors

• State collaborations –
Wyoming, Texas, 
California

• Built pride in employees 
for what we do



• More demand on marketing 
resources

• Realized inefficiencies in 
projects that were being 
outsourced

• Internal team knew customer 
best



21 2 3



• Know what your team is good at and what you should outsource



• Very successful but agent retired

• Tried to do our own PR



• Very successful but agent retired

• Tried to do our own PR

The PR agency’s version increased _________ rate by 220%.By doing our own PR, we decreased press mentions by 71%.



• Know what your team is good at and what you should outsource

• Make sure the consultants you hire understand your customer and brand expectations



• Agency couldn’t find the 
correct voice for brand and 
customer

• All content was high-level 
only

• Outsourced — 20 pieces, 
1,200 views, 3 form 
submissions, no new leads 
or sales

• In House — 15 pieces,  
2,200 views, 532 form 
submissions, 208 new leads

Outsourced;
not targeted

In-house; 
targeted



• Agency couldn’t find the 
correct voice for brand and 
customer

• All content was high-level 
only

• Outsourced – 20 Pieces, 
1,200 views, 3 form 
submissions, no new leads or 
sales. 

• In House – 15 Pieces,  2,200 
views, 532 form submissions, 
208 new leads

Outsourced;
not targeted

In-house;
targeted

Our in-house content produced 208x more leads than the outsourced 
content.



• Know what your team is good at and what you should outsource

• Make sure the consultants you hire understand your customer and brand expectations

• Understand the trade-offs of building vs. buying
• Better vs. faster

• Long-term decision vs. short-term decision

• A hybrid of the two



• Know what your team is good at and what you should outsource

• Make sure the consultants you hire understand your customer and brand expectations

• Understand the trade-offs of building vs. buying
• Better vs. faster
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• Pinpoint where the process is 
being bottlenecked
• Number of items in each graphic 

designer’s queue

• Items still waiting on approval from 
sales team

• Start filling in the gaps
• Hire more graphic designers to take 

on some of the workload

• Created a process with hard 
deadlines



• Must have content to have results

• Be willing to try different things

• Must have some big wins to get buy-in



March 2015
“Most Interesting 
Project”
400 man hours –
5 ppl / 2 weeks

November 2015
“I Build America”
1,920 man hours –
4 ppl / 3 months

August 2016
Construction Intern 
Awards $50K
80 man hours –
1 person / 1 week

January 2017
IBA / AGC 
partnership
1 (2) hour meeting 

August 2015
Construction Intern 
Awards $25K
240 man hours –
3 ppl / 2 weeks

February 2016
Construction 
Impact Awards
240 man hours –
3 ppl / 2 weeks

September 2016
“I Build America” –
Wyoming
2400 man hours –
6 ppl / 3 months

January 2016
In-house 
team created

February 
2017
IBA / ABC 
partnership
1 email



 Doubled website traffic
 42% increase in MQLs
 Website was more helpful
 Revenue up 30% a year
 Decreased expenses and increased the time to market
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January 2016
In-house 
team created

March 2015
“Most Interesting 
Project”



Stories

Partnerships

Social Media

Videos



• Designed to help our customers 
tell their company’s story

• Offer services such as:
• Video

• Photography

• Website development

• Search engine optimization

• Social media

• Apparel



1 2 23



• Success has sent internal 
demand for services through the 
roof

• Sprint planning/backlog planning
• Using agile format

• Hard deadlines always a priority

• Value-driven scoring:
• Track by opportunity and value

• Generates sales $ = 5 points

• Recruits new employees = 3 points

• Improves customer experience = 3 
points

• Brand recognition = 2 points

• Internal use only = 1 point

High priority:
generates sales & brand 

recognition

Low priority:
internal use only



• Went from 6-person marketing 
department to 25-person 
marketing department

Marketing Department

Team Lead Team Lead Team Lead

Team 1 Team 2 Team 3

• Meet to catch red flags
• Talk about anything that may 

block project progress

• Forward looking as opposed to 
status updates

• Each sub-team does daily      
stand-ups (agile)

• Broader team leads meet weekly



• Know what you’re good at and 
what you’re not
• Outsource for specific skills 

• Don’t be afraid to experiment
• Ask for an easy out; don’t sign 

long-term contract

• Make your victories visible
• Internal marketing can be just 

as important



Kara MacDonald, HCSS
Speaker Headshot


