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Thanks for checking out our 141st 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 goal is 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 

(Your Business Name) is the leading small 
business marketing service in the (insert area) 
for over (insert years).  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.

03

The Psychology of “Almost Buying”

Many customers don’t choose a com-
petitor—they choose nothing at all. 
This article explores the psychology 
behind “almost buying,” revealing why 
interested prospects hesitate, aban-

don decisions, and disappear. Learn what builds confidence, 
removes doubt, and helps turn curious browsers into com-
mitted customers before they move on.

13

08

AI Is Doing the Work You Didn’t 
Think It Could Touch

AI is no longer just a writing tool. To-
day, it helps small business owners or-
ganize ideas, solve problems, stream-
line decisions, and tackle everyday 
tasks that quietly consume hours. 

This article explores the practical ways AI is reducing men-
tal workload, saving time, and helping businesses operate 
more efficiently.

19

Small Changes, Big Results: 
12 Tiny Tweaks That Can Increase 
Conversions

You don’t need a bigger budget to get 
better results. Often, small improve-
ments make the biggest difference. 
This article shares 12 simple marketing 
tweaks that can increase calls, leads, 

and conversions—proving that tiny changes to your web-
site, messaging, and customer experience can deliver lasting 
business growth.



Why 
Good Enough
Marketing
is Slowly Killing
Your Business
Let’s be honest about something most market-
ing advice dances around. 
 
The businesses that are struggling right now 
aren’t struggling because they’re bad at what 
they do. 
 
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.



The

Comfortable
trap

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.



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.



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

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

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 

forget them.



THE HIDDEN MOMENT BEFORE YES

The
Psychology of
“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.’



Hesitation
Doesn’t Mean
Rejection
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 
mean they didn’t see enough to feel certain.

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 
up a repair shop, then stopped because life inter-
rupted you. The decision wasn’t rejected. It was 
postponed. And postponed decisions are fragile.

For local businesses, that matters because many 
prospects are only one confidence signal away 
from taking action. Maybe they need clearer 
pricing. Maybe they need to see recent work. 
Maybe they need to know how fast you respond. 
Maybe they need to know how fast you respond. 
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 
Risk, 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.



Trust Is Built
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.

Customers notice whether your Google photos are 

current. They notice if your reviews are recent. They 

notice if your website loads quickly, if your phone 

number is easy to find, and if your booking process 

makes sense. They notice whether your social media 

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

ent presidential administration.

Individually, these details may not close the sale. To-

gether, they tell a story. A current, clear, easy-to-nav-

igate presence tells customers, ‘This business is active 

and reliable.’ A state or confusing presence tells 

them, ‘Proceed with caution.’

And cautious customers rarely call quickly.

Clarity Beats
More Information
When businesses realize people aren’t convert-
ing, their first instinct is often to add more. More 
buttons. More buttons. More offers. More pop-
ups. More look at us, we’re amazing claims.

That usually makes things worse.

Customers aren’t always looking for more informa-
tion. They’re looking for clearer information. They 
want to know what you do, who you help, what it 
costs or how pricing works, how to take the next 
step, and what happens after they reach out.

If your website makes them work too hard to 
answer those questions, you’ve created friction. 
And friction gives people an excuse to delay. 
Not because they hate you. Because their brain 
is tired and your competitor has a ‘Book Now’ 
button that actually looks like a button.



Social Proof 
Needs To Feel
Current
Reviews matter, but recency matters more than many 
businesses realize. A business with hundreds of old 
reviews can still feel less trustworthy than one with 
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.

This applies beyond reviews. Recent project 
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 
good work right now.

Current activity reduces doubt. 
Doubt is what stops people 
from calling.

Make The 
Next Step
Obvious
Confused customers don’t usually ask for 
clarification. They leave.

That sounds harsh, but it’s true. People rarely 
contact a business just to understand how to 
contact the business. They simply move on 
to the one that feels easier.

Make the next step painstaking obvious. If 
you want calls, make the phone number 
visible. If you want bookings, make the boo-
king button clear. If estimates are free, say 
so if someone should expect a callback 
within 30 minutes, tell them. If appoint-
ments take 45 minutes, explain that up front.

Customers are more comfortable taking action 
when they know what happens next. Uncertainty 
creates hesitation. Clear expectations create 
movement.



Fix The Buying 
Path Before 
Buying More 
Traffic
A lot of businesses try to solve conversion prob-
lems with more traffic. More ads. More posts. More 
clicks. More visibility. 
 
That can work, but only if the buying path is strong 
enough to convert the attention you already have. 
Otherwise, you’re just pouring more people into a 
leaky bucket and calling it marketing.
 
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.

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

In Conclusion
Almost buyers are not hopeless. They’re not always price shoppers, tire 
kickers, or lost causes. Many of them are interested customers who sim-
ply haven’t been given enough confidence to take the next step.
 
When your business reduces risk, builds trust through current signals, 
simplifies decisions, and makes the next step obvious, more of those 
almost-buyers turn into real customers.
 
The biggest growth opportunity isn’t always getting more people to dis-
cover you. Sometimes it’s helping the people already looking at you feel 
comfortable enough to finally call.

Make it easy. Make it obvious. Make it hard to say no.
When you do, hesitation turns into action—and more almost-buyers become real customers.



Small
Changes,
Big Results
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.

Not true.

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.

Tweaks that take 20 minutes but pay off 
for months.

Here are 12 of them.



12 Tiny Tweaks That
Can Increase Conversions

Rewrite Your 
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, I 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 
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.



Select the Right Google 
Business Categories

Most business owners pick their primary Google Business 
Profile category when they first set it up and never look at it 
again. That’s a problem. 
 
Goose uses your categories to decide when to show your 
business in local search results. If you’re only using one 
category — or you picked a generic one — you’re leaving 
visibility on the table. 
 
You can select a primary category and several secondary 
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. 
 
Search “[your industry] Google Business Profile categories” 
and you’ll find lists of options specific to your niche.

Respond Faster
Speed is a conversion factor. Full stop. 
 
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 
set expectations. If you have staff, make response time a metric 
you actually track. 
 
The business that responds first wins more than its fair share. It’s 
that simple.

Overhaul Your
Email Signature

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. 
 
Add a one-line value statement. Link to your 
Google reviews. Include a current promotion 
or a “book a call” link. Even something as sim-
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 
do some heavy lifting.



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.

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.



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

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.



Follow Up One More Time
Than You Think You Should

This one isn’t a tool or a setting — it’s a 
habit. And it might be the most valuable 
tweak on this entire list. 
 
Most businesses give up on a lead after 
one or two follow-ups. The research says 
most sales happen between the fifth and 
eighth contact. That gap is where mon-
ey gets left on the table every single day. 
 
If someone requested a quote, booked a 
consultation, or showed interest and went 
quiet — follow up again. And then again. 
A simple “Hey, just wanted to make sure 
this didn’t get buried — still happy to help 
if the timing is right” has closed deals that 
were considered dead.

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. 
 
Because they do. 
 
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.



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

The bigger shift now is that AI 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.

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



Every owner knows what they want done, but that does not always mean the 
instructions come out clearly. Requests like update the homepage, follow 
up with those leads, or make this sound better may make sense in the own-
er’s head, but they often leave employees, VAs, designers, and web people 
guessing. 
 
AI can turn rough thoughts into usable instructions. Instead of sending 
“Update the website with the winter offer,” AI 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 
clarification.

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. 
 
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-
plain the value without sounding defensive.” Thatkind of 
practice helps owners sound calmer, clearer, and more 
confident when the real moment comes.



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.

AI 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.

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.

AI 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.



Not every decision needs a meeting, 
a spreadsheet, or three days of over-
thinking. Sometimes the owner just 
needs help sorting the options.

AI can compare tools, organize pros 
and cons, evaluate an idea, and help 
decide whether a task should be 
done manually, delegated, automat-
ed, or ignored.

The value is not that AI makes the 
decision for you. It helps you see the 
trade-offs more clearly and suggest 
the simplest next step.

Before hiring a VA, receptionist, 
marketing assistant, salesperson, 
or office admin, an owner can use 
AI to map out what that person 
would actually do.

That helps turn a vague need for 
help into a role with tasks, expec-
tations, and structure.

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



The businesses getting the most from AI are not always the 
loudest. They are the ones quietly using it to remove fric-
tion from daily work.

Clearer instructions. Better conversations. Stronger offers. 
Simpler explanations. Faster decisions. Smarter hiring.

The real opportunity is not just doing brand-new things 
with AI. 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.

AI is not just changing what businesses can create. It is 
helping businesses clean up, clarify, organize, and finally 
finish the work that keeps piling up.



YOUR    NEXT
CUSTOMER 
IS    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.

SCHEDULE YOUR STRATEGY SESSION
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.


