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Introduction

At Jumptoweb, we spend the necessary time telling 
our clients that marketing isn’t really that complicated. 
What’s complicated and frustrating about marketing 
perhaps is how business owners think about it. 

Marketing is just a system and, operated as such, it isn’t 
any different from many of the other systems needed to 
run a business. A system creates control, a system guides 
priorities, a system creates process, a system generates 
accountability and a way to measure and win the game.

Marketing is frustrating for local windows and doors 
manufacturers and distributors because they don’t have 
a marketing strategy or tactics to implement it. 

Here are some tips to help you avoid the expense and 
lost time marketing mistakes cause. Here is a list of the 
most common pitfalls in business marketing. Maybe 
you aren’t making any of these mistakes. That would 
be great. However, you just might see yourself in one of 
these setups. Hopefully, reading this guide will help you 
re-assess before it’s too late.

The problem with jumping in without a strategy  
in place is that you set yourself up for failure.
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Marketing Director

By Yane Cruz

7 Mistakes Windows and Doors  
Manufacturers make in Marketing

Yane Cruz is a marketing director at Jumptoweb, she is 
responsible for developing and implementing brand and 
marketing strategies for new and existing businesses.

Yane has years of experience in the windows and doors 
industry working with South Florida companies  
to grow their revenue.

Previously, Yane was an SEO specialist for Jumptoweb 
where she managed the development and optimization 
of websites, and managed PPC campaigns. 

Yane is a regular blogger for the Jumptoweb blog and 
contributes to other sites and publications. 



©Jumptoweb 2017

W
eb

site
D

on’t tra
ck

M
istake

M
istake

Don’t have 
an effective 
website

Don’t track 
results.
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Many business owners neglect their online business by not having 
a website because they feel that as a local company they don’t 
need one, while others have outdated company information 
greeting their online visitors. Both approaches lead to marketing 
downfalls since over 90% of customers do local online searches to 
find the products and/or services they need. 

This is a very common mistake for most 
businesses that are trying different 
marketing approaches at random, but 
 it’s also one of the worst offenses.

Therefore, focusing on building your online presence has 
a direct impact on revenue especially if you are a local 
windows manufacturer who wishes to expand its dealer 
network and create local brand exposure. 

If you don’t track, you really don’t know what works. 
Whether it’s not tracking goals on your website with 
Google Analytics, or not tracking conversions through 
your Pay-Per-Click ads, or not tracking calls and foot 
traffic from a big sale or advertising investment, if you 
aren’t tracking, you’re throwing your money away.

To achieve this, you need a website that is conversion 
focused. What do I mean by this, you need a website that 
has a strategy for converting visitors into clients.

As a wise person once said, it’s okay to make mistakes, 
so long as you learn from them. If you’re not tracking, 
there’s no way to learn from your mistakes. Heck, there’s 
no way to even know if you made a mistake.

Worst of all, if you don’t track, then there’s really no way 
to improve. That is truly a waste of a marketing budget.



©Jumptoweb 2017

M
istake

M
istake

Have no 
concept of 
the Ideal 
Customer

Inability to 
formulate a 
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Must business owners have a completely product-centric view  
of the world. They know their product up, down and sideways, but 
have only a vague idea of who might actually want or need it, or 
how they’d actually use it. Worst case, business owners don’t think 
that’s important because their product is so “state-of-the-art” 
that it’s obvious why it’s a good thing to buy.

Even when businesses DO understand their target customer, 
they often have an extraordinarily difficult time formulating a 
value proposition that makes sense to the end customer. Doing 
so requires an understanding of the business dynamics that 
permeates the entire supply chain, a concept that’s unfortunately 
beyond the ken of all but the most experienced marketers.

Windows and doors manufacturers in South Florida 
know the importance of hurricane protection, but few 
of them actually understand who their ideal customer is 
and where to find them. Knowing your ideal customer’s 
pain points and problems allows you to give them the 
solutions and benefits only your product can offer. 

For instance, windows and doors manufacturers have a 
B2B (business-to-business) marketing focus since they 
rarely sell to the end consumer (homeowners). However, 
their marketing focus in local advertising should be 
geared towards capturing the attention of homeowners 
and creating brand exposure in the B2C (business-to-con-

This can completely destroy otherwise good marketing 
and an otherwise good business. Some business owners 
have such a clear, focused view of who they want their 
customers or clients to be that they can be completely 
blinded to the customers they actually have.

Here’s an example: Someone opens a sandwich and 
coffee shop. They think their ideal customers will be 
soccer moms and hipsters. Yet day after day, more than 
half their tables are filled up with retired guys hungry 
after playing golf on the nearby course. The other tables 
are empty.

sumer) level. The reasoning behind this is simple, if 
consumers want their brand, local distributors need to 
purchase their products to satisfy the demand. 

Therefore, marketing campaigns need to have an ideal 
customer in mind to structure campaign communica-
tions directly to its target audience, whether it is poten-
tial windows and doors distributors (dealers), project 
developers or homeowners. The success of marketing 
campaigns depend on having a clear customer segment 
and directing your efforts to reaching this segment of the 
population. 

Yet the owner barely sees the guys. He keeps promoting 
gluten-free muffins and green smoothies. The guys just 
want a really good sandwich, a beer or two and a relaxed 
place to cool off before they go home. They don’t want 
gluten free muffins.

This kind of mismatch can happen in a number of ways. 
It can be around a feature of a product. The owner thinks 
people are buying their product for reason A, yet people 
are really buying it because of reason B. Unfortunately, all 
the company’s marketing is built around reason A. That 
mistake, that misread of their audience, is costing them 
an uncounted amount of sales.
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Ever heard about how the best 
way to ensure your business 
succeeds is to write a business 
plan? Well, it works much the 
same way for marketing.

Time and budgets are short, so there’s an urge to skip 
as many “unnecessary” steps for marketing as possible. 
Planning out a marketing strategy, the specific tactics to be 
used, how much they’ll cost and how much time they’ll take 
dramatically increases your chances for success.

Jumptoweb can plan and write out a great marketing plan 
for your company. Having a well thought out marketing plan 
will double the effectiveness of your marketing budget.

M
istake

Blow your 
budget on 
just one 
thing.

6 It’s even worse if you spent your budget on something you’ve 
never tried before. This mistake happens an awful lot, especially 
when owners have their launch budget.

They’ve got this nice lump of money, and they think  
if they invest it in this one big thing ( e.g. a Billboard on 
the side of a local expressway), it will help get them  
to break even faster. Except it doesn’t, and they see 
almost no return on investment.

Add this to perhaps the most fatal business mistake,  
not allocating enough money for marketing, and  
you’ve got a recipe for failure.
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This one is dangerously tempting. There are so many 
good justifications for it. “If we just create a world-class 
product/service/store, the world will find us.” Nope. 
The world won’t. Even the most awesome businesses in 
the world, which are often thought of as not doing any 
marketing, actually do marketing. They just do it so we 
don’t recognize it as marketing.

“If we don’t spend any money on marketing, we can put 
all that money back into improving the business.” With-
out marketing, the engine of your business has no gas.

The trouble is, of course, that even without marketing, 
you’re already overworked. You’re already short on bud-
get. You’ve got a dozen other reasons why you’d like to 
just skip marketing, which many of you do. 
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Marketing Mistakes Happen

Questions to ask yourself: 

Unfortunately, it happens. You plan, you research,  
you launch and the campaign fails. What could you 
have missed? What do you do now? The first thing  
you want to do is step back.

Breathe. Yes, breathe. The worst thing you could do  
at this point is to think you are the only one this has 
happened to. You’re not. 

The following questions will help you in determining 
where the mistakes happened. 

Did the marketing message reach your target? 

Could they have perceived your marketing message 

wrong or misunderstood the message? 

Did you miss the pain questions? 

Did you do adequate research? Unfortunately,  

lack of research is the reason most campaigns fail. 

Could your marketing copy or design be at fault  

for the lack of response? 

Did you follow the tried and true rules of marketing 

 execution when it came to the  presentation?
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How much money do you think you’re losing by 
having a wrong phone number or address listed 
across online directories?
With recent changes to search, businesses have to rank 
in the Local Pack of mapped results to get noticed. If a 
store’s location information details are incorrect or incon-
sistent, it could lose out on sales. 

Studies have shown that when consumers search on 
their smartphones, it’s generally because they want to 
take an action. Don’t miss the opportunity to capitalize.

The longer you wait to fix your listings, the more customers 
are calling the wrong phone number. They could be trying to 
reach you right now. 
Why wait another day? 

Check the health of your online business information 
with help from our listings scan. 

Additional Resources

jumptoweb.com/listing



Online solutions for companies 
that are ready to grow

Jumptoweb

Since we began operations as an online marketing 
agency in 2013 we have built our online presence from 
the ground up. Once a small agency, we have now 
eight employees, and over 25 freelance developers and 
writers to assist us.

Each team member is an expert in his/her field and 
results are possible through the collaboration of this 
great team that loves what they do and comes to work 
ready to deliver projects that achieve success and 
surpass client expectations.

We pride ourselves in the work we produce and our 
customer satisfaction is guaranteed. When we work 
with a client, you can rest assured the highest care will 
be put into effect.

Ready to make the jump?
786-991-8938
contact@jumptoweb.com


