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You don't need a bigger budget to get
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Al is no longer just a writing tool. To-
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ganize ideas, solve problems, stream-
line decisions, and tackle everyday
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This article explores the practical ways Al is reducing men-
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Alls Doing the Work You Didn’t
Think It Could Touch

WelcomeTo
Clicks Magazine

Thanks for checking out our 141 issue
of Clicks, your online marketing resource
guide for small business. Each month
we will be covering topics that resonate
with local businesses just like yours.

Our goalis simple.We want to enable you
to do big things online, and it all starts by

breaking down the complexities of mar-
keting your business online.

It doesn’t matter if you're just starting out,
or an established business owner in your
local community, you can always benefit
from increasing your brand'’s

visibility online.

To your Success,

Your Name Here
Your Title Here

CLICKS IS BROUGHT TO YOU BY I

(Your Business Name) is the leading small
business marketing service in the (insert area)
forover (insertyears). We help small businesses
connect with more customers online.

If you want to build your business, you need
to market, it's that simple. But you can lose
thousands of dollars if you don't know what
you are doing. So we urge you to take action
with some of the strategies we recommend.

For a more “hands off” approach, we offer
affordable solutions that can deliver results.
We hope you enjoy this issue of Clicks and feel
free to reach out to us anytime.
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WHY L
GOODENOUGH

MARKETING

S SLOWLY KILLING
YOUR BUSINESS | ey

STRUGGLING
Let's be honest about something most market- BECAUSE

ing advice dances around. NDBUDY

The businesses that are struggling right now REMEMBERS

aren't struggling because they're bad at what
they do. THEM.

They're struggling because nobody re-
members them.

That's a harder problem to face than having
a bad product. If your service was terrible,
you'd know it. Customers would complain.
You'd fix it.

But forgettable? Forgettable is silent.

Forgettable doesn’t show up in your reviews
or your refund requests. It shows up in the
slow, steady leak of customers who never
came back and never told you why — and
the prospects who found you, thought “seems
fine,” and called someone else.

“Good enough” marketing is the most danger-
ous place a local business can be. And most
businesses are sitting right in the middle of it.



THE BUSINESS

YOU'RE COMPETING

AGAINST ISN'T

WHO YOU THINK

Most local business owners benchmark themselves
against the obvious competition. The other plumber in
town. The salon down the street. The landscaper who
keeps showing up in the same neighborhood.

But your real competition is the overall experience
customers have come to expect — from every business
they interact with, not just yours.

Amazon has trained people to expect instant responses.
Chick-fil-A has trained people to expect friendliness that
feels genuine. Apple has trained people to expect that
good design is just the baseline.

Whether it's fair or not, customers bring those expec-
tations into every interaction with every business — in-
cluding yours.

When your website is clunky, your response time is
slow, or your online presence looks like it hasn't been
touched since 2020, it doesn't just compare unfavorably
to your direct competitors. It compares unfavorably

to the standard of experience people have come to
expect everywhere else.

That's the bar. It moved. A lot of local businesses didn't
move with it.

You're not just being
compared to competitors.
You're being compared to

the best experiences people
have everywhere else.

TODAY’S EXPECTATIONS

.

=\

FAST
RESPONSES

People expect quick
replies, every time.

GENUINE
FRIENDLINESS

People expect to feel
welcome and valued.

CLEAN
DESIGN

People expect a modern,
professional experience.

EASY
PROCESS

People expect things
to be simple and clear.

CLEAR
COMMUNICATION

People expect to know
what's happening
and when.

CONVENIENCE

People expect options
that fit their schedule
and lifestyle.

.....




Here's how it happens.

You set up your Google Business Profile.
You built a decent website — or paid
someone a few hundred dollars to build
one. You've got some reviews, a Face-
book page you post to occasionally,
maybe some before-and-after photos.

Everything is technically in place. Cus-
tomers find you. Some of them hire you.
Business is okay.

So you stop. Because why fix what isn't
broken?

What most business owners don't see is
what's happening on the other side of
that decision. While you're maintaining
the status quo, your competitors — some
of them newer, some of them objectively
less skilled than you — are investing in
showing up better. Fresher photos. More
consistent reviews. A website that actual-
ly answers questions. Content that keeps
them top of mind.

And slowly, almost imperceptibly, they
start taking up more space in your mar-

ket.

You don't lose customers all at once. You
lose them one quiet decision at a time.
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You don’t lose
customers all at once.

You lose them
one quiet decision

at a time. 9




THE COST OF

INVISIBLE

There's a version of your business that exists
in your customer’s mind before they ever

contact you.

It's built entirely from what they can
find, see, and feel about you online.

And here's the uncomfortable truth: if your
marketing is “good enough,” that version of
your business is probably smaller, less im-
pressive, and less memorable than the actual

business you've built.

You've put years into your craft, your
reputation, your relationships. But if the
face you're putting forward doesn't re-
flect that — if your photos are mediocre,
your website is generic, your content is
nonexistent — then you're asking cus-
tomers to take a leap of faith that your
competitors aren’t asking them to take.

Some will. Most won't.

Invisible businesses don’t get referrals.
They don’t get the benefit of the doubt.
They don’t get chosen when two options
look roughly equal.

They just quietly lose the customers

they never knew they almost had.




WHAT “BETTER"
ACTUALLY LOOKS LIKE

Better doesn’t have to mean expensive.
It means intentional.

@ Update the photos customers
see online so they reflect your
business today, not three years
ago.

Follow up with happy custom-
@ ers and actually ask for a review

Have a website headline that

@ speaks to what your customer
wants, not when your company
was founded.

Show up in your prospects’ world

0 with something useful—consistent-
ly, not just when you need more
business.

THE BOTTOM LINE

Your best customers didn’t choose you
because you were the cheapest option
or because your logo was the prettiest.

They chose you because some-
thing about how you showed up
gave them confidence.

Your job now is to make sure every
prospect gets that same feeling—not
just the ones lucky enough to get a
personal referral.

The businesses that thrive in the next
few years won't necessarily be the most
talented ones in their market.

They'll be the ones that
made it impossible to

None of that is complicated. But it does
require deciding that “good enough”
isn't good enough anymore.

forget them.

Start there.

F“:—_—-




~—) CUSTOMER HESITATION .
s A ) . .

THE HIDDEN MOMENT BEFORE YES

The X
Psychology of g Ik,

“Almost
Buying”

Why Customers Click,
Browse, Read Reviews...
and Never Pull the Trigger

Every local business has customers who
almost bought. They clicked your ad. They
browsed your website. They read your re-

views, looked at your photos, checked your
hours, maybe even hovered over the call
button. Then they disappeared.

It's easy to assume they picked a competitor.

Sometimes they did. But many times, they
didn’t choose anyone at all. They got dis-
tracted, delayed the decision, or decided to '
come back to it later. '

That's the psychology of almost buying.

These customers are interested, but not yet -
confident. They aren't necessarily saying no.

They're saying, ‘I'm not sure yet.’

14

.| Almost-buyers
are not saying no. ™~
They re saying,

. ‘I'm not sure yet.’

v I




HeSitation uncertainty
Doesn’t Mean .

One of the biggest mistakes local businesses make
is assuming silence means disinterest. If someone

visits your website and doesn't call, that doesn't
always mean they disliked what they saw. It may q

mean they didnt see enough to feel certain.

confidence
signal

Think about your own buying habits. You've proba-
bly compared three restaurants, read reviews for a
contractor, checked a dentist’s website, or looked P -
up a repair shop, then stopped because life inter- i

rupted you. The decision wasn't rejected. It was ‘ ‘
postponed. And postponed decisions are fragile.

prospects are only one confidence signal away

from taking action. Maybe they need clearer Ccon I.’i(l(:_’.' nce Sigl‘lal
pricing. Maybe they need to see recent work. away from taking

Maybe they need to know how fast you respond. ‘
Maybe they need to know how fast you respond. action.
Maybe they need to have a simple explanation of

what happens after they submit the form. Small un-

certainties create hesitation, and hesitation quietly

kills calls.

Customers Are Evaluating
Not Just Your Service

Business owners naturally think customers are evaluating the service. Is
the haircut good? Is the food good? Is the contractor experienced? Is the
mechanic trustworthy?

But beneath that, customers are evaluating risk. They're wondering if they'll
waste money, make the wrong choice, get ignored, be overcharged, or
end up regreeting the decision. That's especially true for local service busi-
nesses where the customer can't fully judge the result until after they buy.

A homeowner calling an HVAC company isn't just buying a repair. They're
buying relief. A patient choosing a dentist isn't just booking a cleaning.
They're buying confidence that the experience won't be miserable. A par-
ent choosing a tutoring center isn't just buying lessons. They're buying hope
that their kid won't keep struggling.

The business that removes the most perceived risk usually wins.

Many prospects
For local businesses, that matters because many are Only one

hesitation

risk

o

\)

—
What Customers
Are Really Asking

$ Will this be worth
the money?

B will they respond?

@ Will this be a hassle?

A Will | regret
this choice?

Will | feel
” taken care of?

e



Trust Is Built -y
Through Tiny
Signals

Most owners want one big thing to carry the sale: a
beautiful website, a five-star rating, a strong offer, or
years of experience. Those things help, but trust is

usually built through smaller signals that stack up.

TRUST SIGNALS
2 /' CUSTOMERS NOTICE
notice if your website loads quickly, if your phone . S

(O]

3 :
number is easy to find, and if your booking process _ @ Up-to-date Google photos
makes sense. They notice whether your social media e :

Recent reviews

Customers notice whether your Google photos are *
current. They notice if your reviews are recent. They g

looks alive or like it was last updated during a differ- T 327

ent presidential administration. .
Individually, these details may not close the sale. To- Fast, functlonmg website
gether, they tell a story. A current, clear, easy-to-nav- R R e T e
igate presence tells customers, ‘This business is active % Easy-to-find phone number
and reliable.’ A state or confusing presence tells

them, ‘Proceed with caution.’ E

Simple, logical booking process

And cautious customers rarely call quickly. @ Active. current social media
o5
f‘
. A
Clarity Beats .
O i [ )
' -/‘-" L

More Information i

" MORE COPY
When businesses realize people aren't convert- = >
ing, their first instinct is often to add more. More MORE BUTTONS |
buttons. More buttons. More offers. More pop- ERS p
ups. More look at us, we're amazing claims. MORE OFF
MORE POP-UPS

That usually makes things worse.

MORE CLAIMS > 2

Customers aren't always looking for more informa- = —

tion. They're looking for clearer information. They 2

want to know what you do, who you help, what it LY

costs or how pricing works, how to take the next - s = &

step, and what happens after they reach out.

If your website makes them work too hard to

answer those questions, you've created friction. I

And friction gives people an excuse to delay. -~ Customers don’'t need more.
Not because they hate you. Because their brain N Q y "[1 hﬁ“v’ nt‘ed ClEl l‘i'[y

is tired and your competitor has a ‘Book Now'
button that actually looks like a button. = Make the right answers the easiest thing to find.




SOCial PrOOf | ¢ | n Sara_h_M. . 2 days -‘-r.=_?_.<-\
Needs To Feel . ) i

Fantastic experience from '
Current R J 4

start to finish. Highly recommend!

( N
James R. 5 days ago y
Reviews matter, but recency matters more than many * A A A A
businesses realize. A business with hundreds of old -’ Great communication, on time,
reviews can still feel less trustworthy than one with and the results look amazing.

fewer reviews but steady, recent activity.
Customers want proof that you're still delivering |
great experiences today. Not five years ago.

Not during your ‘we posted every week for |
three months’ era. Today.

2 weeks ago ? ;

Google Business Profile & . New testimonial
@ | added

This applies beyond reviews. Recent project | 3days ago

photos, updated Google Business Profila posts, ==
fresh testimonials, new before-and-after, and
active social content all help reassure customers

that your business is alive, engaged, and doing New post published

good work right now. 2 days ago " 4daysago
K . )
Current activity reduces doubt. .
Doubt is what stops people
from calling. \ + . . e ’
o ‘ ‘ Current activity reduces doubt. ’ .
. \ s e
|\/I ake l I |he ( Make The Next
: Step Obvious
P I t S t , We make it easy : :
e X e p J to get started. ) Make your phone number
N ‘ = / easy to see and tap.
Vl O u S ~) Free estimates ]
| () Response within = t’seta o
30 minutes A
Confused customers don't usually ask for =5 Appointments _ "\ Highlight offers and
clarification. They leave. '| P ‘@’ } what's included.
That sounds harsh, but it's true. People rarely . ) Licensed & insured ’
contact a business just to understand how to Set expect_atlons for
contact the business. They simply move on | - response times.
to the one that feels easier. Aanls Naw
|@EB¢I&NOW f . Explain what happens
Make the next step painstaking obvious. If = after they reach out.
you want calls, make the phone number ! e N .
visible. If you want bookings, make the boo- o CallNow Remove anything that
king button clear. If estimates are free, say . adds confusion.
so if someone should expect a callback * (] Orsend a message e
within 30 minutes, tell them. If appoint- —_—
ments take 45 minutes, explain that up front. e
, _ 6 6 Clear expectations
Customers are more comfortable taking action
when they know what happens next. Uncertainty create movement.
creates hesitation. Clear expectations create | )

movement.



MORE TRAFFIC WON'T HELP IF

Fix The Buying
Path Before
Buying More
Traffic

Q

Hard to
No response

find info St
A lot of businesses try to solve conversion prob-
lems with more traffic. More ads. More posts. More
clicks. More visibility. @ ) Q}
That can work, but only if the buying path is strong U::;I;ar Difficult to
enough to convert the attention you already have. EAIAEE %’3\ contact

Otherwise, you're just pouring more people into a

leaky bucket and calling it marketing. f

Before spreading more money, walk through your
own customer journey like a first-time buyer. Search
for your business. Read your reviews. Visit your
website from your phone. Try to book. Submit a
form. Call after hours. See what happens.

Confusing

Lack of
e :t_\4._'t_r_u5t signals

You may find that your "marketing problem” is
actually a clarity problem, a trust problem, or a
convenience problem wearing a fake mustache.

Do you set clear expectations for
response time?

AUDIT YOUR BUYING PATH

Walk through your business like a stranger.

Is your value clear in the first 5 seconds? @ e el e e U

Can visitors find your phone number easily? @ Does your WEbSitF'_' load fast and
work well on mobile?

s .

jngr;f;rtlagnzﬁpiamed SEROLEa & @ Is the entire experience simple and

friction-free?

Q
o ©0o=R

Is the next step obvious and easy to take?

\ i

| - 66

Almost buyers are not hopeless. They're not always price shoppers, tire The blgge.St g.rO‘:Vth

kickers, or lost causes. Many of them are interested customers who sim- OFportunlty 1Sn t .

ply haven't been given enough confidence to take the next step. a Ways gettlng more
When your business reduces risk, builds trust through current signals, people to dl‘SCOVE:'I"- ;
simplifies decisions, and makes the next step obvious, more of those ou. .Sometlmes It’s =
almost-buyers turn into real customers. elplng the people

The biggest growth opportunity isn't always getting more people to dis- already IOOkln at you '
cover you. Sometimes it's helping the people already looking at you feel feel C()mfortab €

comfortable enough to finally call. enough to ﬁnally call.
P

MAKE IT EASY. MAKE IT 0BVIOUS. MAKE IT HARD TO SAY NO.
>

When you do, hesitation turns into action—and more almost-buyers become real customers.
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12 Tiny Tweaks That
Can Increase Conversions

There's a myth in marketing that goes
something like this: if you want better
results, you need a bigger budget, a full
rebrand, or a complete overhaul of your
website.

Form Submissions

518

T 36%
Not true. 7

Some of the most significant jumps in
leads, calls, and conversions come from
changes so small, most business owners
never think to make them.

A different button. A better photo.

A faster reply. - @ Small Changes
Focus on 3 @ Simple Tweoks
Tweaks that take 20 minutes but pay off THE DETAILS. I > c >
yperience
for months. = A Better Txp

@ More Conv ersions

THEY ADD UP. : e~
Here are 12 of them. : =
§ . J—
) il N/
TAKE MINUTES BIG IMPACT BETTER EXPERIENCE MORE CONVERSIONS COMPOUNDING RESULTS
Most of these tweaks Small changes in the Happy prospects Better experience. Small improvements
can be done in 20 right places can create become customers. More trust. More calls. stack up and keep

minutes or less. a big lift in results. It starts with the details. More leads. working for you.



12 Tiny Tweaks That

A7

~

Can Increase Conversions

Rewrite Your
0 Voicemail Greeting

When's the last time you actually listened to your
own voicemail? Most business voicemails sound like
they were recorded in 2009 and never touched again.
"You've reached (business name).” We're unavailable.
Leave a message.

That's a missed opportunity.

Your voicemail is often the first real “voice” a prospect
hears from your business. Use it. Tell them they've
reached the right place, set an expectation for when
they’ll call back, and give them a reason to actually
leave a message — or better yet, a second option like
texting you directly.

Fix Your
CTA Buttons

If your website has a button that says “Submit” — fix it today.
Right now. Before you finish this article.

“Submit” is the least compelling word in the English language.
It tells people what they're doing to the farm, not what they're
getting from clicking it.

Swap it for something that speaks to the outcome. “Get My
Free Quote.” “Book My Appointment.” “Yes, | Want the Deal.”
“Send Me The Info.” These aren't just more friendly — they
convert measurably better because they remind the visitor why
they're clicking in the first place.

Same goes for any button on your site. Read it out loud.

Does it sound like something a human would say? Or does it
sound like a government form?

Upgrade Your
Storefront Photos .

Blurry. Dark. Taken on a phone in 2017. Showing an empty park-
ing lot on a Tuesday morning.

If that sounds like your Google Business Profile photos, you're
losing customers before they ever call you.

People make snap judgments. A business that looks busy, clean,

and professional gets more clicks than one that doesn't — even M&FTER (GETTING CLICKS)

if the quality of work is identical.
Take 30 minutes on a busy day, pull out your phone, and shoot

a fresh set. Show your team in action. Show happy customers
(with permission). Show the inside of your space looking its best.

Photos with people in them consistently outperform
empty storefronts. Keep that in mind.

Dark & blurry

Your team in action

Voicemail

Hey, thanks for calling
[Business Name] —
you've definitely reached
the right place.

We're helping customers
right now but we'll get
back to you within

[X hours).

Leave your name and
number, or if it's easier,
shoot us a text at this
number and we'll get
right back to you.

BEFORE —
SUBMIT

GET MY FREE QUOTE

BOOK MY APPOINTMENT

BEFORE (Loswe cLicks) —.,

~

YES, | WANT THE DEAL

Empty & uninviting

Happy customers

[ ——

LitHle ﬁhﬂﬂg&s,
st meﬂG“'_
More Customers.

Set expectations.
Build trust.
Get more responses.

Warm. Human.
Specific. Takes
five minutes to
re-record and

works 24/7.

Generic
Forgettable
Mo benefit

®@aeaae

Low conversion

Outcome-focused
Clear benefit

More engaging

QAQQQ

Higher conversions

Clean & professional |



Select the Right Google
Business Categories o Business information

Help customers find you

by categary.
Most business owners pick their primary Google Business A Lt

Profile category when they first set it up and never look at it Primary category
again. That's a problem.

> Plumber v
Goose uses your categories to decide when to show your
business in local search results. If you're only using one Additional categories
category — or you picked a generic one — you're leaving
visibility on the table. Drainage service
You can select a primary category and several secondary Water heater installation service

ones. Use them. Think about every service you offer and find
the closest matching category Google provides. A plumber
might also add “Drive service,” “Water heater installation
service,” and “Bathroom remodeler.” Each one is another
door Google can send customers through.

Bathroom remodeler

© 000

Pipe repair service

@ More relevant categories = More chances

Search “[your industry] Google Business Profile categories” ek Yo s e el senani

and you'll find lists of options specific to your niche.

@ MESSAGES

o Respond Faster Az

Speed is a conversion factor. Full stop.

New Lead

Just now

Thanks for reaching out!
We've received your inquiry
and will get back to you
shortly.

Studies consistently show that the odds of reaching a
lead drop dramatically after the first five minutes. By the
time an hour has passed, you're competing with the bu-
siness they called after you didn't answer.

You don't need to be glued to your phone. But you do
need a system. Set up notifications for form submissions.
Use autoresponders that acknowledge inquiries instantly and Notify i

tif tantl
set expectations. If you have staff, make response time a metric o s

DR S : Z o Acknowledge immediately

The business that responds first wins more than its fair share. It's ; .
that simple. o Win more business

BEFORE

Ovel:hal:ll Your John Smith
Emall Slgnature Project Manager

555-123-4567

Your email signature is prime real estate that al-
most every business owner ignores completely.

Every email you send is a touchpoint. And most
signatures are just a name, a title, and maybe a

phone number. That's fine — but it's not work-

ing for you.

John Smith

Project Manager | ABC Services

. . .9 Read our 120+ Google reviews
Add a one-line value statement. Link to your % 4.9 Resd our 120+ Google reviews
Google reviews. Include a current promotion
or a “book a call” link. Even something as sim-

@ We deliver projects on time, on budget, and built to last.

ple as "P.S."” “We're currently accepting new

clients for [month].” Reply here to get on our =

schedule.” can generate real responses. You're

already sending the emails. Make the signature P.S. — We're currently accepting new clients for June.
.......do some heavy lifting. Reply here to get on our schedule!

---------

Book a call O Current Offer: 10% Off This Month




Add More Google Reviews
and Respond to Every One

If you have fewer than 20 Google re-
views, getting more is probably the
single highest-ROI activity you can do
this month.

Reviews are trust on display. They're
the first thing a prospect checks before
they call. And the businesses sitting at
4.7 stars with 80 reviews aren’t lucky —
they asked for them, consistently, from
happy customers.

Create a simple system: after every
completed job or service, send a short
text or email with a direct link to your
Google review page. Don’t make them
hunt for it. Make it one tap.

And respond to every review — good
and bad. Responding to positive re-
views shows appreciation. Responding
thoughtfully to negative ones shows
professionalism. Both matter to the pros-
pects reading them.

What customers say

(87 reviews)

ﬁ David R. 2 days ago

Great service and very professional.

Business

4.8

0y 10:32 AM They showed up on time and fixed

Thanks again for chcosing
ABC Services! If you're
happy with our work,
would you mind leaving

us a quick review?
It really helps.

# Review us on Google
g-pape/abc-services//review

Happy to help!

scheduled.

the problem fast. Highly recommend!

a Sarah L. 1 week ago

Excellent experience from start
to finish. The team was polite,
knowledgeable, and thorough.

@ Ml S s

Took longer than expected to get

/ Thanks for your feedback, Mike.

" /
Trust drives calls, —

More reviews. Higher
ratings. More business.

Sharpen Your Google
Business Profile
Description /,

—

Your GBP description is 750 characters
of searchable, skimming copy that most
businesses fill with something like “We
are a family-owned business serving the
community since 1998."

Nobody cares.

Use that space to speak directly to what
your ideal customer is worried about,
what makes you different, and what they
should do next. Lead with your strongest
selling point. Mention your service area.
Include a soft call to action. Write it like
a human, not a press release.

This description shows up in the knowl-
edge panel when someone searches for
you. Make it earns it keep.

We're sorry for the delay and have
shared this with our team so we can

do better. We appreciate you giving
us the chance to make it right.

ABC Services
4.8 ; (87)
Plumber in Your City

From the business

"We are a family-owned business serving the community
since 1998."

68 characters
AFTER —

ABC Services
4.8 i (87)
Plumber in Your City

From the business

“Fast, reliable plumbing for homes and businesses
in Your City and surrounding areas. We fix leaks,
clogs, water heaters, and more — with upfront
pricing and 24/7 availability. Call now for same-day
service or book online in 60 seconds.”

446 characters

® O ® ®

OECEONONGC

Too generic
No benefits
No service area

No call to action

Customer-focused
Clear benefits
Service area included
Soft call to action

More likely to convert



Create a “We're Closed”
Auto-Response

————

A huge percentage of service inquiries
happen outside of business hours. If
someone fills out your contact form

at 9pm and hears nothing until the
next afternoon, there’s a good chance
they've already moved on.

Set up an after-hours auto-response
that goes out immediately. Thank
them for reaching out, confirm you
received their message, give them a
specific timeframe for when they’ll
hear back, and if possible, include
something useful — a link to your
FAQ, your pricing page, or a short
video about your services.

It keeps the lead warm. It shows pro-

fessionalism. And it costs you nothing
to set up.

Test a Different

Headline on Your Homepage

m————

Your homepage headline is doing one of two
things: pulling people in or pushing them away.

Most business website headlines describe the
business. “Serving (City) Since 2050."” "Quality
You Can Trust.” These don’t make anyone feel
anything.

The best headlines speak to the outcome the
customer wants or the problem they're trying to
solve. “"Your Yard Will Be the Best-Locking One
on the Block — Guaranteed.” "“We Fix AC Sys-
tems Fast — Same-Day Service Available.

You don't need a developer to test this. Swap
the headline, run it for 30 days, and watch your
engagement metrics. It costs nothing and the
upside can be significant.

Add a Text Option to
Your Contact Methods

A lot of people — especially younger customers
— would rather text than call. You'll only offering a
phone number and a contact form, you're creating
friction for an entire segment of your market.

Adding “Text us at [number] — to your website, Goo-
gle profile, and social pages is a low-effort change
that can open up a whole new lead channel.

Tooll: Google Voice, Simpleflexatior, or even a dedi-
cated business line through your existing carrier make
this easy to set up.

Less friction = more conversations = more conversions.

CONTACT US

Thanks for reaching out!

We received your message and
appreciate you contacting us.

Qur team is currently unavailable,
but we'll get back to you during
business hours:

Menday = Friday 7am = 6pm

In the meantime, feel free to check
elp you with? out our FAQ or pricing page using
the links below.

Talk soon!
= The [Business Name] Team

@ View FAQ
@ See Pricing

4

BEFORE (pEScerses vou)

ABC seavices

sOSSE  SOROCES  ABOUT  CONTACT

ABC soevices

Serving Your City
Since 2005

Quality You Can Trust

LEARN MORE
GET HELP TODAY

QUICK TEST PLAN

- = ~,

WHAT To TNCLVDE

THANK THEM
Show appreciation
right away.

5

SET
EXPECTATIONS
Let them know
when you'll
respond.

PROVIDE VALUE

Offer helpful links
OF resources.,

KEEP IT WARM

Friendly tone
keeps the lead
engaged.

—3 AFTER (cocvses Al THEM)

mQart CUMACEY  ABOUT  OOMTALY

We Fix AC Systems Fast
— Same-Day Service
Available

Comfort restored. Fast. Guaranteed.

Vil ; \ /ﬁ \ -‘\-, / Y )
4 —¥ | | — | ) — (4 I '-
\ e \ / \ N | /
ST LN, _ Rl 7
1. PICK A NEW HEADLINE 2. SWAP IT OUT 3. RUN FOR 30 DAYS 4. REVIEW & KEEP
Focus on the outcome Make the change and Give it time to collect Keep the winnar
YOUr customer wants. let it run. real data. and move on.

MAKE IT EASY TO REACH YoV

(W

CALL US
(555) 123-4567
Mon - Fri 7am - 6pm

TEXT US
(555) 123-4567

Fast replies during
business hours

Texting is convenient, perscnal, and fast.
Give your prospects the option they prefer.

X

EMAIL US

hello@yourbusiness.com

We'll get back to you
as soon as possible

T



Follow Up One More Time A,
Than You Think You Should -

THE FOLLOW-VP TOVRNEY

1 Initial Inquiry
This one isn’t a tool or a setting — it's a You reach out or they
habit. And it might be the most valuable DA.H

tweak on this entire list.

request information.

2 Follow-Up #1
Most businesses give up on a lead after u Friendly nudge.
one or two follow-ups. The research says DAIY 3 | Still top of mind.
most sales happen between the fifth and
eighth contact. That gap is where mon- 3 Follow-Up #2
ey gets left on the table every single day. Share a helpful resource
DAY 7 or quick update.

If someone requested a quote, booked a
consultation, or showed interest and went 4 & Follow-Up #3
quiet — follow up again. And then again. Quick check-in.

A simple “Hey, just wanted to make sure DAT v Any questions?

this didn't get buried — still happy to help '

if the timing is right” has closed deals that 5 @ Follow-Up #5 to #8
were considered dead. DAY 21+ This is where most sales

actually happen.

o Persistence, done politely, O/‘ Most sales happen between
is a superpower. the fifth and eighth contact.

The Bottom Line -

None of these changes require a big bud-
get, a marketing degree, or a complete
overhaul of how you do business. They
require about 20 minutes each and a will-
ingness to treat the details like they matter.

Small changes.

Compounded over time.

Better results.

Because they do.

Stronger business.

Pick two or three from this list and imple-
ment them this week. Then come back
and do two or three more. In 60 days,
you'll have a business that converts better,
follows up smarter, and makes a stronger
impression at every single touchpoint.

That's not a small thing. That's everything.




_ wunou

The strange-but-practical tasks
’ small businesses are starting (', = &
\\ to hand off o

Al

ORGANIZING THE CHAOS.

CLARIFYING WHAT MATTERS.
HELPING YOU MOVE FORWARD.

4 ™
O INSTRUCTIONS
Turn messy notes
into clear tasks
¥
2 N
CUSTOMER PUSHBACK
Practice tough
conversations ’
K N
~~  OFFER TEST
See what customers
EIU [I might question
-
"\

EXPLAIN SIMPLY
Translate expert
jargon into real
customer language J

e
i

- o0 o sareh
. g2 o
| - fixpricnd P23
=, 'E'F'l“" state
siae for ¢

Wh,‘ is this
_taking so long?

g . -~ e N

A year ago, most business owners thought Al was mainly for
writing. Blog posts, emails, social captions, ad headlines — use-
ful stuff, but still a narrow view of what Al could do.

The bigger shift now is that Al is helping with the work around
the work. Not just writing the thing, but thinking through it, test-
ing it, explaining it, or helping the owner get stuck before the task
reaches an employee, customer, or contractor.

For small businesses, that matters. The biggest time drain is
rarely one giant project. It is usually the pile of small decisions,
messy instructions, awkward conversations, unclear offers, and
half-finished ideas that quietly eat up hours every week.

Al is not replacing the owner's judgment. It is helping reduce the
mental clutter that slows everything down.

DECISION HELP

Compare options
and move
forward faster

7

HIRING PLAN

Map the role before
you hire the person

« INSIDE THIS ARTICLE:

.
@
@
@

N T N

e

6 unexpected Al tasks

local businesses qre
startmg to use now.

S e

ST TN

R



| TURNING MESSY THOUGHTS (=) cLear Task

o —

£ INTO CLEAR INSTRUCTIONS | ==L resdvionesio
1§ - A ! (A j f [ LY
B e a9p . TASK
| Update the homepage hero section
i update with the new winter tune-up offer.
||
| homepage
winter button
offer?? text?

send

follow up
with those
leads

make this [ e
sound !

better .= STEPS

. —

1. Replace the headline with the new offer.
keep 1 2. Change the button text to
phone # J ‘Schedule Your Appointment".

pue=——— 3. Keep the phone number visible.
- ‘ 4. Send a screenshot before publishing.

ALl B = —1 =] DEADLINE

NESS ) - ~ —

55 e = == Friday, May 23 - 5:00 PM
Every owner knows what they want done, but that does not always mean the (o> WHAT FINISHED LOOKS LIKE
instructions come out clearly. Requests like update the homepage, follow Updated homepage live with new
up with those leads, or make this sound better may make sense in the own- :ei':"l')'”::i“,‘éibug"r" t:*:; F:h°":t
er's head, but they often leave employees, VAs, designers, and web people B

. before publishing.
guessing. Ny J

PROMPT TO TRY Wt
L " Turn this messy instruction into a clear task

{ = withsteps, deadline, and what finished
~ should look like.

Al can turn rough thoughts into usable instructions. Instead of sending
“Update the website with the winter offer," Al can help create a clearer task
with steps, deadline, and what finished should look like. Clearer instructions
mean fewer mistakes, fewer delays, and fewer projects stuck waiting for

=i -

clarification.

| REHEARSING DIFFICULT ([@ ROLE-PLAY MODE

You practice. You stay in control.

8 “That seems expensfve.”)

CONVERSATION
GAME PLAN
« LISTEN FIRST
« ACKNOWLEDGE
+ EXPLAIN VALUE
« OFFER OPTIONS it
. CONFIRM NEXT STE? |
| SOLUTIONS -

8 “Why is this taking so long? D

g& “Can you do it cheaper?")
\.

Most business owners do not get to practice hard con-versations. They are
just thrown into the. A customer thinks the estimate is too high. Someone
wants a refund. A lead keeps asking for discounts.

112)

T Pretend you are a skeptical customer.
i Push back hard and help me practice
g8 Im.' _'conﬁden_t response.

il

RS

Al can act like a practice version of that person before the real conversation
happens. A contractor could ask, “Pretend you are a messy -
and expensive." Push back hard, and someone will ex- ( @ REMEMBER Al does ot replace your judgment. It helps you think clearly,
plain the value without sounding defensive.” Thatkind of .~ PP Wk 20 lead Wit corfidence. _|
practice helps owners sound calmer, clearer, and more

confident when the real moment comes.




STRESS

- BEFORE

A lot of offers fail before they
ever reach the market because
they are confusing, vague, or
missing something obvious.

The owner understands the offer,
but the customer may still won-
der what they actually get, why it
matters, or why they should act
Now.

Al can pressure-test an offer
before it goes live by spotting
likely confusion, hesitation, or
weak value.

That gives small businesses a
second set of eyes before the
offer hits the website, email list,
ad campaign, or front desk.

-TESTING OFFERS

n CDC TLCRA
GUSTOMERS SEE THEM
LOCAL PLUMEING {3 555-123-4567

SOLUTIONS

WINTER TUNE-UP SPECIAL

stem running strong If

A Too Vague

What exactly is
included?

Keep your 5ys

49

TUNE-UP
& Weak Urgency

BOOK NOW
No deadline or imit

limited availability. I

No reviews,
testimonials,
or guarantees.

v
v
v
v

p =

Why does this
| matter to me?

SCANNING OFFER...
ANALYZING CLARITY,
VALUE, AND IMPACT.

& Missing Proof |

& Unclear Value

4 )

Al OFFER CHECK

©) Is the value clear?
@ Is the next step obvious?
@] Would a customer hesitate?

@ Is anything too vague?

~ PROMPTTO TRY
Review this offer like a
skeptical customer. Where

would someone get confused,
hesitate, or question the value?

o

L

4

Local businesses know their
work, but customers usually do
not speak the same language.

Technical explanations often
make people tune out or assume
they are being sold something
they do not need.

Al can help turn expert knowl-
edge into normal customer lan-
guage without dumbing it down.

When the explanation is clear,
the business feels more helpful,
the customer feels less over-
whelmed, and the sale becomes
less about pressure and more
about confidence.

TRANSLATlNG EXPERT KNOWLEDGE

STOMER LANGUAGE

-

r y

.‘J “

e —
L.

r———
Compressor capacitor

failure may affect
system startup.

.v

BEFORE

TECHNICAL EXPLANATION

s N
AFTER

CUSTOMER-FRIENDLY VERSION

A small part is keeping
your AC from starting

properly.

[ CLEARER OFFERS + CLEARER EXPLANATIONS = LESS FRICTION |




Before hiring a VA, receptionist,
marketing assistant, salesperson, “=
or office admin, an owner can use

Al't

would actually do.

That helps turn a vague need for
help into a role with tasks, expec-

tati

Small businesses often hire too
vaguely, which creates confusion
on both sides. Al helps clean that
up before the job post ever goes
live.

A2 ‘600D ENOUGH’ DECISIONS

LTI - —

1*

,'_:'lﬂ

TESTINGAROLE

ROLE BLUEPRINT: MARKETING ASSISTANT
ROLE_BLUEPRINT: MARKETING A>T
DAILY TASKS

o map out what that person

ons, and structure.

" What would this role do

& R )
Not every decision needs a meeting, ’ DOIT  DELEGATEIT  AUTOMATEIT ~ IGNOREIT
a spreadsheet, or three days of over- e MANUALLY | | o | | usaitest N
thinking. Sometimes the owner just . Keepitinhouse | memberora 5:::;“1: 5 h:: i:::z:e
needs help sorting the options. ' *“:02‘:::::" trusted VA, it for you. or energy.
Al can compare tools, organize pros > © speep 8 @
and cons, evaluate an idea, and help ® cosr °
decide whether a task should be A\ Risk ® ®
done manually, delegated, automat- { = CcontRoL | e @
ed, or ignored. / & & .
The value i not that Al makes th (AR ' 4 |
e value is not that Al makes the *_i PROMPT TO TRY i /
decision for you. It helps you see the - Coats thesk it for e o
trade-offs more clearly and suggest : 1 CE dah o I
: y gg H Show the trade-offs, likely risks, |
the simplest next step. A i and the simplest next step. ;
A
' ‘\.‘
BEFORE YOU HIRE, ASK Al

every day, every week,
and after 30 days?

@ First tasks to delegate
(@ Key responsibilities
@ Success after 30 days

() Questions for the interview

ROLE BUILDER

7

Q lj BETTER DECISIUNS + SMARTER ﬂ'ﬂm”\lw = LESS MENTAL CLUTTER 1




FINAL TAKEAWAY

THE LAl WIN _

EMMLS
Lﬂ"l\'
0 F!EI’I.‘IIr

" DEFLEK
IDEAS?

~
o @ CLARIFY INSTRUCTIONS
: Turn messy notes into

[Ny clear, actionable steps. )

X
@ PRACTICE CONVERSATIONS
Rehearse tough talks and

customer conversations.

\

@ STRESS-TEST OFFERS

0 [l Test value, objections,
and pricing with Al.
’ g
\ @ SIMPLIFY EXPLANATIONS
Translate complex ideas
into simple, clear language.
! \ : \ J
3 : a1 | gl = @ SORT DECISIONS
Ve Ny Y 51—@ Compare ptions and
Sy e | “TiME. , o = e\ see what matters most.
: . ! # o )
The businesses getting the most from Al are not always the Eﬁ}) @ PLAN SMARTER HIRES
loudest. They are the ones quietly using it to remove fric- :;F’t::fts":';;ttﬁks’
tion from daily work. \. '
Clearer instructions. Better conversations. Stronger offers. | o TRY '",“s '",“s WEEK

i Simpler explanations. Faster decisions. Smarter hiring.
l - _ _ _ ~ Pick one messy task you normally
The real opportunity is not just doing brand-new things - keep in your head and ask Al:
with Al. It is improving the tasks already happening inside |
the business, but taking too long, creating too much confu-

sion, or depending too heavily on the owner's brain.

€ “Tum this into something
another person could execute

Al is not just changing what businesses can create. It is ' without needing me to
helping businesses clean up, clarify, organize, and finally ~ § axp{afn it twice.” 9
finish the work that keeps piling up.

() LESS FRICTION + MORE CLARITY + FASTER ACTION




YOURNEXT

CUSTOMER

S ALREADY

LOOKING.

LET'S MAKE SURE THEY
FIND YOU, TRUST YOU,
AND CHOOSE YOU.

People are searching for
@ businesses like yours
every day.

But before they call, they're al-
ready judging what they see—

your reviews, photos, website,
social presence, and how easy
you are to contact.

If something feels outdated,
unclear, or hard to trust, they
may never say a word.

They’ll just choose
someone else.

We'll take a bird's-eye look at how your business shows up online and show you
where small improvements could help you get more calls, leads, and customers.

NO PRESSURE. NO JARGON. JUST A CLEAR NEXT STEP.

BOOK YOUR STRATEGY SESSION TODAY.

il '

@

Q



