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BLUEPRINT SALES [ TRUST

TRUST STACK BLUEPRINT

The layered system that makes customers choose you before they
ever call

WHO THIS IS FOR

Home service operators tired of competing on price who want the kind of trust that lets them charge
more, close faster, and lose fewer jobs to cheaper competitors.

WHAT YOU GET

A nine-layer trust system you can audit your business against this week. Each layer is a real-world habit
used by operators who win premium work.

Field research across 200+ home service operators, ethical persuasion research, and retention studies.
Every layer in this blueprint is sourced to operators who run it in the field.
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6 BURKSUP Trust Stack Blueprint

WHY YOU NEED A STACK, NOT A TACTIC

Most operators treat trust as one thing. They collect reviews, wrap a truck, send a thank-you note.
Then they wonder why a competitor with worse work keeps winning bids.

Trust is a stack of signals that compound. A homeowner deciding between you and a competitor
weighs your reviews against your website, your truck against the voice on the phone, the voice
against the photo of the technician at the door. If any layer is missing, the customer picks the safer-

feeling option.

Customers pay $20,000 for a five-ton HVAC unit when the competitor quotes $6,000 because they
want to know the warranty is real and the person walking into their home is safe. That decision is
made by a stack of signals, not one. Ninety-seven percent of home service consumers use reviews

at some point in the purchase process. The audit is constant.

Build the nine layers in order. Each multiplies the layer before it.

LAYER 1: BRAND PRESENTATION

Brand is a trust multiplier. When your logo looks cheap and your truck looks like a beater, you work
ten times harder for every sale because every customer starts from suspicion.

The website is the first signal both the homeowner and the technician see. If it signals cheap, your
tech arrives at the kitchen table already fighting price resistance because they don't believe in the
price either. As one multi-million-dollar operator put it: if they don't believe in the price, they won't
sell it.

Baseline: wrapped vehicles, uniforms with first names visible, a current website, a logo that doesn't
embarrass you. Showing up on time, wearing a uniform, carrying an iPad, and delivering a typed
proposal already puts you in the top one percent of your market. The bar is on the floor.

LAYER 2: THE PRE-ARRIVAL WINDOW

The customer's trust journey starts at booking, not at arrival. The 100-day relationship begins the
moment they say yes on the phone.



Most contractors do nothing in this window. Three touches change that:

1.Same-day booking confirmation. Company name, time window, what to expect.

2. Technician bio text, the morning of. "Mark is your technician today. He's been with us four
years, here's his photo, he'll arrive between 1 and 3." This shifts the technician from "stranger
entering my home" to "known, vetted person I'm expecting." Operators who use this report
virtually no competitor does the same.

3.Real-time "on the way" text. Most modern field service software sends this automatically.

Optional fourth touch: a mindset-priming question. Persuasion research shows that a question with
a positive identity attached causes nearly all respondents to self-identify with that trait, shaping
decisions for the next twenty minutes. Example: "Quick question before Mark arrives. How
important is it that the work we do today holds up long term?" Almost everyone answers high,
which makes them dramatically more open to the recommendation that follows.

LAYER 3: REVIEWS AS PUBLIC PROOF

Reviews are the cheat code of local trust. Operators have observed brand-new sites with no
domain authority but 50 to 100 Google reviews ranking above established competitors. Eighty-two
percent of consumers treat stranger reviews as personal recommendations from a real-life friend.

The rules:

e Stay above 4.0 stars. Ninety percent of people will hire at 4.0 or higher. Below that, the

majority will not.

e Respond to every negative review. The audience is every future prospect reading it. Most
prospects skip the good reviews and go straight to the bad ones. What matters as much as
the review is what the company wrote back.

e Use the four-beat response. Apologize. Acknowledge where the ball was dropped. Address
how it is being changed. Apologize again. Never argue publicly. Never name competitors.

e Don't fear a few low-star reviews. All five-star reviews signal fake. A few low ratings from
price-shoppers pre-qualify the customers who read your calm response and decide you are
the safe choice.

The full review collection system lives in the Review Generation SOP. This blueprint treats reviews
as one layer of the larger stack.

LAYER 4: SOCIAL PROOF BEYOND REVIEWS

Reviews are the floor. Operators winning premium work have extended proof into every place a
prospect might check.



Video testimonials. Operators report 90 percent of buyers cite testimonial videos as the reason
they felt comfortable buying. The format that works is short and specific, answering three
questions: did we show up on time, did we do the work you wanted, did we clean up. "They did a
roof, it's not bad" is useless. "They showed up at 7am, finished by 4pm, and you couldn't tell they
had been there" closes deals.

Yard signs and Facebook recommendations. A Wisconsin contractor grew roughly $150,000 in
one year on twelve yard signs placed in exchange for discounted services. A single
recommendation in a neighborhood Facebook group auto-tags your page and surfaces your star
rating to the whole group.

Community moments. A Minnesota contractor did four hours of free Christmas tree pickups
(roughly $20 in fuel, 42 trees) and generated $140,000 in signed landscape work the next season.
You need three or four places, beyond Google, where a prospect can confirm you are real.

LAYER 5: WARRANTY AND GUARANTEE DESIGN

A warranty is not a contract. It is a trust signal.

A customer pays $20,000 for a five-ton HVAC unit instead of $6,000 because they want to know
the warranty is legit and the person in their house is safe. The customer is buying the promise that
someone will come back if anything goes wrong.

Design your warranty to answer the price objection:

e Visible on the truck, website, and proposal. Not hidden.
e Specific. "10-year warranty on parts and labor" beats "industry-leading warranty" every time.

e Tied to a person. "If anything goes wrong, call my cell" lands harder than any printed
guarantee.

e Framed as a gift, not a discount. Discounts create entitlement. Gifts create reciprocity.
"We're including a two-year service plan as our thank-you" lands differently than "we're
knocking $400 off."

One landscape operator achieved roughly 90 percent acceptance of an $800 to $1,200 winter
services contract by adding downside protection: "If it doesn't snow, we still show up every two
weeks." One sentence reframes the relationship from transactional to ongoing trust.

LAYER 6: THE TECHNICIAN INTRODUCTION

People buy from people, not companies. The technician arrival sequence sets the tone:

1. Pre-arrival photo and bio. Covers the introduction before the doorbell rings.



2. At the door, smile first. Then a compliment about the home, a question about how long they
have lived there, a hand to the dog. The protocol: smile, compliment, find common ground, then
sit at the kitchen table. The objective is to convert the technician from "contractor" to "trusted
friend" before any offer is on the table.

3.Use the customer's name. People like people who use their name.

4. Show genuine interest. Curiosity, not charisma.
This sounds soft. It is not. Persuasion research shows 90 percent of negotiators reach agreement
when they connect over a shared interest first, versus 55 percent with no rapport. That 35-point

spread is the close rate difference between a tech who walks straight to the unit and a tech who
takes ninety seconds at the door.

LAYER 7: TRANSPARENCY AT THE POINT OF SALE

Trust is built when the customer understands what is happening. It collapses when they don't.

Show the price. Flat-rate beats hourly almost every time. One operator switched from hourly to
flat-rate pricing. Revenue went from roughly $600,000, stuck for years, to $1 million in the first
year. Consistent 30 percent annual growth since.

Show the options. A three-tier proposal with the middle option labeled "Most Chosen by
Homeowners in [Your City]" outperforms a single price. Persuasion research shows the "most
popular" label drives a 15 to 24 percent increase in selection. It stacks social proof and authority on
the same line.

Show your face. Put the owner's photo on the website and the truck. There is a real person whose
name is on the door.

Show the credentials. License numbers, certifications, years in service. Customers detect false
authority. Real credentials build trust. Fake ones destroy it.

LAYER 8: COMMUNITY PRESENCE

In smaller markets, customers want to buy from someone who feels like them. PR is the key to
smaller markets because they want to buy from someone who is part of the community.

This is the trust layer paid ads cannot manufacture. It is built through local partnerships (one
Wisconsin contractor partnered with a bird sanctuary of 100,000 followers and a dog rescue,
reaching audiences ad spend could never touch), visible community service (free seasonal pickups,
youth sponsorships, local events), and the owner being known. None of it scales. All of it
compounds.



Side benefit: brand reputation attracts top talent. One operator's office manager candidate said she
applied because she had followed the company's community posts for eight months.

LAYER 9: POST-JOB FOLLOW-THROUGH

The first eight layers earn the sale. The ninth keeps it.

Most contractors believe that when a customer needs them again, they will call. This is the most
dangerous belief in home service. The solution is "building a fence around your clients." The
minimum sequence:

1.Same-day video text from the technician. "Hey, hope everything is working well. If anything is
not right, text me back and I will turn around. It was a delight being in your home today." Data
shows these get watched within 90 seconds.

2.Happy call the day after. A real human asking if everything went well. This surfaces small
concerns before they become a one-star review. One HVAC company set up the call center to
call within 15 minutes of job close. They called it "angry simmer" interception. Negative reviews
stopped getting written.

3. Physical thank-you, one week later. A handwritten note or small gift. Almost no contractor
does this. Cost: under $5 and two minutes. Customers remember it for years.

4. Monthly email to the customer list. Not promotional. Recipes, home tips, seasonal reminders.
Operators report 0.5 to 1 percent of your list responds with a service request each month. For
4,000 past customers, that is 20 to 40 booked jobs per month with zero ad spend. Your
customer list is your highest-quality marketing asset.

9.0ne-year anniversary touch. "It has been one year since we replaced your unit. Wanted to
check in." Almost no one does this.

The fence is built by doing the same things consistently over a long enough horizon that the
customer cannot imagine using anyone else.

THE STACK IN ACTION

A homeowner searches "HVAC repair near me." Your wrapped truck has been at her neighbor's
twice this year, so the name is familiar. She clicks your Google profile: 4.7 stars, 340 reviews, calm
professional responses to every negative one. She visits the website, sees a video testimonial from
her zip code, and books.

Within an hour she gets a confirmation text. The next morning, the technician's photo and bio. An
hour before the appointment, an "on the way" text. He arrives in a uniform, smiles, asks about her
dog, walks her through three flat-rate options with the middle marked "most chosen," and presents
a ten-year warranty with his cell number on the card.



She pays $18,000. The competitor was $11,000. She did not feel she paid more. She felt she chose
the safer option. By the time the price came up, she had already decided.

IMPLEMENTATION CHECKLIST

Brand & presentation (Layers 1, 7)

O Trucks wrapped, uniforms with first names, current-looking website
(O Owner's face on website and trucks; real credentials visible

(O Flat-rate pricing; three-tier proposal with middle marked "most chosen"

Pre-arrival & arrival (Layers 2, 6)

(O Same-day booking confirmation text
(O Morning-of technician bio and photo text
(O Real-time "on the way" notification

(O Door protocol role-played 3x per week; 90 seconds of rapport before the unit

Proof (Layers 3, 4)
(O Above 4.0 stars on Google; every negative review answered within 24 hours
(O Four-beat response structure in use; Review Generation SOP running

(O 5+ video testimonials on the website, each under 60 seconds

O Yard signs with every install; presence in 3+ neighborhood Facebook groups

Warranty (Layer 5)
O Warranty visible on truck, website, and proposal with specific terms
(O Cell number on the warranty card

(O sService plan framed as a gift, not a discount

Community (Layer 8)
O Owner shows up consistently for one local cause
(O One local nonprofit or community partnership

(O Monthly social post tied to community, not promotion

Follow-through (Layer 9)

(O Same-day video text from the technician on every job
(O Happy call the day after every job
(O Physical thank-you mailed one week after install jobs

O Monthly email to the customer list; one-year anniversary touch on installs



HOW TO START

Do not try to build all nine layers in one quarter. Start where you are weakest:

® Trucks beat up, uniforms mismatched: Layer 1.
e Under 4.0 stars or under 30 reviews: Layer 3 and the Review Generation SOP.

® | osing premium bids to cheaper competitors: audit Layers 5, 6, and 7. The customer is
choosing safer, and you are not signaling safety.

® Weak repeat business: Layer 9. The fence is not built.

Pick one layer. Build it this quarter. Then pick the next. Trust compounds. Every month you stack
one more layer is a month your competitors fall further behind on a curve they cannot see.

All layers in this blueprint are sourced from operators who use them in the field. Based on research
across 200+ home service businesses, persuasion studies, and retention data.



WHAT'S NEXT

READY TO
THIS?

BurksUP builds the marketing systems that make home service operators
findable, bookable, and referable. This guide is the playbook. We're the
team that installs it.

Book a Free Audit >
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