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Introduction
Welcome to our social media, content marketing, and growth-minded marketing strategy workbook 

- specifically designed for the busy wallcovering installer. You are about to embark on an exciting 

next step in positioning your business for success. 

This exercise book is designed to equip you with a solid understanding of current marketing best 

practices and how to apply them to your wallcovering installation business and position yourself for 

new business and growth.

A cohesive marketing strategy that accounts for a combination of social touch points, listening and 

monitoring, a content strategy, influencer marketing, and referral follow ups is imperative for any 

small and independent business. This booklet will help you accomplish all that we’ve mentioned 

above to achieve your marketing goals while balancing a busy schedule. 

In this workbook, you will learn how to not only build a social media strategy into your business 

marketing efforts, but how to measure, analyze and optimize for the best lead generation from your 

marketing channels. We will cover how to understand your audience with a buyer persona, help you 

brainstorm what types of content to share for differing points of your potential customer’s journey 

to booking your business, and much more.



With any great plan, you’ll first want to take a step back and gather all the information you have first, 

brainstorm a longer plan, and build out a greater strategy for day-to-day execution. This means first 

understanding who it is you are marketing to for your business marketing efforts around social 

media, your website, and even how you interact in person. This is done through building out a buyer 

persona. A buyer persona is a semi-fictional depiction of one person that represents a segment of 

your target audience and incorporates their demographics, and then goes further into pain points, 

challenges, goals, and inhibitions from becoming a customer. 

Once complete, it will serve to help you meet your target audience’s needs with your wallcovering 

installation services effectively. We recommend starting with one to two personas to start. Below is 

potentially one buyer persona, Homeowner Heather, you can plug right into your business. Take our 

example we’ve created for you, or use it to build your own.

Wallcovering Installer Persona Outline Example:

Understanding your customers and target audience through the lens of Homeowner Heather.

Buyer persona: Heather Homeowner

A summary of your buyer persona background: job, family, career path

Heather is a working professional and homeowner. She is a wife and has 0-2 children. She prides 

herself on tackling DIY projects, but is challenged by a dual-income household/full-time workload 

and so values hiring professionals to get the job done. She has the discretionary income to take on 

larger home improvement projects and cares about the latest design trends. She gets inspiration 

from influencers in her social media feed, HGTV, and friends.

Demographics: gender, age, income, location

Homeowner Heather is 30-55, lives in a dual-income combined household income of 75k-250k, and 

lives anywhere from an upscale suburban neighborhood to a trendy urban area. 

Identifiers: demeanor, communication preferences

Heather uses Instagram for inspiration and follows influencers for trend alerts, she likes to be an 

early adopter, to next adopter, never-late. She turns to Pinterest for bigger design projects especially 

for home projects. She turns to Google to research brands, types of wallpaper, find professionals 
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where she can reads reviews, and turns the channel to HGTV regularly. She prefers to hire a 

professional from an authoritative site like Houzz, or your association’s listing 

wallcoveringinstallers.org. When she’s beyond awareness and consideration of the design project 

and has purchased the paper, she prefers filling out a form to be contacted online, but will pick up 

the phone to book a professional, and she will text too to confirm times.

Primary goals:

Heather’s primary goals are to choose trends that will last as tastes change, and her secondary 

goals are to be on trend and in-line with what she’s seeing as trends in stores, on social media and 

on HGTV. 

Challenges:

Heather’s challenge is time. She can find the time to plan and decide what she wants, but chooses 

her family time and free time wisely. She does not want to spend the little free time she has on 

lengthy home design projects when a professional can do the job. She is an experienced in her field, 

and picking up a new skill like wallcovering installation is not in her purview. 

Your solution: 

     Deliver professional wallcovering installation services and to be quickly found as a reputable 

     professional on an authoritative site like www.wallcoveringinstaller.org; taking the guesswork out 

     of finding a trusted craftsman. 

     To be a trusted partner in the design process to complete a difficult wallpaper hanging 

     professionally. 

        Activity: Is there a persona or target audience we missed? Try brainstorming the summary, 

demographics, identifiers, goals, challenges, and solutions for that persona in the box below:

http://www.wallcoveringinstaller.org


Mapping out the key performance indicators or (KPIs) for your business will help you measure your 

marketing efforts. These KPIs will help you keep at top of mind your overall business goals and 

objectives in relation to your marketing efforts. 

A few more questions to consider when brainstorming how you want to measure your success, 

how does your social media and content marketing plan bring you closer to your overall business 

goals? Will you measure by how many phone calls you generate from an Instagram business 

account or by how many followers you accumulate?

For example your goals might be: 

     Get 5 new clients to call me by phone or email me from my Instagram business account in the 

     next three months.

     Guarantee referral and repeat business through a referral program and follow up process after 

     completed projects that encourages clients to post using my branded hashtag (example 

     @carolinawallcoverings might promote the hashtag #carolinawallcoverings) to curate and 

     organize client posts on Instagram, Pinterest, or other. (A hashtag is a simple way to index posts 

     on social media to make it easier to be found by other users and to easily showcase relevant 

     photos to prospective clients; for example.)

     Grow my following by 10% each month for the next three months on Instagram and Pinterest by 

     posting 3x a week on each channel that consists of project photos, completed projects, quick 

     how-to guides shot on my smart phone, and reposted content found from popular hashtags (i.e. 

     #wallpaperdecor, #wallcoverings, #wallpapertrends). 

        Activity: In the box below, brainstorm your goals around your social media marketing plan. 

These should be specific, measurable, attainable, realistic, and timely goals (or SMART goals). 

Business goals: 

Developing Your KPIs & SMART Goals:2



Social Media 

We are focusing heavily on the social media and content marketing areas of marketing for the 

wallcovering installer to capitalize on both the visual nature of the industry and to optimize the 

limited time a small business owner has at the end of the day or really any time of day (since your 

audience can be online 24/7). You’ll want to figure out the type of content, cadence, and time 

commitment up front in order to save time later on as you implement over the next 30-60-90 days. 

The aim of this portion of the workbook is to develop a social media marketing plan and strategy 

that can be easily scaled, executed, and potentially delegated. This saves time down the road and 

provides a guidepost as you gather insights from social media metrics (or how your audience 

interacts with your online content). At this point in the workbook, you should have a better 

understanding of your persona/target audience and specific business goals you want to achieve, so 

now we can build out a more comprehensive strategy. 

To further back up why it is important to be found online and have a strategy in place, it’s important 

to recognize how the buyer’s journey has changed. Consumers prefer to explore and discover 

information on their own, in their own time, on their specific devices, and in their specific channels. 

They still rely on trusted friends and other trusted resources, but in today’s climate, it is more likely 

those resources are found digitally. What we are advocating is more than posting and praying, but 

strategically sharing, listening, and monitoring that will, in time, help you build a real human 

connection with your customers. 

When done right, and since you are reading this booklet we are confident it will be done right, social 

media can shape your external perception to the market, help to build brand awareness and loyalty, 

help to attract new customers and potential partners, and even create and identify your biggest 

fans. This next section will cover how to achieve all those aspects, and then some, through social 

media strategy, monitoring, listening, influencer marketing, and content strategy. 

Each piece of content you post on social media should meet one of three criteria:

     Is it informative?

     Is it entertaining?

     Is it connecting with someone in your audience?
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The Content Audit: 

        Activity: First, take an assessment of the content you do have out on social media. Do you 

already have a social media channel that you manage? Or are you scraping the surface and need to 

start from scratch? Chances are you at least have a Facebook, LinkedIn, or Instagram account. Take 

this time to review the posts to date and write out the top-performing posts on any one of those 

channels in the box below. Include in each bullet, the channel, type of content, and why you think it 

was a top-performing post. If you’re just starting on social media, take this time to explore other 

social media accounts you would like to emulate and try to put into words what you think their 

strategy is for three posts that stand out:

Examples of Instagram accounts to get you started: @carolinawallcovering, @katieswallpaper, 

@sarahmerendawallpaper, @madisonandgrow, @anewwall.



          Reading: We also went deeper on how to set up your Instagram account for business, posting 

tips, and converting followers into customers, on the Wallcovering Installer Association blog, 

Growing Your Wallcovering Installation Business With Instagram.

Influencer strategy on Instagram

Growing an audience and a following on Instagram takes time. While in the short-term it helps to 

build out a portfolio to share online with prospective clients, there is something to be said for 

leveraging and growing an audience on the platform. One effective way of growing and finding more 

potential customers is to embark on a Instagram influencer strategy. This entails brainstorming 

between industry influencers, local influencers (local boutique home good shops, store owners, 

etc.), and micro-influences in the industry. 

        Activity: In the boxes below, write down your content ideas that help inform, entertain, and 

connect with your audience. Content may come in the form of quick video how-tos, before and after 

images of projects, client quotes (using an easy and free image editor like Canva.com), reposted 

content (using the free application Repost), behind the scenes images, and more. 

Examples of content ideas to get you started: 1. Post 15-30-second videos shot on your 

smartphone of quick how-tos to Homeowner Heather (or other) on how to maintain her high-end 

hand screened wallpaper. 2. Post before and after images of projects to show my range of work. 3. 

Create an Instagram graphic on Canva.com that illustrates a testimonial you've received from 

Google Plus, Houzz, or Facebook like done here. 4. Create "Story Highlights" of top projects as seen 

done here. These are ephemeral Instagram stories that get "pinned" at the top of your account to 

showcase by category.

http://www.canva.com
https://www.wallcoveringinstallers.org/blog/growing-your-wallcovering-installation-business-with-instagram/
https://www.instagram.com/carolinawallcovering/?hl=en
https://www.instagram.com/p/BhcFoC8ALjy/?hl=en&taken-by=wallcoveringinstallers


        Activity: Consider three factors to help select the best influencer. They have the ability to deliver 

the content to Homeowner Heather (or they have Reach). They have a strong connection to your 

wallcovering installation business (or they are relevant). They have the ability to drive new business 

to you from their audience (or they will resonate). Consider carving out potential influencers by 

marking each one with a low, medium, or high score against each of the three factors. Then go after 

2-3 to start. 

Example influencers to get you started: @kbn_interiors (1,300 influencers -This would be a 

micro-influencer), @katieswallpaper (7,135 followers and would be influential in Canadian market), 

your local West Elm Instagram account (as in @westelmnola at 7k followers).

Now that you have an idea of influential accounts across Instagram and their relevance to 

promoting your business, you can plan out a campaign and communication to reach out to them. 

This will entail having another local wallcovering installer, area designer, or shop owner post on their 

feed with a completed project done by you. You’ll provide the post caption, image, and time to post. 

Facebook

        Activity: Find five accounts across Facebook you want to emulate for your own content. 

Choose now if you want to connect your Instagram and Facebook account. These two can be 

synchronized where every post on one will populate on the other. As far as best practice, any 

marketer would advise carving out a strategy for Facebook that is different from Instagram with 

one caveat. If you already have a large following on Facebook, but are just beginning on Instagram, 

you might want to cater to your Facebook audience while you grow on Instagram and syncing the 

two will be beneficial. One example of a strategy for each channel, might be to use Facebook to talk 

about personal milestones, birthdays, behind-the-scenes footage, 5-10+ years work anniversaries, 

etc. While on Instagram, you focus more on before and afters, finished projects, etc.



Examples: Koessel Studios Handcrafted Wallpaper, Innovations in Wallcoverings, Inc., Total 

Wallcovering.

Pinterest

        Activity: Find five accounts across Pinterest you want to emulate for your own content and 

note the collection of boards. Brainstorm 5-10 boards to create under your own account. Pinterest 

will be great for quick how-to guides, before and afters, and also those pretty picture quotes from 

happy clients made on canva.com. Write out 5-10 examples on Pinterest and what you like about 

their account.

Examples: @Wecoverwalls, @Lindsaycowles ,@Cournteygilesdecker.

Twitter

Of all the social media channels, twitter has the shortest half-life. This means that a single tweet 

may only circulate for a matter of hours. Where we would advise to post once a day on either 

Facebook, Instagram, or Pinterest, we would advise to post much more often on Twitter. A 

campaign plan on twitter might be to post and retweet “thought leadership” posts 2x a day and post 

your own content 1-2x a day. One strategy for finding “thought leadership” posts is to set an alert 

with Google Alerts for keywords such as “wallcovering” or “design trends” or search these keywords 

as hashtags across Twitter. Go further and tag as many relevant industry professionals or 

wallcovering installers, designers, and manufacturers or the source with each post. 



Examples: @wecoverwalls, @Lindsay_Cowles, @Decor8withpaper.

        Activity: Write out 5-10 twitter accounts you like and what you like about their content.

Houzz

As the behaviors of users expand, so will the options for social media channels. If you have not 

ventured onto Houzz, I recommend exploring the site. Houzz a vast site that bridges professionals 

and those looking for professional services. Example: As someone in the market for a house 

cleaning service, I was able to search by zip, enter a short form, and the site instantly sent off two 

request for quotes to area cleaners. I’d say it was a frictionless and easy experience and I bet 

Homeowner Heather would to. Search wallcovering professionals in your area and see what they’ve 

done so far on the platform. You’ll want to open an account and fill out your bio with all the main 

information for getting in touch. This site also boosts authority with reviews. It will also be a good 

strategy to incorporate request for project reviews on Houzz from your clients after the finished 

project. Finally, the content strategy will be to post quality finished photos of your projects regularly. 

        Activity: Find accounts from other wallcovering professionals on the site and take note of the 

types of projects they display and complete their profile is with reviews, info, awards, etc.

Examples: The Sterling Seahorse, Anthony Baratta, Lindsay Cowles.  



Now that you have a plan for ongoing content creation, the types of accounts are excelling and 

what you plan to do to get to the next level on your chosen social media channels, it’s time to talk 

about really connecting with your audience. This is done through monitoring and listening, 

responding in real time, asking for feedback, tagging others, etc. 

Posting on social media doesn’t end there. You’ll want to track, analyze and optimize for best post 

times, check out industry hashtags for current conversations happening, and start to identify area 

influencers and your biggest fans by listening to what others around your are in the design industry 

are posting. Next, to go a step further, you’ll want to enlist social monitoring tracking by following a 

key hashtag in your Instagram feed to gain insight and potential service offering ideas. 

Social media listening entails going back and analyzing your posts, the engagement, activity, and 

various metrics you can find through free analytics from the platform. Ask yourself how have you 

felt after you interacted with a brand on social media. Did they respond? Did that make you more 

likely to engage with them again? Listening asks that you respond quickly, timely, and are helpful 

with potential other resources for your fans. The listening aspect should inform future marketing 

strategy. It helps you identify who your biggest fans are and who you can leverage as potential 

influencers. 

Social monitoring goes further than crunching numbers, and looks for trends in types of posts, and 

discovering highly engaged fans, and is more active. Here you will actively track and monitor 

mentions, conversations, industry keywords in the wallcovering space. On Instagram, you can 

actively follow a specific hashtag in your feed; for example. It may be a good idea to follow a few for 

a pulse on what others are posting (ideas for reposts for thought leadership, potential influential 

partners, and leads). Social monitoring helps with finding relevant posts to repost for “thought 

leadership”, helps you to track your branded hashtag from happy clients and finished projects, and 

helps you to keep a pulse on the general conversation around your business and industry.
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Referral Marketing

Develop a hashtag around your name, brand, or other that you can promote and use as part of 

gaining referral business. Here you can mention to clients your branded hashtag to use on social 

media and encourage them to post their finished project pictures with your hashtag. This way, you 

will have a growing library of content you can repost and refer to new prospective clients. 

Go further than promoting your hashtag to happy clients and build in a referral program at the end 

of each completed project. Collect positive 5-star reviews on Houzz to raise your authority as a 

professional and be found quickly. This type of feedback from happy clients is imperative along the 

buyer journey as Homeowner Heather does research before hiring a professional. 



We’ve spoken at length about how to describe your target audience, where to post, and how to 

brainstorm what type of content to meet your persona’s needs, where he/she is, in the moment 

he/she is looking, with content that is relevant, informative, maybe even humorous, and we’ve not 

even mentioned a website. That’s because this section, while vastly important, maybe a heavier lift 

for the time-strapped wallcovering installer starting out or adapting to digital. Our aim here is twofold: 

either guide you on how to create a close-to-free simple 5-page website, or how to enhance the one 

you have with a lead-generating form, or both. If you have both, then congrats! This workbook will 

help you enhance your positioning in the market through influential and visual social media channels, 

but ideally you’ll have a landing place for prospective clients to learn about your business, and 

arguable - most importantly - get in touch to book you for business. 

        Activity: In the box below, find 5-10 small business, profile, or portfolio websites to get an idea of 

what you want to create. These should be no more than 10-page websites. We’ll give you a few 

examples to get started:

Examples: www.caronlinawallcovering.com, www.merendawallpaper.com, www.appaperhanger.com, 

www.prestigewallpapering.com.au, www.designtradehanger.com. 

Wordpress.org

Next, let’s review one of the best and most user friendly websites available to you. Wordpress.org 

accounts for 31% of the world’s web pages and is used for anything from hobby blogs to larger 

organizations. Using the content management software (CMS) is free to use. We recommend 

shopping for a theme by searching a simple keyword like “portfolio”. 

Building out your first 5-page website5

https://wordpress.org/themes/


        Activity: Choose three you like best, list them out below, and write out why you like them (make 

sure to check out customer reviews for ease of use, reports of potential bugs, number of 

downloads to signal a good theme, etc.).

Example: Clean portfolio.

Other Free CMS (Content Management System) Options

Wix, Squarespace, and Weebly, are just a few more examples that you can shop around on for other 

themes or designs. If you haven’t already decided on WordPress, shop around a bit more. 

        Activity: Choose one theme from each and list them out below with notes to put into words 

why you like that design. 

Hosting

        Activity: You’ll also need to host your site. Take a moment to look over a few top choices and 

write out notes next to each for cost, ease of use, etc. to help determine which to choose: 

Examples: GoDaddy, Blue Host, DreamHost.



Brainstorm Navigation & Pages

Now that you have an idea of what theme and look you will be designing for, carve out the 5-10 

pages you will be building into the design. Go ahead and review the 5-10 example websites you 

researched earlier to determine what works for your site. These might be an about section, portfolio 

page, contact page, and services page. You might do what Jennifer Haigler did with Carolina 

Wallcovering, and incorporate Instagram into your top navigation and link directly to your Instagram 

portfolio - a super easy way to display your work and continually add to your portfolio. 



This wouldn’t be a complete marketing guide without talking about leveraging a blog. This could be 

a top navigation area on your website and a place where you can harvest fresh content weekly. For 

reference, shoot for one 300-500 word blog a week and then distribute it across your 2-4 social 

channels. Should you go with any of the website we mentioned, WordPress or other, they make it 

super easy to continually add fresh new search engine-friendly (SEO) content to your website. We 

talked to member, David Cook, about how he started a blog, tips for coming up with always fresh 

content, and how it improved his business, and brought him leads from as far as New Zealand. 

Check out his blog, D’Franco Finishes.

      Podcast: The key here is to always be listening. If you’re heading into a paint store or hard goods 

store, listen out for a customer in real time asking questions about paste or even paint. Learn from 

the inbound guru from a now infamous pool company experiencing a downturn in business in 2008 

on the Marcus Sheridan podcast, The Sales Lion. He goes into how he aimed to be transparent with 

frequently asked questions and went about writing those out into blog posts for his customers to 

learn from him for free. The result? It paid off big. He became the top search result for his keywords 

and served his potential customers relevant content all before booking their business.  

Here’s your homework, start carrying around a small notebook. In it, jot down notes throughout the 

days and weeks and on job sites. These are anecdotes, and questions from customers that you 

come across. This is content gold to help drive traffic online to your business “storefront” or 

website. 

        Activity: In this area below, search out a few sites like Cook’s to help get the momentum going. 

Aim for finding 5-10 to start. And if you can’t come up with ten, good news, that means there’s 

ample opportunity to dominate a result for a keyword search with your blog!

Examples: D'Franco Finishes, Wallscape Inc., Elements of Style.

Building out a blog6
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The End...Or is it the beginning?

Phew...now that you’re fully immersed in the playing field across other paper hanger websites, 

social plans, and have brainstormed your own plan with the thinking and “why” behind posting 

certain types of content and for who, you’re on your way to building out a super scalable strategy. 

Plan to implement what you build out in this workbook into a 30-60 or 90 day plan. Continually 

measure your work, but fully reaccess at the end of a planned 4-12 week plan with results you 

generated. That will become a benchmark for future work. You are on your way to measurable 

results that you or even someone you delegate this aspect of the business to with a proven 

scalable strategy. 

Plan to spend 6 hours filling out this book to get an understanding of the landscape. Then break off 

chunks of creating a website (6-8 hours) and creating your marketing plan (4 hours). The 

professional wallcovering installer should be on the ladder and at the wall 3-4 days a week. That 

leaves at least one full day to tend to business. To implement your plan ongoing, plan to spend 6-8 

hours a week on growing your business with marketing. 

These are rough estimates to help give you an idea of the time commitment up front. Build this plan 

over the course of a month as to not get overwhelmed doing it all in one sitting. So, ideally you will 

plan and research for 4 weeks, implement for 12, assess results for one week; for a total of 4 

months (then repeat and tweak each quarter). Once you understand the commitment and results, 

you can better assess hiring or contracting out the efforts.

If you would like to share your feedback or follow us for the latest happenings with your 

association, follow us on Twitter & Pinterest (@wecoverwalls), or Facebook and Instagram 

(@wallcoveringinstallers). 
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