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The Plumbing
Company's Guide
to Marketing

Every channel, every buyer type, year-round.

This guide covers every digital marketing channel available to plumbing companies, how
each one fits the specific buying patterns and trust dynamics of this industry, and

how to build a program that captures emergency calls and grows planned service work
year-round.
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A plumbing company's phone rings for two very different reasons. It rings because a pipe burst at 11
PM and water is coming through the ceiling. It also rings because a homeowner's water heater is
twelve years old and they have been putting off replacing it since last winter. Those two callers are in
completely different mental states, they respond to completely different messages, and they require
completely different marketing strategies to reach and convert. This guide covers every digital
marketing channel available to plumbing companies, how each one fits the specific buying patterns and
trust dynamics of this industry, and how to build a program that produces calls from both the
homeowner who needs someone right now and the homeowner who is finally ready to schedule the
work they have been delaying.

SECTION
01

Plumbing Marketing Fundamentals: What
Makes This Industry Different

Plumbing marketing operates across two very different buyer types in the same business. The first is the
emergency customer: a homeowner whose pipe failed today and needs someone out this afternoon. That
person is not shopping. They are clicking the first credible result and deciding in minutes based almost
entirely on who answers the phone and whether they can come now. The second is the planned customer: a
homeowner who wants a water heater replacement, a drain inspection, or a whole-home repipe quote. That
person is comparing, reading reviews, and taking days or weeks to decide.

Most plumbing companies are better at capturing emergency demand than building the brand presence that
wins planned work. Emergency calls are loud. They come to you. Planned work and higher-margin projects
require you to be visible, credible, and top of mind before the customer starts looking. The plumbing
companies that build strong marketing programs do both.

Emergency calls come to you. Planned work requires you to be visible before the
customer starts looking.
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Trust is a significant factor in plumbing marketing. Homeowners have heard enough stories about
unnecessary repairs, inflated parts markups, and technicians who pressure them into replacements. That
skepticism is a marketing problem you have to solve before you get on the phone, through genuine reviews,
transparent messaging, and a website that does not look like every other contractor who knocked on their
door last summer.

Multi-crew plumbing companies face a specific challenge that solo operators do not: the perception that
bigger means less personal and more expensive. Response time guarantees, trained and
background-checked technicians, and the ability to dispatch immediately are genuine differentiators that a
plumbing company's marketing needs to communicate explicitly rather than assuming homeowners will infer
them from company size.
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SECTION

02

Your Website: The Hub Every Channel Sends
Traffic To

Every dollar you spend on Google Ads, local SEO, Facebook advertising, and streaming sends traffic to one
destination: your website. If that website cannot convert a motivated visitor into a call or a booked job, every
other channel underperforms.

A plumbing website has to work under two completely different conditions at the same time. During an
emergency, a homeowner is on their phone and needs to find a phone number and confirm you serve their
area within seconds or they are gone. During a planned purchase decision, that same homeowner is reading
reviews, comparing service options, and deciding whether your company feels trustworthy.

Your plumbing website has to convert the homeowner with water on the floor and
the homeowner who has been putting off the call for two months.

City and service area pages matter significantly for plumbing companies serving multiple markets. A page
built for a specific city that speaks to the housing stock in that area, the pipe materials common in homes of
that era, and the specific plumbing issues those homes tend to develop ranks and converts. A page that is
your homepage with a city name dropped in does neither.
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SECTION

03

Local SEO: Showing Up When Homeowners
Search for a Plumber

When a homeowner's toilet overflows at 7 AM, they open Google and type plumber near me or emergency
plumber in their city. Local SEO determines whether your company appears in those results or whether a
competitor gets the call.

Local SEO for plumbing companies starts with your Google Business Profile. A complete, optimized profile
with accurate hours including emergency availability, consistent NAP citations, photos of your trucks and
technicians, and a steady stream of legitimate customer reviews is the foundation of local map pack
visibility. If you are not in the map pack, you are invisible to a large percentage of the customers searching
right now.

Reviews deserve special attention for plumbing companies. A company with 200 reviews averaging 4.7
stars looks meaningfully different from a company with 40 reviews averaging 4.9 stars. Volume signals that
you do a lot of work and that your customers consistently have good enough experiences to leave a review.
A systematic post-job review request process is one of the highest-return investments any plumbing

company can make.

Review volume beats review perfection. 200 reviews at 4.7 stars outconverts 40
reviews at 5.0 stars every time.

For plumbing companies looking to deepen their organic presence beyond local SEO, the approach
diverges. An SEO company focused on plumbing contractors can build out organic rankings as a standalone
discipline. An SEO agency with deep plumbing experience integrates SEO into a broader ongoing marketing
relationship. Both produce results but serve different business structures and growth stages.
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SECTION

(023

Google Ads: Capturing Emergency Calls and
Planned Service Work

Google Ads is the fastest channel for a plumbing company to put itself in front of a customer who is actively
searching right now. Someone searching for emergency plumber at 10 PM is not scrolling past the first two
results. They are calling the first credible company that comes up. A well-structured Google Ads campaign
puts your company there every time that search happens in your service area.

The keyword strategy for plumbing Google Ads needs to account for the difference between emergency
intent and planned service intent. Emergency terms like burst pipe, water heater not working, and drain
clogged emergency carry different intent signals than planned terms like water heater replacement cost,
whole house repipe, and sewer line inspection. Emergency campaigns need fast-loading landing pages with
a phone number above the fold. Planned service campaigns need landing pages that speak to value,
reviews, and what the process looks like. Running both through the same campaign produces mediocre
results for both.

Plumbing Google Ads have two completely different audiences. Emergency callers
need a phone number in three seconds. Planned buyers need a reason to trust you
before they call.

Local Services Ads, Google's pay-per-lead product for verified contractors, appear above standard paid
search results for many plumbing queries and carry the Google Guaranteed badge. For plumbing
companies that qualify, running Local Services Ads alongside traditional search campaigns provides
maximum coverage and directly addresses the trust barrier before a homeowner ever clicks through to your
website.
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SECTION

05

Facebook Ads: Staying Visible Before the
Pipe Bursts

No one is scrolling Facebook looking for a plumber. What Facebook advertising does for plumbing
companies is different from what Google Ads does. It keeps your brand in front of homeowners in your
service area during the weeks and months before they need you. When the moment arrives and they search
Google, they search for you by name or at minimum recognize you in the results because they have seen

your ads.

Facebook's geographic and behavioral targeting is what makes it practical for a local plumbing contractor. A
campaign targeted to homeowners in specific zip codes within your service area means your ad budget
goes toward households that can actually call you. Homeownership status filtering excludes renters who
cannot make plumbing decisions. Income targeting concentrates impressions on households with the means
to address plumbing issues rather than defer them.

Facebook is also effective for reaching homeowners who are in the decision window for planned plumbing
work. A campaign targeting homeowners in older neighborhoods where aging piping is common, promoting
a whole-home repipe consultation, reaches exactly the audience most likely to have a real need for that
service. That kind of targeted planned-work advertising does not happen on Google because those
homeowners are not searching yet.
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SECTION

06

Streaming Advertising: Building the Brand
That Gets the Call

The homeowners in your service area have largely moved on from cable television. They are watching Hulu,
Peacock, Roku, and connected TV platforms instead, and they are doing it in the same living rooms where
they will eventually search for a plumber. Streaming advertising puts your plumbing company on those
screens with unskippable video that reaches the right households in the right geographic areas at a cost that
traditional broadcast TV never made available to a local contractor.

What makes streaming viable for a local plumbing company when traditional TV never was is geographic
targeting. A broadcast TV buy covers an entire market, most of which is outside any given contractor's
service area. Streaming platforms offer zip code-level targeting, which means your impressions are
concentrated in the households you can actually service.

Streaming advertising builds cumulative brand recognition that influences search behavior. A homeowner
who has seen your streaming ad a dozen times over several months does not just search for a plumber
when their water heater fails. They search for your company by name, or at minimum recognize you in the
search results in a way they would not recognize a competitor they have never encountered before.
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SECTION

07

Radio and TV Advertising: Reaching Your
Market at Scale

Radio advertising for plumbing companies works because it reaches homeowners during the commute, the
grocery run, and the Saturday errands when no screen is competing for their attention. A thirty-second spot
that delivers your company name clearly, communicates that you serve their area, and lands on one
memorable message builds recall over months of consistent running.

Local television advertising puts a plumbing company in living rooms across a market at a scale that
streaming advertising, with its zip-code targeting, reaches differently. For plumbing companies with strong
service coverage and brand recognition aspirations across a full metro, television advertising reinforces that
position in a way that digital channels reach more narrowly.

Social media advertising runs across Facebook, Instagram, and connected platforms and deserves its own
place in the plumbing marketing channel stack. Where radio and TV reach the broad market, social media
advertising for plumbing companies delivers household-level targeting with creative tailored to specific
audiences and geographic zones. The two approaches complement each other.

SECTION

08

Emergency vs. Planned Work: Two Markets,
Two Strategies

Every plumbing company is actually competing in two distinct markets at the same time, and the strategies
for winning each one are different enough that treating them the same produces consistent
underperformance in both. Emergency work is captured. Planned work is built.

Emergency call capture is a speed and visibility game. The homeowner who has a plumbing emergency is
not deliberating. They are searching on their phone, clicking the first credible result, and making a decision
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in minutes based on who answers and whether they can come now. Winning emergency call volume
requires being visible at the top of search results the moment the search happens, having a website that
loads immediately and puts a phone number in front of that homeowner before they scroll, and having

someone who answers.

Emergency work is captured through visibility and speed. Planned work is won
through brand familiarity, trust, and showing up before the homeowner starts
comparing options.

Planned work is a different game entirely. Water heater replacement, whole-home repiping, sewer line
inspection, drain maintenance, and fixture upgrades are decisions homeowners make deliberately over days
or weeks. Winning planned work requires being in front of those homeowners before they start the
comparison process, which means Facebook and streaming advertising building familiarity in the weeks
before the search, local SEO producing organic rankings when the research begins, and content on your
website that answers the questions homeowners are asking during the consideration phase.
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The Full Stack: How the Channels Work

Together

The most effective plumbing marketing programs treat the channels as a coordinated system rather than a

collection of separate line items that each need to justify themselves independently.

Streaming +

Radio/TV

Builds brand familiarity across your service area; makes your
name recognizable before the emergency arrives

TOP OF FUNNEL

Facebook +
Social

Google Ads +
Local SEO

Website

Reinforces brand in the social feed; reaches planned-work
prospects before they start comparing

Captures emergency searches and planned service research
at the moment of active intent

Converts all traffic into calls and booked jobs; closes
everything every channel sends

AWARENESS

INTENT

CONVERSION

The channels compound over time. A plumbing company that has run streaming advertising for two years,
built review volume into the hundreds, and maintained consistent Google Ads coverage has a market
position that a competitor running only paid search during busy periods cannot match on short notice. That

gap widens every year the full-stack program runs.
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SECTION

10

Where to Start if You Are Building from Zero

If you are building a plumbing digital marketing program from scratch, the sequence matters as much as the
budget. Starting with the right channels in the right order produces results faster and avoids investing in
traffic before the destination is ready to convert it.

Fix the website first

Before spending a dollar on traffic, make sure your site loads fast on mobile, puts a tap-to-call
phone number in front of emergency visitors immediately, and gives planned-work researchers
enough reviews and trust signals to feel comfortable calling.

Build your Google Business Profile

Optimize your Google Business Profile, make sure your NAP is consistent across every directory,
and put a systematic review-generation process in place. Review volume is both a local map pack
ranking factor and a conversion factor. Start before you launch paid campaigns.

Launch Google Ads

Once your website is ready, Google Ads put your company in front of homeowners actively
searching for a plumber right now. Build separate campaigns for emergency searches and
planned service searches from the start. This is the fastest path to new jobs.

Start local SEO in parallel

Organic rankings take time, which is exactly why you start building them early. Local SEO running
alongside Google Ads means that as organic rankings develop, you already have call volume and
review count working in your favor.

Add Facebook and streaming

Facebook advertising and streaming advertising are brand-building channels that compound over
time. Start them as soon as the revenue base from search advertising supports the additional
spend.
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SECTION
11

Key Takeaways
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Key Takeaways

« Plumbing marketing has to work for two completely different buyer types at once: the emergency
caller who needs someone today and the planned buyer evaluating options over days or weeks.
Most companies optimize for one and underperform at the other.

 Your website is the foundation. Every channel sends traffic to your site. A site that is slow to load
or hard to call on mobile loses jobs your marketing already paid to bring in.

* Google Ads is the fastest channel for capturing emergency calls. Separate emergency
campaigns from planned service campaigns from the start. Do not run both audiences through the
same landing page.

e Local SEO compounds over time and produces jobs with no cost per click. Review volume is
both a ranking factor and a conversion factor. A systematic post-job review request process is one
of the highest-return investments any plumbing company can make.

» Facebook advertising and streaming advertising build the brand familiarity that makes your
company the one homeowners think of when the emergency arrives. Neither channel produces
emergency calls directly, but both improve the performance of every channel that does.

e Emergency call capture requires speed, search visibility, and someone who answers the phone.
Planned work requires being in front of homeowners before they start comparing options.

e Unlike HVAC, plumbing demand is relatively consistent year-round. Google Ads should run
continuously rather than only during peak periods. Pulling back hands emergency call volume to
competitors who stay in.

« The right build sequence: website and Google Business Profile first, Google Ads second, local
SEO in parallel, then Facebook and streaming as the revenue base grows.

» The channels compound when they work together. A plumbing company running the full
marketing stack for two or three years has a market position a competitor running only paid search
cannot quickly replicate.
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SECTION

12

Frequently Asked Questions

What is the most important marketing channel for a plumbing company?

Your website is the foundation that every other channel depends on, but Google Ads is typically the first
channel worth investing in once the website is ready because it captures homeowners at their highest
urgency moment. A plumbing company with a fast, mobile-optimized website and a well-structured Google
Ads program separating emergency from planned service searches will see results faster than one that
invests in awareness channels first. Local SEO should start in parallel because the earlier you start, the
sooner it produces calls with no cost per click attached.

How is plumbing marketing different from marketing for other home service trades?

Plumbing has a sharper emergency-versus-planned-work split than most trades, a significant trust barrier
driven by homeowner skepticism about unnecessary repairs and inflated pricing, and demand that is
relatively consistent year-round rather than heavily seasonal. The emergency-versus-planned split means
campaigns, landing pages, and creative need to be structured differently for each audience type. The trust
barrier means messaging and website content have to work harder than in categories where homeowners
are less skeptical.

Should a plumbing company run Google Ads year-round?

Yes, for most plumbing companies. Unlike HVAC, where demand spikes dramatically by season, plumbing
demand is relatively consistent year-round because pipes fail, drains clog, and water heaters stop working in
every month of the year. Pulling back on Google Ads during any sustained period hands emergency call
volume to competitors who stay in the market. A plumbing company that maintains consistent paid search
presence year-round builds algorithm quality scores that a company running only campaign bursts cannot
replicate.

How important are Google reviews for a plumbing company?

Extremely important. Reviews matter more for plumbing than for many other service categories because of
the trust barrier homeowners bring to plumbing service decisions. A company with 200 legitimate reviews
averaging 4.7 stars presents a fundamentally different option to a skeptical homeowner than one with 35
reviews averaging 4.9 stars, even though the second company has a higher rating. Review volume
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communicates that your company does a lot of work and that customers consistently have experiences
worth writing about. A systematic process for requesting reviews after every completed job is one of the
highest-return activities any plumbing company can invest in.

How long does it take for digital marketing to produce results for a plumbing company?

Google Ads can produce calls within days of launching when campaigns are properly structured and the
website is ready to convert the traffic. Local SEO typically takes three to six months to build meaningful
organic rankings, and the full compounding effect builds over a year or more. Facebook and streaming
advertising build brand awareness over time, with measurable lift in branded search volume typically visible
within two to three months of consistent spending. The channels that take longer to build tend to produce the
most durable and cost-efficient results over time.

Do streaming ads make sense for alocal plumbing company?

Yes, specifically because streaming advertising offers zip code and neighborhood-level targeting that
traditional broadcast TV never provided. A local plumbing contractor can concentrate streaming impressions
in the specific service area neighborhoods where they want to build brand familiarity, rather than paying for
reach across an entire broadcast market. Streaming advertising works best as a consistent brand-building
channel that runs month after month, building the household-level recognition that means a homeowner
already knows your company when they eventually search for a plumber.

Your Competitors Are Running Ads Right
Now. Are You?

Every month without a full marketing program is calls going to the plumbing company that showed up in
search when yours did not. NLA Media builds plumbing marketing programs that capture emergency

calls, grow planned service work, and build the brand recognition that compounds over time.
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