
A regional home services provider specializing in whole-home 

generator installation and maintenance sought to improve lead 

quality and reduce inefficiencies in a highly saturated and 

competitive market. With larger competitors significantly 

outspending on advertising, the company needed a smarter, 

more strategic approach to stand out and win market share.

Overview

Driving High-Intent Leads 
How a Whole-Home Generator Company Increased 
Market Share in a Highly Competitive Market

The generator market in their region was crowded, with numerous local and national providers 

competing aggressively across paid search, social media, and local broadcast channels. 

Key obstacles included:

The company needed to break through the noise without simply increasing spend.

The Challenge

• Heavy competition with large marketing budgets driving up cost-per-click and cost-per-lead 

• Customer confusion due to similar messaging across competitors 

• Low differentiation in a category often driven by urgency rather than brand trust 

• Inefficient marketing spend that was not translating into consistent, high-quality leads 



Rather than just increasing ad spend, Addison Clark took the approach to create a strategic 

differentiation through education, positioning, audience segmentation and execution.

The Approach

Creative and marketing materials emphasized:

Authority & Experience Positioning

• Generators as a singular business focus

• Proven track record 

• Local expertise and reliability during outages

This reinforced credibility in a high-trust purchase category.

Campaign messaging was built around helping homeowners understand:

This positioned the company as a trusted advisor, not just a service provider.

Education-Driven Content

• When and why to install a whole-home generator 

• Differences between generator types and installation options 

• Long-term value, reliability, and maintenance considerations

This helped differentiate against competitors focused primarily on price or availability.

Customer-Centric Messaging

Campaigns highlighted:

• Targeted messages to key audiences (seniors, medical-needs, veterans, farms)

• Comprehensive installation process 

• Ongoing maintenance and support 

Precise Digital Execution

The strategy was deployed through a targeted digital mix:

• SEO / Paid Search focused on capturing high-intent queries

• Paid social to build awareness and educate homeowners earlier in the funnel 

• Email marketing follow-up strategy to convert previous inquiries and existing 
customers needing to upgrade

• Optimized landing pages designed to convert with clear CTAs and trust signals

• Conversion tracking and continuous optimization to improve efficiency 
over time

This digital approach ensured marketing efforts reached the right people at the right time. 



Key Takeaway

In a market dominated by high spend and commoditized messaging, strategic positioning and 
customer-focused storytelling outperformed brute-force advertising. By leaning into education, expertise, and 
service quality, the company was able to attract more qualified customers and drive meaningful growth. 

The Results

The campaign delivered significant gains in both traffic and lead generation without increasing overall spend:

97%
increase in 
website traffic

45%
increase in direct 
leads / appointments

4470 Cox Road, Suite 200, Glen Allen, VA 23060
addisonclarkonline.com  |  (804) 864-9190


