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Why "Good Enough" Marketing
Is Slowly Killing Your Business

03

Good marketing isn’t enough if no one
remembers your business. This
article explores the hidden cost of
¥ being forgettable, why “good enough”

marketing quietly drives customers away, and how creating
a memorable brand helps you stand out, earn trust, and
stay top of mind when buying decisions are made.

The Psychology of “Almost 0 8
Buying”

Many customers don’t choose a
competitor—they choose nothing at all.
This article explores the psychology
: -. y behind “almost buying,” revealing why
interested prospects hesitate, abandon decisions, and
disappear. Learn what builds confidence, removes doubt,
and helps turn curious browsers into committed
customers before they move on.

You don’t need a bigger budget to get
« better results. Often, small
improvements make the biggest
e 1 difference. This article shares 12
simple marketing tweaks that can increase calls, leads, and
conversions—proving that tiny changes to your website,
messaging, and customer experience can deliver lasting
business growth.
Al Is Doing The Work You Didn't 1 9
Think It Could Touch
R I Alis no longer just a writing tool.
Today, it helps small business owners

organize ideas, solve problems,
el | - il streamline decisions, and tackle

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

everyday tasks that quietly consume hours. This article
explores the practical ways Al is reducing mental workload,
saving time, and helping businesses operate more efficiently.

Welcome To
Prosperous Small
Business Magazine

Thanks for checking out our Issue 141 of
Prosperous Small Business Magazine, 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,
Eddy Hill

Grand Master Prosperite
ProsperousSmallBusiness.com

BROUGHT TO YOU BY

Prosperous Small Business is the leading small
business marketing service in the Pensacola,
FL for over 14 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.
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600D ENOUGH

YOUR BUSINESS

Let's be honest about something most
marketing 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
remembers 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
dangerous place a local business can be. And
most businesses are sitting right in the middle
of it.

MARKETING

IS SLOWLY KILLING

49

THEY'RE
STRUGGLING
BECAUSE
NOBODY
REMEMBERS
THEM.

9




TH E BUSI N Ess TODAY'S EXPECTATIONS
YOURE COMPETING .

AGAINST ISN'T 0) o

Pecple expect quick
neplies, evary time

WHO YOU THINK

Most local business owners benchmark themsalves
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 cormpetition is the overall experience
customners 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
expectations into every interaction with every
business — including yours.

When your website is clunky, your response time is
slow, or your online presence looks like it hasa'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.

GENUINE
FRIENDLINESS

People expect to foel
walcome and valued

CLEAN
DESIGN

Peopde sgeact a maodam,
professional expernence,

EASY
PROCESS

People axpect things
to b simple and cear,

what's happaning
and whan,

CONVENIENCE

People axpect options

CLEAR
COMMUNICATION
Paophe axpect ta know

that fit their schedule

That's the bar. It moved. A lot of local businesses and Efestyle

cidn't move with it

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

the best experiences people
have everywhere else.
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THE
COMFORTABLE
TRAP

Here's how it happens.

T

'll
T: If?

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

Everything is technically in place.
Customers find you. Seme of them
hire you. Business is okay.

S0 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 quUO, your competitars — 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 actualhy

swe stions. Content that kee ! 4
:l:amt:s:;ml'rnds. : i Yuu [lun t Iuse :
And slowly, almast imperceptibly, they c“sltumﬂrs a“ at UHEE
lhdadiena i You lose them

You don't lose customers all at once.
You lose them one quiet decision UHE qUIEt dEClSIU“

at o 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 impressive, and less memaorable 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 reflect
that — if your photos are mediocre, your
website is generic, your content is
nonexistent — then you're asking customers
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
50 they reflect your business today, not
three years ago.

E Follow up with happy customers and
actually ask for a review.

(J 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—consistently, 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.

O

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 something
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.

Start there.

e




THE HIDDEN MOMENT BEFORE YES

The \
Psychologyof =« -
“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
reviews, 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 distracted, 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.

4’

&€
Almost-buyers
are not saying no. v
They’re saying,

-4 ‘I'm not sure yet.’

- —




Hesitation
Do.esn’-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
probably compared three restaurants, read
reviews for a contractor, checked a dentist’s
website, or looked up a repair shop, then
stopped because life interrupted 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
uncertainties create hesitation, and hesitation
quietly kills calls.

Customers Are Evaluating

66—

ey

uncertainty

-

signal

=

Many prospects
are only one

confidence signal
away from taking

action.

-
P o e
confidence }\\*

hesitation

.

risk
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What Customers

Are

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 By

|1

G

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 businesses 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

< P

cleaning. They're buying confidence that the experience won't be

miserable. A parent 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.

Really Asking

Will this be worth
the money?

Will they respond?

Will this be a hassle?

Will | regret
this choice?

Will | feel
taken care of?

et



TrustIs Built -
Through 1

Tiny Slgnal =

v

-l'— 2
Most owners want one big thing to carry the sale: a ,..;’_
beautiful website, a five-star rating, a strong offer, or *t-

years of experience. Those things help, but trust is Jpay

usually built through smatler signals that stack up. * TRUST SIGNALS
Customers notice whether your Google photos are poury : CUSTOMERS NOTICE
current, They notice if your reviews are recent. They i- i ;
notice if your website loads quickly, if your phone - (O] Up-to-date Google photos
number is easy to find, and if your booking process P f\? S

rakes sense. They notice whether your social media s 5 Recent reviews

tpoks alive or like it was last updated during 2 =

different presidential administration. () Fast, functioning website
Individually. these details may not close the sale. &) ;

Together, they tell a story. A current, clear, sasy-to- %D Easy-to-Tind phorie number

navigate presence tells customers, “This business is -
active and reliable.’ A stale or confusing presence ['__ﬂ
tells them, “Proceed with caution,’

Simple, logical bocking process

£ ' at al ;
And cautious customers rarely call quickly. C_;' Active, current social media

Clarity Beats
More Information .

QRE COFY

: _ e “MORE BUTTONS
When businesses realize people aren’t converting, thedr first oRE DFFERS
instinct is often (o add more, Mone copy. More buttons, Mone H
offers, More pop-ups. More Took at s, we're amazing’ ciaims. MORE POp-UPS
That usually makes things worse. MORE CLAIME -
Customers arer't always looking for more information. They're N
iocking for chaarer information. They want to know what you da, »
who you-help, what it costs or how prcing works, how to take
the next step, and what happens after they reach out, —

= = B

If your website makes them work too hard 1o answer thase | A 4 Customers don't need more.

questions, you've created friction. And friction gives people an k= A R e o e R
Besis A e @ Fhey need clarity.

i tired and your competitor has a "Book Mow' button that Make the right answers the easiest

actually looks like 8 button, = ﬂ'li-‘l'l'g ter findd,




Social Proof
Needs To Feel

Current

Reviews matter, but recency matters more
than many baganesses realize. A business
with hundreds of old reviews can still feel
less trustworthy than one with fewer reviews
but steady, recent activity.

Custormers want proof that you're sl
delivering great expenences today. Mot five
years ago. Not during your "we posted avery
wiek for three months” era, Today.

FRESH PROGQF.

REAL CONFIDEWNCE.

Sarah M.
oW
Fantastic experience from

start to finish. Highly recommend!

& iliys BgEo

i

James R.
v & & & 8§
and the results lock amazing.

D olays ajps

Thes applies beyond reviews. Recent project
photos, updated Google Business Profile
paosts, fresh testimonials, new before-and- P
afters, and active social content all help Gooals Buist Erofile & F M bastinsaal
reassure customers that your business is Mpml:::s / | added
e, i b o ished |
alive, engaged doing good work right now. i s
Current activity reduces doubt. Doubt is —
what stops people from calling.
‘ ‘ Current activity reduces doubt. ' ‘

Make The
Next Step

Obvious |

ﬂmhnedmwmntm.dlyﬁfu ‘
cliarificatan. Thiy e

That Sounds hansh, but ity truee. Peopbe ranety |
contact a business just 10 understand how o
contact the bisiness They simply moee on

io the cne that feels easiar

Make the next step painfully cbvious. if you
wani calls, make the phong number wisibie,

M you want boakings, make the boaking
button clear. I estimates ang Free, 3y 50 If
someong should expect a callback within

30 minutes, tedl them. if appointments take 1§
A5 mirutes, explasn that up front,

Customers are more comionabile taking
action when they know what happens. nes.
Uncertainty creates hesstation. Claar
mumumtemm-

We make it easy
to get started.

= Frea esbmates
i Responge within
30 mirutos

o] Appomtments
- 45 minutos

(] Uoenmed & nwured

%, Call Now

:_ Cir sondd b mesiage

=

“ Clear expectations
create movement.

L)

e )
Make The Next
Step Obvious

bAake your phone number

285y 10 soa and tap,

Use a clear booking

¢ Iparkbon

| Highlight offers and

wihat’s inclistad.

Se expectations for

Explain what happans
after they repch out,

1 Rermowve anything that

adds confusion.

-

"y




SECTION 5

Fix The Buying
Path Before
Buying More
Traffic

A ot of busmesses try 10 s0he Comrsion
problams with more traffic. More ads. More
paosts. More clicks. More visibility,

That can work, but onlfy if the buying path is
strong enough o convert the attention you
already have. Otherwise, you're just potaring
mong people into a leaky bucket and calling
it markating.

Before spending more moniy, walk through
YOUT O Customer jourmdy like a first-time
buyer. Seasch for your business. Read your
reniews. Wisit your website from powr phone.
Try to book. Submit a form, Call after hours,
Seg whal happens.

ou may find that your “marketing problem”
is actually a clarity problem, a trust problem,
oF & corvenience problerm wearing & fake
rrustache,

i

AUDIT YOUR BUYING PATH
@ Walk through vour busingss like g stranger,

) I your value chear in the first § seconds?
(] Can visitors find your phone number easdly?

-'fl ls pricing explained or made easy to
understand?

| ") I the next step cbvious and easy to take?

In Conclusion

Almost buyers are not hopeless. They're not abways price shoppers,
tirgy khckiers, of odt couses, Many of them ang interested customens
who simply haven't been given enough confidence to take the
Xt Step.

When your business reduces risk. builds trust theough current
signals, simplifies decisions, and makes the next step cbvious.
miahe of thosg almdst-boppers furn ints real cistomsens,

The biggest growth opportunity isn't always getting mone peophs

to discover you. Sometimes it's helping the peopie already
looking at you feel comfortable enough to finally call,

MORE TRAFFIC WOMN'T HELP IF
YOUR BUYING PATH 15 LEAKY.

L -:"xl
|: w :I
)

()

5

Do you set clear expectations for
responsea time?

Arg your reviews and photos up to date?

Does your website load fast and
work well on mobdle?

I= Qs nting eperiencs amole and
friction-fraa?

6 & —

The biggest growth ’

opportunity isn't

a wa}l’s getting more

people to discover
ulil.'SumﬁtEmEE i]t’s *
elping the people

already lmkﬂm at you

feel comfortable

enough to finally call.

—_—

—_—

{ MAKE IT EASY. MAKE IT DBYIOUS. MAKE IT HARD TO SAY NO.
®© >

Wihen yeu doy hasitation termns into action—and morg almost=Buyers bacome real cusiomans.

F,
)




TINY TWEAKS

c , “'?t‘:_,___:__ _._f:""f':

— ——— -

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 o complete overhaul of

your website,

Mot true.

Some of the most significant jumps in
leads, calls, and conversions come from
chonges w0 small, most business owners
never think o moke them.

A different bution. A better photo. & Small Cnanges
A foster reply.

Prcine e I.'I_' E Simple Tweoks \
Tweaks that toke 20 minutes but TR PETANLS. & Bether Taperienct
pay off for months. . = i More Conversions

rHEY ADD UF e —

Here are 12 of them. - =

T & & 4 ©

_
TAKE MINUTES EETTER EXPERIENCE MORE CONYERSIONS COMPOUNDIMNG RESULTS
ke ol Bl Barmdid Small changes i the Hapfty proapects Baniar eporsns, Senall improwmers
can b dong o 5 right places can croaby become custome s Mone trust. Mone calls. akach up and keep

minubes or lesy. a lbig It in reasdts. I8 startt with the details. Meow o wearkineg for you.



12 Tiny Tweaks That

S

Can Increase Conversions

Rewrite Your
Voicemail Greeting

Whon's the last iime you aciually Rstened b your cwn vosceemad
Mot busings waicemails sound B they were recorded in 2005
and mavay touched again. “You've meached [busness naea]
We'ry unircailable. Leave a mossage.®

That's & miused eppertunity.

Your voscemad iz often the et real “woice™ a proapect haars from
your butiness. Use it Toll tham they've resched the right place,
sal an expactsfion lor when you'l call back, and e them a
feason io achsally beave o meissge — or beler yed, a secand
option ke taxiing you directly,

Fix Your
CTA Buttons

it your waobsile has o bumon that sy “Sebmir® = fiv it ioday.
Right now'. Buhore you finksh this arficls,

“Subenit® fs ther leasi compeliing wond i the Engliah language.

h by paople what they'ne doing b tha form, nol wisat they'ne
getting from clicking i

Swap # for somathing that speaks 1o the culcome. ~Ged My Fres
Grunte.” "Book My Appainiment.” “Yes, | Wanl the Deal.” “Send
M tha info® Thes aren't jus mane bendly — ihiry convar
measurably betior because they remind the wisilor why they'ie
elicking an the brit place,

Samb goei for any bulton on your sile. Read it gul boud.
Does il sound like something & heman sould say? Or does i
sowind fike & government lorm?

Upgrade Your
Storefront Photos

Blurry. Dark. Taken on a phone im 3007, Showing an empiy
parking loi on a Tuseday morming

if ikat soends like your Google Business Prolile phatas,
you're losing curtomers before they swer call you,

Prsiphy Ml pam) prdgpmanti. A boriisepy Bl lgoks Buiy,
cloan, snd prolestionsd gety more clicks than one thal dosin’t —
even # 1he quality of work i idensical

Taks 30 minuies on & buay day, pull aul yeur phane, s 1host
a franh sal. Show your leam in action. Show hapey cudloman
fwith parmission). Show the inside of yoor ppace looking it best,

-'I Phatas with peopla in them conibdently sutparform
= emply Horefronts. Keap that in mind,

sy, o d @' GadEr,
hoeol uy & Beat o4 thiy
ey and woH gl
Fagphit el v yoei

BOOK MY APPOINTMENT
WES: | WANT THE DEAL

AFTER {emrnus sLiers)

Sot mipshatinng
Buinld pust
Gl mone eponies

Warm. Humdn,
Specific. Takey
five minudes o
re-necond and

works 247

& Cenatic
{1 ForgeRabde
& Mo berafil

(B Livw' cofiviiasn

= Chacoma-focyured
Z Clear bocahi

(= Mo engagag
[ Highar eomvniony




Select the Right Google / / b tormiiin
Business Categories ke ek

by CATBBOY
Most business owners pick their primary Google Business Profile ;
category when they first set it up and never look at it again. Primany calagody
That's a problem.

3 Plumber e
Goose uses your categories to decide when to show your
business in local search results. If you're only using one category Adiddionsl catigoriat
— or you picked a generic one — you're leaving visibility on the .
table Drainage serica

q Water heater instollation service
You can select a primary category and several secondary ones.

Use them. Think about every service you offer and find the Bisthrcans 7 Laber
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.

000

Fipp repair service

Mede relevant categorien = Mone changen
Search “[your industry] Google Business Profile categories” and 1o show up in local search.

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

e Respond Faster -’{'_

Speed is a conversion factor. Full stop.

@ [yt
b ey

Thanks far reaching outl
Wihe've resteied your snquiry
arudl 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.

-~ MINUTES

You don't need to be glued to your phone. But you do s ﬂﬂ_ "‘E‘_‘T\
need a system. Set up notifications for form submissions. Use e
autoresponders that acknowledge inquiries instantly and set ex-

pectations. If you have staff, make response time a metric you actually —_--"'-'?
track. ﬂ \Afan b =

& Notidy it

& Acknowledge immediately

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

BEFARE 4
Overhaul Your

Email Signature Jehn Smith
Project Manages

Your email signature is prime real estate that almost 555-123-4567
every business owner ignores completely.
AFTER ok
Every email you send is a touchpoint. And most
signatures are just a name, a title, and maybe a John Smith
phone number. That's fine — but it's not working for Projoct Manages | ABC Services
you.

w 4.0 Regd casr 130 Thoopie prsips
Add a one-line value statement. Link to your Google
reviews. Include a current promotion or a “book a
call” link. Even something as simple as “P.S.” “We're ) ‘Books cal
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.

E- e cublwae Dropeis On e, of Dundget, snd Dl 0o Bast

l;:'.:' Cuirea® CHled: 1005 CHY Thia Rassh

B = We'ne currenlly aciegling raw chenla ba Juna,
Ruply hene b0 pol on our wchadulgl




this menth.

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

Create a simple system; after every completed job

or service, send a short text or emanl with a direct

lirk 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 reviews shows appreciation,

Respanding thoughtfully te negative ones shows

professionalisrm. Both matter to the prospects

reading them.

Sharpen Your Google

Business Profile Description

Your GBP description is 730 characters of
searchable, sikimmable copy that most
businesses Gl with something like “We are
& ety oo Biesiness sorving the
community since 1998.7

Nobody cates,

Lise Ehat space to ipeak directly 10 what your
whpal customar is worried aboat, what makes
you different, and what they should do next.
Lesd with your stronpest selling paint.
Mention yoaer sarvice arsa, Inclede a soft
call o action. VWirite it ke & human, not a
press reloasa,

This deseriplion shewd up B the knosledpe
panel when someone searches for you,
Pake it sarn its keep.

I

Add More Google Reviews —
and Respond to Every One '/~

If you have fewer than 20 Google reviews, getting more
is probably the singhe highest-RO activity you can do

Thanin sgan for dhanding
ABC Sanduea! I you're
happy with our work,
v yoll e lmanang

a1 Ul i
I really helps.

e Feprere 8 ot Dedgls
§ T ik aEn L e

fr
Trust drives calls. =
Pare reviews. Highes

ABC Services
48 &% & & &% {57
Prurmilsar w1 Your '::-|:|'

From the busingss

“e oy & Lamay-ovwreed Bugingda dervng 1The community

dwic 1998

AFTER

ABC Services

48 ¥k dw [B7)

Flurmbaer in Your {;JL:.'

Frcams Ahse business

What customers say

L 2 & & & a5

(87 reveews)

Diarvid R,
i W W W
Giriat serace and very profesucnal,
Thay shewed up o tims aed fooed
the problem fast. Highly recommend!

£ TN B

Tharis for your feedbach, bike.
Wile're sorry foe the delay and have
shared this with our Epam $o wo Ccan

e batier, Wa sppreciate you ghing
s e chance ioomaks i rightt.
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() Cloar benefity

() Service area ncluded

“Fadt. relable plumbing for bomes ard busimesin
in Your City and surrounding areas. We fix leaks,
clogs, waber hesters, and mame — wilh ugifronl

pricing and 24,7 awvailakility, Call now for same-day

service or book onbng in 80 saconds ™
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Create a “We're Closed”
Auto-Response

A hisge percentage of servico nguries
higppar sutisly ol Busingid bour If somecss
Il eant your esenest lorm ol Pipm and hean
nothing urdll the nexi afsemoon, theo's &
e eharca thy've Broatdy maved on.

5ol ugr an alier-hour sulo-resparis Hal
goes out imenedistely. Thank them for
macking oul, confirm you recarmd ther
message, givo Bem o specific timeframe for
whan Sy Il baar back, e i penaible,
rchode something useful — a link o your
FAL), your pricing page. of & thar videa
BT YR SO,

it ktssps dha b -waemn, B shenan profesiicnalism
Aindd i coars you rothing 0S80 5.

Test a Different
Headline on Your Homepage

Your homepage hesdline s doing one of wo things:
pallingg people inor pushing them reay

Mioes borineid webaite headlines deribe he birmess
“Serving [Ciiy] Since 2005, “Guslty You Can Trad,®
Tharse dan’t make amponn Besl anyiharg.

Ths it hapacllanirs. apstrk b the ginzamne the ki
warnls or i prodbhlom thing're Srying So sobve. “FDur Yand
Will B the Best-Looking One on the Slodk — Guaranieed.”
"W Fix AC Systerre Fast — Same-Day Service Avpiable.”

Tip ol Pt 8 dlevedoper io osf This, Swap e
headSne, run it for 30 deys, and waich your engagomeni
masrics. ¥ costs nothing and B upside can be sigrificant

Add a Text Option to
Your Contact Methods

& bl of peopls — especisly younger cElomers — would
rather 1ol than call. H you're only offering & phons number
and o ganlact farem, you're creating Eiction far an antire
segmen] of your marogt.

fidilng “Taod ua af [rombor]” bo your wobsie, Goagle
prodie, and socis! peges is & low-offort change thal can
epon up 8 whole rerw lead thinnal

Tonds like Google ¥oice, SimpleTeiing, or even & dedicaned
Erisiness ling through your exitling carrier make this sasy
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sppensiaty o conlaciing us

Ol v ik asivinitly ufsremilalsh,
B T il Bsrk 10 e dhoring
brAaratsb Py
Manday = Frifsy Tam = Gpm

i tha maarsime, dewd free to chec

ouf owr FAL or pricing page wing
e brdn Bebow,

Tedk szan!
= The [Butiraras Blaset] Team

Serving Your City

Since 2005

A Ll

GUTCE TETT PLAM

e, =

HAT TO IRRCLLAE

THAME TIEEM
el ST T
rigtd ity

SET
EXPECTATIGHNG
L= e e

I witai i T
repand

FROVIDE WALLE
Doitps huplprbdl brdy
8 ST

WL 1T akesd

Fraesdlly M
kawpy e laad
waguage

We Fix AC Systems Fast
— Same-Day Service
Available
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Follow Up One More Time ./~
Than You Think You Should

THE FOLLOW-VP TOVRNEY

Initial Ingui
This one isn't a tool or a setting — it's a habit. 1 E v.;.l.,lm “:q :111!'#
And it might be the most valuable tweak on DAY 1 request infoematian,
this entire list. .
2 Follow-Up #1
Mast businesses give up on a lead after one u Eriandly nudge.
or two follow-ups. The research says most g Skl top of mind
sales happen between the fifth and eighth :
contact. That gap is where money gets left 3 Follow-Up #2
on the table every single day. E Fhare a helphul rescurce
m:.” or quachk update.
If someone requested a quote, booked a
consultation, or showed interest and went 4 k Follow-Up #3
: ; . Check chack-in,
guiet — follow up again. And then again, DAY 14 w“m;

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.

Persistence, done politely,
IS 4 SUperpower.

The Bottom Line '~

Mone of these changes require a big budget,

a marketing degree, or a complete overhaul of how
you do business, They require about 20 minutes
each and a willingness to treat the details like

they matter.
Because they do.

Pick two or three from this list and implement
them this week. Then come back and do two

or three more. In 80 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 averything.

<

Follow-Up #5 to #8
Thiz = whers most sales

sctually happan,

Most sales happen between
the fifth and eighth contact.
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INSTRUCTIONS
Turn messy notes
into clear tasks
>
~
CUSTOMER PUSHBACK
Practice tough
conversations
.

OFFER TEST

See what customers
might question

T A

&
EXPLAIN SIMPLY

Translate expert
jargon into real
customer language y

The strange-but-practical tasks b
P  crall businesses are starting | B / \
fo hand off - DECISION HELP
ll' F Compare options
— and move
m ORGANITING THE CHADS. forward faster
CLARTFYING WHAT MATTERS. . >
] HELPING YOL LEOWE FOSWARD, - ~
0QOo HIRING PLAN
CD.J Map the role before
| you hire the person ¥

A year ago, most business owners thought Al was mainly for
writing. Blog posts, emails, social captions, ad headlines —
useful 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,
testing 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.

.
@
@
@
L
®
-
@

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

INSIDE THIS ARTICLE:

e —

6 unexpected Al tasks

local businesses are
starﬁﬂg to use now.

e e, R



TURNING MESSY THOUGHTS (2] cLeaRTask
- INTO CLEAR INSTRUCTIONS | ) mooresec

™ T4
MUGHTS E wiﬁuwmmmmm

R

¥ ki with the new winter tune-up offér.
FReY | | o
m H:':n' E: STEFS
3. Keeo the phose rumber viadie,

1. Replace the heading with the e offer.
wind s Lrﬂ-
=
4. Send 3 soreernbot bebore publabaeg

1. Change the button text to
n = ..;’l! .& I]l_-:l[rl.IHE
@

Fricary. May 23 - 5:00 PM

Every owner knows what they want done, but that does :"Eljlmﬁﬂfﬂ ﬂﬂ:il.:f
not always mean the instructions come out clearly. Requests Ko st hﬂm'g st Phons
like update the homepage, follow up with those leads, or rumber visible. Screenshot sent

make this sound better may make sense in the owner's head,
but they often leave employees, VAs, designers, and web
people guessing.

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 clarification.

REHEARSING DIFFICULT ("= poue.
CUSTOMER CONVERSATIONS | & et ermeoes
:

You practice. You stay in control.

gf_!, “That seems expmsive.")
g& “Why is this takfngsatong?’)

g'g “Can you do it cheaper?” )
9

”

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 couldf,,-
ask, “Pretend you are a messy and expensive. “@ REMEMBER - 4 oes sct ptace poue scipment = hes o thisk ey
Push back hard, and someone will explain prepure wol and lead with comfidence

the value without sounding defensive.” That

kind of practice helps owners sound calmer,

clearer, and more confident when the real moment comes.




STRESS-TESTING OFFERS
BEFORE CUSTOMERS SEE THEM

A lot of offers fail before e 1234807
they ever reach the market P e
because they are confusing, . A
vague, or missing something | A\ T Vagee WINTER TUNE-UP SPECIAL SR

Al OFFER CHECK
obwvious. What exacty : . =

nciaded” e (&) 1 the value clear?
The owner understands : '

= 2 .
the offer, but the customer $49 _ —p | () s the next step obvious?

may still wonder what they TUNE-UP .. G Woulds bcitate?
actually get, why it matters,
or why they should act now (%) s anything too vague?

-

Al can pressure-test an offer S 2
before it goes live by spotting Sty L | e v me .
likely confusion, hesitation, - = —
or weak value.

That gives small businesses
3h52‘:;"'::?1 u:}:mhb;fwe e " SCANNING OFFER..

the orfer hits the website, - 55 = ANALYZING CLARITY,
email list, ad campaign, or — WALUE, AND IMPACT
front desk. ——

- TRANSLATING EXPERT KNOWLEDGE
| INTO CUSTOMER LANGUAGE ,, -~
Local businesses know their v | EEFUHE N ﬁ_}}

work, but customers usually
do not speak the same

Compressor capacitor
language. :
T:;:g? s ah failure may affect
ica E’-ﬂpi&l‘l& Ons often
make people tune out of system startup.
assume they are being sold P
something they do not need. ;

Al can help turn experl
knowledge into normal
customer language without
dumbing it down.

A small part is keeping

When the explanation is cléar, :
the business feels more helpful, your AC from starting

the customer feels less properly.

overwhelmed, and the sale |\ /)

becomes less about pressura
and more about confidence,

| CLEARER OFFERS + CLEARER EXPLANATIONS = LESS FRICTION |
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Not every decision needs a ’ {:@} &% 1@ @

meeting, a spreadsheet, or three Do m DELEGATEIT  AUTOMATEIT  IGNOREIT

days of overthinking. Sometimes - MANOALLY  nvnimem | et | Notwortie
the owner just needs help sorting ' et | sl | B et | B

. Pt e W S
the options. r

. = f 0 sriin
Al can compare tools, organize 5 '} g e ® @
: @ com "

pros and cons, evaluate an idea, i ! A [ ] ®
and help decide whether a task e @ s :
should be done manually, delegated, — L ® =

automated, or ignored.

The value is not that Al makes

g N

1L~ Cornpare thess options for me.

the decision for you. It helps you o
the trade-offs, Foely risks,
see the trade-nfh? more clearly e bt e
and suggest the simplest next step. 2, -
Il.
" = " A F, k
TESTING ARI]lE [ e
7 Wihat would this role do
- andafter 30 days?
Before hiring a VA, receptionist, T ;
marketing assistant, salesperson,
or office admin, an owner can use - 2

Al to map out what that person e

would actually do. ROLE BUILDER
() First tasks to delegate
@ Key resporsibslities

() Success after 30 days

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

Small businesses often hire too —1  INTERVIEW QUESTIONS
vaguely, which creates confusion 0 Hom da ped ments NS Y () Questions for the intenview
on both sides. Al helps clean that dyut o you iy P
up before the job post ever goes live,

— — e == —

BETT[H [IE[:ISI[IHS W SMJ&HTER HIPIHG LESS HEHTAI. [:llITTEH |




FINAL TAKEAWAY

THE REAL Al WIN

Tummmrfmm
dlu.thwihm
-
/ l Mmh#luhm
-

=,

A7 () sessTestorrs

Tt walos,
il Bt s sy

The businesses getting the most from Al are not always
the loudest. They are the ones quietly using it to remove

friction from daily work.

Clearer instructions. Better conversations. Stronger offers.

Simpler explanations. Faster decisions. Smarter hiring. o TRY THIS THIS WEEK
o ‘ , , 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
confusion, or depending too heavily on the owner’s brain.

S “Tumn this into something
another person could execute

Al is not just changing what businesses can create. without needing me to
It is helping businesses clean up, clarify, organize, and explain it twice." vy

finally finish the work that keeps piling up.

() LESS FRICTION + MORE CLARITY » FASTER ACTION <7




YOUR NEXT
CUSTOMER

S ALREADY ~ ==
LOOKING.

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

People are searching for
@ businesses like yours
4 every day.

@ But before they call, they're already
Wy judging what they see—your
reviews, photos, website, social - -
presence, and how easy you are to ' - - 1'}

contact. *
*
PR—— .. :

i If something feels outdated,
o= 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.
PROSPEROUS SMALL BUSINESS ‘ @ prosperoussmallbusiness.com ] Q (850) 465-7200



http://www.prosperoussmallbusiness.com/
tel:8504657200
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