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I N T R O D U C T I O N

500 Reviews, Zero Form Fills
The owner turned his phone around and pushed it across the desk. There was his company website.

Tiny type. An old truck. A button that opened a page asking the customer to create an account.

He had been sending people there all week.

Example: a home-service company has 500 reviews, a website built in 2014, and zero form fills during

the period the owner checks. The problem behind them is familiar: the work got better while the

website stood still.

The owner knew how this looked from a driveway. Clean uniforms. Protected floors. A clear

explanation before anyone picked up a tool. The website looked like a different company had

borrowed his name.

He wanted more traffic. What he needed first was a front door that opened.

You may recognize that feeling. Somebody compliments your crew, asks for your website, and you

immediately start explaining it. The photos are old. The service list needs work. The person who built

it is hard to reach.

Your customer does not hear those explanations. They see a page and make a decision.

Can you solve their problem? Do you serve their address? Can they reach a human? If the page

makes those answers hard to find, your reputation has to drag your website uphill.

That is expensive, even when the visitor arrived for free. You still earned the referral, finished the job

that produced the review, or paid for the ad that brought them there. A confused visitor wastes some

of that effort.

The missing basics are common. According to the Jobber 2026 Home Service Trends Report, 43% of

sites do not clearly list service areas, 65% do not show business hours, and 74% are missing an FAQ

section.

W H AT  H O M E  S E R V I C E  W E B S I T E S  A R E  M I S S I N G

Sites that don't clearly list service areas 43%

Sites that don't show business hours 65%

Sites missing an FAQ section 74%

Source: Jobber 2026 Home Service Trends Report

Each missing item is a question the customer has to call someone else to answer.

Read that as a repair list. Customers need to know where you work, when you answer, and what

happens next. You can give them those answers without buying a fancy website or learning to write
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code.

Picture the better version. A homeowner opens your site on a phone. The headline names the service

and the city. A real crew photo makes the business feel familiar. Reviews support the claim. The call

button works. The person who answers knows what the customer was looking at.

That is the promise here: a site that gets more calls from the same traffic. We will make the important

decisions visible, remove avoidable friction, and measure what happens.

Our team audits profiles, rebuilds sites, and listens to call recordings for home-service businesses

every week.

This book follows the visitor's decision. In The 5-Second Test, you will see the site through somebody

else's eyes. In Above the Fold, you will repair the first screen. In Pages That Rank and Convert, you

will build useful answers around the services and places you actually serve.

Trust Builders will put evidence beside your claims. Measure It will show you how to track call taps,

successful forms, and confirmed bookings without pretending those actions are all the same thing.

You do not need to finish everything before making a useful change. You need access to your

website, a phone, and a place to record what failed. If somebody else edits your site, these pages

become their work order. You still own the decisions.

Make a commitment now: test the live site before defending it. When someone cannot find the phone

number, resist explaining where it is. When they misunderstand your service area, write down what

they thought.

Your website is allowed to hurt your feelings for an afternoon. It is not allowed to keep quietly losing

work because nobody wants to open the editor.

Start with the phone in your hand.
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01
C H A P T E R  1

The 5-Second Test
A plumber outside Atlanta was proud of his new homepage. The logo looked sharp. The opening

photo filled the screen. The headline said the company was committed to excellence.

Then he handed his phone to someone who did not know the business and asked what the

company did.

She guessed remodeling.

He pointed out the plumbing reference farther down the page. She had not scrolled. He

explained that the service area was under About Us. She had not opened the menu. He said the

phone number was in the footer. She handed the phone back.

This is an illustrative composite, but the owner's reaction matters. He started defending the

website instead of watching the customer.

The page made sense to him because he already knew the answers. He could fill in everything it

left out. A new customer could not. His next job was to stop supplying the missing information out

loud.

T H E  L E S S O N

A useful homepage answers who you help, where you work, and how

to call before the customer has to investigate.

Why owners get it wrong

You already know where everything is. Your customer does not. A current logo and a clean truck

matter. Neither tells you whether a worried homeowner knows what to do.

Our rule: give a stranger about five seconds on the first screen. Use it to expose the answers you

have buried.

Test the live website on a phone with an ordinary connection. Screenshots cannot reveal a broken

menu. Close the editor toolbar and watch for popups blocking the button.
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O W N E R  M I S TA K E

Owner Mistake: explaining the page during the test. If you have to narrate it, the

page has already given you an assignment.

The fix

Prepare the test without coaching the answer

Ask a neighbor or another owner's office worker who has never seen the site. Avoid your best

customer. They already know your company.

Give them permission to say they do not know. Hesitation is evidence. A cheerful guess can be a

failure wearing a nice shirt.

P H O N E  T E S T  I N V I TAT I O N S C R I P T

YOU I am checking whether this website makes sense to someone new. You cannot get

this wrong.

YOU Look at the first screen briefly. Then tell me what this business does, where it works,

and how you would call.

Hide the screen before asking for the answers. Do not point or explain.

Open the live page on a phone.

Our suggested time: ten minutes. Start from the address customers receive. Note anything

blocking the first screen.

1

Find an unfamiliar tester.

Use someone outside your company who has not helped build the site. Explain the task

without describing your services.

2

Ask who, where, and how to call.

Our rule: allow about five seconds, then hide the screen. Record their actual answers.

3

Test the contact path.

Reopen the page. Ask them to start a call and find service hours. Observe silently, then stop

before placing an unwanted call.

4

Repair and repeat.

Change the unclear headline, location, or contact control. Publish, reopen the live page, and

test with a fresh person.

5
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Record what they understood

Write their words exactly. If they say you handle commercial work and you only serve homeowners,

record the mismatch. If they name the wrong town, record it. Do not translate a vague answer into a

pass because you know what they meant.

Separate recognition from action. Someone may know you repair air conditioners but still be unable to

find the call button. Someone may spot the phone number but believe you work outside their area.

Each problem needs its own repair.

Email your editor the page address, device, failed task, and requested change. Attach a screenshot

marking the confusing area.

P H O N E  T E S T  R E C O R D

QUESTION RECORD

What does the business do? Tester's exact answer

Where does it work? Tester's exact answer

How would you call? First place they looked

What blocked the task? Visible obstacle

What will we change? Specific edit and owner

Fix the failed answer first

Do not respond to a failed phone test by requesting a total redesign. That can turn a small repair into

a project nobody finishes. Save the current view, change the failed element, and compare the result.

After publishing, check the live page outside the editor. Ask the next tester the same questions so you

can compare answers.

R U L E

Rule: fix the first unanswered customer question before decorating the page.

Clear beats clever when someone needs a plumber.
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B E F O R E

A logo, an oversized stock photo, and a

promise of excellence. Service area and

phone number require scrolling.

A F T E R

The service, the real service area, and a

working call button appear together. The

visitor can identify the business and act.

T H E  F I R S T  S C R E E N  E A R N S  I T S  P L A C E

A N AT O M Y  O F  A  H O M E PA G E  T H AT  G E T S  C A L L S  ( P H O N E  V I E W )

1 Logo + tap-to-call button, top right

2 Headline: service + city

3 One offer, one line

4 ★ rating + review count, near the button

5 Big call button

6 Real crew photo

7 Service area + hours

The customer path: What do you do? (2) → Do you serve me?

(7) → Are you good? (4, 6) → Tap (1, 5)

Example business, city and numbers. Zones 1 to 5 should show before any scrolling on a normal phone.

What changed for the plumber

In the composite, the plumber replaced the vague headline with the work he actually sold. He moved

the service area into the opening section and made the number tappable.

The next unfamiliar tester identified plumbing, named the service area, and found the call control

without help. The page could finally answer the opening questions on its own.

He kept the logo. He stopped making the customer solve a puzzle around it.

Your customer should not need your help to understand your website.

Q U I C K  W I N

Quick Win: read only the opening headline to someone outside the business. If

they cannot name the work you do, rewrite it before touching the colors.

LOGO · [ 📞 Call ]
1

Water Heater Repair in

Dayton

2

Same-day service. Upfront price.
3

★★★★★ 4.8 · 212 reviews
4

[ TAP TO CALL ]
5

[ photo of your real crew + truck ]
6

Serving Dayton, Kettering,

Beavercreek · Mon to Sat 7 to 7

7
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Do This Today

✓  D O  T H I S  T O D AY C H E C K  I T  O F F

Open the live homepage on your phone.

Find a tester unfamiliar with your business.

Ask who, where, and how to call without coaching.

Record the tester's exact answers.

Assign a specific repair for each failed answer.

Publish the repair and test the live page again.



9©  2 0 2 6  R E V O P S F L O W  ·  Y O U R  W E B S I T E  I S  C O S T I N G  Y O U  J O B S

02
C H A P T E R  2

Above the Fold
A roofer in Texas had a homepage that opened with a sweeping aerial view of a neighborhood. It

was attractive. It also could have belonged to a real estate agent.

In this illustrative composite, a homeowner reached the site after seeing the company's truck.

She wanted someone to inspect a roof leak. The opening screen offered links to the company's

history, a gallery, financing information, and a broad invitation to learn more.

She opened the menu, closed it, and looked for the number. The owner watched the test later

and said the number was there. It was. Farther down.

The office had been treating every homepage section as equally important because each

department wanted a place near the top. The customer had a simpler agenda: find out whether

this roofer served her town and call about the leak.

The owner finally gave the first screen a single job. Help that person make that call.

T H E  L E S S O N

The opening screen should make calling the obvious next step.

Why owners get it wrong

Above the fold means visible before scrolling. That space changes with the phone, browser, and text

size. Check the phone view. A giant photo may have pushed the button away.

Owners often write the headline they want on a wall plaque. Quality. Integrity. Excellence. Fine values.

Poor directions. The customer still needs the service and location.

Then the page tries to promote every offer. Call. Read. Subscribe. View projects. Meet the team. Each

gets a bright button. The customer must sort your priorities before solving their problem.

R U L E

Rule: the first screen needs a job description. Name the service, confirm the

area, support the claim, and make calling easy.
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The fix

Write the headline your dispatcher would understand

Example headline: Roof Leak Repair in {city}. Example supporting line: We inspect leaking residential

roofs across {actual service area}. Call to discuss the problem and our next available inspection.

Replace every placeholder. Name the main city and nearby coverage below it. For several trades, use

the category customers recognize and list the main services underneath.

Skip the long town list. If you answer during business hours and schedule visits later, say so. Do not

promise emergency service your crew cannot deliver.

Build and test the call control

Most site editors let you select a button, choose Link, then choose Phone. If yours only accepts a link

destination, ask the editor to create a telephone link using your actual business number with country

code. Do not send the button to a contact page that makes the customer search again.

Check the live version. A mobile tap should open the dialer with the correct number. Place an

arranged test call while someone is available to answer. Confirm it reaches the intended business line

rather than an old employee's phone.

Write service plus city.

In the homepage editor, replace the main heading with your actual service and primary market.

Our suggested work session: twenty minutes.

1

Make the number tappable.

Select the phone number or button. Choose the editor's phone-link option and enter your

business number. Test it on a phone.

2

Choose one primary button.

Label it Call About {service}. Send it to the same answered line. Remove competing

promotional buttons from the opening section.

3

Add a verifiable star rating.

Place the current rating, review count, and source near the button. Link to the real review

source. Check accuracy before publishing.

4

Use a real crew photo.

Upload a current image, crop for the mobile view, and keep the headline and call control

visible. Publish and repeat the phone test.

5
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O W N E R  M I S TA K E

Owner Mistake: promising an instant answer when nobody covers the line.

Match your button and supporting copy to your real call coverage.

Put proof beside the decision

Use the rating you can verify today. Name its source. Do not combine ratings from different sites into

a made-up average. When the website displays the count manually, assign somebody to check it

when reviews change.

Keep opening proof compact. Chapter 4 handles deeper evidence farther down the page.

Photograph your real team with permission. Show the people and equipment customers can expect. A

clean shop photo gives them something a stock image cannot: recognition.

Preview the crop on a narrow phone screen. Make sure faces stay visible. Put text on a plain

background when the image makes it hard to read. The customer should never have to decode white

letters over white clouds.

B E F O R E

Neighborhood aerial photo. Headline: Quality

You Can Trust. Several promotional buttons.

Phone number below the first screen.

A F T E R

Roof Leak Repair in {city}. Actual coverage

and availability below. Verified review source,

real crew photo, and one primary Call About

Roof Repair button.

A R O O F E R ' S  O P E N I N G  S E C T I O N
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T H E  F I R S T  P H O N E  S C R E E N :  B E F O R E  A N D  A F T E R

→

Example values only. The improved screen states service + city, one truthful offer, compact review proof, and a call

button that opens the dialer.

Keep the number readable as text for customers dialing from another device.

Check the first screen as a whole

Open the published page with your normal phone text size, then enlarge the text and try again. Can

you still read the heading and reach the button? Does a cookie notice cover the contact control? Does

the menu overlap it?

Q U I C K  W I N

Quick Win: replace Learn More with an action the office can honor. Call About

{service} tells the visitor what happens next.

What changed for the roofer

The roofer in the composite kept the aerial image in the project gallery. The opening screen got a

plain service heading, the real coverage area, the crew, and a working call button.

On the next test, the homeowner could identify the work and start the call without opening the menu.

The owner had not added traffic. He had stopped hiding the next step from people already interested

enough to visit.

The first screen should make the call easier than the search that brought them

there.

B E F O R E

Welcome to Quality

Service Solutions

[ rotating slideshow ]

Phone number in the footer

A F T E R

Logo 📞 Call

Water Heater Repair
in Dayton
Same-day service. Upfront

price before we start.

★★★★★ 4.8 from 212

Google reviews

Tap to call (555) 010-0000

real crew photo

N E X T  S T E P

Dialer opens

(555) 010-0000

☎
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Do This Today

✓  D O  T H I S  T O D AY C H E C K  I T  O F F

Want us to run this for you? See the last page.

Replace the vague headline with service plus city.

Add an accurate service-area and availability line.

Test the phone link through to the business line.

Keep one primary action in the opening section.

Verify the rating, count, and source you display.

Add a current crew photo and check its mobile crop.

Repeat the unfamiliar-person phone test.
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03
C H A P T E R  3

Pages That Rank and Convert
An HVAC owner outside Phoenix kept hearing the same question from callers: did the company

repair the kind of system they owned?

In this illustrative composite, the answer was usually yes. The website just did not say so. Its

Services page listed heating, cooling, and maintenance, followed by a paragraph about customer

satisfaction.

The company worked in nearby communities too. Those places appeared in a long list at the

bottom of the homepage. A visitor landing directly on the cooling page could miss them

completely.

The owner asked for more city pages. His first idea was to copy the same paragraph and swap

the town name. Then he tried writing an actual page about a service his crew performed often.

He explained the symptoms customers called about, what the visit involved, the systems the

crew handled, and where they traveled. The page finally sounded like the person answering the

office phone. That became the model for the rest.

T H E  L E S S O N

Build a useful answer for each real service and market before asking

search engines to send people there.

Why owners get it wrong

A service list tells customers you have categories. A useful service page tells them whether their

problem belongs in one.

Owners also confuse publishing with being found. Adding pages does not guarantee rankings.

Repeating a city name does not make an empty page useful. Your page must earn its place by

helping someone decide whether to contact you.

Choose work you want, can staff, and actually perform in markets you serve. Ask the office for the

questions each page should answer.
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O W N E R  M I S TA K E

Owner Mistake: copying a page and changing only the city. A different place

name is not a different reason to trust you.

The fix

Give the service page a real assignment

Our suggested work session: an hour with the office and site editor. Draft answers for a priority

service before opening the builder.

Use the page title field for a clear service-and-location title. Make the main heading describe the same

work naturally. Keep the page address readable. If you change an existing published address, have

your website provider redirect the old address to the new one so existing links keep working.

Explain the problem, visit, diagnosis, and approval process. Add relevant proof and a call control

beside the explanation.

Build a service page.

In Pages, choose Add page. Use the service as the heading. Explain problems handled, visit

process, limits, and how to call.

1

Build useful city pages.

Choose actual priority markets. Describe local coverage, services available there, and relevant

completed work. Link to the matching service pages.

2

Answer customer questions.

Add an FAQ section using questions your office hears. Write direct answers and state when an

inspection is needed.

3

Repeat hours and coverage.

Edit the shared footer or page template. Include actual phone hours, service area, and a

working call link on every page.

4

Check schema basics.

Review your site's business settings or SEO plugin. Match structured business details to

visible information. Validate with Google's Rich Results Test.

5
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S E R V I C E  PA G E  W R I T I N G  S H E E T C H E C K L I S T

Make city pages worth opening

Explain services available in that city, scheduling, and surrounding coverage. Include relevant local

work when you have permission.

Do not invent an office address to look local. If you travel to customers from elsewhere, describe that

honestly. A service area is not a storefront.

Link from the city page to the relevant service pages using clear labels such as Water Heater Repair.

Link back from service pages to a useful coverage page. Add the finished pages to your navigation or

service directory so visitors can reach them without searching.

Until you have useful local material, list the town on your coverage page. A copied page is busywork

with a Publish button.

R U L E

Rule: every page needs a customer question it answers well. Service pages

explain the work. City pages explain the coverage.

Write the FAQ like the office talks

Ask whoever answers calls to bring recurring questions. Do you service my area? What happens at

the first visit? Do you repair this equipment? Can you quote without seeing the problem?

Answer plainly. If the answer depends on inspection, say what needs checking. Avoid a confident

price promise that your technician will have to undo in the driveway.

Example FAQ answer: We confirm the repair scope after inspecting the equipment. Before work

starts, we explain the recommended work and how pricing is approved. Call with the equipment type

Service and actual coverage area

Problems the crew handles

Equipment or job types included and excluded

What happens during the visit

How scope and price are approved

Relevant job photo or customer review

Call button and expected next step
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and symptoms so we can confirm whether we handle it.

Write FAQs for customers and AI assistants. The answer must help on the page itself. Do not promise

special search-result treatment.

Keep visible details and technical details aligned

Use a shared footer to update hours everywhere together. Distinguish phone hours from appointment

availability. Explain after-hours voicemail honestly.

Structured data, often called schema, labels business information for machines. Ask your provider to

use an appropriate LocalBusiness type, with accurate name, phone, website, and hours. Keep it

consistent with the page customers read. Do not add fake locations or ratings to chase search

features.

Use Google's LocalBusiness guidance and Rich Results Test to check the implementation. Passing a

test does not promise rankings. If a tool requests information your business cannot truthfully provide,

ask the provider to explain the requirement before publishing it.

B E F O R E

Services: heating, cooling, maintenance. A

city list appears only on the homepage. The

visitor cannot tell whether the crew handles

the problem.

A F T E R

The service page explains covered problems,

visit process, relevant proof, hours, coverage,

and how to call. City pages add truthful local

details.

A PA G E  T H AT  A N S W E R S  T H E  A C T U A L Q U E S T I O N

H O W  T H E  PA G E S  C O N N E C T

Homepage

↓

Service page: water

heater repair

Service page: drain

cleaning

Coverage page: all

areas

City page: Kettering

↓ on every page

Footer strip: phone · hours · service area · address or base city

City pages link to the services you actually offer there. Example names.

https://developers.google.com/search/docs/appearance/structured-data/local-business
https://search.google.com/test/rich-results
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Q U I C K  W I N

Quick Win: turn a recurring office question into a visible FAQ answer. Then send

the page to the person who usually has to explain it.

What changed for the HVAC owner

The owner in the composite finished the cooling repair page before expanding the site. The office

checked the wording against what the crew actually handled. The editor added coverage, hours, and

clear links.

A page earns its place by answering a customer question.

Do This Today

✓  D O  T H I S  T O D AY C H E C K  I T  O F F

Want us to run this for you? See the last page.

Pick a priority service and draft its page.

Collect recurring questions from the office.

Add truthful local detail to a priority city page.

Link service and coverage pages where useful.

Put accurate hours and service area in the shared footer.

Ask your provider to check business schema against visible facts.

Test the finished page on a phone.
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04
C H A P T E R  4

Trust Builders
A cleaning company owner in North Carolina could describe her crew's standards in detail.

Customers praised the care around pets, the clear arrival communication, and the way the crew

checked rooms before leaving.

In this illustrative composite, almost none of that appeared on the website. The page said

professional, reliable, and affordable. The main photo showed people who had never worked for

the business.

A prospective customer asked who would actually come into her home. The owner sent a crew

photo and explained the process by email. That conversation exposed the hole. She was

explaining things by email that should have been on the page.

The owner gathered real reviews, current credentials, and pictures from work the crew could

explain. She also recorded a short introduction on her phone. The business did not become

more trustworthy that afternoon. The website finally started showing why it already was.

T H E  L E S S O N

Put visible evidence beside the claim so a new customer does not have

to take your word for everything.

Why owners get it wrong

You know your crew. Your visitor sees strangers who may soon enter their house, climb their roof, or

work around their family. The website has to close some of that distance.

In the Jobber 2026 Home Service Trends Report, reviews mattered when choosing a provider for 51%

of customers. That makes reviews worth showing where people decide, not burying on a separate

page nobody has reached yet.

Match evidence to the claim. Reviews cannot verify a license. A badge cannot explain a guarantee.
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R U L E

Rule: put proof next to the promise it supports. A repair review belongs near

repair details, not behind an unrelated gallery link.

The fix

Make reviews readable and traceable

Our suggested work session: an hour to gather evidence and permissions. Choose reviews about

service, communication, or care. Keep their meaning intact.

In your page editor, look for the review provider's supported integration or widget. Check it on a phone

after publishing. If it loads badly or overwhelms the page, use a simple excerpt with attribution and a

source reference instead. Follow the source's display requirements and get permission where

needed.

Name the platform and keep the rating current. The page and call button must still work if the review

widget fails.

Ask customers for honest reviews consistently. Make the request in person or by email. Do not screen

out unhappy customers, offer discounts, or reward positive ratings. Use Google's review guidance

and Google's prohibited-content policy as the reference for Google reviews.

Embed real reviews.

Add your review provider's supported display block or accurately attributed excerpts. Place

relevant reviews near service explanations and the call control.

1

Verify licenses and credentials.

Check the issuing authority's current record. Display the correct business name, credential,

identifier, and relevant scope.

2

Write the real guarantee.

Publish what is covered, what is excluded, how to request help, and any actual limits. Have

the office check it.

3

Show real jobs.

Upload permission-cleared photos. Caption the problem, the work, and the visible result.

Leave private customer details out.

4

Record a short owner video.

Introduce yourself, explain what happens after a call, and name the next step. Add captions

and a written summary.

5

https://support.google.com/business/answer/3474122
https://support.google.com/contributionpolicy/answer/7400114
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H O N E S T  R E V I E W  R E Q U E S T E M A I L  T E M P L AT E

Subject: How did we do on your {service} ?

Hi {first name} , Thank you for choosing us for {service} . Would you share an honest review

of your experience? Your feedback helps other homeowners understand our work. {review

link}  If something needs attention, you can also call {business phone}  or reply here. Thank

you, {owner first name}

Make credentials specific

Pull the actual document or current record before adding a badge. Check the business name,

expiration, service scope, and location covered. Remove old badges when they stop applying.

Do not write licensed and insured because the last website said it. Confirm the statement with the

people who maintain those records. Give customers enough detail to understand what you mean and

how to check it.

Publish relevant credential details and explain how to request current documentation. Make sure the

office can fulfill that request.

O W N E R  M I S TA K E

Owner Mistake: treating a badge as a permanent decoration. A credential claim

needs an owner who keeps it current.

Write a guarantee the office can explain

Vague satisfaction promises sound generous until someone asks what they cover. Use the real policy.

If you do not have a formal guarantee, explain your process for reviewing a concern rather than

inventing a promise for the page.

Example policy template: For concerns about {covered work}, call {business phone} within {actual

policy period}. We will {actual review or remedy process}. This covers {included scope} and excludes

{actual exclusions}. Replace the placeholders only after confirming the policy.

Read the policy to the office and crew leader. Resolve disagreements about the response before

publishing.

Photograph work your crew can stand behind

Get permission to publish customer property. Exclude private details. Use consistent angles for the

starting problem and completed work.
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Write captions that explain what is visible. Example: Damaged gutter joint before replacement;

replacement joint secured and checked. Avoid claims a photo cannot prove. A shiny unit does not

show that a home is comfortable or a warranty claim will be covered.

For the owner video, our rule is to keep the first version around a minute. Use a quiet spot, face the

light, and speak as if you are meeting a new customer at the door. Skip the dramatic soundtrack.

O W N E R  I N T R O D U C T I O N  V I D E O S C R I P T

YOU I am {first name}, the owner of {business}. We help homeowners with {services} in

{actual service area}.

YOU When you call, we ask about the problem, confirm whether we handle it, and explain

the next available step.

YOU Before work begins, we explain the scope and approval process. Call {business

phone} to discuss what you need.

Use only claims your office and crew can fulfill.

B E F O R E

Professional and reliable claims beside a

stock photo. Credentials are vague and the

guarantee has no explanation.

A F T E R

Attributed reviews, current credential details,

an understandable policy, captioned job

photos, and a short introduction from the

actual owner.

E V I D E N C E  R E P L A C E S  A D J E C T I V E S

C L A I M  →  P R O O F

YOUR CLAIM THE PROOF PUT IT  NEXT TO

We do great work Reviews that mention that service The service section and call button

We are qualified License and insurance details you can verify Footer and About page

We stand behind it Your actual written guarantee or policy Pricing or estimate section

We are real people Crew photos + a short owner video Homepage and About page
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Q U I C K  W I N

Quick Win: replace a generic quality claim with evidence from a real job. Show

what your crew did and why the customer cared.

What changed for the cleaning owner

The owner in the composite stopped sending a separate explanation every time someone asked who

would arrive. The website now introduced the business before the call.

Your reputation cannot help a visitor who never gets to see the evidence.

Do This Today

✓  D O  T H I S  T O D AY C H E C K  I T  O F F

Want us to run this for you? See the last page.

Add relevant, accurately attributed customer reviews.

Check every credential claim against current records.

Publish the actual concern-resolution or guarantee policy.

Choose permission-cleared photos from real work.

Add captions explaining what each job photo shows.

Record an owner introduction and add captions.

Assign someone to keep proof current.
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05
C H A P T E R  5

Measure It
A pest-control owner in Florida opened a website report and saw a chart pointing up. He

forwarded it to the office with a simple question: were more new customers calling?

In this illustrative composite, nobody could answer. The report counted page views. The

receptionist counted conversations. The booking tool counted appointments. The numbers lived

apart and described different things.

Worse, the contact form looked healthy on the page, but a test submission did not arrive in the

shared inbox. The owner had been approving website reports without checking whether the

website could deliver a lead.

He did not need another chart. He needed to follow an action from the visitor's phone to the

person responsible for it.

He arranged a test call, submitted the form, and made a test booking. Then he asked for a report

that named each action honestly. For the first time, the website discussion began with evidence

the office could recognize.

T H E  L E S S O N

Measure the action, verify it reaches the office, and track the booking

separately.

Why owners get it wrong

A page view is attention. A phone tap is intent. A completed form is a request. A confirmed

appointment is a booking. Calling everything a lead hides the parts you need to repair.

Define what counts and who checks it. Keep definitions beside the report. Loose definitions turn a

fancy dashboard into guesswork.

Google Analytics 4, or GA4, records actions as events. You mark important actions as key events.

Those labels still require testing through to receipt.
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O W N E R  M I S TA K E

Owner Mistake: counting a button click as a completed job. Name the event for

what actually happened.

The fix

Connect the account you own

Ask your provider for access using a company-controlled Google account. Confirm which property

measures the live website and which tag is installed. Avoid adding a duplicate tag through another

plugin.

If nothing exists, follow GA4 setup instructions to create the property and a Web data stream. Set

your business time zone. Use the site's supported integration to install the stream's measurement ID

or Google tag. Open the live page and check GA4 Realtime for your test activity with the appropriate

consent in place.

Keep customer names, email addresses, phone numbers, and form contents out of Analytics. Ask the

installer to check event parameters and page addresses for accidental personal information.

Connect GA4 correctly.

Confirm access to the existing property before creating another. Add the web stream through

your site's supported integration and verify live activity.

1

Track calls, forms, and bookings.

Use distinct event names and confirmed success conditions. Test each path through to the

office or scheduler.

2

Mark key events.

In GA4, find the tested events and mark the important actions. Keep phone taps separate from

confirmed requests and appointments.

3

Check page speed.

Run the homepage and priority service page through PageSpeed Insights. Review mobile

results and assign a specific repair.

4

Hold a monthly review.

Our rule: reserve thirty minutes. Compare equivalent periods, check actual bookings, and

choose a specific change to test next.

5

https://support.google.com/analytics/answer/9304153
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Give each action its own event

Example specification for your provider: configure these distinct events. The names alone do not

activate tracking.

E X A M P L E  E V E N T  S P E C I F I C AT I O N

EVENT NAME TRIGGER CONDITION MEANING

phone_click Visitor activates a telephone link Call intent, not a connected call

generate_lead Form is accepted successfully Submitted inquiry, not a booking

booking_complete Scheduler confirms appointment Booking, not completed work

For phone taps, a Google Tag Manager implementation can use a Just Links trigger limited to Click

URL beginning with tel:. Attach it to a GA4 event tag named phone_click with the site's correct

measurement ID. Enable the Click URL variable, preview the container, test the phone link, then

publish after verification. Use Tag Manager trigger guidance as the starting reference.

For forms, tell the provider to fire generate_lead only after the website accepts the submission. An

empty required field must not produce a successful lead event. Check that the inquiry also reaches

the office's inbox or lead system.

For bookings, use the scheduler's confirmed-booking integration or a verified confirmation action.

Opening the calendar does not qualify. If the scheduler lives on another domain, ask the provider to

connect supported tracking or report confirmed bookings separately until it works.

GA4 offers enhanced measurement, including form interaction measurement. Test it against your

actual form. Do not assume it proves delivery, and avoid counting the same submission again through

overlapping tracking.

Verify before starring the event

Use Tag Manager Preview or your site's testing tools, plus GA4 DebugView where configured. Try the

successful action and a failed attempt. Confirm the right event appears without duplicates. Cancel test

appointments and identify test inquiries in your operational records.

After testing, follow Google's key-event instructions. In GA4 Admin, under Data display, open Events,

find the event, and use its key-event control. Record which actions you marked. Report them

separately rather than adding call taps, forms, and bookings into a supposed customer total.

https://support.google.com/tagmanager/answer/7679316
https://support.google.com/analytics/answer/9216061
https://support.google.com/analytics/answer/13128484
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R U L E

Rule: a tracking test ends at the receiving end. The inbox, answered line, or

confirmed appointment must agree with what the event claims.

Check speed without chasing a trophy

Open PageSpeed Insights, paste the published page address, and review Mobile. Save the result

with the page and date. Check the homepage and the service page customers actually use.

Google's good Core Web Vitals thresholds are LCP of 2.5 seconds or less, INP of 200 milliseconds or

less, and CLS of 0.1 or less. In owner language: load the main content promptly, respond to

interaction, and stop the layout jumping around. See Core Web Vitals.

Missing real-user data is not a pass. Use diagnostics to assign repairs, such as shrinking the opening

image or removing a heavy widget. Retest speed and the form afterward.

Q U I C K  W I N

Quick Win: submit your own form and watch for its arrival. Fix a broken delivery

path before discussing more traffic.

B E F O R E

Page views are rising, but nobody knows

whether the form works or which actions

represent appointments.

A F T E R

Tested events distinguish phone taps,

accepted inquiries, and confirmed bookings.

The office checks delivery and booking

outcomes beside the website report.

R E P O R T I N G  T H AT  S U P P O R T S  A D E C I S I O N

W H AT  T H E  W E B S I T E  M E A S U R E S  V S .  W H AT  T H E  O F F I C E  C O N F I R M S

Tap on phone linkGA4 event

↓

Call connects

WEBSITE MEASUREMENT ENDS HERE

Answered call, loggedoffice

confirms

Form submittedGA4 event

↓

Email lands in inbox

WEBSITE MEASUREMENT ENDS HERE

Real inquiry, loggedoffice

confirms

Booking page visitGA4 event

↓

Booking submitted

WEBSITE MEASUREMENT ENDS HERE

Confirmed appointmentoffice

confirms

A tap is intent. A confirmed appointment is a booking. Track both, and never call the first one the second.

https://pagespeed.web.dev/
https://developers.google.com/search/docs/appearance/core-web-vitals


28©  2 0 2 6  R E V O P S F L O W  ·  Y O U R  W E B S I T E  I S  C O S T I N G  Y O U  J O B S

Run the monthly review

In GA4 Reports, open Traffic acquisition and the Events report, using report search if needed. Set

matching date ranges. Record sessions and each event separately. Compare with office inquiry and

booking records. Note missing attribution rather than guessing. Date the next repair so you can check

its effect.

What changed for the pest-control owner

The owner in the composite repaired form delivery and kept a plain monthly record: website sessions,

each tested event, qualified inquiries, and confirmed bookings the office could connect to the site.

He dated each website change and checked traffic sources before comparing periods. Now he could

ask: did the change help more visitors reach us and book?

Our review rule: keep the same date-window length, note seasonal or advertising changes, and avoid

sweeping conclusions from sparse activity. If the evidence is thin, keep collecting it.

A website report should help you decide what to fix, not give you something to

admire.

Do This Today

✓  D O  T H I S  T O D AY C H E C K  I T  O F F

Confirm company access to the correct GA4 property.

Define phone, form, and booking events separately.

Test successful actions and failed attempts.

Verify receipt at the office and remove test appointments.

Mark tested priority actions as key events.

Check mobile speed and assign a specific repair.

Schedule the monthly website-and-bookings review.
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R E C A P  &  S C O R E C A R D

Website Scorecard
Score the live site, not the version you intend to build. Our scoring rule: each yes earns a point; each

no or untested answer earns no point. The maximum is twenty points. Use the score to prioritize

repairs.

W E B S I T E  S C O R E C A R D

The 5-Second Test

Can an unfamiliar person identify your service quickly? 1 pt

Can they identify your actual service area? 1 pt

Can they find the call control without help? 1 pt

Have you retested the live page after repairs? 1 pt

Above the Fold

Does the headline name the service and city? 1 pt

Does the primary call button reach the correct line? 1 pt

Is the displayed rating current and sourced? 1 pt

Does the opening screen show your real crew? 1 pt

Pages That Rank and Convert

Do priority services have useful dedicated pages? 1 pt

Do city pages contain truthful local detail? 1 pt

Are customer FAQs answered plainly? 1 pt

Are hours, coverage, and business schema accurate? 1 pt

Your score: ______ / 12

W E B S I T E  S C O R E C A R D  C O N T I N U E D
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Trust Builders

Are relevant reviews visible near service decisions? 1 pt

Are credentials current and specific? 1 pt

Is the guarantee or concern-resolution policy clear? 1 pt

Are real job photos and an owner video published? 1 pt

Measure It

Are calls, accepted forms, and bookings tracked distinctly? 1 pt

Have you verified delivery and ruled out duplicate events? 1 pt

Have you checked mobile speed and assigned repairs? 1 pt

Is a monthly review tied to actual inquiry and booking records? 1 pt

Your score: ______ / 8

Write the total beside today's date. Then circle every failed item that prevents a customer from

understanding the service or reaching the office. Repair those first. A broken phone link outranks a

prettier photo.

Assign each repair an owner, finish date, and live-page test. Looking good inside the builder does not

count as done.

This week

T H I S  W E E K  M A S T E R  C H E C K L I S T C H E C K L I S T

Run the phone test and record the failed answers.

Publish a clear opening screen with a tested call button.

Finish a priority service page and useful local coverage details.

Add FAQs, accurate hours, and checked business information.

Publish current reviews, credentials, policy, and real job evidence.

Test call, form, and booking tracking through to receipt.

Check mobile speed and schedule the monthly review.



31©  2 0 2 6  R E V O P S F L O W  ·  Y O U R  W E B S I T E  I S  C O S T I N G  Y O U  J O B S

Keep the original scorecard. When you repeat it, require the same evidence. A higher score means

you have completed more of these repairs. Your booking records will tell you whether more visitors

are reaching the office and taking the next step.

Once the page earns the call, someone has to answer it. The next book, Nobody Answered the

Phone, covers that handoff.
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S O U R C E S  &  L I N K S

Links in this book
Google's LocalBusiness guidance

https://developers.google.com/search/docs/appearance/structur

ed-data/local-business

Rich Results Test

https://search.google.com/test/rich-results

Google's review guidance

https://support.google.com/business/answer/3474122

Google's prohibited-content policy

https://support.google.com/contributionpolicy/answer/7400114

GA4 setup instructions

https://support.google.com/analytics/answer/9304153

Tag Manager trigger guidance

https://support.google.com/tagmanager/answer/7679316

enhanced measurement

https://support.google.com/analytics/answer/9216061

Google's key-event instructions

https://support.google.com/analytics/answer/13128484

PageSpeed Insights

https://pagespeed.web.dev

Core Web Vitals

https://developers.google.com/search/docs/appearance/core-we

b-vitals

Links checked Oct 2026; verify before use. Statistics are quoted from the named sources; stories are anonymized composites,

and anything marked "example" is illustrative.
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T H E  N E X T  S T E P

Want this done with you?
RevOpsFlow is a marketing team for small businesses, based in Atlanta and working with home

service companies everywhere. We build and run the systems in this book: phone-first websites with

booking and instant lead alerts, service and city pages, schema and AI search work, and GA4 call and

form tracking. One connected team, one plan, fewer handoffs between the click and the customer.

Where the work in this book lives at RevOpsFlow:

Website

Fast, phone-first sites with booking and instant lead

alerts.

revopsflow.com/services/website

SEO & AI Search Visibility

Help Google, Bing, and AI assistants read your site and

find you.

revopsflow.com/services/seo-ai-search

Paid Ads

Google and Meta ads with tracking set up first.

revopsflow.com/services/paid-ads

Social Media

12 on-brand posts a month you approve before they go

out.

revopsflow.com/services/social-media

The Invisible Newsletter

Two emails a week to your list, written in your voice.

revopsflow.com/invisible-newsletter

Growth Plan

Website, SEO and AI search, ads, and social run by

one team.

revopsflow.com/growth-package

Book a free 20-minute Lead Leak Review.
If you'd rather have someone do this with you, book a free 20-minute Lead Leak Review. We'll

look at your site on a phone, your service and city pages, and your call and form tracking and

show you where visitors are leaving without calling. If we're not a fit, you still leave with the list.

Book my Lead Leak Review at revopsflow.com/contact →

Prefer the phone? Call (770) 525-8493. No hard sell.

N E X T  I N  T H E  S E R I E S  ·  B O O K  4

Nobody Answered the Phone

Fix missed calls and office overload without hiring another person.


