NEWSLETTER

FOR THE BUILDING MATERIALS SPACE | 2024 Q1

FEATURED ARTICLE

NAVIGATING THE FINANCIAL STORM

Digital Marketing's Role in Construction
Amidst Rising Interest Rates & Inflation



gwpinc.com
973.746.0500
sayhello@gwpinc.com

()@

STRATEGY
Branding
Vision/Mission/Values

Campaign Direction

CREATIVE

Copywriting
3D Animation & Rendering

Graphic Design
Motion Graphics
Print Advertising
Package Design
Trade Show Booths

PRODUCTION
Broadcast Video
Corporate Video
Digital Media
Photography
Radio

Media Buying

DIGITAL MARKETING
Digital Precision Marketing
SEM/SEO

Email Marketing

Paid Media Campaigns
Social Platform Marketing

Reputation Management

WEB
Development
UX/UE
Hosting
\Ylelalivelglale;

Maintenance




TABLE OF CONTENTS

NAVIGATING THE FINANCIAL STORM

Digital Marketing's Role
in Construction Amidst Rising
Interest Rates & Inflation | PAGE 4 (4 min. read)

BEYOND SELF-PRAISE

Manufacturing Authenticity with
Peer Testimonials, Videos & Rich Content
to Champion Your Brand | PAGE 6 (3 min. read)

ELEVATING SUSTAINABILITY

How Building Materials Brands
are Communicating Green Initiatives
through Digital Channels | PAGE 7 (2 min. read)

PRECISION MARKETING

Harnessing Programmatic Tools
to Distribute Your Message to Distributors,
Architects & Designers | PAGE 8 (2 min. read)

THE DIGITAL MARKETING DIVIDE

Balancing Social Media &
Paid Media for Optimal Growth in the
Innovation-Driven Building Sector | PAGE 10 (2 min. read)

INTERACTIVE EXPERIENCES

The New Frontier in Sustainable
Building Materials Marketing | PAGE 11 (2 min. read)

NEWSLETTER FOR THE BUILDING MATERIALS SPACE | 2024 Q1 @



Navigating the
Financial'S

Digital Marketing's Role in Construction
Amidst Rising Interest Rates and Inflation

In an age where the only constant is
change, the construction industry

is feeling the weight of significant
financial shifts. With rising interest
rates and looming inflation, businesses,
large and small, face economic
challenges that influence their
operational and marketing decisions.
Here, we delve into the intricacies

of the current economic landscape,
the transformative power of digital
marketing and how construction
businesses can harness it to thrive.

THE GLOBAL ECONOMIC CANVAS

To fully appreciate the gravity of the
situation, one must first understand
the broader economic picture. Global
interest rates, driven up by central
banks’ efforts to control inflation and
stabilize economies, pose challenges
for industries rooted in borrowing and
debt, such as construction.

Inflation, on the other hand, is a
double-edged sword. While it suggests

economic activity, it simultaneously
diminishes purchasing power. For the
construction industry, this translates
to escalating costs for materials,
equipment and labor. Projects become
more expensive, margins shrink and
competition becomes fiercer.

DIGITAL MARKETING:
THE MODERN BEACON

Amid these financial challenges, digital
marketing emerges as a beacon for
businesses. But why?

Cost-Effective Outreach

Traditional advertising channels—
television, radio, print—have always
been resource-intensive. With budget
constraints intensified by economic
headwinds, businesses are pivoting to
digital. Platforms like Google Ads or
Facebook Advertising offer targeted
outreach at a fraction of traditional
costs, ensuring a more efficient spend
of limited marketing dollars.
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Engagement and Interaction

Beyond mere visibility, digital
marketing fosters interaction. Through
social media platforms, businesses can
engage with their audience in real-time,
addressing concerns, offering solutions
and building rapport.

Geo-Targeting Capabilities
Construction businesses often

operate within specific regions. Digital
marketing allows for precise geo-
targeting, ensuring messages reach the
local audience—those most likely to
convert.

CONTENT AS CURRENCY:
TRUST, AUTHORITY & SEO

In this digital age, content reigns
supreme. Here’s why:

Educational Powerhouse

With economic uncertainty, clients have
questions. What do interest hikes mean
for their projects? How will inflation



affect costs? Thoughtfully crafted
content—blogs, videos, webinars—can
demystify these topics, positioning
construction businesses as knowledge
leaders.

SEO Benefits

Quality content boosts search engine
optimization (SEO). By addressing
trending topics and concerns,
businesses can improve their online
visibility, driving organic traffic and
potential leads to their website.

Building Trust

In uncertain times, trust is a prized
commodity. By consistently delivering
valuable, insightful content, businesses
can foster trust and loyalty, ensuring
client retention and referrals.

DATA-DRIVEN DECISIONS:
HARNESSING THE POWER OF
ANALYTICS

Unlike traditional marketing, digital
offers tangible, actionable insights.
Platforms provide granular data on
user engagement, conversion rates,
bounce rates and more. This wealth

of information means construction
businesses can refine their strategies
in real-time, ensuring optimal resource
allocation and results.

For instance, if a paid ad isn’t yielding
the desired ROI, businesses can

pivot, tweaking ad copy, visuals or
targeting parameters. Similarly, content
performance analytics can guide

future topics and formats, ensuring
businesses consistently meet audience
needs and interests.

THE IMPERATIVE OF BRANDING IN
CHALLENGING TIMES

It’s a principle often emphasized

in marketing conversations: In
challenging times, cutting back on
branding and marketing efforts can be
a grievous error.

When economic conditions are
stringent, the instinctual reaction for
many is to retreat, reduce spending
and play it safe. However, history and
research have consistently shown that
brands that maintain or increase their
marketing efforts during downturns are
the ones that reap substantial rewards
when conditions stabilize.

Branding isn’t just about recognition;
it’s about top-of-mind awareness. By
consistently being present, even during
downturns, businesses ensure that
they are the first brands customers
think of when the need arises. As the
economy recovers and projects resume,
companies that have stayed active

in their marketing efforts are in an
advantageous position to capture pent-
up demand.

Furthermore, during downturns, the
advertising landscape can be less
cluttered. Fewer competitors might be
vying for the same audience attention,
making it an opportune time for brands
to stand out and make a

lasting impression.

The economic challenges posed by
rising interest rates and inflation are
undeniable. Yet, they’re not
insurmountable. Armed with the tools
and tactics of digital marketing and

the foresight to recognize the long-
term value of branding, construction
businesses can navigate this financial
tempest, not just with resilience

but with growth and innovation. In
adapting and evolving, the construction
industry can mold these challenges into
opportunities, crafting a future that’s
both stable and promising.

Sources:

World Bank - The Effect of Interest Rates on the
Economy (https://www.worldbank.org/)
International Monetary Fund - Understanding
Inflation (https://www.imf.org/)

Harvard Business Review - How to Market in a
Downturn (https://hbr.org/2009/04/how-to-
market-in-a-downturn)
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Beyond
Self-Praise

Manufacturing
Authenticity with Peer
Testimonials, Videos &
Rich Content to
Champion Your Brand

In the manufacturing industry,
where products and processes can
sometimes appear indistinguishable
on the surface, setting your brand
apart becomes paramount. Gone are
the days when glossy brochures with

THE POWER OF
PEER TESTIMONIALS

Testimonials, especially those from
peers and industry leaders, are a
potent tool for manufacturers for
several reasons.

Trust Through Association
When a respected peer or indus-
try figure endorses a product or
process, it inherently carries more
weight. Their reputation, in a way,
vouches for the brand’s credibility.

Relatability
Testimonials from peers resonate
with potential customers because
they see themselves in those testi-
monials. If a similar manufacturer
found value, there’s a good chance
they will too.

Countering Skepticism
Authentic testimonials counteract
natural skepticism. They offer a
glimpse into real-world applica-
tions and results, reinforcing a
product’s efficacy and value prop-
osition.

self-congratulatory language sufficed.
Today’s discerning consumers and
business partners are looking for
authenticity, relatability and credibility.
The answer lies not just in what a brand
says about itself, but in what others say

VIDEOS:
SHOW - DON’T JUST TELL

The adage “seeing is believing”
holds true, especially in the manu-
facturing sector. Here’s how videos
can be transformative.

Demystifying Processes
Videos can offer a behind-the-
scenes look into a product’s
manufacturing process, showcas-
ing the technology, craftsmanship
and dedication that goes into every
unit.

Storytelling
A well-crafted video can narrate the
brand’s journey, values and vision,
fostering an emotional connection
with viewers.

Product Demonstrations
For complex products, videos can
demonstrate functionality and
applications, offering clarity and
emphasizing unique selling points.
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about the brand. Let’s dive deep into
how manufacturers can harness the
power of peer testimonials, compelling
videos and rich content to bolster their
brand’s reputation.

RICH CONTENT:
BUILDING THOUGHT LEADERSHIP

Quality content is a linchpin in
establishing a brand’s authority in
the manufacturing space.

Educational Articles
By addressing industry trends,
challenges and innovations, man-
ufacturers can position themselves
as thought leaders, fostering trust
and admiration.

Case Studies
Detailed accounts of real-world
applications, challenges overcome
and results achieved serve as a
testament to a product’s value and
versatility.

Interactive Tools
Infographics, calculators and in-
teractive charts can make complex
data more digestible and engaging,
helping potential clients under-
stand the product’s benefits.




INTEGRATING AUTHENTICITY INTO
BRAND STRATEGY

Embracing authenticity requires more
than just occasional testimonials or
videos. It’s about integrating these
elements cohesively into a broader
brand strategy. Consistency is key.
Every testimonial, video and piece of
content should reinforce the brand’s
core values, vision and promise to its
audience.

Furthermore, authenticity cannot

be manufactured. Brands must
ensure that testimonials are genuine,
videos reflect real processes

and stories, and content is both
accurate and insightful. It’s this
unwavering commitment to truth
that will resonate with audiences
and elevate the brand in the crowded
manufacturing landscape.

CONCLUSION

Manufacturing authenticity is

less about creating a facade and
more about revealing the genuine
value a brand brings to the table.

By leveraging peer testimonials,
engaging videos and rich content,
manufacturers can move beyond
mere self-praise, crafting a brand
narrative that’s compelling, credible
and truly resonant.

Elevating

Sustainability

How Building Materials Brands are
Communicating Green Initiatives through
Digital Channels

Amid a shifting global climate, both
literally and figuratively, the building
materials industry finds itself at

an inflection point. The increasing
emphasis on sustainable practices,
both in manufacturing and end-use,
is no longer a luxury but a necessity.
However, in an age saturated with
information, how do brands in this
sector ensure their green initiatives
aren’t lost in the noise? The answer
lies in strategic communication
through digital channels.

THE GREEN IMPERATIVE

Before delving into the communication
strategies, understanding why
sustainability is crucial for building
materials brands is essential.

Consumer Expectations

A growing segment of consumers is
making purchasing decisions based on
a brand’s environmental footprint and
ethos.

Regulatory Landscapes
Governments worldwide are
implementing stricter regulations
on sustainability, impacting both
manufacturing processes and
products.

Operational Efficiency

Sustainable practices often lead

to long-term cost savings and
operational efficiencies, making them
beneficial not just for the planet but
for the bottom line.

WEBSITE: THE SUSTAINABILITY
SHOWCASE

A brand’s website is often its first
touch point with potential clients.
Here’s how building materials brands
can use it effectively:

Dedicated Sustainability Section
Highlighting green initiatives,
certifications and partnerships on a
dedicated web page offers visitors a
deep dive into a brand’s commitment
to sustainability.

Interactive Infographics
Translate complex data about carbon
footprints, energy savings and waste
reduction into visually appealing and
interactive infographics.

Case Studies

Real-world applications showcasing
the environmental benefits of using a
brand’s products can provide tangible
evidence of its sustainability claims.
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SOCIAL MEDIA:
ENGAGING WITH A CONSCIOUS
AUDIENCE

Social media platforms offer
building materials brands a
dynamic way to engage with a
younger, environmentally-conscious
demographic:

Storytelling

Share the brand’s sustainability journey,
milestones and future goals through
engaging posts, stories and reels.

suited to regions with specific
environmental challenges, geo-
targeting can ensure they reach the
right audience.

Behavioral Targeting

Identify and target individuals who
have shown interest in sustainable
products or green building practices.

Retargeting
Engage individuals who've interacted
with sustainability content on the

Collaborations

Partner with environmental
influencers, NGOs and other
green brands to expand reach and
credibility.

Live Q&A Sessions

Address queries, misconceptions
and provide clarity about the brand’s
sustainable practices in real-time
interactive sessions.

DIGITAL ADVERTISING:
TARGETING THE GREEN
DEMOGRAPHIC

With advanced targeting capabilities,
digital advertising can help brands
reach an audience that values
sustainability.

Geo-Targeting
If a brand’s products are particularly

brand’s website or social channels,
nudging them towards conversion.

CONCLUSION

The shift towards sustainability in the
building materials sector is not just
about embracing green practices.

It’s about effectively communicating
these initiatives, creating a compelling
narrative and engaging with a

global audience that values and
prioritizes the health of our planet. By
leveraging digital channels, building
materials brands can ensure their
green message is not just heard, but
also resonates and drives action.

Sources:

McKinsey & Company - Addressing consumer
concerns about climate change (https://www.
mckinsey.com/)
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Precision
Marketing

Harnessing Programmatic
Tools to Speak Directly

to Distributors, Architects
& Designers

In an increasingly fragmented digital
landscape, the construction and building
materials industry faces a unique
challenge: How can brands effectively
reach key decision-makers like distributors,
architects and designers? The traditional
scattergun approach of broad marketing
campaigns often misses the mark, wasting
resources without achieving desired
results. Enter digital precision marketing,
with programmatic tools at its forefront,
enabling brands to communicate with
laser-focused accuracy to their most
valuable audiences.

THE DIGITAL PRECISION MARKETING
PARADIGM

Digital precision marketing isn’t just about
reaching more people; it’s about reaching
the right people with the right message.

Data-Driven Decisions

Utilizing rich data sets to inform marketing
strategies, ensuring that the messaging
aligns with the specific needs and
behaviors of target audiences.



Personalized Outreach

Tailored messaging that resonates
with specific subsets of your audience,
leading to higher engagement and
conversion rates.

Efficiency and ROI

By targeting only those most likely
to convert, brands can optimize their
marketing spend, achieving better
results with fewer resources.

PROGRAMMATIC TOOLS:
THE MECHANICS OF PRECISION

Programmatic advertising automates
the buying and placement of ads,
using real-time data to decide where
an ad will be most effective. Here’s
how it revolutionizes the outreach to
distributors, architects and designers.

Real-Time Bidding (RTB)
This allows brands to bid on ad space

in real-time, ensuring that their ads are

shown to their target audience when
they’re most likely to be engaged.

Dynamic Creative Optimization (DCO)

Tailor ad creative elements on-the-
fly based on the viewer’s profile. For
instance, an architect might see a

different ad variant than a distributor.

Lookalike Audiences

By analyzing the profiles of current
clients or partners, programmatic tools
can find and target new prospects with
similar attributes or behaviors.

NAVIGATING THE PROGRAMMATIC
LANDSCAPE

Harnessing programmatic tools
requires understanding and strategy.

Selecting the Right Platforms

Not all digital platforms cater to
professionals in the construction and
building materials sector. Brands need
to identify where their target audience
spends time online.

Continuous Learning and Iteration
Programmatic marketing provides a
wealth of data. Regular analysis can
offer insights, allowing brands to refine
their strategies continually.

Collaboration with Industry Platforms
Partnering with industry-specific
platforms or databases can
enhance the precision
of programmatic
targeting.

CONCLUSION

In a world where every marketing dollar
counts, digital precision marketing,
bolstered by programmatic tools,
offers the construction and building
materials industry a way to ensure
that their messages resonate with

the most valuable segments of their
audience. By understanding and
embracing these tools, brands can
forge stronger connections with
distributors, architects and designers,
driving growth and solidifying industry
partnerships.

Sources:

Harvard Business Review - Why Marketing
Analytics Hasn’t Lived Up to Its Promise (https://
www.hbr.org/)
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The building sector is abuzz with
innovation, from sustainable materials to
cutting-edge architectural designs. But
while product and service innovations
continue to evolve, so does the world

of digital marketing. In this dynamic
arena, brands grapple with a critical
decision: How to allocate resources
between organic social media efforts
and paid media campaigns? Striking the
right balance is essential to tap into the
sector’s full growth potential.

THE ROLE OF SOCIAL MEDIA IN
BUILDING SECTOR INNOVATION

Innovation in the building sector is as
much about the materials and methods
as itis about the narratives around
them. Social media offers brands an
organic platform to:

Showcase Innovations

Through posts, stories and reels, brands
can introduce new products, methods or
design philosophies to a broad audience.

Engage Directly with End-Users
Immediate feedback, polls or interactive
sessions on platforms like Instagram

or LinkedIn can give brands insights
straight from their audience.

Build Communities

Fostering communities around sustainable
building practices, design philosophies or
DIY building projects can enhance brand
loyalty and customer retention.

THE POWER OF PAID MEDIAIN A
DIGITAL LANDSCAPE

While social media offers organic reach,
the digital space is vast. Paid media
campaigns can significantly amplify a
brand’s message.

Targeted Outreach

Platforms like Google Ads or
programmatic advertising allow brands
to zero in on specific demographics,
from professional architects to DIY
enthusiasts.

Controlled Messaging

Paid ads allow brands to dictate the
narrative fully, ensuring that the
messaging aligns perfectly with the
brand’s objectives.

Measurable ROI

Every dollar spent on paid media can be
tracked, allowing brands to measure the
campaign’s effectiveness in real-time
and adjust accordingly.

STRIKING THE BALANCE FOR OPTIMAL
GROWTH

Achieving growth in the innovation-
driven building sector requires a
harmonized approach.

Understand the Audience

Not all segments of the audience will
be on social media, and not all will be
responsive to paid ads. Understanding
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Balancing Social Media
& Paid Media for
Optimal Growth in

the Innovation-Driven
Building Sector

the target demographic’s digital habits
is essential.

Allocate Budgets Wisely

While it might be tempting to invest
heavily in one channel, diversification
ensures that brands don’t put all their
eggs in one basket. A split strategy,
adjusted based on real-time feedback,
can optimize returns.

Stay Agile

The digital landscape is in flux, with
new platforms and advertising methods
emerging regularly. Brands should be
ready to pivot, experiment and innovate
in their marketing strategies, mirroring
the innovation in their products.

CONCLUSION

The innovation-driven building sector
presents immense growth opportunities.
However, tapping into this potential
requires brands to navigate the digital
marketing divide skillfully. By balancing
the grassroots community-building
power of social media with the targeted
outreach capabilities of paid media,
brands can position themselves at the
forefront of both industry innovation and
marketing excellence.

Sources:
Statista - Role of social media in product discovery
and purchase (https://www.statista.com/)



Interactive
Experiences

The New Frontier in Sustainable Building
Materials Marketing

In the age of digital immersion,
customers no longer want to be
passive receivers of brand messages;
they crave engagement, involvement
and meaningful connections. This
shift is even more pronounced in the
sustainable building materials sector,
where both the stakes and potential
are high. How can brands leverage
interactive experiences to showcase
their sustainable initiatives and
products effectively? Let’s explore.

WHY INTERACTIVE MARKETING
RESONATES

Interactive marketing is more than
just a buzzword; it’s a strategy rooted
in the human desire to connect and
participate.

Deep Engagement

Unlike passive content, interactive
experiences demand attention,
fostering a deeper connection between
the audience and the brand.

Immediate Feedback

Interactive platforms offer instant
user responses, providing invaluable
insights into preferences, behaviors
and potential areas of improvement.

Memorable Experiences

Interactive content, by its very nature,
is more memorable, ensuring brands
stay top-of-mind for longer.

INTERACTIVE PLATFORMS MAKING
WAVES IN SUSTAINABLE BUILDING

Several platforms and tools have

emerged as game-changers in the
realm of Interactive Marketing for
sustainable building materials:

Virtual Reality (VR) Showrooms

VR allows brands to create immersive
showrooms where customers can
“experience” sustainable materials

in real-world settings without leaving
their homes.

Augmented Reality (AR) Prototyping
With AR, customers can visualize how
sustainable materials would look in
their own spaces, from wall finishes to
flooring.

Interactive Webinars & Workshops
Brands can host digital sessions where
customers can engage directly with
experts, ask questions and see live
demonstrations of sustainable building
techniques.

TELLING THE DIGITAL EXPERIENCES
SUSTAINABILITY STORY

Interactive platforms don’t just
showcase products; they tell stories.
Here’s how they can be harnessed to
communicate sustainability:

Interactive Infographics

Transform complex sustainability data
(like carbon footprint reductions or
energy savings) into interactive charts
and graphs that users can explore at
their own pace.
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Gamified Sustainability digital touch points, brands can not

Challenges only showcase their sustainable
Engage users by challenging them to products but also forge deeper, lasting
design the most sustainable space connections with their audiences.

using a brand’s products, offering
rewards or recognition for top designs.

User-Generated Content Platforms

Encourage customers to share Sources:

their own sustainability stories Forbes - The Power Of Interactive
and experiences using the brand’s Content (https://www.forbes.com/)
products, creating a sense of

community and shared purpose. .

CONCLUSION

The union of Interactive Marketing
and Sustainable Building is not just
timely but transformative. As brands
in the building materials sector look
to differentiate themselves in an
increasingly competitive market,
interactive experiences offer a
compelling avenue. By creating
memorable, meaningful and engaging
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