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A practical reputation-building playbook for electricians, plumbers, HVAC contractors,
cleaners, roofers and other local service businesses.

The review is not the whole strategy

A contractor can do excellent work and still lose the next job to a competitor who is easier
to find, easier to evaluate and easier to contact. Reputation marketing closes that gap. It
connects the quality of your service with the information a potential customer needs before
making a call: recent customer experiences, accurate service descriptions, recognizable
project photos and a straightforward way to request an estimate.

Think of your reputation as a process rather than a star-rating target. A customer hires you,
the job gets completed, your team follows up, you offer a neutral opportunity to leave honest
feedback, and you respond professionally. Meanwhile, your website and business profile make
it simple for the next person to find the right service and contact you. Every handoff
matters. A broken contact form or unanswered phone can waste the attention that good reviews
created.

This guide focuses on a repeatable system a small team can operate without turning
technicians into full-time marketers. You will build the process, identify avoidable
mistakes, choose useful measurements and leave with a realistic 30-day implementation plan.

1. Audit the customer experience before requesting more reviews

Start with the most recent ten completed jobs. For each, ask whether the customer knew when
your team would arrive, received an accurate explanation of the work, understood the final
invoice and had a way to raise concerns. Look for recurring points of friction. If
appointment reminders are inconsistent or the office rarely returns calls, requesting more
public feedback will expose those weaknesses rather than solve them.

Walk through your business as a new customer would. Search for your company name and a
service-plus-city phrase. Open your Google Business Profile, your website and your contact
form on a phone. Is the service area accurate? Are your hours current? Do the photos
represent work you actually perform? Can someone tell whether you handle emergency calls,
commercial projects or only residential work? Is there a clear next step on every page?

Assign ownership. Your dispatcher might verify contact information weekly, a technician might
mark jobs complete in the CRM, and an office manager might review new feedback each morning.
The system works when every step belongs to a person, not when everyone assumes someone else
handled it.

Quick audit: Write down three customer questions your website fails to answer, two reasons
someone might hesitate to call, and one operational issue that deserves attention before
increasing review requests.
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2. Build an honest, consistent review-request process

Choose a natural moment after the service is finished. For many contractors, that is after
the invoice is explained and the customer has had an opportunity to inspect the work. Ask all
eligible customers through a channel they have agreed to receive; do not invite only the
people who seem pleased. Make the message short, specific and neutral.

A practical email could say: "Thank you for choosing [Business Name] for your recent service.
If you have a moment, we welcome an honest review of your experience. You can share it here:
[Review Link]. If you need assistance with your service, reply and our team will help." For
SMS, use a shorter version that identifies the business and includes the appropriate opt-out
instructions.

Do not offer discounts, prizes or gifts in exchange for a Google review. Do not make the
request contingent on a positive rating or route dissatisfied customers away from the public
review option. Google prohibits incentivized reviews and selective solicitation of positive
reviews. The FTC also restricts fake reviews and incentives conditioned on sentiment. A
private service-feedback form can be offered to everyone, but it should not become a filter
that determines who receives a public review invitation.

Keep a record of when and how a customer agreed to receive messages. Your messaging provider
and applicable rules may require specific disclosures, consent records and an effective way
to stop future messages. Review those requirements before activating automated SMS.

3. Make the path to reviewing almost effortless

Find the official review link for your business profile and test it on both iPhone and
Android. Avoid asking customers to search for your business and guess which listing is yours.
Put the link behind one clearly labeled button in email or a short, recognizable link in a
text message. A QR code on a leave-behind card can help customers who prefer to scan, but it
should never be the only option.

A branded review landing page can offer Google and other legitimate review platforms, along
with a way to contact your team. Keep the page simple. The business name should match the
company that performed the work; the review options should work without account creation; and
any feedback form should have an obvious purpose. Never make a customer submit private
feedback before accessing a public review link.

Set a reasonable follow-up rule. One respectful reminder may be appropriate for someone who
has not opted out, provided your consent and messaging rules allow it. More messages are not
automatically better. If customers routinely ignore the invitation, inspect timing, message
clarity and the relationship rather than increasing frequency.

Field exercise: Send yourself a test request. Time how long it takes to reach the review
form. If the journey requires more than a couple of obvious actions, simplify it.

4. Strengthen the local visibility around those reviews

Your Google Business Profile should reflect your real operation: correct primary category,
genuine business name, appropriate service areas, current hours, relevant services and
authentic project photos. Resist adding city names to the business name unless they are
genuinely part of it. Make sure the phone number and website lead to an active response
channel.

SWINC Marketing & Media | swincmarketingandmedia.com 2/4



SWINC MARKETING & MEDIA | FREE BUSINESS GUIDE

Your website should explain what you do in the language customers use. An electrician’s
panel-upgrade page should cover signs a customer may need the service, what an estimate
includes, common scheduling questions and how to contact the company. A commercial HVAC page
should speak to facility managers rather than reusing residential copy. Service pages need
real substance; copying the same paragraph and swapping city names rarely helps visitors.

Photograph completed work with permission. A brief caption explaining the problem, solution
and general service area gives future customers useful context. Do not disclose customer
addresses, security details or other private information. If you publish testimonials on your
own site, use authentic statements with appropriate permission and disclose material
relationships when required.

Local visibility also depends on basic operations. Consistent business details across
relevant directories, a mobile-friendly site and a responsive intake process support the
credibility your reviews establish.

5. Respond to reviews without creating a second problem

Create a simple response standard for positive, mixed and negative feedback. Thank customers
for specific observations when appropriate, but avoid repeating private job details. For a
critical review, acknowledge the concern, offer a direct support channel and move sensitive
discussion offline. Do not argue publicly or imply the customer is lying simply because your
records differ.

For example: "Thank you for bringing this to our attention. We take scheduling concerns
seriously and would like to review what happened. Please contact our office at [number] so we
can look into it." Then actually follow through. A polished response with no operational
action is not reputation management.

Track patterns rather than obsessing over individual ratings. If several customers mention
late arrivals, review dispatch procedures. If they praise clear explanations, turn that
strength into a training standard. Reviews are an inexpensive source of service-improvement
ideas when the team is willing to listen.

6. Measure business outcomes, not just review counts

Create a monthly scorecard with five categories: review invitations sent, successful
deliveries, new authentic reviews, qualified inquiries and booked jobs. Where you have
reliable attribution, record which calls or forms originated from your business profile,
website or campaign. Distinguish a request from a delivered message, a review-link click from
a posted review, and an inquiry from revenue.

Calculate your review invitation rate by dividing invitations sent by eligible completed
jobs. This reveals whether your team is consistently offering the opportunity. Measure your
response time to incoming leads and how many estimates turn into jobs. A company with modest
review growth but stronger lead handling may outperform one focused solely on collecting
ratings.

Avoid claiming every new review produced a specific dollar amount. Customers encounter
multiple touchpoints, and attribution is imperfect. Use trends, call notes and customer
questions to understand how reputation contributes to the buying decision.

Monthly review meeting: What improved? Which customer concern appeared more than once? Which
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channel produced qualified inquiries? What single operational change will we make next month?

7. Your practical 30-day field plan

Week 1: Repair the foundation. Verify your business profile, website, hours, service areas
and contact paths. Audit ten recent jobs. Assign ownership for job completion, follow-up and
review responses. Document how consent is collected and stored.

Week 2: Launch the request workflow. Create a neutral email and SMS template, test the review
link, choose an appropriate send time and confirm opt-out handling. Start with a small,
eligible group rather than importing an entire historical customer database. Review every
test message before sending.

Week 3: Improve the proof. Publish a small set of genuine project photos, clarify your most
important service page and answer common customer questions. Respond to new reviews promptly.
Ask technicians what customers repeatedly misunderstand about your services.

Week 4: Review the numbers. Compare completed jobs with invitations, inspect failed
deliveries, read feedback for operational themes and track inquiries from your main
visibility channels. Adjust one part of the workflow at a time so you can understand the
result.

A simple worksheet to use today

Write your answers before purchasing another tool: Who marks a job complete? Where is
permission to send review requests recorded? What is the exact review link? Who handles a
negative response? Who checks failed deliveries? Which report tells you whether inquiries
became booked work? If any answer is "nobody" or "we are not sure," that is your next
implementation task.

SWINC Rocket Review is designed to help businesses organize eligible customer journeys, send
review invitations and monitor engagement. Software cannot manufacture authentic customer
experiences, guarantee positive reviews or replace responsive service. The objective is a
sustainable, respectful process that makes it easier for real customers to share what
happened.

Next step: Take the free Local Reputation & Visibility Checkup in the SWINC Resource Center,
or ask SWINC Marketing & Media about Rocket Review and a tailored local visibility audit.
Visit https://www.swincmarketingandmedia.com or call/text (682) 593-6580.

Official reference links
- Google Business Profile: https://support.google.com/business/answer/3474122
- Google’s prohibited and restricted content policy:
https://support.google.com/business/answer/7400114
- FTC consumer reviews rule:
https://www.ftc.gov/legal-library/browse/rules/rulemaking-use-consumer-reviews-testimonials
- Twilio messaging policy: https://www.twilio.com/en-us/legal/messaging-policy

*Educational material. Review-platform policies and messaging requirements can change.
Confirm current requirements for your business and obtain qualified legal advice when needed.
No promise of review volume, rankings or revenue.*
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