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PPC Fundamentals & Business Models

S1. Definitions — Pay‑Per‑Call (PPCall)

This course is about PayƗPerƗCall. In every chapter, when you see “PPC”

or “PPCall,” we mean PayƗPerƗCall, not payƗperƗclick advertising. In

this section we fix the vocabulary and set the ground rules so buyers,

networks, and publishers talk the same language and avoid disputes

later.

What “Pay‑Per‑Call” Means

In PayƗPerƗCall, the product you sell is a live phone call session that

reaches a buyer’s phone system and meets agreedƗupon rules. Those

rules decide whether the call is qualified (billable) or nonƗqualified (not

billable). You are not selling a spreadsheet of emails and phone numbers.

You are not selling a warm agentƗtoƗagent handoff. You are selling time

on the linewith a real consumer whomatches the buyer’s filters.

Think of it this way: a prospect sees an ad or page, taps the number,

passes through your phone system (often with a short menu), and is
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UNDISCOVERED PROFITS : PAY PER CALL MASTERY

routed to the buyer. If the call meets the preƗdefined criteria, the buyer

pays a fixed amount per qualified call.

The Parties and Their Responsibilities

There are three roles you will work with again and again.

Publisher (you). You attract the consumer, provide the tracking

numbers, handle any IVR (phone menu), and route calls to the right

buyer. Youmust also keep evidence that proves the call quality and the

consumer’s path (logs, recordings, metadata).

Buyer (advertiser/brand). The buyer answers the calls, serves the

consumer, and pays for calls that meet the definition of a qualified call.

They set filters (for example, geography, language, product eligibility,

open hours) and they agree to acceptance and refund terms with you in

writing.

Network or Platform (sometimes). Some deals go through a PPCall

network. The network provides offers, insertion orders (IOs), routing

technology, and payment operations. Even if a network is involved, your

dayƗtoƗday success still depends on how precisely you define a qualified

call and how youmanage your traffic and telephony.

The Billable Event: “Qualified Call”

Everything revolves around a single idea: the call only becomes billable

when it satisfies the qualifiedƗcall definition in your IO or master

services agreement. Do not leave this definition vague. Write it in plain

language and keep it short enough that a new agent can understand it.

A solid qualifiedƗcall definition usually covers five dimensions:

Time on the line. Most buyers use a duration threshold measured

after the call is connected to the buyer (for example, at least 60, 90, or

120 seconds). This protects both sides from wrong numbers and instant

2



PPC FUNDAMENTALS & BUSINESS MODELS

hangƗups. Longer thresholds typically justify higher payouts.

Fit and intent. The caller must match the buyer’s targeting: the

right product category and any mustƗhave qualifiers (for example,

“homeowner,” “MedicareƗeligible,” “in market for auto insurance,”

“debt amount above $10,000”). Light filtering can happen in your IVR

(“Press 1 if you’re a homeowner”) or via a short agent screen if your

model includes a preƗqual step before routing.

Geography. Calls need to come from allowed regions. That can be

defined by the caller’s number (ANI area code), by an IVRƗcaptured ZIP

code, or by other data you collect. If only certain states or postal codes

are valuable, say so in the IO.

Uniqueness. Buyers usually do not want to pay for the same person

multiple times in a short window. State how repeat callers are handled—

billable once per campaign, or once per 7/14/30 days, for example.

Operating hours. If the buyer answers calls only during specific hours,

decide what happens outside those hours. You can route to a backup

buyer, send to voicemail (oftennonƗbillable), or provide a callbackoption

with different rules. Whatever you choose, write it down.

When those criteria are met, the call is “accepted.” If they are not, the

call is “nonƗqualified.” In later sections you will formalize refunds and

makeƗgoods, but at the definition stage you just need to be unambiguous

about what “counts.”

How a PPCall Session Flows

Let’s describe the journey in simple steps, without jargon. A consumer

has a problem and sees your message—an ad, a map listing, a landing

page, or even a QR code. They tap to call. The number they dial is a

tracking number (also called a DID) that you control. Your system can

ask one or two quick questions in an IVR to make sure the call belongs

to this buyer. Then the call connects to the buyer’s phone system or
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UNDISCOVERED PROFITS : PAY PER CALL MASTERY

call center. A timer runs only after the connection to the buyer. If the

conversation continues long enough and the caller fits the agreed filters,

the call logs as qualified and becomes payable.

Two details make this flow reliable over time. First, your routing

logic should send calls only to buyers who are open and ready to

answer; unanswered calls create frustration and disputes. Second, your

data layer—call detail records, IVR selections, recordings—must be

complete and easy to export, because this is the proof that resolves any

disagreement.

What Pay‑Per‑Call Is Not (Brief Clarifications)

You will hear adjacent terms. It helps to anchor them so you can politely

redirect conversations back to the PPCall model.

Not a lead file. In a lead sale you deliver contact records and the buyer

does the calling later. In PPCall you deliver a live conversation now. If

someone asks you to email yesterday’s callers, they are asking for a

different product.

Not a live (warm) transfer. A live transfer is a handoff fromyour agent

to the buyer’s agent while both are on the line. PayƗPerƗCall does not

require your agent to stay on the call; the consumer can be moved by

IVR directly to the buyer. Some PPCall campaigns include a brief agent

screen before routing, but the acceptancemetric remains a qualified call,

not an agentƗtoƗagent handoff.

Keeping these boundaries clear protects your margins and your

relationships. If a buyer really wants live transfers, scope that as a

different product with different pricing and acceptance rules.
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PPC FUNDAMENTALS & BUSINESS MODELS

Evidence and Attribution: HowYou Prove a Call Qualified

Good PPCall operations feel smooth because the data is organized. Every

call should produce a small, trustworthy dossier. At minimum you need

the caller number (ANI), time stamps for each leg of the call, the IVRpath

or answers, the buyer destination that received the call, the duration

after connection, and a recording. Many platforms also attach UTM

parameters from the landing page and a session or click ID, so you can

tie the call back to the traffic source.

Keep this evidence for the full dispute window you’ve agreed to with

the buyer or network. When questions come—“This caller was out of

state,” “This was a duplicate”—you will resolve them inminutes, not

days, because you can pull a recording and a clear log.

AWorking Definition You Can Reuse

Here is plain language you can adapt. Notice how each element maps to

the five dimensions above.

“A qualified call is an inbound consumer call routed by Publisher to

Buyer’s number that (1) lasts at least 120 seconds after connection to

Buyer, (2) originates from consumers in Texas, Florida, or Georgia, (3)

concernsMedicare plan review as indicated by IVR responses, and (4)

is unique per caller for 14 days. Calls outside Buyer’s business hours or

failing these criteria are not billable.”

For a different niche, the same structure holds:

“A qualified call is an inbound call seeking auto insurance quotes,

connected to Buyer and lasting 90 seconds or more postƗconnect, with

callers located in the state of Illinois. Repeat callers within 30 days or

calls outside Buyer’s posted hours are not billable.”

Write it simply; avoid hidden conditions. If you need an exception,

add a sentence rather than clever legal phrasing.
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Edge Cases You Should Anticipate (Explained, Not Listed)

Some calls are short because an agent transferred internally, placed

the consumer on hold, or the buyer’s phone system failed. Decide

early how those situations are handled. Many teams agree that system

failures on the buyer side should not penalize the publisher, while true

consumer hangƗups remain nonƗqualified. Another common edge case is

multilingual traffic. If the buyer cannot serve SpanishƗspeaking callers,

include that in the definition or route those calls to a different buyer who

can. Lastly, think about repeat intent: a consumer might call again after

gathering documents. If your uniqueness window is too long, youmay

block real demand; if it is too short, you may flood the buyer with the

same prospect. Tune the window to the sales cycle of the niche.

Language for International Buyers

If you work across countries, convert “states” to “regions/provinces,”

and replace “ZIP code” with the local postal code term. Spell out time

zones explicitly (“9:00–18:00 Central Time” or “09:00–18:00 GMT+1”)

and keep numbers in ISO date and time formats when you write IOs.

Simple, universal phrasing reduces confusion and keeps your acceptance

rate predictable.

6
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S2. Payout Types & Net Terms (Duration, Accepted,

Per Transfer)

This chapter explains howmoney changes hands in PayƗPerƗCall. You

will learn the three common ways a call becomes payable and the timing

rules that decide when you get paid. Keep the language simple in your

contracts and you will prevent most disputes before they start.

The Purpose of a Payout Definition

A payout definition answers one question: when does an inbound call

become billable? In PayƗPerƗCall (PPCall), you are not selling a lead file

or a warm agentƗtoƗagent handoff. You are selling a live phone session

that meets clear rules. Those rules are your “qualified call” definition

from S1. Now we attach a price to that event and decide when funds are

released.

There are three practical payout styles in PPCall: durationƗbased,

acceptedƗcall, and per transfer (meaning “per connected handoff”

inside a PPCall flow, not the separate liveƗtransfer product). Many

campaigns mix elements of these, but each one has a different risk split

between you and the buyer.
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Duration‑Based Payouts

In a durationƗbased model, a call is payable when it reaches aminimum

talkƗtime after connection to the buyer. The timer should start only

when the buyer’s system actually answers. Ring time and your IVR do

not count. This keeps things fair: if a consumer hangs up during ringing,

nobody pays; if the buyer answers and has a real conversation, you get

paid.

Duration thresholds are usually 60, 90, 120, or 180 seconds. Higher

thresholds normally comewith higher prices because short wrongƗnum-

ber calls arefilteredoutbeforebilling. Somebuyersprefer tieredpayouts.

For example, a call might pay a small amount if it lasts 30–59 seconds,

a standard amount at 60–119 seconds, and a premium amount at 120

seconds or more. Tiering can stabilize cash flowwhile you test traffic,

because not every legitimate inquiry needs two full minutes to prove

intent.

Two details prevent disagreements. First, define preciselywhere the

platformmeasures time: “postƗconnect talkƗtime to Buyer,” not “total

call length.” Second, state how internal transfers inside the buyer are

treated. If their IVR answers and thenmoves the caller to an agent, the

clock should continue. If their system plays a long hold message, the

clock should still run, or you will be punished for their queue delays.

Duration models work best for urgent, shortƗcycle services—

insurance quotes, home services, travel bookings—where real buyers

can qualify a caller quickly. They are also easy for networks to

standardize, which is why you see them often in public offers.
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Accepted‑Call Payouts

In an acceptedƗcall model, the buyer pays only when they accept the call

according to written criteria. Durationmay exist, but acceptance is the

gate. The criteria should be the same elements you defined in S1: correct

geography, product fit, language, uniqueness window, and hours. The

difference iswho decides. With duration billing, the platform decides

automatically with a timer. With acceptance billing, the buyer (or the

network) reviews andmarks each call “accepted” or “returned.”

This model shifts more quality risk to the publisher, so you must

demand tight, objective reasons for returns. “Not interested” after

a twoƗminute conversation is not a valid return unless you both agreed

to that. “Out of state,” “duplicate within 14 days,” or “under 65 for

Medicare” are valid if they are written in the insertion order. To keep

cashmoving,many teams use autoƗaccept after X days: if the buyer does

not review within, say, five business days, the call becomes accepted by

default.

AcceptedƗcall payouts fit niches with strict qualifiers or compliance

sensitivity—certain legal intakes, healthcare, or finance—where a timer

alone does not guarantee value. They also help inmultiƗstate campaigns

where geography errors can be expensive. The tradeƗoff is slower

reconciliation unless you enforce clear review windows.

“Per Transfer” Inside PPCall (Not Live Transfers)

The phrase “per transfer” confuses many teams, because it sounds

like live (warm) transfers. In this course we stay inside PPCall. Here,

“per transfer” means you are paid each time your system successfully

connects a caller to the buyer’s destination—a bridge event—oftenwith

9
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a very short confirmation window (for example, at least 15–30 seconds

connected to a live endpoint rather than voicemail). You are not staying

on the line to introduce the caller; you are proving that your platform

delivered a real person to a real agent.

This payout style is useful when a buyer’s agents pick up very fast and

close quickly, and when both sides want to keep the definition simple. It

does require strict handling of voicemail, busy signals, and IVR loops.

Your contract should clarify that a “transfer” means a connection to a

live queue or agent, not a voicemail inbox, and that the platformexcludes

obvious system failures or carrier errors.

PerƗtransfer PPCall payouts are common in highƗvolume routing

setupswithmany buyers and dynamic rules. They let youmonetizemore

of the short but valid inquiries that do not need a long timer. Prices are

usually lower than durationƗbased payouts of 90–180 seconds, because

the buyer is accepting a wider range of call lengths.

Hybrid Structures and Quality Guards

Real campaigns often blend the ideas above. A common hybrid is

duration with limited return reasons: once a call hits 90 seconds

postƗconnect, it is autoƗaccepted unless it violates a small list of objective

rules (wrong state, repeat within 14 days, prohibited product). Another

hybrid is per transfer with a microƗduration: transfers that drop in

under 20 seconds are nonƗbillable; everything above that is payable.

You will also see quality bonuses (for example, extra $5 for calls over 5

minutes) or seasonal tiers to match staffing.

Whatever you choose, remember the rule of thumb: timers prevent

disputes; acceptance lists resolve edge cases. Keep both short and

precise.

10



PPC FUNDAMENTALS & BUSINESS MODELS

Net Terms: When You Actually Get Paid

“Net terms” describewhen funds are due after the billable event. The

two clocks you must define are what starts the clock and how long it

runs.

There are two common start points:

1. Net X from acceptance. The clock starts when the call status

becomes “accepted.” If you use autoƗaccept after five days, a call on

September 1st that is not reviewed becomes accepted on September

6th;NetƗ15would pay on September 21st.

2.

3. Net X from invoice period close. The clock starts when a weekly

or monthly invoice is issued. In this case, the cutƗoff daymatters.

For example, a weekly cycle closing each Sunday might pay the

following Friday (effectively NetƗ5 to NetƗ7).

4.

Shorter nets reduce your financing cost; longer nets increase buyer

comfort. NetƗ7 and NetƗ15 are commonwith networks. NetƗ30 or NetƗ45

appear with new direct buyers who need internal approvals. If you are

taking real traffic risk, ask for preƗfunded credit or a deposit for the first

week, thenmigrate to standard net terms after performance is proven.

Twomore mechanics keep cash predictable:

Holdbacks and thresholds. A buyer or network may hold a small

percentage (for example, 10%) as a reserve until the dispute window

closes, or require a minimum payout amount before wiring. Reserves

should be timeƗboxed (“released after 30 days”).

Currency, fees, and time zones. Write the settlement currency,

who pays bank fees, and which time zone controls the cutƗoff. Many

arguments start here, not in quality.

11
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Cash‑Flow Timeline (A Simple Example)

Imagine you launch a PPCall insurance campaign on September 1with

these terms:

• Payout: $45 per qualified call at 90Ɨsecond postƗconnect duration.

•

• Acceptance: autoƗaccept after 5 business days unless returned for

“out of state” or “duplicate within 14 days.”

•

• Net terms: NetƗ15 from acceptance.

•

• Cycle: weekly invoice closing Sundays, New York time.

•

A call arrives and hits 90 seconds on Wednesday, September 3. The

buyer does not return it byWednesday, September 10. It autoƗaccepts

that day. Your NetƗ15 puts the due date on Thursday, September 25. If

the network wires only on Fridays, you likely see funds on September

26. That single paragraph in your IO turns a vague promise into a date

you can plan around.

Protecting Yourself When You Extend Credit

As soon as you send calls before receiving money, you are extending

credit. Protect it with caps and credit checks. Set a daily or weekly cap

for new buyers until they build a payment history. If a buyer wants high

volume from day one, ask for a prepayment or an escrow balance equal

to several days of expected spend. For networks, ask how they fund

12
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publisher payments if an advertiser is late; some pay publishers on time

regardless, others pass through the delay.

When a payment is late, be specific and calm. Send a reconciliation

with call IDs, dates, and amounts due. Most delays are operational. If the

issue is cash, reduce caps until the account is current. You are running a

business, not a bank.

Writing It Down: Clean, Re‑usable Clauses

Clear writing prevents grey areas. Here are two short models you can

adapt.

DurationƗbased.

“Publisher will be paidUSD$45 per qualified call. A qualified call is an

inbound consumer call connected to Buyer and lasting ≥ 90 seconds

postƗconnect. Time prior to Buyer connection (ring/IVR) does not

count. Calls are autoƗaccepted after 5 business days unless returned

for outƗofƗstate or duplicate within 14 days. Payment terms areNetƗ15

from acceptance; settlement currency USD; bank fees paid by Buyer.”

Per transfer (PPCall).

“Publisher will be paid USD $28 per connected transfer. A connected

transfer occurs when a live consumer is bridged to Buyer’s agent or live

queue and remains connected≥20seconds. Voicemail and systemerrors

are excluded. Duplicate callers within 14 days are nonƗbillable. Calls not

reviewed within 5 business days are deemed accepted. Payment terms

weekly, NetƗ7 fromweek close, New York time.”

Keep the language short. Avoid hidden “gotchas.” If a rule matters,

write it in plain English.

13
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How Payout Style Changes Your Operations

Your payout definition influences everything you build next. Dura-

tionƗbased campaigns push you to optimize IVR paths and staffing

so more calls cross the timer. AcceptedƗcall campaigns push you to

improve geography and qualifier accuracy so fewer calls are returned.

PerƗtransfer campaigns reward tight carrier monitoring and liveƗanswer

detection, because every successful bridge is revenue.

There is no single “best” payout style. Pick the one that matches your

traffic source, your routing stack, and your buyer’s process. If you are

new to a vertical, start with a simple duration threshold and a short list

of return reasons, then adjust once you see real conversations and hear

real objections.

S3. Acceptance & refund mechanics (and what

controls them)

What “accepted”means in payƗperƗcall.

In payƗperƗcall (PPCall), you get paid when a call meets the buyer’s

qualified criteria. Those criteria are agreed up front (insertion order,

offer page, or network dashboard) and typically include: a minimum

connected duration (e.g., 60/90/120 seconds), approved geography,

business hours, and caller intent (e.g., residential HVAC vs. commer-

cial). Most buyers count only the time after the agent answers—called

connected duration—not time spent in your IVR. Platforms like Invoca

track both Total Duration (includes IVR) and Connected Duration (agent

talk time) so everyone can see exactly what qualifies the call. Invoca

Developer Portal

Common nonƗpayable calls.

Across networks and direct buyers, the most frequent exclusions are
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unanswered/abandoned calls, repeat callers within a coolƗoff window,

outƗofƗregion calls, afterƗhours calls, and callers who selfƗdisqualify

in IVR (e.g., choose “commercial” when the buyer only accepts “res-

idential”). Invoca’s reporting explicitly flags repeat callers and shows

payin/payout conditions so you can see which rule blocked payment;

buyers often set conditions like “duration > 90 seconds AND in_region.”

Invoca Developer Portal

Networks also publish plainƗlanguage versions of these rules. For

example, Soleo’s overview calls out the “qualified if duration + busi-

nessƗhours + category fit” pattern, and their vertical pages note typical

durations (e.g., dental often 30–90 seconds). Soleo+1

Acceptance and return states—real network example.

Marketcall labels each call with a state. “NonƗqualified” means the

call didn’t meet payout conditions; “Refused”means themerchant or

QA denied it; neither is billed. They also provide a dispute flow with a

clear window—affiliates can appeal within two days of status assignment

from inside the dashboard. This is a concrete example of how return

windows work in practice. MarketcallMarketcall Help Center

How acceptance is actually measured (and why it matters).

Because connected duration is the gate for many offers, you should

design your IVR to gather only what is necessary to route the call, then

connect quickly. Long menus depress connected talk time and can

turn a 95Ɨsecond total call into a 45Ɨsecond connected call that misses

payout. Invoca’sfielddefinitionsmake thedistinctionexplicit—duration

includes IVR time; connect_duration is what most buyers pay on. Build

scorecards and QA around connect_duration to align your scripting and

routing with buyer rules. Invoca Developer Portal

Refund/chargebackmechanics.

Refunds (or “returns”) occur when a call was initially marked payable

but later fails buyer QA (e.g., wrong geo, underƗage for a Medicare

offer, duplicate customer). The mechanics vary by partner, but you’ll
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commonly see: (1) a defined review period; (2) specific evidence require-

ments (recordings, IVR keypress, agent notes); and (3) an appeal path.

Again, Marketcall’s twoƗday appeal window is a useful benchmark; other

partners use different windows but the process—submit the call ID and

evidence via dashboard—tends to look similar. Marketcall Help Center

What controls acceptance (and what you can tune):

• Traffic intent & targeting. Sources with high intent (search,

mapƗbased queries) produce longer connected talk time. Make sure

your media only targets the geos and categories the buyer accepts

(e.g., “furnace repair near me” to residential HVAC in allowed ZIPs).

Buyer businessƗhour settings in PPCall platforms help enforce time

windows. Soleo

•

• IVR design. Use justƗenough branching to (a) confirm the service

type, (b) capture aZIP, and (c) route to the correct buyer immediately.

Every extra prompt risks shrinking connected duration. Invoca’s

reports evenstore IVRkeypresses soyoucanprove intentondisputes.

Invoca Developer Portal

•

• Answer rates & call identity. If the buyer doesn’t pick up,

nobody gets paid. STIR/SHAKEN callerƗID authentication and

branded calling canmaterially lift answer rates; the FCCmandates

STIR/SHAKEN deployment, and multiple telecom studies report

answerƗrate increases when calls are authenticated and branded.

Federal Communications CommissionTransNexusTNS

•

• Agent handling. Scripted qualification within the first minute—

right after connection—prevents wasted talk time and supports

acceptance on durationƗbased offers (see S7 for scripting).

•

16

https://help.marketcall.com/en/article/how-to-appeal-refused-or-non-qualified-calls-1b24thb/?utm_source=chatgpt.com
https://help.marketcall.com/en/article/how-to-appeal-refused-or-non-qualified-calls-1b24thb/?utm_source=chatgpt.com
https://soleo.com/complete-guide-to-pay-per-call/?utm_source=chatgpt.com
https://soleo.com/complete-guide-to-pay-per-call/?utm_source=chatgpt.com
https://developers.invoca.net/en/2018-11-01/api_documentation/transactions_api/network_user.html
https://developers.invoca.net/en/2018-11-01/api_documentation/transactions_api/network_user.html
https://developers.invoca.net/en/2018-11-01/api_documentation/transactions_api/network_user.html
https://www.fcc.gov/call-authentication?utm_source=chatgpt.com
https://www.fcc.gov/call-authentication?utm_source=chatgpt.com
https://transnexus.com/blog/2025/branded-calling-improves-trust-call-answer-rates/?utm_source=chatgpt.com
https://tnsi.com/resource/com-how-branded-calling-can-boost-conversion-rates-blog/?utm_source=chatgpt.com


PPC FUNDAMENTALS & BUSINESS MODELS

• Routing logic. Ensure geo and schedule filters run before you ring

the buyer to avoid quick refusals and returns.

•

Quick scenario.

You promote “AC repair—same day” for one metro. Your IVR asks:

“Residential or commercial?” → “Enter ZIP.” Calls with “residential”

+ inƗmetro ZIP route to Buyer A; “commercial” goes to Buyer B. After

10 days, your connected duration is 92 secondsmedian and acceptance

is 83%. You notice many short calls from a neighboring area—expand

geo only after adding a second buyer who wants that area. You track

acceptance by payout_conditions in your call logs to see which rule gate

causes most denials. Invoca Developer Po

S4. Choosing your first vertical & model

Start where the phone is already the natural next step.

Your first wins usually come from “urgentƗneed” or “highƗconsider-

ation” services where people want to talk to a human: home services

(HVAC, plumbing, pest), insurance, health appointments, legal intake.

Industry guides from Invoca and others consistently highlight these

categories because inbound calls convert well and buyers know how to

staff for them. InvocaSoleo

RealityƗcheck the rules before you launch.

Each vertical has its own acceptance logic and seasonality:

• Home services (HVAC, plumbing). Easy qualifiers (residential,

ZIP code), clear business hours, strong local intent. Seasonality is

real: demand spikes during weather extremes and shoulderƗseason

maintenance pushes; multiple datasets show peaks outside the
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obvious midƗsummer window too (e.g., fall tuneƗups). That makes

dayparting andgeo routing simple for afirstƗtimer. Franchising.com

Samsara

•

• Healthcare & insurance. Excellent payouts but heavier compliance.

Medicare calls cluster around AEP, October 15–December 7, and

marketing has strict CMS rules (e.g., required TPMO disclaimer

on sales calls and materials). If you’re new, either partner with

a network that manages compliance or start with simpler health

appointment categories. MedicareCenters for Medicare &Medicaid

Services

•

• Legal. High ticket but stringent intake rules andpotential for longQA

review windows. New buyers should have crystalƗclear acceptance

definitions (case type, state, incident date windows, etc.).

•

Pick amodel that matches your risk tolerance.

• DurationƗbased accepted call. You’re paidwhen connected talk time

crosses the threshold (e.g., 60/90/120s) andother conditionsaremet.

This is themost commonentrypoint and it’s easy tooptimize toward

because connected duration is visible in every call log. Guides and

network docs frequently cite these thresholds, and some verticals

(e.g., dental) accept as low as 30s, which lowers risk on new tests.

resources.callthread.comSoleo

•

• PerƗtransfer (warm transfer). You connect the caller to a buyer

and get paid per successful transfer. Great if your team can do fast

preƗqual on the line. (We cover transfer technique in S7.)

•
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• Performance hybrids. Some buyers layer revenue share or bonus

signals on top of duration (e.g., “quote given” or “appointment

set”). Platforms like Invoca expose payout_conditions and signals so

you can prove the bonus criteria were met. Invoca Developer Portal

•

Where to source your very first offers.

Use established PPCall networks with transparent rules and dash-

boards. Aragon (ranked highly in industry lists), RingPartner, Soleo,

andMarketcall all publish program details and vertical coverage. You’ll

see the exact duration thresholds, geo, and hours before you send traffic,

and you’ll get a builtƗin dispute path for returns. mThinkRingPartner

SoleoMarketcall

A simple selection rubric you can apply today.

1. Acceptance clarity: Can you write the buyer’s acceptance rule in

one sentence (“Residential HVAC in [metro], 90Ɨsec connected

duration, 8a–6p local”)? If not, choose another offer. (Soleo’s

docs show how hours and categories are set; aim for that level of

clarity.) Soleo

2.

3. Buyer density: Is there more than one buyer for the same intent?

If yes, you can add backup routing (see C6).

4.

5. Seasonality plan: Do you know when demand peaks (AEP dates

for Medicare; weather windows for HVAC)? If yes, align budgets,

dayparting, and staffing. MedicareFranchising.com

6.

7. Compliance load: If CMS/TSR/TCPAmakes you hesitate, start with

local services first and revisit regulated verticals later.

8.
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Mini case—why HVAC wins for beginners.

You launch with “AC repair—same day” in onemetro. Your network

specifies: residential only, inƗmetro ZIPs, 90s connected duration,

M–Sat 8a–6p. You add a twoƗquestion IVR to filter commercial calls and

collectZIP, thenconnect immediately. Early acceptance is80%+, returns

are low, and you have multiple backup buyers. That fast feedback loop

makes it an ideal training ground. (Soleo’s andMarketcall’s materials

map to this type of setup.) SoleoMarketcall

S5. Minimum‑viable stack (tracking, telephony,

analytics)

You don’t need a big call center or fancy software to start in payƗperƗcall.

In fact, many call buyers and call networks already give you the basics

for free. They often hand you tracking phone numbers, simple reports,

and builtƗin routing. If your buyer runs on a platform like Ringba, they

can even route your calls to the best buyer in real time with a “ring tree”

and realƗtime bidding. In that case, your “stack” can be very light—you

just add analytics on your side so you can see which ads and pages send

good calls. If a buyer does not give you numbers or tracking, you can still

be live fast with a small, cheap setup of your own. This chapter shows

both paths and keeps the steps simple. CJRingba+1

What you may already get for free

Many payƗperƗcall programs assign a unique tracking number to each

campaign or publisher. You place that number in your ad or on your

page. When a person calls it, the platform logs the source and sends

the call to the buyer. Big networks and platforms explain it the same

way: publishers get unique, trackable numbers; all publisherƗreferred
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calls are logged and routed based on the campaign rules. If your buyer or

network already gives you this, you can start driving calls today without

buying your own tracking tool. InvocaCJCallerReady

Some buyers and networks also run on Ringba, which was built for

payƗperƗcall. Ringba supports “ring trees” and RTB (realƗtime bidding).

That means a call can “ping” approved buyers, check their bid and

availability, and then route to the winner. The buyer pays more during

busy times, and you get better yield, while good callers connect faster. If

your partner already runs this setup, you get strong routing and tracking

without lifting a finger. RingbaRingba+1

Bottom line: if your buyer or network covers numbers and tracking,

your minimum stack is “analytics on top.” If they don’t, you can add

your own numbers and a tiny IVR and be fine.

Why add your own light stack anyway?

Even when a buyer gives you numbers, it still helps to own a bit of data

yourself. You want to knowwhich ad, keyword, or post started each call,

and whether that traffic tends to pass the buyer’s timer. A simple way to

do this is to track the tapƗtoƗcall clicks on your page and tag your traffic

with UTMs. Later, you can match those clicks to the call logs your buyer

or network gives you. This gives you one view of “what we paid for” vs.

“what got accepted.” Analytics Mania

Owning a light stack also gives you backup options. If one buyer is

full, you can switch to another. If your network gives you a highƗlevel

report, you can still combine it with your ad data to make fast changes.
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The truly minimum stack when the buyer covers tracking

Let’s say yourpest control buyer gives youa trackingnumber and reports.

Here is the smallest setup that still runs like a pro, told as a story.

You publish a oneƗpage site: “Phoenix Pest Help.” On the page, your

main button is tapƗtoƗcall. In Google TagManager, you fire a GA4 event

whenever someone taps a tel: link. You add UTMs to your ads (source,

campaign, keyword). By the end of the day, GA4 shows you howmany

people tapped thenumber fromeachadgroup. Tomorrow, youdownload

the buyer’s call log and see which calls were accepted. You match the

two sets by time and landing page. If one ad group sends many taps but

few accepted calls, you lower that bid. If one article sends fewer taps but

longer accepted calls, you keep it and write a second article like it. This

is simple, and it works. Analytics Mania

If you also run Google Ads, you can go one step further and import

phone call conversions so bidding learns from your best calls, not just

clicks. Google’s own help docs and API docs show how to import call

conversions (even offline), which lets Smart Bidding aim at qualified

calls. This closes the loop without heavy tools. Google HelpGoogle for

Developers

That’s all you truly need if your buyer or network already gives you the

numbers and the call logs: track taps, tag traffic, import conversions,

and compare to the buyer report. You will know where to put your

money tomorrow.
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When numbers and tracking are NOT covered: add tiny, proven

pieces

If a buyer does not give you numbers or reports, you can add your own

with two small parts: a tracking layer and a telephony/IVR layer.

For the tracking layer, many teams start with a simple vendor that

supports DNI (dynamic number insertion). DNI swaps the phone

number on your page for a sessionƗunique number, so you can tie each

call to a source or keyword. CallRail explains DNI clearly and shows

how to test it: you add a short script to your site, and it shows the right

tracking number to each visitor. This is a fast way to see where calls

come from, even if you don’t own a big system. CallRail Help Center+1

CallRail

For the telephony/IVR layer, you can use a lowƗcode IVR from Twilio

Studio or use Telnyx Call Control (their Voice API) if you want web-

hookƗstyle control. Keep the IVR short: get consent to record, ask for

ZIP, and route to the buyer. If the buyer does not answer in 20 seconds,

route to a backup. Twilio’s docs show how to build IVRs without code,

and Telnyx explains how Call Control and webhooks help with custom

routing. Both support call status webhooks so you can see “answered,”

“busy,” or “no answer,” which helps you debug the difference between

bad traffic and a buyer who is just full. TwilioTelnyx Help CenterTelnyx

Developers

For recording and transcripts (great for QA and disputes), Twilio

provides call recording and supports transcription; it also shows how

to start recording only after you say your recording notice. That keeps

you safe and keeps buyers happy. Telnyx also supports programmatic

controls andmedia handling if you prefer their stack. Use whichever you

can set up the fastest. Twilio+1Twilio Help CenterTelnyx

Put these small parts together and you’re live: tracking numbers (via

DNI) on the page, a twoƗquestion IVR (consent + ZIP), fast routing, and

23

https://support.callrail.com/hc/en-us/articles/5711814948877-Dynamic-number-insertion-overview?utm_source=chatgpt.com
https://www.callrail.com/blog/what-is-dynamic-number-insertion?utm_source=chatgpt.com
https://www.twilio.com/docs/studio/tutorials/how-to-build-an-ivr?utm_source=chatgpt.com
https://support.telnyx.com/en/articles/4374050-configuring-call-control-texml-applications-voice-api?utm_source=chatgpt.com
https://developers.telnyx.com/docs/voice/programmable-voice/voice-api-webhooks?utm_source=chatgpt.com
https://developers.telnyx.com/docs/voice/programmable-voice/voice-api-webhooks?utm_source=chatgpt.com
https://www.twilio.com/en-us/call-recording?utm_source=chatgpt.com
https://help.twilio.com/articles/223133027-Transcribe-entire-phone-calls-with-Twilio?utm_source=chatgpt.com
https://telnyx.com/resources/what-is-call-control?utm_source=chatgpt.com


UNDISCOVERED PROFITS : PAY PER CALL MASTERY

recordings. This is not heavy. This is aweekend build.

Real‑life example: HVAC with and without buyer tools

Case A: Buyer has you covered.

Your HVAC buyer runs on Ringba and gives you two local numbers and

a report. They also use a ring treewith RTB to sell calls to the highest,

available bidder in their pool, so answer rates stay high. You focus on

traffic and page clarity. On your side, you track tel: clicks with GA4 and

import call conversions into Google Ads. You check the buyer report at

night and shift bids based on accepted calls, not just clicks. You ship fast

and skip heavy setup. RingbaRingbaGoogle HelpGoogle for Developers

Case B: You need your own basics.

A smaller plumbing buyer wants calls but does not have tracking for

you. You add CallRail DNI to your page so each visitor sees a unique

number. You build a tiny Twilio Studio IVR: “This call may be recorded—

ok to continue?” then“Please enter your ZIP.” If ZIP is inside the buyer’s

area, you call them; if they don’t answer in 20 seconds, your flow tries

Buyer B. You enable status webhooks so you can see if “no answer” is

the problem. You import call conversions to Google Ads so bids find the

hours that produce accepted calls. In three days, you see afternoons pass

the timer more; you dayƗpart spend to 3–6 p.m. and acceptance climbs.

CallRail Help CenterTwilioTelnyx DevelopersGoogle Help

What to measure from day one (simple wins)

Measure taps on your phone number so you know demand. GA4 +

GTM can do this in minutes. Name the event something obvious like

phone_call. Look at it by source, campaign, and page. If taps are high

but calls are short, check your IVR length and buyer answer rate. If taps

are low, fix the headline andmake the button larger. Analytics Mania
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Measure accepted calls using the report your buyer or network gives

you. If you own the numbers, export from your tracking tool and note

connect duration and final status. “Over the timer” with “accepted” is

what pays. If you see many “no answer by buyer,” turn on overflow or

ask for a staffing window.

Measure call qualitywith recordings and transcripts. Once a day, listen

to two short calls. Check that your script starts with the recording notice,

asks for ZIP early, and transfers within a minute once a fit is clear. If

the start is slow, shorten the opener by one sentence. Small script fixes

raise minutes and lower refunds. Twilio

Measure cost per accepted call bymatching your ad spend to accepted

calls. If one source is high cost but low acceptance, pause it for a day

while you adjust targeting. If one hour is a winner, shift budget there.

A simple 10‑step “first vertical” build (read like a checklist, run

like a story)

Start with what your buyer or network already offers. If they give you

numbers and tracking, accept them and plug in analytics on your side. If

not, add a tiny layer yourself.

Set up GA4 tapƗtoƗcall tracking on your page. This shows demand by

source today, not later. Keep the page fast and simple so the number

shows right away. Analytics Mania

If needed, add DNI so each visitor sees a unique tracking number tied

to their source. This lets you see which ad or post caused the phone to

ring. CallRail Help Center

If needed, build a tiny IVR in Twilio Studio or Telnyx: recording notice

→ ZIP → connect to Buyer A, with overflow to Buyer B after 20 seconds.

Turnonwebhooks soyou can see answer/busy/noƗanswer. TwilioTelnyx

Developers

Turn on recording/transcripts so you can fix script problems fast and
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create proof for disputes. Always announce recording first. Twilio

If you buy media, import call conversions back into Google Ads so

bidding learns from your good calls. Keep the import window current

and follow Google’s steps. Google Help+1

Watch one live metric every morning: accepted rate by source for

yesterday. If one source drops, listen to two calls and check for a pattern

like “warranty” or “out of area.” Make one change. Tomorrow, check

again.

If your buyer or network runs Ringba RTB, lean on it. Their ring tree

plus your clean IVR and page will carry a lot of the weight. You can focus

onmaking the right people tap your number at the right hours. Ringba

Keep notes. Write what you changed and what happened. After a week,

you’ll have a small playbook that works in the next city or next niche.

The short version (so you remember)

If your buyer or network provides phone numbers and tracking, use

them. Many do. Some runRingbawithRTB and ring trees, whichmeans

strong routing and solid reports out of the box. Layer GA4 tap tracking

and Google Ads call imports on top so you can see which ads create

accepted calls. That’s thewhole stack for now. CJRingbaAnalyticsMania

Google Help

If your buyer does not provide numbers or tracking, add two tiny

pieces: DNI for numbers on your site and a short IVR for consent, ZIP,

and routing. Twilio Studio or Telnyx Call Control can handle the IVR in

hours, not weeks. Record and (optionally) transcribe calls so you can

coach and win disputes. Then feed your results back to your ads. That’s

it. Keep it small. Keep it clear. And keep shipping. CallRail Help Center

Twilio+1

With this minimumƗviable stack, you can launch a new payƗperƗcall

vertical with calm steps, see what works, and grow only after you have
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proof. The goal isn’t tools. The goal ismore accepted calls from people

who get help fast.
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2

Compliance & Risk Management (TCPA, TSR,

DNC)

S1. TCPA & Consent Essentials for Calls and Callbacks

Think of theTelephone Consumer ProtectionAct (TCPA) like guardrails

on a mountain road. It keeps you on track so your payƗperƗcall business

does not slide into trouble. The rule is simple to say, but youmust follow

it in detail: get the right kind of permission from the person before you

call or text them, and pay attention to how your call is made.

First, what is a “call”? For the TCPA, a text message counts as a call.

That means if you send a text to try to sell something or to get someone

to call you back, you must treat it like a phone call under the rules. In

late 2023 and early 2024, the FCC explained again that texts are covered

and that Do Not Call protections apply tomarketing texts. So your “call

me back” text is inside the same rulebook as your voice dial. Federal

RegisterFCC Apps

Second, the law cares about the tool youuse. In 2021, theU.S. Supreme

Court said a device is an “autodialer” only if it uses a random or

sequential number generator to store or produce numbers and dial

28

https://www.federalregister.gov/documents/2024/01/26/2023-28832/targeting-and-eliminating-unlawful-text-messages-implementation-of-the-telephone-consumer-protection?utm_source=chatgpt.com
https://www.federalregister.gov/documents/2024/01/26/2023-28832/targeting-and-eliminating-unlawful-text-messages-implementation-of-the-telephone-consumer-protection?utm_source=chatgpt.com
https://apps.fcc.gov/edocs_public/attachmatch/FCC-15-72A1.pdf?utm_source=chatgpt.com


COMPLIANCE & RISK MANAGEMENT (TCPA, TSR, DNC)

them. This narrowed the old, broader view. Many call systems today dial

from a stored list, not by random number. Those may not be autodialers

under that Supreme Court ruling. But that does notmean you’re free to

ignore the TCPA: if you use a prerecorded or artificial voice, or if you

call or text people on Do Not Call lists without the proper consent, you

can still break the rules. Supreme Court

Now let’s talk about consent. For telemarketing to a wireless number

that uses an autodialeror an artificial/prerecorded voice, youneedprior

express written consent. This is a signed agreement (the signature can

be electronic) that clearly lets one identified seller (more on that in a

moment) call or text with ads or telemarketing. The agreement can’t be

a condition of buying something. If you are only giving information the

person asked for and you aremanually dialing and not using recorded

voices, prior express consent (not written) may be enough. But be

careful: if the call turns into selling, you bounce right back into the

stricter,written consent box. The core rule sits in 47 C.F.R. § 64.1200.

Legal Information Institute

What about lead generation and comparison sites? InDecember 2023,

the FCC adopted rules that said written consent must be for a single

named seller and the call or text must be logically and topically related

to the site where the person gave consent. The FCC used an example

fromAssurance IQ to showwhyhiding huge “partner” lists behind a link

is not clear consent. The order also stressed that the caller carries the

burden to prove consent. Then, in January 2025, the Eleventh Circuit

court vacated the “oneƗtoƗone consent” part of the FCC’s approach,

saying the FCC went too far under the TCPA. Even so, many buyers still

contractually require namedƗseller consent. It’s smart to build for that

anyway: it lowers fights with buyers and carriers and shows good faith

with regulators. Federal Register Public InspectionFCCDocsapi.ctia.org

Here’s a real story. Maya runs a Medicare payƗperƗcall flow. Her

landing page used to say “We and our partners may contact you,” with
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“partners” hidden behind a link that listed dozens of companies. After

reading about the FCC’s concerns and the Assurance IQ example, she

rebuilt the page. Now, it shows one local insurance agency by name,

explains exactly what the personwill get, and collects an eƗsignature box

that is not required for any purchase. Complaints dropped. Transfers

held up in QA. Carriers stopped flagging her numbers. When a buyer

asked for proof, Maya sent a PDF screenshot of the exact optƗin page

with timestamp, IP, and full disclosure. The invoice was paid.

Revocation is easy for the consumer and must be honored fast. If a

person replies STOP (or similar words), tells you to “do not call”, or

asks you to stop in any reasonable way, you must process it within a

reasonable time not to exceed 10 business days. You may send one

confirming text that the optƗout worked, but nomoremarketing after

that. Build your workflow so STOP and DNC flow right into suppression.

Federal Register

Callbacks bring nuance. If a person calls your tracking number on

their own, your TCPA risk is low because they started the call. For

outbound callbacks (like after a web form or a text optƗin), dial soon

while the person still expects your call. Keep your call on the topic they

agreed to. If the call leans into selling, make sure your consent supports

sales (and, where possible, names the seller) even after the Eleventh

Circuit pause. This “topicƗmatched” idea comes straight from the FCC’s

textƗmessaging work and is a good risk control. Federal Register Public

Inspection

Time windows and Do Not Call (DNC) also matter. The federal

telemarketing rule says do not call before 8 a.m. or after 9 p.m. local

time. Keep your DNC scrubs fresh; sellers must use a DNC list updated

within 31 days to fit the safe harbor. Also keep an internal DNC list, and

honor those requests promptly. Your internal DNC obligations sit in FCC

and FTC rules, and the internal DNC recordmust bemaintained for years

(see S2 for how long). GovInfoeCFR
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Build a consent packet for every source. Save a screenshot or PDF

of the exact page where the person saw and agreed to the disclosures

(with the seller’s name if you have it). Keep the full disclosure text, the

timestamp, IP, user agent, and the form values. For voice consents,

save the audiowith the clear notice and the person’s “yes.” Store a hash

or tamperƗevident log. Andmake sure your system can export all of this

quickly. Remember: you have to prove consent. The FCC has said the

burden of proof is on the caller. FCC Docs

A cautionary example: the FCC criticized Assurance IQ because

consumers gave consent on a page where a long list of “partners” was

hidden behind a link and some listed companies were not even closely

related to the topic. If your page looks like that, expect headaches with

buyers and carriers—and extra risk. Clean, namedƗseller language is

safer. Federal Register Public Inspection

One more lateƗbreaking point. In June 2025, the U.S. Supreme

Court ruled that district courts do not have to defer to the FCC’s TCPA

interpretations in the sameway as before. That adds legal uncertainty in

some areas. For a PPCall shop, the practical move is simple: keep strong

consent, honor STOP and DNC fast, and store your proofs. Those steps

protect you even as court views shift. Reuters

Bottom line: For payƗperƗcall, theTCPA is not just a law—it’s your best

friend when you build for clear, sellerƗnamed (when possible) consent,

fast optƗout handling, and tight records. Do that every time, and your

calls connect, your buyers stay happy, and your invoices keep getting

paid.
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S2. DNC, SMS, and Call‑Recording Disclosures

(One‑Party / Two‑Party)

The Do Not Call (DNC) Registry is simple in theory. People add their

number because they do not want sales calls. As a telemarketer or

seller, youmust check the Registry at least every 31 days and not call

those numbers, unless an exception applies. The FTC enforces the

Registry, and the FCC helps, too. When you access the Registry, you get

a Subscription Account Number (SAN). Keep proof ofwho accessed it,

whenyouaccessed it,whicharea codesyoupulled, andwhich campaigns

used that download. This record often settles disputes fast. eCFRFederal

Trade Commission

What about numbers you can still call? The Established Business

Relationship (EBR) rule says youmay call someone on the DNC list for

up to 18months after a purchase or transaction, or for 3months after

an inquiry. If they say “do not call me,” the EBR ends right there. Do

not rely on stale EBRs; this is a commonmistake. Track your 18Ɨmonth

and 3Ɨmonth clocks in your CRM. If the clock runs out, stop unless you

have fresh consent. Federal Trade CommissioneCFR

There is also internal DNC. This is your own list of peoplewho told you

not to call again. The FCC’s rule says youmust honor companyƗspecific

DNC requests and keep that list. How long? FCC rules point to five years

of honoring and recordkeeping for companyƗspecific DNC, and many

compliance teams choose to honor indefinitely to be safe, especially be-

cause the FTC’s general guidance pushes you to respect the consumer’s

wish even if not timeƗboxed by the TSR text. Build your suppression

system to hold at least five years—and in many verticals, forever. eCFR

CallShaper

Texts are covered by DNC when they aremarketing. The FCC codified

that National DNC protections apply to marketing texts. So your “flash

sale” SMSmust obey DNC scrubbing and proper consent, and youmust
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honor STOP quickly. This is not optional; carriers also expect you to

follow SMS best practices. Federal Register

Carriers and the CTIA (the wireless trade group) publish SMS best

practices. They expect you to showyourprogramname, the type ofmes-

sages (“alerts,” “promos,” “appointment reminders”), “Msg&Data

ratesmay apply,” your frequency (or “freq varies”), simpleHELP/STOP

instructions, and links to Terms and Privacy. If you run a “text to

get a call now” flow, put the disclosures at optƗin and again in the

confirmation. NonƗcompliant SMS programs get filtered or shut off

by carriers. Keep your messaging clean so your numbers stay healthy.

Morrison FoersterConsumer Financial Services LawMonitor

Let’s cover call recording. Many PPCall teams record calls for training

and quality checks. U.S. states split into oneƗparty consent (only one

person on the call needs to agree—often you) and allƗparty (twoƗparty)

consent states where everyone on the call must agree. California is

an allƗparty state. If you call a California mobile phone and record the

call, you must say so at the start and get a clear “yes.” When two states

have different rules, many lawyers advise using the stricter (allƗparty)

approach. A simple script works: “This call is recorded for quality and

compliance—may I continue?” Wait for yes, then go on. Keep the

recording as proof. CTIAsupport.callhub.ioDIDforSale

A quick realƗlife example. Andre runs a homeƗwarranty campaign from

Arizona. He calls a lead whomoved from California and kept the same

cell number. Andre’s dialer is set to play the recording notice at the start

of every call. If the person says “no,” Andre stops the recording and

continues, or he ends the call. Because he logs consent for recording

at the top, he is protected when his buyer requests a sample. If Andre

had skipped the disclosure, he could face a state privacy claim even if

his sales pitch was clean.

Now back to time of day. Do not call before 8 a.m. or after 9 p.m. local

time. This rule is easy to program, so there is no excuse. If your data
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does not include time zone, infer it from area code and prefix, and add a

buffer in case of mobile number moves. Also check state rules—some

states are tighter. When in doubt, shut off dialing outside the safest

window. GovInfo

What about businessƗtoƗbusiness (B2B) calls? The national DNC rules

focus on calls to residential andwireless consumers. PureB2B sales calls

can be outside some DNC limits, but that does notmean “no rules.” You

still must follow timeƗofƗday limits, respect internal DNC if they tell you

to stop, follow prerecorded/AIƗvoice limits, and watch state laws. Many

companies choose to scrub and honor optƗouts for B2B anyway—less

hassle, fewer complaints, and stronger buyer trust. Legal Information

Institute

Why does all this matter? Look at Dish Network. After years of

DNCƗrelated issues, a court ordered $280million in penalties and strong

court orders. Parts of the case went up on appeal and later settled with

the Department of Justice for $210 million in 2020, but the message

is the same: if your sellers or affiliates break the rules, you can pay a

heavy price. If you rely on publishers or outside call centers, you are still

responsible. Train them, monitor them, and cut them off if they won’t

comply. Federal Trade CommissionJustiaDepartment of Justice

Here is a simple checklist you can follow in daily work—written as

steps, not bullets. Start your SMS and voice programswith clear consent

and clean disclosures. Scrub your lists against the DNC Registry at least

every 31 days, and keep proof with SAN and access dates. Maintain your

internal DNC and honor requests fast. Use recording disclosures up

front in allƗparty states and keep the tapes. Watch the time window on

every dial. And remember, a STOP or “do not call” from the consumer

ends the game; be quick and polite when it comes in.

If you do these basics well, you avoidmost of the costlymistakes. Your

calls connect, your texts deliver, and your PPCall revenue stays steady.
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S3. Lead‑Source Documentation & Audit Trails

In payƗperƗcall, you only win the dispute you can prove. That is why

your paper trailmatters as much as your ads and scripts. Bad actors

hide behindmessy records. Good operators keep neat, fast files. When

buyers ask questions or regulators knock, you can answer in minutes,

not weeks.

Start with the newer recordkeeping picture. In April 2024, the FTC

updated the Telemarketing Sales Rule (TSR) to require call detail

records formost telemarketing activity. Thatmeans keeping the calling

and called numbers, date, time, duration, and disposition (for example:

answered, transferred, dropped). There is a limited exemption for

manually dialed oneƗoff calls, but most PPCall activity uses automated

tech, so plan to keep the records. The rule gave a 180Ɨday runway to

set up systems. Many teams circled October 15, 2024 as the date to

have callƗdetail storage humming. Also, the retention period for many

TSR records expanded to five years. This change lines up with the

fiveƗyear civilƗpenalty window. Federal RegisterFederal Register Public

InspectionKelley Drye &Warren LLPFederal Trade Commission

Next, your consent proof is your heaviest lifter. Under the TCPA, the

caller has the burden to show valid consent. So save the artifacts. Keep a

PDF or screenshot of the exact optƗin page the person saw, with the full

disclosure text visible, the date/time, and identifiers like IP and user

agent. If you collect written consent, keep the eƗsignature details. If

consent is verbal, store the audio that includes both the disclosure and

the clear “yes.” If you rely on namedƗseller language (and you should,

even after the Eleventh Circuit pause), make sure the seller’s name is on

the page and in the consent text. Add hashƗlocked logs to show the data

has not been changed. These artifacts should export in a single zip in

minutes. FCC Docs

Then, keep DNC access proof. For every campaign, you should be able
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to show (1) the entity that accessed the Registry, (2) the access date, (3)

the SAN, and (4) which campaigns used that download. If a complaint

says, “You called me even though I am on DNC,” you canmatch the call

date to yourmost recent 31Ɨday DNC download and show your process.

This often ends a fight early. Federal Trade CommissioneCFR

Scripts andmedia are part of the record too. Save eachmeaningfully

different script and each unique prerecordedmessage. If you update

your IVR or change your recording disclosure, archive the old version

with dates and a campaign tag. If you use digital soundboards or voice

tech, keep vendor info and contracts for five years after they end, so a

regulator can trace the stack. These details are now a normal part of the

TSR file cabinet. Federal Register Public Inspection

Here is how to link IVR data to buyer outcomes. Store the call audio

and the keyƗpress path taken in the IVR (for example: “Press 1 if you are

over 65.” “Press 2 for Medicare Advantage.”). Keep the buyer mapping

that was live at the time, so you can show why the call was transferred

and how itmet the buyer’s rules. When a buyer claims “nonƗqualifying,”

your IVRmap and the person’s key presses can prove the call did qualify,

or help you fix your screening if it did not.

Let’s walk a 24Ɨhour dispute play. Your buyer emails: “These six

transfers were not qualified. We’re rejecting the invoice.” Your reply

is fast and calm. You attach the call detail record and audio for each

call. You export the IVR branch showing the key presses and the path to

live agent. You add the consent screenshotwith timestamp and IP. You

include the DNC scrub logwith SAN and access date. You add the UTM

markings and number pool. If applicable, you include agent notes and

the transfer timestamp. Most buyers will resolve the issue right there

because you showed proof instead of arguing.

Here is a story about speed. Nora runs a homeƗinsurance campaign. A

carrier flagged her number “Spam Likely,” and a buyer questioned three

short calls. Nora paused the number, pulled herfiles, and sent the bundle
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within four hours: consent PDFs, IVRmaps, and CDRs showing each call

lasted more than 90 seconds after transfer. She also showed that two of

the three people clicked her ad within the last 15 minutes—fresh leads.

The buyer restored credit and extended the test. The carrier removed

the label after Nora worked with them and stabilized volume (see S4).

A fewmore tricks that help. Save perƗsource complaint logs so you can

see which ad, landing page, or number pool drives heat. Keep a simple

“consent audit” dashboard that shows at a glance which sources have

sellerƗnamed consent, which have only broad consent, and which need a

rebuild. Schedule amonthly record check: pull one random lead, export

its entire file in under 10 minutes, and fix what took too long.

The reason for all this? Regulators and courts have long said “Show

me.” The FCC says clearly that consent proof is your burden. The FTC

updated the TSR to expand recordkeeping, including call detail records.

If your files tell a clean story, you turn a conflict into a paid invoice—or a

small refund instead of a chargeback and a shutdown. FCC DocsFederal

Register

S4. STIR/SHAKEN, Branded Calling, & Carrier

Reputation

Even with perfect consent, people won’t answer a call they don’t trust.

In PPCall, your connect rate decides your revenue. Two big forces shape

trust today: authentication (STIR/SHAKEN) and reputation (carrier and

analytics labels). A third force—branded calling—can help you stand

out.

STIR/SHAKEN is a system that lets phone providers sign and verify

caller ID on IP networks. The FCC rolled it out across networks, with

deadlines that pushed even small or nonƗfacilitiesƗbased providers

to comply. STIR/SHAKEN does not stop all spam by itself, but it

reduces spoofing and feeds analytics that decide if a call looks risky.
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If your provider’s setup is weak—or your calls pass through nonƗIP

segments—your verification can be lost, which hurts answer rates.

Work with a provider who takes this seriously. Federal Communications

CommissionFCC Docs

On top of that, carriers and analytics add labels like “Spam Likely” or

“ScamRisk.” The FCC encourages blocking and labeling tools to protect

consumers. For you, those labels are like black ice: you often don’t see

them until your answer rate crashes. Watch your KPIs closely. When

you see a sudden drop, check your numbers for labels and work with

your carrier or analytics partners to remediate. Keep volumes stable and

complaints low so your numbers stay clean. Federal Communications

Commission+1

Now the upside: branded calling. This lets a supported phone display

your name, maybe your logo, and a call reason. Many providers offer

it: Hiya, TNS, TransUnion (Neustar), First Orion, and others. Results

vary, but case studies show big lifts in answer rates. For example, TNS

reported a 42% answerƗrate increase for a nonprofit and strong lifts in

other verticals. Hiya reports large gains when the brand name and call

reason show. These are not promises; they are signals that branding

helps people pick up. TNSblog.hiya.com

The next step isRich Call Data (RCD). RCD rides with STIR/SHAKEN to

carry your name, logo, and reason inside a signed identity token. As it

spreads across networks and devices, more buyers will ask for branded +

authenticated calls as a condition of scale. If your PPCall flows can brand

the transfer number to the buyer, you can set the person’s screen to

match their expectation, and acceptance usually improves. TransUnion

Here is a simple plan to improve your reputation hygiene. Keep

complaints low: honor DNC/STOP instantly and avoid aggressive

redialing. Stabilize your volumes—don’t surge traffic suddenly. Use

consistent intent per number; don’t mix sales, support, and collections

on the same caller ID. Register your numbers with major analytics
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services and monitor labels. Align your CNAM (display name) and,

where supported, your branded caller ID with the landing page or ad

that generated the call. These habits pay off. Federal Communications

Commission

A real story. Leo runs a lifeƗinsurance PPCall program. His answer

rates slid from 28% to 12% in one week. He checked his numbers and

saw “Spam Likely” on three DIDs. He paused those numbers, contacted

his carrier’s remediation desk, and registered his campaign and brand.

He also slowed his dial pace and narrowed his retry logic. Within five

days, labels dropped off, and answer rates climbed back. Then he added

branded calling on his transfer DIDs to match the buyer’s brand, and

acceptance ticked up further.

Reminder: even the FCC says callƗauth and blocking tools are not

magic. You still need clean consent, fair pacing, and clear branding.

Get those right, and your transfers connect more often—and convert

with less stress. Federal Communications Commission

S5. Policy Red Flags & Escalation Playbook

Speed is money in PPCall. But speed without guardrails invites enforce-

ment, chargebacks, and blocked numbers. Here are the blinking lights

that should make you pause and fix, and a fast playbook to get back on

the road.

Red flag 1: Consent ambiguity. If your page hides a huge list of

“partners” behind a link or asks for blanket permissionwithout showing

the seller’s name, you are replaying patterns the FCC criticized. Even

after the Eleventh Circuit paused the “oneƗtoƗone” rule, the risk remains.

Clean, sellerƗnamed disclosures and topicƗmatched followƗups are safer

and easier to defend. Federal Register Public Inspectionapi.ctia.org

Red flag 2: DNC hygiene gaps. If you cannot show your SAN, your

access date, andwhich campaign used which Registry download, you’re
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outside the TSR safe harbor. Fix your DNC logs before you dial again.

Federal Trade Commission

Red flag 3: Internal DNC not honored fast. The FCC now requires you

to honor companyƗspecific DNC and revocationswithin a reasonable

time not to exceed 10 business days. If your queue is backlogged, pause

affected sources until you catch up. Federal Register

Red flag 4: Recording without disclosure in an allƗparty state. If

your script doesn’t capture verbal permission up front, stop recording

and fix the script. Get a clean “yes” and keep the recording. CTIA

support.callhub.io

Redflag5: SpamƗlabel spikes. AsuddenanswerƗrate crashplus“Spam

Likely” flags means your reputation is damaged. Keep calling and you

risk blocking. Stop, remediate labels, stabilize volumes, and relaunch.

Federal Communications Commission

Here’s the escalation playbook to use when any of those lights flash.

Within 24 hours you freeze the affected numbers or campaigns so

you don’t burn more reputation. You pull the file: consent artifacts,

call recordings, IVR paths, DNC logs, script versions, and any carrier

traces. Younotify your compliance lead, the account owner, and, if buyer

SLAs are touched, the buyer’s QA contact with a short, factual note: “We

paused traffic and are investigating.”

Within 72 hours you run a gap analysis. Which requirement failed?

Was it consent clarity, DNC access evidence, internal DNC timing, or

recording disclosure? Youmap each gap to a fix (for example, a script

patch, a landingƗpage update, or a workflow change). You file labeling

disputes where appropriate and register your numbers with major

analytics entities if you haven’t already. You share a brief fix planwith

the buyer, including any IVR changes that tighten qualification.

Within 7 days you deploy fixes and reƗtrain agents or VAs on updated

scripts and optƗout handling. You pilot a small relaunchwith extramoni-

toring: hourƗbyƗhour dashboards for connect rate, average call duration,
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and complaint flags. Then write a short postƗmortem: timeline, root

cause, fixes, and early metrics. Save it with your campaign records. If a

regulator asks later, you have the story and the receipts.

Why this urgency? Again, look at Dish Network. The case ended with

hundreds of millions at stake and strong court orders, in part because of

failures to control sellers and to honor DNC rules. PPCall is not immune.

If your publisher or buyer chain is sloppy, liability can flow up the chain.

Your contracts must require—and your SOPsmust verify—compliance.

Federal Trade Commission

Reference points to cite in your SOPs are simple. Keep a copy of

the TSR compliance guide so your team knows the timeƗofƗday limits

and required disclosures. Keep the TSR 2024 recordkeeping update

to remind everyone about callƗdetail records, script storage, and DNC

version tracking. Keep FCC TCPA rules (47 C.F.R. § 64.1200) handy,

especially companyƗspecific DNC and revocation handling. And keep

the FCC consumer guidance on blocking/labeling to explain reputation

workflows internally. Federal Trade CommissionFederal RegisterLegal

Information InstituteFederal Communications Commission

A final note on the legal landscape. In 2025, the Supreme Court said

courts don’t have to defer to the FCC’s views in TCPA disputes the way

they once did. That doesn’t remove your duties. It just means cases may

turnmore on your facts and your records. Design for proof, default to

clarity, and keep learning. That is how PPCall teams grow without fear.

Reuters

Final notes for PPCall teams

Design for proof. If you can’t export it in 10 minutes, you don’t really

have it.

Default to clarity. Clear disclosures and sellerƗnamed consent reduce

refunds, chargebacks, and carrier friction.
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Monitor and adapt. The rules and tools keep evolving. Assign one

owner to track FCC/FTC updates and push SOP changes on a set schedule.

Federal Register Public InspectionFederal Register
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Vertical Selection & Economics

S1. Profitability matrix (payout × acceptance × cost)

Think of every call you send to a buyer like a lemonade stand sale. You

only keep money when three simple things work together. First, the

buyer pays you a set amount—the payout. Second, the call counts as

“qualified” under the rules—your acceptance rate. Third, you spend

money to get the call and run your phones—your cost. Your profit for

each routed call is:

Profit per routed call = (Payout × Acceptance Rate) − Cost per routed

call.

That single line is your steering wheel. It tells you where to push and

where to stop. If you raise payout, youmakemore per accepted call. If

you raise acceptance, more of your calls get paid. If you lower cost, you

keepmore of what you earn. Every tool you build—your ad copy, your

interactive voice menu (IVR), your routing plan, your caller ID setup,

your staffing—exists to move one of those three parts.

Let’s break each part down in simple terms.

Payout, in plain English.
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“Payout” is what the buyer agrees to pay you for a qualified call. Most

new partners pay you when the call reaches a minimum connected

talk time after an agent answers—often 60, 90, or 120 seconds. Some

deals add bonuses when the caller stays past a longer mark, like 3–5

minutes. Prices change a lot by niche. For example, search advertising

in insurance and legal is famously competitive, which usually lines

up with higher call payouts and tighter quality rules. You can’t say

payout is “caused” by costƗperƗclick, but seeing high search costs is

a useful signal that attention is expensive in that niche. WordStream’s

industry benchmark posts are a good pulse check and show that some

categories, like legal, sit at the top of CPC tables most years. That tells

you competition is fierce there. WordStream+1

Acceptance rate, in plain English.

“Acceptance” is the share of routed calls that the buyer marks as

billable under your insertion order (IO). Five gates usually decide it:

did the call pass the time threshold, come from the allowed area, arrive

during staffed hours, come from a unique caller, and show the right

intent? The key word is connected time—the seconds after the call

reaches a human at the call center. Enterprise callƗtracking tools name

this field clearly. In Invoca’s developer docs, connect_duration is

“duration in seconds that the call was connected to the call center,”

and it’s different from the total duration that also counts IVR time. Build

your reporting and coaching around connect_duration because that’s

what buyers usually pay on. developers.invoca.net

Cost per routed call, in plain English.

“Cost” is not only ad spend. It also includes the phoneminutes you

burn, the numbers you rent, any transcription, and the time your team

spends reviewing calls, fighting disputes, and keeping your caller ID

reputation clean. If your traffic plan leans on Google Local Services Ads

(LSA), remember that Google charges per valid lead and that lead prices

vary by location, job type, lead type, and bidding mode. That “floor
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price” tells you roughly what a buyer can get without you and helps you

judge whether your payout ask is realistic. Google Help

A realƗlife style example.

Picture an HVAC test in Dallas during a hot week. Your buyer pays $45

when connected talk time hits 90 seconds or more. Your allƗin cost per

routed call—including ads, IVRminutes, and QA time—is $20. You ask

one IVR question to separate residential vs. commercial and capture a

ZIP to route coverage. Your buyer answers from 8 a.m. to 6 p.m. In week

one, 75% of routed calls pass the gates. Your math is:

• Payout × Acceptance = $45 × 0.75 = $33.75

• Profit per routed call = $33.75 − $20 = $13.75

You shorten the IVR by 10 seconds and tighten your dayparting so fewer

calls arrive near closing time. Now 82% of routed calls qualify. The new

math is:

• Payout × Acceptance = $45 × 0.82 = $36.90

• Profit per routed call = $36.90 − $20 = $16.90

Your profit per routed call rose $3.15. Divide $3.15 by the old $13.75, and

you get about 23% growth. You changed no traffic budget and no payout.

You just made the path to a qualified call a little smoother.

Why this beats bragging about “total calls.”

You can’t deposit “calls.” You deposit payout × acceptance, and you

keep what’s left after cost. This is why small, boring changes—like

registering your business name for caller ID ormaking sure your calls are

authenticated—can beat a big traffic push. When your caller identity is

clear and authenticated, more people answer and stay on the line, which

lifts connected talk time and acceptance. The FCC’s pages explain how

Caller ID authentication (the STIR/SHAKEN framework) helps people
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trust calls by reducing spoofing; several carrier and industry reports

connect branded calling with higher answer rates. Vendor studies differ

on the exact lift, but they all point the same direction: branded, authen-

ticated calls are answered more. Federal Communications Commission

FCC DocsVerizonFirst Orion6751436.fs1.hubspotusercontent-na1.net

Usemarket signals to pick your battles.

Seasons and market cycles change both sides of your matrix. In

Medicare, the Annual Enrollment Period (AEP) runs October 15–De-

cember 7, and theMedicare Advantage Open Enrollment Period runs

January 1–March 31. Buyers staff up for those windows andmay tighten

acceptance rules because demand is high. Outside those windows, the

rules can feel different. Knowing the calendar helps you plan your

budgets and scripts so your matrix stays healthy. Medicare+1

A note on tiers and bonuses.

If a deal pays a bonus for longer calls, model it. Suppose 20% of your

HVAC calls last 5+minutes and earn $55 instead of $45. Your expected

payout is$45×0.8+$55×0.2. Multiply 45 by 0.8 to get$36.00. Multiply

55 by 0.2 to get $11.00. Add them for $47.00 expected payout. Then

multiply by your acceptance rate to get realistic revenue per routed call.

Bottom line for S1.

Write down your acceptance rules. Log the fields that prove it—

especially connect_duration. Track your costs honestly, not just ads.

And watchmarket signals like LSA pricing rules and industry CPC bench-

marks so you don’t walk into a buzzsaw. Keep the triangle—payout,

acceptance, cost—tight, and your PPCall shop won’t just make noise; it

will make money. developers.invoca.netGoogle HelpWordStream
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S2. Seasonality & competitiveness by niche

Not every phone call happens for the same reason or at the same time of

year. Some services are driven byweather. Some are governed by the

calendar. Others move with prices and regulation. If you pick one niche

in each of these groups, you can keep revenue coming all year.

WeatherƗdriven services: HVAC

HVAC demand rises and falls with degree days. A “cooling degree

day” or CDD is a simple weather measure: how much warmer the

day was than 65°F, summed over time. More CDDs means more hot

days, which means more “my AC is broken” calls. The U.S. Energy

Information Administration (EIA) defines and tracks degree days and

even uses populationƗweighted degree days to model energy use. The

EPA’s climate indicator pages show a longƗterm pattern: fewer heating

degree days in many regions andmore cooling degree days in much of

the country, which supports what HVAC owners call “the busy season”

in summer. U.S. Energy Information Administration+1US EPA

Now imagine you run calls for a contractor in Phoenix in July. You see

a spike in AC repair intent. Your plan is simple: keep the IVR short, route

by ZIP to match coverage, and extend buyer hours on the hottest days

so more callers speak to an agent before they give up. The hotter the

stretch, the more you lean into connected talk time, because that’s the

acceptance gate youmust cross.

WeatherƗdriven services: pest control

Pests follow the seasons. The National Pest Management Association

calls summer peak pest season, and publicƗhealth pages note that

mosquito season starts in summer and continues into fall, especially in

the South. That shows up in your calls. In late spring and summer you

hear “wasps,” “mosquitoes,” and “ants.” In late fall, rodent calls climb.

You can reflect that rhythm in your IVR by offering a problemƗtypemenu

and routing by ZIP to the right crews. PestWorldCDC
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A simple example: In Orlando, your June campaigns hear more

“mosquito control” phrases. You route those to a buyer who treats

standing water and sets traps. In November in Chicago, you see more

“mice in attic,” so you shift budget and change the IVR greeting to

mention rodent proofing first. The demand season changed; your calls

changed with it.

CalendarƗregulated services: Medicare

Medicare has hard dates that you cannot move. The Annual Enroll-

ment Period is October 15–December 7. Many seniors shop then, and

buyers staffup. There is also aMedicareAdvantageOpenEnrollmentPe-

riod from January 1–March 31 for people already inMedicare Advantage

who want to switch or go back to Original Medicare. If you plan ahead—

scripts approved, disclosures ready, agents trained—acceptance can be

excellent because intent is dense and call centers are waiting. If you

enter late, you can still help during the January–March window, but

the intent pattern is different, so your acceptance model should expect

different talk times. Medicare+1

A realƗlife style example: You set up a small AEP test for a licensed

agency in Ohio. Your payout is $65 at 120Ɨsecond connected talk time.

You prepare scripts in September, confirm disclaimers, and run a tight

IVR: “Are you MedicareƗeligible? Press 1 if yes.” During AEP, answer

rates are high, and talkƗtime distributions shift right because shoppers

are ready. Your acceptance clears breakƗeven early, and you scale. In

late January, you run a small MA OEP campaign with modest goals and

stricter dayparting to match the agency’s winter hours.

RateƗ and regulationƗdriven services: auto insurance

Auto insurance shopping has been unusually elevated in 2024–2025

as carriers reset rates. Market trackers reported higherƗthanƗusual

shopping into Q1 and Q2 2025. In May 2025, TransUnion said auto

insurance shopping in Q1 was up about 10% yearƗoverƗyear, and by Q2

2025 it reported an 18% increase versus Q2 2024, with activity peaking
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around March and remaining elevated through May. LexisNexis’s

“Insurance Demand Meter” likewise described “hot” or “sizzling”

shopping levels into early 2025. For PPCall, that means more people

are actively looking, which can improve answer rates and connected

talk time. As rates stabilize, competition for clicks can cool a bit and

buyers may tighten acceptance again. Time your tests to those waves.

TransUnion Newsroom+1LexisNexis Risk Solutions

A practical story: You run auto insurance calls in Georgia. In March,

you notice stronger intent—callers stay on longer, ask about switching,

and accept transfers to agents more often. Your acceptance climbs from

48% to 55%with no script change, just better consumer motivation. In

July, shopping cools. Your acceptance slides back to 50%, so you reduce

caps, keep a backup buyer for overflow, and adjust your profit model

before the slide erases your gains.

Competitiveness signals: why CPCs still matter.

Even if you don’t buy search ads, CPC benchmarks are a clean proxy for

competition. WordStream’s updates consistently show categories like

legal and insurance running at the top of CPC charts. High CPC usually

means tougher attention and buyers who want longer talkƗtime to feel

comfortable paying. Low CPC niches pay less but can be easier to qualify

if staffing is steady. Benchmarks won’t predict your exact call payout,

but they’ll keep you fromwalking into a market that’s too crowded for

your bankroll. WordStream+1

Turning seasonality into operations.

Seasonality only helps if you act on it. For weatherƗbound niches,

extend buyer coverage on the hottest or coldest days and trim the IVR so

people reach agents fast. For Medicare, get compliance out of the way

before AEP. For auto insurance, keep an eye onmarket trackers so you

ramp when shopping spikes and cool down when it softens. That way,

acceptance strengthens before you pour on spend.

Bottom line.
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Pick one weather niche (HVAC or pest), one calendar niche (Medicare),

and one marketƗcycle niche (auto insurance). This mix gives you steady

work and teaches three different reasons a phone rings: heat and cold,

the calendar, and price shock. When you plan with those forces in

mind, your matrix from S1 stays in your favor. U.S. Energy Information

AdministrationUS EPAPestWorldCDCMedicare

S3. Acceptance‑rate modeling (break‑even & margin)

Acceptance is the hinge of your profit. If youmodel it, you knowwhen to

scale, when to pause, and when to negotiate. If you ignore it, you chase

ghosts.

First, define your denominator.

Acceptance rate is accepted calls divided by routed calls for one buyer

in a time window. Keep “routed” clean. If your IVR filtered a caller out

before dialing the buyer, don’t count that in the denominator. If a caller

hung up before connect, don’t count that either. Most buyers measure

connected talk time, so you should too. Use your tracking system’s

connect_duration field (seconds after the call reaches the call center)

to judge success. Invoca’s docs call this out by name and separate it

from total duration, which includes IVR time. That simple split helps

you coach and fix real problems. developers.invoca.net

BreakƗeven acceptance: the one number tomemorize.

Go back to our steering wheel:

Profit per routed call = (Payout × Acceptance) − Cost.

Set profit to zero and solve for Acceptance:

BreakƗeven acceptance A* = Cost ÷ Payout.

If payout is $45 and cost is $20, divide 20 by 45. First, 45 goes into

200 4 times (4×45=180) with 20 left. That’s 0.4 so far. Bring down a

zero to make 200 again; 45 goes into 200 4 times (4×45=180) with 20

left again. You can see the pattern: 0.444…, or about 44.4%. Anything
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above that prints money. Anything below that bleeds. Keep this number

on your wall.

Seeing acceptance as gates.

It helps to picture acceptance as gates that callers pass through. Did

they reach the time threshold? Were they in the allowed ZIPs? Did they

call during buyer hours? Were they new, not repeats? Did they have

the right intent? These gates are not perfectly independent, but the

“weakest link” idea works in practice. If your calls arrive after hours,

fixing that one gate may be the fastest path from a losing week to a

winning one.

Watch the shape, not just the average.

If your buyer pays at 90 seconds, the distribution of connected talk

timesmatters. Plot itweekly. If you seemany calls dying between50–80

seconds, askwhy. Is your IVR too longbefore agent connect? Is the agent

intro slow or unclear? Are you routing to a general queue that places

people on hold? When you cut one IVR question or route to a priority

queue, a chunk of those nearƗmiss calls can cross the line next week.

A live rescue story with themath.

You run auto insurance calls at a $60 payout with a 90Ɨsecond

threshold. Your cost per routed call is $28. BreakƗeven acceptance is 28

÷ 60. Sixty goes into 280 four times (4×60=240), remainder 40. So 0.4

so far. Bring down a zero to 400; 60 goes into 400 6 times (6×60=360),

remainder 40 again. That’s 0.46…, or about 46.7%. In your first week,

acceptance is 43%—below breakƗeven. You check the gates and find

allowed geo is fine, uniqueness is fine, and intent is okay, but hours is

bad (calls arriving near closing) and connected time is fragile (lots of

70–85Ɨsecond calls). You extend buyer coverage by an hour and switch

your overflow to a second buyer after 5:30 p.m. You trim one IVR prompt

and share a 20Ɨsecond intro script with the call center supervisor. Hours

improves from 0.70 to 0.85, and connected time improves from 0.80

to 0.87. Your overall acceptance jumps to about 0.51. Before the fix,
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revenue per routed call was $60 × 0.41 = $24.60, so you were losing

$3.40 after the $28 cost. After the fix, revenue per routed call is $60 ×

0.51 = $30.60, so you’re +$2.60 after cost. Same payout. Same traffic

plan. You just fixed gates.

Confidence and sample size, without scary math.

Acceptance is a “yes/no” outcome; statisticians call that a binomial.

The fewer calls you’ve routed, the more your measured acceptance can

bounce around by chance. As a rule of thumb, judging a buyer on 50 calls

is risky. At 200–400 routed calls, your estimate tightens enough that

you can trust it. Make decisions on that kind of sample, not on a “hot

Wednesday.”

Seasonality as a tailwind or headwind.

When auto insurance shopping surges, consumers call more ready to

switch, which lengthens talk times and lifts acceptance. In early and

midƗ2025, several trackers reported elevated shopping; many shops felt

it as longer conversations and higher answer rates. When the cycle cools,

you’ll feel the reverse. Build acceptance targets that flex with those

outside signals so you’re not surprised. TransUnion Newsroom+1

Bottom line for S3.

Instrument the gates, read the distributions, and move fast on the

weakest link. Keep your breakƗeven acceptance where you can see it.

When you respect the math, breakƗeven doesn’t sneak up on you—you

steer around it.

S4. Test budgets & risk caps

You don’t “discover” a niche. You buy the right to learn it, carefully. A

good test gets you enough signal—enough routed calls—to measure

acceptance and unit economicswithout risking the business.

Pick a learning unit you can afford.

Aim for 200–400 routed calls per buyer or offer. That gives you
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acceptance data you can trust. Work backward from your cost per routed

call. If HVAC costs you $18 per routed call and you want 300 calls, your

learning budget is $5,400. If that feels heavy, don’t shrink the sample

to a useless size. Spread the same sample across more days, cap daily

flow, and give yourself time to learn.

Know your two kinds of risk.

There’s yourmedia exposure (what you spend on traffic before any

invoices are paid) and your credit exposure (what buyers owe you for

qualified calls under net terms). Put caps onboth. For a brandƗnewbuyer,

try deposits or tight daily caps until they pay you on time twice. If you

test a new vertical with a known network, you can push media a bit

harder because credit risk is lower.

A simple stopƗloss rule that works.

Set a weekly media stopƗloss at about 1.25× your expected gross

revenue at breakƗeven acceptance. Example: your payout is $45 and

breakƗeven acceptance is 44%. Your expected revenue per routed call

at the breakƗeven line is 45 × 0.44 = $19.80. If your cost per routed call

is $20, your margin is razor thin. If you plan 300 routed calls, that’s

about $6,000 in cost. Cap your weekly spend at $6,000, or stop earlier

if you’re five points under the breakƗeven acceptance for three days in a

row. This rule protects you from death by optimism.

Stage your test so you don’t trip.

In the first few days, your only goal is to prove the plumbing: con-

nect_duration logging, IVR branches, recordings, answer rates. Then

you ramp toa fewhundred routed calls,withdayparting live andabackup

buyer waiting. In the final stretch, you lock scripts, push (in writing) for

autoƗaccept after a shortwindow, and tighten return reasons to objective

ones you can check: geography, duplicate within the coolƗoff period, or

underage. The clearer the rules, the cleaner your acceptance.

Time your test to themarket.

Lean on outside calendars and trackers. If you’re piloting auto
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insurance, recent quarters showed that shopping spiked in Q1 and

Q2 2025; testing into that tide is easier than swimming against it. If

you’re pilotingMedicare, do your prep before AEP so you can “print”

during the window. ForHVAC and pest, watch local weather and degree

days; the heat and the bugs won’t wait for your dashboards. Public

sources summarize all of this: TransUnion’s insurance shopping reports,

LexisNexis’s Demand Meter updates, Medicare’s official pages for

enrollment windows, the EIA’s degreeƗday explainer, and CDCmosquito

guidance. TransUnion Newsroom+1MedicareU.S. Energy Information

AdministrationCDC

Cap by reliability, not just by payout.

A $70 payout with slow, messy quality review can be worse than $45

with clean, fast acceptance. Prefer buyers who show you a transparent

dashboard, log connected vs. IVR time, and post predictable dispute

windows. If youmust try the high payout, cut your daily cap in half until

they prove they can pay on time.

Document stop conditions before you start.

Write them down in one plain sentence each. For example, “If

acceptance stays ≥5 points below breakƗeven for three days, we pause,”

or “If answer rate drops below 65% for two days, we fix staffing or

reroute.” Clarity saves your budget when emotions run hot.

A testƗandƗlearn example that paid off.

You trial pest control calls in Houston in late May. You set a budget

for 250 routed calls and a stopƗloss at $4,500. On day two, your answer

rate is shaky because the buyer’s lines are slammed. You add a second

buyer for overflow after 4 p.m. Acceptance climbs above breakƗeven

by day five. By day eight, you have clean enough data to show the first

buyer that your calls are strong during evening storms, so they add staff

after 6 p.m. Your acceptance ticks up again. You finish the twoƗweek

test under budget and with a clear case for scale as summer mosquito

season peaks—a pattern publicƗhealth pages recognize. CDC
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S5. Building a vertical backlog

A single niche, no matter how hot, is still one point of failure. You need

a backlog—a simple, ranked list of verticals you can enter over the next

6–12months, each with notes on offers, seasonality, compliance, and

firstƗpass economics. Treat it like a product roadmap.

Start with a friendly scoring sketch.

Give each candidate a 1–5 on six things: payout potential, buyer

density in your regions, compliance load, seasonality window, traffic

competitiveness, and operational fit. This is not a fancy model. It’s a

tool to rank and focus. For competitiveness, lean on public CPC tables.

WordStream’s ongoing benchmarks show how expensive attention gets

in some categories, which hints at higher potential payouts but also

tougher quality bars. WordStream

Layer in seasonality and cycles.

Mark when demand peaks. HVAC follows degree days. Pest spikes

in late spring and summer, with a rodent bump in late fall. Medicare

squeezes into Oct 15–Dec 7, with a smaller window Jan–Mar for

Medicare Advantage changes. Auto insurance has been elevated as

carriers reset rates,withdocumented spikes intoQ1 andQ22025. Stagger

your launches so you enter each niche before or as intent rises, not after

it crests. Tie those notes to primary sources: EIA for degree days, EPA for

longƗterm CDD/HDD shifts, NPMA and CDC for pest/mosquito season,

Medicare.gov for enrollment windows, and TransUnion/LexisNexis

for auto insurance shopping. U.S. Energy Information Administration

US EPAPestWorldCDCMedicareTransUnion NewsroomLexisNexis Risk

Solutions

Source offers before you write copy.

Identify amain and a backup buyer for each vertical. When you discuss

terms, remember thatGoogle Local Services Ads set a kind of “floor” for

lead costs because buyers can get leads there directly, and those prices
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vary by location, job type, lead type, and biddingmode. If your payout

ask is far above that floor, you’ll need unusually strong acceptance or

bonuses to make the deal feel fair. Use LSA’s own help pages to guide

those conversations. Google Help

Sketch firstƗpass economics.

Do a napkin sketch per vertical: assumed payout, target acceptance,

and estimated cost per routed call. If Cost ÷ Payout is above 0.60 in your

first pass, you’ll need exceptional acceptance or tiers to justify early

attention. That doesn’t mean “never.” It means “later” while you stack

cash from simpler wins.

Plan the learning sequence.

Openwith aweatherƗdriven local service such asHVAC. The acceptance

gates are intuitive: ZIP, problem type, and hours. You’ll build muscle

on IVR, routing, and duration. Next, add a calendar niche likeMedicare.

The compliance lift is heavier, but the dates are clear. Finally, add a

macroƗsensitive niche like auto insurancewhen shopping trackers say

the tide is rising. InQ1/Q22025, several sources showed strong shopping,

which created ahelpful tailwind for acceptance; use that pattern in future

years when you see similar market signals. TransUnion Newsroom+1

Institutionalize the backlog.

Revisit your scores monthly. Attach oneƗpage artifacts to each entry:

a sample IO, a compliance checklist, a minimal IVR diagram, and a draft

script with the key disclosures your buyer requires. If a vertical scores

high but has no named owner on your team, it’s not truly “next.” Assign

a person and a date. Treat verticals like products with ship deadlines

and postƗlaunch care.

Keep caller identity in the plan.

Whatever vertical you choose, protect your answer rates with proper

caller ID. Learn the difference between authentication (STIR/SHAKEN,

which protects people from spoofed calls) and branding (showing your

business name or call reason on compatible devices). The FCC explains
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the authentication part. Industry reports and carrier materials point

to answerƗrate gains when calls are clearly branded and verified; treat

those as vendorƗreported ranges, but plan to test them because more

answered calls often turn directly intomore qualifiedminutes. Build this

into your backlog items so it doesn’t become an afterthought. Federal

Communications CommissionFCC DocsVerizonFirst Orion

A simple, specific backlog example.

Month 1–2: LaunchHVAC cooling in Dallas with a $45 payout at 90

seconds, 0.75 target acceptance, and $18 cost per routed call. Pull EIA de-

greeƗday charts and keep weekend coverage open during heat advisories.

Month 3–4: Launch pest—mosquito in Orlando with a $40 payout at

90 seconds and 0.70 acceptance, timed to CDC’s summerƗthroughƗfall

mosquito season guidance. Month 5–7: LaunchMedicare AEP prep;

finish scripts and approvals by late September so you “print” during

Oct 15–Dec 7. Month 8–9: Launch auto insurance in Georgia when

TransUnion or LexisNexis reports show elevated shopping again. Review

CPC benchmarks along the way to avoid overpaying for attention in

overheated categories. U.S. Energy Information AdministrationCDC

MedicareTransUnion Newsroom

Respect gravity.

It’s easy to fall in love with giant payouts and forget that those dollars

come with strict gates. Build your backlog so steady, seasonal locals

generate cash now, while you deliberately earn your way into tougher,

highƗpayout niches. That balance—oxygen today, altitude tomorrow—

makes a PPCall company durable.

References (selected highlights used in examples)

• Industry competitiveness & CPC signals: WordStream Google Ads

Benchmarks. WordStream+1

• Connected vs. total duration: InvocaDeveloper Portal (transactions
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fields). developers.invoca.net

• Local Services Ads pricing varies by location/job/lead type: Google

LSA Help. Google Help

• Degree days & longƗterm CDD/HDD trends: EIA explainer and EPA

indicators. U.S. Energy Information AdministrationUS EPA

• Peak pest & mosquito season: NPMA release and CDC mosquito

guidance. PestWorldCDC

• Medicare enrollment windows: Medicare.gov and CMS partner

materials. Medicare+1

• Auto insurance shopping elevated in 2025: TransUnion news-

room and LexisNexis DemandMeter press. TransUnion Newsroom

LexisNexis Risk Solutions

• Caller ID authentication & branded calling: FCC STIR/SHAKEN;

carrier/vendor reports on answerƗrate lift. Federal Communications

CommissionFCC DocsVerizonFirst Orion
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Offer Sourcing & Buyer Development

S1. Mapping buyers (direct vs networks)

Think of pay-per-call like running a taxi stand. People arrive with a

need. Your job is to send each “ride” to the right driver fast, at a fair

price, with a smooth handoff. To do that well, you need a clear map of

who wants calls, when they want them, and what they pay for. That map

starts with one simple idea:

A buyer is any company thatwants live calls from real peoplewhoneed

help now. Buyers can be a local shop, a regional call center, a national

brand, or even a broker who resells calls. When you know who they are

and what they want, you can route calls to the right place, at the right

time, for the right price.

This chapter shows you how to build that map from scratch, pick

between direct buyers and networks, and keep everything stable even

when something breaks. The goal is to keep the language simple and the

steps practical so you can act on them today.
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Direct Buyers vs. Networks in Plain Language

There are twomain ways to sell calls.

Direct buyers are companies youworkwith one-on-one. Picture “ABC

Heating & Air,” “Sunrise Insurance,” or “Green Pest.” You set up an

agreement, hook up your phone routing, and send them calls during

the hours they are open. The good part is you get more control, better

feedback, and room to grow your payout as results improve. The tough

part is youdomorework: contracts, billing, quality checks, andhandling

disputes. Onboarding can be slow, and rules can be strict. But when it

clicks, it can pay more and last longer.

Networks andmarketplaces sit in the middle. You sign up once and

see many offers across many verticals. Each offer has rules for location,

hours, call duration, and qualifiers. The network handles a lot of billing

and quality control. The good part is you can start fast and test without

a big risk. The tough part is payouts can be lower, the terms are set in

stone, and you have less power to build your own brand with the end

buyer.

A simple way to choose: if you are new and want to learn the ropes,

start with a network or two to see common rules and commonmistakes.

If you already have strong niche traffic—say, HVAC in onemetro with

good answer rates—layer in a direct buyer for better terms. You can also

mix both: use a network to keep cash flow steady while you test a pilot

with a local direct buyer to push your payout higher.

Build Your Buyer Map (The “Control Tower” Sheet)

Open a spreadsheet. It will be your control tower. Each row is a buyer

or offer. Keep it clean and keep it updated after every call or test. You

do not need fancy software to start. A simple sheet in Google Sheets or

Excel works.
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Here is what each row should capture, written in plain language with

a small, realistic example:

• Company name and website: “ABC Heating & Air – abcheatinganda

ir.com.” This lets you check their site, hours, and service area.

• Contact: “Maria Lopez, maria@abcheatingandair.com, (555) 222-

0199, LinkedIn profile.” People matter. A name and a direct line

save days of email tag.

• Vertical: “HVAC– residential repair.” Be specific so you do not send

the wrong intent.

• Geo: “Phoenix metro, ZIPs 85008, 85016, 85018, 85020, 85022.” If

they only want certain ZIPs, list them. If they take a radius, write it

down.

• Hours: “Mon-Sat 7:00 a.m. to 7:00 p.m. Mountain time; Sun

emergency only.” Your routing depends on this.

• Language needs: “English and Spanish.” If you have Spanish callers

and they do not, you will lose billable calls.

• Payout and billable rules: “$45 per call over 90 seconds. Billable

if caller is homeowner, within service ZIPs, and needs repair (not

new install quote).” The 90-second rule is common. Write the exact

trigger.

• Return reasons: “Out-of-state, duplicate within 14 days, wrong

number, under 60 seconds IVR hangup.” This protects both sides.

If returns spike, you will know why.

• Caps: “Max 10 calls per day; 3 per hour.” This keeps you from

flooding their phone team.

• Net terms: “Net 15 via ACH; $500 deposit held for disputes.” Cash

flowmatters. Shorter net is easier on you.

• Notes: “Use route ID 1042; do not send warranty calls; play buyer’s

greeting if line is busy.”
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If you prefer an example you can picture, imagine your sheet has two

rows on day one: a network HVAC offer with Phoenix ZIPs and a local

direct HVAC shop that answers fast during business hours. That is

enough to start.

Where to Find Direct Buyers

You do not need a giant list to begin. Start close to the street.

Open Google and search “AC repair Phoenix” or “pest control Miami.”

Look for companies that run ads or rank high in local results. Call them

during business hours. If they answer fast and sound professional, ask

who handles marketing or calls. Be honest and simple: “We bring live

inbound calls fromhomeowners in your ZIPs. We only charge when calls

meet your rules and stay on the line. Do you take new calls right now?”

Many small owners will listen if you speak clearly and do not oversell.

Check Google Maps and Yelp for top-rated shops with 50+ reviews.

Good operators care about answering the phone. Those make better

partners. Check state license boards for lists of active contractors. Trade

groups and chambers of commerce also keepmember lists. A friendly

email plus one follow-up call can open doors.

Join a few Facebook Groups for local service owners or marketing-

minded owners. People talk about busy seasons, staffing, and overflow.

When a shop says, “We are booked out a week,” that is a buyer whomay

want calls now to keep the pipeline steady.

A simple trick is competitor call tracing. Click search ads for your

niche, note the landing pages, and call the number like a normal

customer would. Listen to who answers and how they greet you. If

it sounds like a third-party center taking calls formany brands, youmay

have found a broker or a network client. If it is a single local brand with

a strong phone team, that is a direct buyer target.
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Where to Find Networks

Type “pay per call network HVAC,” “call marketplace insurance,” or

“Medicare inbound call offer” into Google. Read the offer pages. Most

will ask for your traffic source, geos, and hours. Sign up for a few that

match your niche. You do not need ten logins. Two or three is enough to

learn the dashboards, test rules, and see standard payouts.

Keep notes on three things thatmatter more than the headline payout:

support speed, fairness on disputes, and on-time payments. A network

with $5 lower payout but fast answers and clean accounting can beat a

“high payout” that pays late and fights every return.

Rank Buyers So You KnowWho to Feed First

Give each buyer or offer a simple score from 1 to 5 on six easy items. You

do not need fancy math. Add the numbers.

• Clarity: Are the rules short and clear? If the billable rules fit in two

or three lines you can explain to a VA, that is a 5.

• Fit: Do they take the geos and hours you actually have? If your traffic

is nights and weekends and they only take 9-to-5, that is a low fit.

• Answer rate: Do they pick up fast? You can test this by placing five

test calls during live hours. If three land on voicemail, do not send

volume yet.

• Acceptance: When you follow the rules, do they accept most calls?

If you hit billable duration and still see many returns, something is

off.

• Pay speed: Do they pay on time, every time? Check the first two

cycles before you scale.

• Scale: Can they take more next month? If the cap is forever “5 a

day,” you will hit a ceiling fast.
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If two buyers tie on score, sendmore calls to the one who communicates

better. A buyer who answers your email the same day is worth gold.

Plan for Backup Routes So Nothing Breaks

Never send all your calls to one place. People go to lunch. Lines go down.

Caps get hit. Build your routing with simple safety rules.

If buyer A is closed or does not answer in a set number of rings, route

to buyer B. If buyer A hits the hourly cap, overflow to B. If buyer A starts

returning too many calls this week, shift a portion to B until you fix the

issue. Keep this logic simple. You do not need a complex tree to start;

you just need one clean fallback.

Recorda short greetingonyour IVR that sets expectations, for example:

“Thanks for calling. Please enter your ZIP code so we can connect you to

the nearest technician.” A two-step IVR like “residential or commercial”

and “enter ZIP” can filter out a lot of mismatches before a human picks

up, which protects your acceptance rate.

Your First Map in Real Life (AWalk-Through)

Let’s say you live near Phoenix. You choose HVAC repair because

summer heat means high intent.

Day 1: You add a networkHVAC offer that pays on calls over 90 seconds

within Phoenix ZIPs. You also call three local HVAC shops from Google

Maps and reach one owner, Maria at ABC Heating & Air. You explain you

bring live calls from homeowners in her ZIPs. She asks for billable rules.

You offer: “Calls over 90 seconds from homeowners within these five

ZIPs. We do not charge for warranty calls or new installs.” She agrees to

a small test: “Try five calls a day this week.”

You create your buyer map with two rows: the network offer and ABC.

You include hours, language (English and Spanish), caps (10 a day for

64



OFFER SOURCING & BUYER DEVELOPMENT

the network, 5 a day for ABC), and the exact return reasons both accept.

Day 2–3: You build a tiny IVR with two questions: “Press 1 for home,

2 for business. Enter your ZIP code.” You route residential calls in the

target ZIPs to ABC during 7 a.m. to 7 p.m. Mountain time. If ABC does

not answer in five rings, the call goes to the network offer as a backup.

After 7 p.m., all calls go to the network offer because they have night

coverage.

Day 4–7: You watch what happens. You track two things: answer

rate and acceptance. ABC answers 80% of calls during their hours. The

network answers 95% at night. Your 90-second rule screens out quick

misdials. You see a few returns for “out of area” when a caller’s ZIP did

not match their phone area code, so you tighten your ZIP filter.

End of Week 1: You settle. ABC pays Net 15 via ACH. The network pays

weekly on Wednesday. You add the payout dates to your sheet and mark

both “on time.” You rank both on the six-item score. ABC scores high

on clarity and feedback. The network scores high on scale and answer

rate. You keep both and plan to add onemore direct HVAC shop across

town to handle overflow.

This is how your buyer map becomes real. It is not perfect on day one.

It becomes clear as you send calls and see who answers, who accepts,

and who pays.

Keep the Map Updated and Shareable

At least once a week, open your sheet and update three fields for each

active buyer: average answer time, acceptance rate, and any new return

reasons. If you run a team, give read access to your VAs and your call

routing person so everyone sees the same truth. When someone asks,

“Can we send more to Maria today?” your map will tell you if the cap

allows it and if yesterday’s returns were normal.

If you onboard anewbuyer, donot delete the old ones. Keep a“paused”
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status and a short note like “Paused 8/10; returns too high due to ZIP

mismatch. Revisit after we add ZIP validation.” This history saves you

from repeating old mistakes a month later.

Cash Flow and Risk in Simple Terms

Shorter net terms put less strain on you. If a network pays weekly and a

direct buyer pays Net 30, you can use the network to keepmoneymoving

while your direct buyer catches up. Deposits and reserves are normal.

They protect the buyer from fraud and protect you from a sudden stop.

Write the exact terms in your notes and never scale a buyer until they

have paid at least once on time.

When disputes come up, ask for a small sample review instead of

arguing call by call. For example: “Please review these 10 calls we think

should be billable. We will adjust routing based on your feedback.” Keep

the tone calm and factual. Buyers remember vendorswhofix root causes.

Simple, Real-World References You Can Use Today

You do not need paid tools to start. Use Google Search and Google

Maps to find local companies and check hours. Use Yelp or the Better

Business Bureau to spot firms that value service. Use LinkedIn to find

the operationsmanager ormarketing lead. Use state license lookup sites

to find active contractors. Join two or three Facebook Groups for your

niche to hear how owners talk about busy times and overflow. These

free sources are enough to find your first direct buyer in most metros.

For routing and tracking, many buyers and networks already provide

numbers and basic reporting. If they do, start with that. If they do not,

you can layer your own tracking later. The point of this chapter is the

map of people and rules, not the tech stack. The map comes first.
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Bringing It All Together

A good buyermap is simple, clear, and alive. It tells you whowants what,

when they want it, and how you get paid. It helps you decide when to

send to a network for speed and when to build a direct relationship for

higher payouts. It reminds you to build a backup route so a lunch break

does not kill your day. It keeps your team on the same page, and it helps

you spot small problems before they turn into big returns.

Start with one metro and one niche. Add one network offer and one

local direct buyer. Set exact hours and ZIPs. Use a short IVR to screen

intent. Track answer rate, acceptance, and pay speed. Update your sheet

every week. In two weeks, you will see which path is better for your

traffic. In twomonths, you will have a map that pays you every day.

Keep the map up to date, and you will send the right calls to the right

hands—on time, every time.

S2. Outreach scripts & proof packets

Outreach is how you turn strangers into buyers. Keep it simple. Be clear.

Show proof. Ask for a small test first. Do not try to sell the whole farm

on day one. Owners are busy. They want to know what you bring, when

it starts, what it costs, and how they can tell it works. This chapter gives

you words to say, when to say them, what to send, and how to handle

the most common worries. Everything here is written so you can copy,

paste, and use it today.

Start with your one-line pitch. This is the sentence that opens doors.

It explains the service, the place, and the safety rule in one breath. It

should fit in a text message andmake sense even if someone reads it on

their phone while standing in a loud shop. Here is a clean version you

can change for any niche and city:
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“We send live calls from people who need [service] in [city/region].

You pay only for calls that meet [clear rule]. Want to try a small test this

week?”

You can swap the parts in brackets. If you are in HVAC in Phoenix, it

becomes, “We send live calls from homeowners who need AC repair in

Phoenix. You pay only for calls that meet 90-second connected talk-

time in your ZIPs. Want to try a small test this week?” If you are in pest

control in Tampa, it becomes, “We send live calls from people with pest

problems in Tampa. You pay only for calls over 90 seconds from your

service ZIPs. Test five calls a day this week?” Short beats long. Safe

beats vague. A small test is easier to say “yes” to than a big plan.

Email is a simple way to start. It lets the owner or manager read on

their own time, forward to a partner, and replywith a yes or a question. A

clean subject line helps. Use the format “Live calls for [service] in [city].”

The body should be three short parts: what you do, how you charge, and

the small test. You can also mention that you record calls (with consent)

for quality. That helps them coach their team. Here is a version you can

paste and adjust:

Subject: Live calls for [service] in [city]

Hi [Name],

We send live inbound calls from people in [city/area] who ask for

[service]. You only pay when the call meets the rule we set together

(for example, 90-second connected talk-time within your ZIPs).

We can start with a small test this week: [5–10 calls/day], [hours],

your exact ZIPs. No setup fee. You choose the cap. We record calls for

QA (with consent) so you can coach your team.

Would you like to try a one-week pilot? I can send a one-page

agreement and a short proof packet.

Thanks,

[Your name]

[Phone] | [Website]
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You do not need a long story. You do not need big claims. You need a

steady voice and a next step. If you want to add one line of social proof,

keep it simple: “We recently delivered 53 billable AC repair calls in 10

days to a Phoenix shop at a 78% acceptance rate.” Keep private info out.

If you share numbers, make sure you can back them up.

Phone calls still matter. Many owners live on the phone. A quick direct

call can move you from “unknown” to “sendme the one-pager” in two

minutes. Keep your opening line short. Ask a yes/no question that fits a

busy day. Here is a simple open and a short pitch that follows:

“Hi [Name], this is [Your name]. Quick question: are you taking new

[service] calls in [city] this week?”

If they say yes, continue:

“Great. We run pay-per-call. That means you only pay when a call

meets the rule we write down together. For [service], most shops like

90 seconds connected, in-city ZIPs, and business hours. We can start

small—five to ten calls a day—so you can listen and see if the fit is right.

If you like it, we raise the cap. If not, we stop. No hard feelings. Want

me to email you the one-pager and a proof packet now?”

If they are not the right person, ask who handles new marketing or

phone leads and get a direct email. Be polite. Busy people remember

calm callers.

The “proof packet”makes you real. It is a small set of items that show

you know what you are doing and care about fairness. You can make

it one PDF or a folder in a drive link. Keep it short and clean. It should

include a one-page “how it works” in plain words; a screenshot of your

call dashboard with fake or redacted data that shows duration, geo, and

time stamps; a 30–60 second audio clip with private info removed so

they can hear what a real call sounds like; a short paragraph that defines

“qualified call” in their niche; a short note on your dispute window and

how returns are handled; a one-page compliance note that says you

announce recording, honor do-not-call, and store consent; a simple
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case note that says “We sent X calls, Y%met the rule, paid on time”with

no names; and your business info like a W-9 if in the U.S., address, and

payment details on request. You do not need fancy graphics. You need

trust.

When a buyer says “yes,” ask the right questions so routing works on

day one. Askwhich ZIPs or states theywant, the exact hours in their local

time, any lunch or shift gaps, language needs like English only or English

andSpanish,whether you shouldpoint to amain lineor a special tracking

number (a special number is better for reporting), what disqualifies a

caller (for example, warranty calls, commercial jobs, callers outside a

metro, age under 65 in Medicare), who will review calls and how fast,

and what a fair cap is for the first week. Write the answers into your

one-page IO. Send it for e-signature. A clear one-pager saves days later.

You will hear a few common worries. Be ready with short, calm

answers. If someone says, “We tried leads before. Bad quality,” explain

the difference. Say, “Totally get it. We do calls, not email lists. You pay

only when the call meets the rule we write down together. You can listen

to every call.” If they say, “We are short-staffed,” do not push volume.

Say, “Let’s daypart to your best hours. We can add an overflow buyer at

night so you do not miss value.” If they say, “Price seems high,” do not

argue. Say, “We charge only when there is real talk with your team that

meets the rule. If we miss, you do not pay. Start with a small test and

see the numbers.” These answers are short because short answers get

heard.

Follow-up wins deals. Many owners do not reply to the first email

because they are in a crawl space, on a roof, or with a customer. Use a

simple seven-day follow-up plan. Day one, send the first email and the

proof packet. Day two,make a quick phone call that asks if they saw your

note and if they want the one-pager. Day four, send a short reminder

with one new proof, like a fresh 30-second audio clip that shows call

quality. Day seven, send a simple line: “Still open to a seven-day pilot?”
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If there is no reply after two weeks, pause. Move them to a monthly

check-in list. Seasons change. When heat waves or storms hit, that “not

now” often turns into “can you start Monday?” Keep your tone kind.

You are building a long game.

Keep records. A simple CRM or a shared sheet works. Log the date, the

channel, the result, and the next step. Paste the script you used and any

notes on tone or needs. If you run a team, keep your scripts in one shared

doc and ask your VA or rep to use the same clear words. Consistency

makes training easy and helps you spot what lines work and which ones

fall flat. A shared doc also lets you make one update—like a new dispute

window—and have the whole team use it the same day.

Let’s walk through a real example so you can see the parts working

together. Imagine you are testing HVAC repair in Phoenix in August. On

Mondaymorning you search on Google Maps for “AC repair Phoenix.”

You pick five shops with 4.5 stars and 100+ reviews. You visit their sites

to confirm service ZIPs and hours. You call one shop, ABC Heating & Air,

and the owner, Maria, answers. You use your one-line pitch: “We send

live calls from homeowners who need AC repair in Phoenix. You pay

only for calls over 90 seconds in your ZIPs. Want to try a small test this

week?” Maria says she is short-staffed in the afternoons. You offer to

send five calls a day between 8 a.m. and noon,Mountain time, and to cap

at 25 calls for the first week. You mention you record calls with consent

so she can coach her team. She says, “Send me what you have.” You

email your one-page IO and the proof packet. She signs that afternoon.

On Tuesday you route calls to a special tracking number she gave you.

You add a simple IVR on your side: “Press 1 for home, 2 for business.

Enter your ZIP code.” That one step filters out wrong intent. By noon,

you have sent five calls. Three were billable. Two were short because

one caller had a home warranty and one hung up. You send Maria a

quick note: “We sent five calls, three billable, two short. Your tech Tony

handled the calls well. Do you want to raise to seven tomorrow?” She
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says, “Let us keep it at five. Good start.” On Friday you send a one-page

recapwith call times, durations, and a short audio clip. She pays the first

invoice the next week. You raise the cap to eight a day and add a second

ZIP cluster across town. That is how a stranger becomes a buyer—with

simple words, small tests, and steady proof.

You can repeat the same steps in other niches. For pest control, the

rule might be “90-second connected talk-time within service ZIPs, no

wildlife jobs.” For Medicare, it might be “120-second talk-time with

callers age 65+ in approved states, AEP hours only.” For auto insurance,

it might be “90-second talk-time from drivers with valid licenses in

listed states, no commercial.” The pattern holds: service, place, rule,

small test, proof, and calm answers to normal worries.

A few simple tools help you keep outreach honest and smooth. Use

Google Maps and Yelp to confirm the company exists, has reviews, and

is open when you plan to send calls. Use LinkedIn to find the right

contact if the owner is not available. Use your call platform to pull a

clean screenshot with durations and geos, and to clip a 30-second audio

sample that shows a real person asking for real help. Use a simple e-

signature tool so your one-page IO is easy to sign on a phone. None of

this needs to be fancy. It needs to be clear.

End each week by checking your outreach numbers. Howmany emails

did you send? Howmany calls did youmake? Howmany “send the one-

pager” replies did you get? How many pilots started? If the numbers

are low, try small changes. Test a new subject line. Try morning calls

instead of afternoon calls. Shorten the email body by two lines. Improve

your proof packet with one better audio clip. Teach your VA to find direct

emails on the company site instead of sending to info@ addresses. Do

not guess for months. Test for three days, keep what works, andmove

on.

Keep your voice steady. You do not need to hype. You do not need

to pressure. You are offering a safe test with clear rules and real proof.
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Peoplewho value their phones and their customerswill hear that and say

yeswhen the timing is right. Outreach is notmagic. It is a simple rhythm:

clear pitch, small test, short proof, kind follow-up, clean records. Do

this for two weeks and you will have pilots. Do this for twomonths and

you will have buyers. Keep it simple and keep it human. That is how

strangers become long-term partners.

S3. IO and MSA Terms & Negotiation

When you start selling calls, it is easy to think the “hard part” is getting

traffic or finding buyers. But in truth, the paperwork matters just as

much. Why? Because the paperwork is what tells both sides exactly

what is being bought and sold. If the paperwork is vague, disputes are

guaranteed. If it is clear, things run smoothly. That is why you must

learn how to handle the twomost important documents in pay-per-call:

theMSA and the IO.

TheMaster Services Agreement (MSA) is the “big umbrella” doc-

ument. It lays out the main terms of your business relationship with

the buyer. You usually only sign it once. It may include legal language,

liability limits, and broad rules about fraud, data use, or termination.

Think of it as the “constitution” of your deal—it rarely changes once

signed. You can runmany campaigns under one MSA.

The Insertion Order (IO) is the “campaign card.” Every IO is a short

document with the details for a single campaign or offer. It shows the

service, the geo (which states, cities, or ZIPs the buyer wants), the hours

of operation, the payout per call, and what makes a call “qualified.” If

you runmultiple campaigns for one buyer—say HVAC in Phoenix and

pest control in Tucson—you’ll have multiple IOs under the sameMSA.

The IO is where the day-to-day rules live.

The most important sentence in any IO is the definition of a qualified
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call. This is the heart of your deal. If a call meets this definition, you

get paid. If it doesn’t, the buyer can reject it. That’s why the definition

must be written in one short, clear paragraph. Use plain words, not legal

jargon. Cover five things: duration, geo, intent, uniqueness window,

and hours.

Here is an example of a clean definition:

“A qualified call is an inbound consumer call for residential AC

repair from ZIP codes 85008, 85016, 85018, 85020, and 85022,

connected to Buyer and lasting at least 90 seconds after connect,

unique per caller for 14 days, during Monday through Saturday, 8

a.m. to 6 p.m. local time.”

Notice how clear that is. You know what service (residential AC repair),

what geos (five ZIPs), what duration (90 seconds after connect), what

uniqueness rule (14 days), and what hours (Monday–Saturday 8–6). No

gray areas. No vague “good calls only.” That one line prevents half the

fights youmight otherwise have.

Now let’s talk about return reasons. Buyers must be able to reject

calls that don’t meet the rules. But you must keep this list short and

objective. Otherwise, buyers will start rejecting calls for “bad vibe” or

“wrong tone,” which is unfair. Standard return reasons are: (1) out of

geo, (2) duplicate within the uniqueness window, (3) underage or wrong

category, and (4) shorter than duration after connect. That’s it. If the

buyer wants more, insist they put it in writing, and keep the list tight.

Otherwise you will bleed revenue on endless “exceptions.”

Add a review window to every IO. A review window says how long the

buyer has to review calls and issue returns. After that window, all calls

are auto-accepted. Five business days is common. Example wording:

“Buyer will review calls within 5 business days. Calls not reviewed by

then are accepted.” This matters because you need cash flow. If a buyer
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tries to review calls 45 days later, your books will be a mess. If they

refuse auto-accept, then insist on very short net terms (Net 7 fromweek

close) and fast review.

Payment termsmust also be clear. Pick something simple: Net 7, Net

15, or weekly. State when the clock starts (from acceptance or week

close). State the method (ACH, wire, PayPal). State who pays fees. If the

buyer is new, ask for a deposit or start with a weekly cap until they prove

they pay on time. Example: “Payment Net 15 via ACH. Fees to be covered

by Buyer. $1,500 deposit required, applied to first invoices.”

Another section covers data, recordings, and privacy. Youmust say

calls are recorded “for quality and compliance,” and that the caller hears

a notice. Youmust state who can access recordings (you and buyer), and

for what (QA, disputes, training). State how long data is stored. Promise

to honor Do Not Call requests. These lines show you run a compliant

shop and build trust.

“No surprises” rules keep things clean. Theymay include: no brand

bidding if buyer forbids it, no fraud or fake clicks, no reselling unless

approved, and no dialing people without proper consent. Buyers add

these to protect themselves. Agree if they’re reasonable, but watch for

vague wording like “Publisher may not compete in any way.” That’s too

broad.

Liability and off-ramps are also important. A standard cap is that

neither side owes more than the last three months of fees. Add a cure

period: if one side breaks a rule, they have five business days to fix it

before termination. Add a 30-day without-cause exit. That way either

side can leave if the fit is wrong. This makes both sides less nervous to

start.

Now let’s cover negotiation. Most people fear negotiation, but in

pay-per-call it’s usually simple. Buyers want clarity as much as you

do. So speak in plain words: “We like to keep return reasons short and

objective. Can we agree on four: out of geo, duplicate within 14 days,
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underage/wrong category, and under duration?” Or, “Tomove fast, let’s

do auto-accept after 5 business days. You still can return for the listed

reasons.” Or, “We can start at $45 payout for 90 seconds. If 20% of calls

last over 5 minutes, can we add a $10 bonus?” Or, “Let’s start at 10 calls

a day. If quality holds, we raise the cap next week.” These are reasonable

requests.

Red flags to avoid: duration measured from call start instead of after

connect; “Buyer may return any call for any reason”; no review window

(returns allowedmonths later); very long net terms (Net 45+) with no

deposit from a new buyer; no clarity on hours, geo, or category. If you

see these, either fix them or walk away.

Finally, here are the steps to get signed: (1) Send your one-page IO

draft with the qualified call definition. (2) Hop on a short call. Read the

rule out loud. Confirm hours, geo, and caps. (3) Add the payment line

and reviewwindow. (4) SignMSA + IO via e-sign. (5) Swap numbers and

test one call while both teams listen. (6) Start the small pilot. (7) Send

the first weekly report and prepare the first invoice.

Remember: clear words today save fights tomorrow. If a rule matters,

write it. Do not leave it as “understood.” Most problems come from

unwritten assumptions. If you want long-term buyers and smooth cash

flow, make every IO clear and simple.

S4. QA and Dispute Procedures

You can think of QA—quality assurance—as your defense system. It

protects you from unfair returns, shows proof when there is a question,

and helps you coach your team to send better calls. Without QA, you’re

guessing. With QA, you can prove your value and improve fast.

Every call should be checked against the IO rules. Was it the right kind

of caller? For example, if the IO says “residential only,” then a business

caller is not qualified. Was the caller in the allowed geo? Check the ZIP
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code or area code. Did the call connect fast, or was there a long hold?

How long did the caller stay connected after the buyer answered? Did

your system play the “this call may be recorded” notice? Did the buyer

answer in a fair time, or did they miss the call? These checks ensure the

call meets the contract.

Most platforms show connected duration, which is the talk after

connect. That’s the timer that matters. Keep IVR data too. If a caller

pressed “residential” and entered ZIP 30309, you can prove intent and

geo later. These logs are your shield.

Set up a QA loop. Daily, scan calls that failed duration. Listen to ten

or twenty. Ask: Did the IVR run too long? Did the buyer put the caller

on hold? Did we route after hours? Fix the easy issues first. Weekly,

score a random sample—maybe 20% of calls. Use a short scorecard

with yes/no: intent match, geomatch, hours match, connected above

threshold, script OK. Monthly, send a one-page QA summary to the

buyer: acceptance rate, top decline reasons, two examples you fixed.

This builds trust and shows you’re on top of quality.

Short calls are a common problem. Prevent them by keeping your IVR

short—just one or two questions. Route by ZIP before ringing the buyer.

Daypart to buyer hours only. Use branded caller ID for callbacks somore

people pick up. Share a simple intro script with the buyer’s agents: “Hi,

thanks for calling Green Pest Control. I can help with pest removal. May

I ask your ZIP code?” A good script builds trust and keeps callers on the

line.

Even with QA, disputes will happen. A buyer may mark a call “non-

qualified.” Don’t argue on the phone. Send proof. Collect the call ID,

recording clip, IVR path, connected duration, and notes. Send a polite

dispute email:

Subject: Review request — Call 3041 on 3/20

Hi Sarah,
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We saw this call marked non-qualified for “out of geo.” The

recording shows the caller gave ZIP 85016, which is on the IO list,

and the talk time was 2:14. Could you review? If you still see a

mismatch, we’ll adjust routing.

Thanks,

Mike

Send disputes within the IO review window (usually 5 business days).

Track your dispute outcomes. If you lose fairly, fix the issue. If buyers

return calls for reasons not in the IO, raise it quickly.

QA is also about training your team. If you use agents, coach weekly.

Play two good calls and two weak calls. Praise the good. Fix the weak

with short, clear tips: “Ask for ZIP sooner,” “Give the recording line at

the start,” “Confirm need in first 30 seconds.” Keep a one-page script

with required lines bolded. Short coaching sessions work better than

long lectures.

Mystery shopping is another trick. Call your own numbers. Call your

buyer’s public number too. How fast do they answer? What do they say?

Are they polite? If the buyer’s staff is slow or rude, your acceptance rate

will drop. Share your findings in a helpful way: “We noticed wait times

over 2 minutes yesterday. Could we try routing to your overflow line?”

Buyers appreciate constructive input.

Keep a “call library.” Save ten of your best calls and ten common

mistake calls in a folder. Newstaff can learn fast by listening. Buyers love

hearing real examples too. It shows you’re transparent and professional.

QA is not about blame. It’s about learning andproving. When you show

buyers data, recordings, and fixes, they trust youmore. Your acceptance

rates rise. Your refunds fall. And your reputation grows. That’s why QA

is not extra—it’s core to pay-per-call.
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S5. Collections: AR, Net Terms, and Credit Checks

Let’s be honest: no one likes to chase money. But in pay-per-call, if

you don’t stay disciplined, you can go broke even with great traffic.

Collections is not about being mean. It’s about having clear systems so

you always get paid on time.

Start with the basics. Accounts Receivable (AR)means money buyers

owe you for calls already delivered. Net terms are the days buyers have

to pay (Net 7, Net 15, etc.). Deposits or prepay means money buyers pay

before calls start. Reserves or holdbacks are small amounts buyers hold

for a short time to cover returns.

Your payment flow should be simple. Send invoices weekly or bi-

weekly. Each invoice should show the date range, number of accepted

calls, payout per call, total due, bank info, due date, and IO reference.

Attach proof, like a CSV with call IDs and durations. Buyers pay faster

when details are clear. Always send to the billing email and copy your

day-to-day contact.

For new buyers, protect yourself. Start with a cap (maybe

$1,000–$5,000 per week). Ask for a deposit or Net 7 until two payments

clear. If they want Net 30+ and you don’t know them, lower the cap or

ask for a bigger deposit. Ask for references and a short credit form. Keep

it friendly, not scary. Example: “We start at 10 calls a day, Net 7 terms.

After two clean payments, we can discuss raising caps.”

Watch your AR“aging.” Make aweekly report: 0–7 days current, 8–15

days, 16–30 days, 31–45, 46+. Most of your AR should be in 0–7 days. If

moneymoves past 30 days, act fast.

Follow up with kindness but firmness. Day 5 after invoice: “Just

checkingyou received invoice#1042 for$2,250due3/15. Anyquestions?”

Onduedate: “Scheduled for today. All set?” Day 3 late: “We show$2,250

now 3 days past due. Can you confirm payment date? Caps held steady

until it lands.” Day 7 late: “We need to pause new volume until payment
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clears. Please advise by 3/22.” Day 14 late: pause traffic and send a

final date. Day 30 late: if no response, send a formal demand letter.

Sometimes a direct call to the owner fixes it.

Payment methods: ACH is fast and cheap. Wire is fast but higher fee,

good for big sums. Cards are easy but high fees. Checks are slow—avoid

if possible. State who pays fees. Most publishers ask buyers to cover

wire fees.

Reserves and refundsmust be clear. If buyer needs a reserve, write the

percent and release time (e.g., 10% held for 30 days). For refunds, net

them in the next invoice only if valid and on time per IO. Never accept

“open-ended” reserves.

Know when to stop. If a buyer is late twice, lower caps. If AR hits 30+

days unpaid, stop sending. Don’t let hope kill your cash flow. You can

always restart later if they improve.

Keep a buffer. Hold 4–6 weeks of costs in cash. That way one late

buyer doesn’t sink you. If you need more working capital, raise caps

slowly. Never depend on one buyer.

Train your team. Make a short SOP: how to invoice, when to follow up,

when to pause. Give VAs a checklist and templates for reminders. Use

calendar alerts. Small systems prevent big losses.

Good buyers pay on time and grow with you. Treat them well. Give

them clear reports. Fix issues fast. But protect yourself with clear

invoices, fair terms, and caps. Collections doesn’t have to be scary. It’s

just discipline—steady, clear, and kind.
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5

Tracking, Routing & Attribution

S1: Call Tracking Numbers (DIDs) & Dynamic

Insertion

Whenmost people look at a phone number, they see something plain and

ordinary. It is a string of digits that connects one person to another. But

in pay-per-call marketing, a phone number is far more powerful than

that. It becomes a kind of key, a fingerprint, even a receipt that proves

your work. A phone number is not just a number; it is a tracking tool. It

tells you who called, where they came from, and why they picked up the

phone in the first place. It shows your buyers that the call would not have

happened without your effort. This is why we use something called a

DID, which stands for Direct Inward Dialing. A DID is basically a “smart”

phone line you control. You can buy as many as you need, and you can

point each one to the place it belongs. Think of it as having a whole

drawer of labels you can swap in and out whenever you want, each label

tied to a certain ad, a certain campaign, or even a certain neighborhood.

The first choice you make with DIDs is usually whether to use local

numbers or toll-free numbers. Local numbers look like they belong in
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the same city as the person who sees them. A Phoenix ad, for example,

might use a number that beginswith 602, which is the Phoenix area code.

People tend to trust numbers that look familiar, and they answer them

more often. Toll-free numbers, on the other hand, feel bigger, almost

like they belong to a national company. A lawyerwhoworks acrossmany

states or a brand that serves the whole country may prefer something

like an 800 number because it gives them that large, established look.

Neither option is wrong. The real question is what matches your ad. If

your ad says “AC repair in Phoenix,” then use a Phoenix number. If

your ad covers ten states, then a toll-free line may make more sense.

Matching the type of number to the promise of the ad keeps everything

believable and natural.

Once you have the type of number picked out, the next step is to

understand that you rarely use just one. Beginners often think they

can put a single phone number on their page and call it a day, but that

will not work once you start running traffic. If everyone who visits your

page sees the same number, you will have no idea which ad brought in

which call. Instead, you build what is called a number pool. A pool is

a small group of DIDs that rotate across your visitors. Imagine a store

with many doors. If you only had one door open, you would never know

which customers came fromwhich direction. But if you had ten doors,

and you watched each one carefully, you could track who came in from

the north, who came in from the south, and who came straight from

the parking lot. That is what a pool does for you. It gives each visitor

a temporary number. If they decide to call, the call is tied back to their

exact visit. That way, you know not only that the phone rang, but also

which ad and which click made it happen.

Howbig does a pool need to be? That depends on the size of your traffic

and the behavior of your visitors. A small page might only need four to

ten numbers. A bigger pagemight needmore. If visitors stay on your site

for a long time before calling, then you will need extra numbers so that
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you don’t recycle too fast. Recycling too quickly is a common beginner

mistake. It can cause calls to be logged under the wrong visitor, which

confuses both you and your buyer. The safe path is to start small and

then grow. Addmore numbers only when you see signs of mix-ups.

Now, you may be wondering how the right number appears to the

right person. This is where something clever comes in, called dynamic

number insertion, or DNI. DNI is a tiny script you put on your web page.

It reads the address the visitor used to get there. If that address says

something like “source=google” or “campaign=ac_repair_summer,”

the script swaps out your default phone number and replaces it with one

from your pool. To the visitor, nothing looks unusual. They just see a

normal phone number. But in your reports, you can see exactly which ad,

which source, and which page led to the call. It is like having invisible

ink that only you can read. And because things sometimes go wrong—

scripts don’t load, or someone types the address in by hand—you always

set a fallback number. That way, even if the fancy tracking fails, the call

still connects and you do not lose a lead.

Tracking is not limited to the online world. Many people still use

offline ads like flyers, postcards, billboards, or even QR codes. Those

cannot use scripts, but you can still track them. The way to do it is by

giving each offline item its own static DID. The flyer gets one number,

the billboard gets another, and the postcard gets its own as well. In your

dashboard, you label each one clearly, and then when calls come in, you

know exactly which piece of offline marketing did the work. Even tools

like Google Business Profile can be tracked. You set the main number on

the listing to be a tracking number that forwards to your real business

line. To stay on Google’s good side, you also add your real number in the

“alternate” spot. That way your local search rankings stay safe, but you

still capture the data.

Numbers are not just about tracking. They alsohelpwith quality. Many

systems let you set up something called a “whisper.” This is a short
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message that plays to the buyer’s agent before they answer. It might

say something like “Residential AC— East Phoenix.” The caller never

hears it, but the agent does, and it helps them answer with confidence

and the right words. You can also record calls, as long as you play a

legal notice that says something like “This call may be recorded for

quality purposes.” Recordings protect you and your buyer. They let you

settle disputes by showing exactly what was said, and they help you train

agents or adjust your campaigns to improve quality.

Being responsible with your numbers is part of the job. Do not recycle

them too quickly. Give them time to “rest” before you use them again,

so you don’t get leftover calls from the old campaign. Watch out for

numbers that start to show up as “Spam Likely” on phones. If that

happens, replace the number and check why it happened. Sometimes it

means toomany calls were short or low quality. Sometimes it means the

audience was wrong. Keeping your CNAM, which is the caller ID name,

clean also matters. If the namematches the service people expect, they

are more likely to answer.

Good organization saves you from headaches later. Before you even

launch a campaign, think about how you will name your numbers. Use

names that tell you everything at a glance, like “HVAC-PHX-Search-

Pool-A” or “Pest-DAL-FB-Adset-1.” Use the same style in your ads

and in your reports. When everything matches, you will make fewer

mistakes, and when buyers ask you questions, you can answer with

confidence. If a buyer says, “Why did call quality dip on Tuesday?” you

can pull the exact numbers, the ads, and the pages in seconds, instead

of hunting around for hours.

Finally, numbers can even warn you when something is wrong. If a

number gets no calls for two days, it might mean the page broke or the

script stopped working. If a number gets too many very short calls, it

might mean a bot or a spammer is hitting you. Setting alerts for these

things keeps you ahead of problems. You do not want to waste money
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sending traffic to a broken page. A quick alert can save you time, money,

and frustration.

At the end of the day, tracking is about trust. Buyers want proof, and

proof comes from your numbers. With clean DIDs and a solid DNI setup,

you can show exactly what happened. You can say, “Here is the number

that was called, here is the time, here is the ad, here is the page, and

here is the recording.” That is the backbone of pay-per-call. With that

proof, you get paid faster, fight fewer disputes, and build the confidence

to scale bigger and bigger.

If you are just starting, you do not need to spend a fortune. You can test

with just a handful of numbers from a service like Ringba, CallRail, or

even Twilio if you like the do-it-yourself path. Five numbers is enough

to start. Place them on a single campaign, watch the data, listen to the

recordings, and learn. Once you know how it works, add more. The goal

is not to have the biggest stack on day one. The goal is to build slowly,

to understand each part, and to grow with confidence. Pay-per-call is

built on numbers, and numbers are built on trust. Learn to use them

well, and you will have the foundation to succeed.

S2: UTMs, IVR Data Capture & Metadata

Your phone does not just ring bymagic. It rings because someone saw

amessage that caught their attention andmade sense to them. Maybe

it was a Google ad for “AC repair near me.” Maybe it was a Facebook

ad with a picture of a friendly technician. Maybe it was a postcard that

landed in their mailbox. Somewhere, a message pushed them to pick

up the phone. The question is: whichmessage was it? In pay-per-call,

answering that question is one of the most important things you can

do, and that is where UTMs, IVR data, andmetadata come in. Together,

they tell the story of how a stranger turned into a caller, and how that
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caller became a customer. They are the difference between guessing and

knowing, between hoping and proving.

Let’s begin with UTMs. UTM stands for Urchin Tracking Module,

which sounds complicated, but really, it is just a small label you add

to the end of a link. Think of it as a tag that helps you remember which

basket the eggs came from. Youmight have three ads running: one on

Google, one on Facebook, and one in an email. Without UTMs, youwould

know that someone clicked, but youwouldnot know fromwhich ad. With

UTMs, each ad has its own little name stitched on, like a nametag on

a child’s backpack. When the visitor arrives at your site, that nametag

comes along for the ride, and your tracking system can read it. Suddenly

you know that the click came fromGoogle, or that it came fromFacebook,

or that it came from your email newsletter.

There are five common UTM parts, and while they sound technical,

they are easy to understand once you see them in action. The source

is where the visitor came from, like Google or Facebook. The medium

is the type of traffic, like CPC for paid search, or “email,” or “social.”

The campaign is the name you give the push, like “ac_repair_summer.”

The term is often the keyword, like “ac repair nearme.” And the content

is used to tell ads apart, like “ad_a” or “blue_button.” When you put

them all together, you get a link that looks long and messy, but carries a

full story: /ac?utm_source=google&utm_medium=cpc&utm_campaig

n=ac_repair_summer&utm_term=ac+repair+near+me&utm_content

=ad_a. To a visitor, it looks like just another link. To you, it is the map

that shows exactly how they found you.

When someone visits your page with those UTMs attached, your

dynamic number insertion script reads them. It then chooses a tracking

number from the pool and shows it to the visitor. When the person picks

up the phone and calls, the UTMs travel with the call record inside your

system. That means you don’t just see a phone number, you see the

ad, the keyword, the source, the medium, and even the button color
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that led to that phone ringing. This matters because most ad platforms,

like Google Ads or Facebook Ads, also want to know which ads worked.

If you pass conversions back to them—the calls that turned into real

customers—they learn and get smarter. They start sending you more of

the right clicks and fewer of the wrong ones. In other words, UTMs are

not just for tracking; they are for teaching the machines what to send

you.

Now let’s move to IVR, which stands for Interactive Voice Response.

You’ve probably used it many times when calling a company. It is that

littlemenu that says, “Press 1 for sales, press 2 for support.” In pay-per-

call, IVR is not about being fancy or building amaze. It is about collecting

a small piece of useful data before the call connects. A good IVR is short

and to the point. For example, you might ask the caller to press 1 for

residential service and 2 for commercial service. Then you might ask

them to enter their ZIP code. With just those two little steps, you already

knowwhat type of service they need and where they are located. That

is gold for routing. When the buyer’s agent answers, they can already

see or hear, “This is a residential caller in 85008.” They can jump right

into the right script without wasting time. That saves money, helps hit

duration goals, andmakes both the caller and the buyer happier.

Each button press and each digit entered in the IVR is data. It should

be saved in your call log, tied to the unique call ID. If you have the right

setup, you can even pass it to the buyer’s screen as a little popup, or play

it as a whisper before the agent answers. Imagine the agent hearing,

“Residential AC, ZIP code 85008,” just a second before they say hello.

That is a smooth hand-off, and it makes the caller feel like the company

is paying attention.

Then comes metadata, which is simply the rest of the information

about the call. Metadata is like the background of a photo. It includes

the landing page where the person came in, the referrer that sent them,

the device type they used, the time of day, and more. If you are using ad
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platforms, you may also capture their special click IDs, like Google Click

ID or Facebook Click ID. You don’t need to understand every code right

away. The important thing is to store them and keep them tied to the call.

Later, when you want to prove that a certain ad group produced the best

calls, or that calls from Facebook were weaker than calls from Google,

you will have the facts in hand. Without metadata, you are guessing.

With it, you are proving.

One of the most important things when working with UTMs is to keep

them clean and consistent. Computers treat “Facebook” and “facebook”

as two different things. If you type it one way today and another way

tomorrow, your reports will split, and you’ll waste time combining them

later. The simple fix is to create a short UTM rules sheet for yourself or

your team. Always use lowercase, always spell things the same way, and

write down a few examples. If you work with other people who build

pages or run ads, give them copy-and-paste linkswith the UTMs already

filled in. The fewer mistakes at the start, the better the data at the end.

And if you run offline channels like postcards or flyers, you can still use

UTMs. Just print a short URL or a QR code that points to a page with the

UTMs baked in. When the person scans or types the link, you still know

the source and campaign.

Another smart trick is to use your IVR to play the recording notice at

the start of the call. If your buyer is in a state that requires two-party

consent, you can even add a quick “Is that okay?” moment and save the

“yes” in the recording. That tiny clip becomes part of your metadata.

If there’s ever a dispute, you have proof that the caller agreed. Small

details like that make you look professional and keep you safe.

As you collect more calls, patterns begin to show up. Youmay notice

that callers from certain ZIP codes stay on the phone longer than others.

Youmay find that people who press “2” for commercial often hang up

before reaching an agent. That might mean you need a separate buyer

for commercial jobs, or that you need a different intro script. Youmay
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also notice that calls from utm_source=facebook tend to be shorter or

less qualified than calls from utm_source=google. If that happens, you

can tune your Facebook audience, change your landing page, or lower

your cap on that channel until the quality improves. These patterns are

the road signs that guide you toward better results, but you only see

them if you have the data.

The golden rule is to keep your data clean at the source. Do not let

broken ormissingUTMs into your system. If you control your ownpages,

you can even add a simple check: if a link arrives without a key UTM,

block it until it’s fixed. If you work with partners, give them links that

already have the UTMs inside, so there is less room for error. Remember,

once a call comes in without clean data, you can never go back and add

it. The moment is gone. Clean data up front is the cheapest way to save

yourself hours later.

In the end, UTMs, IVR data, and metadata work together like three

chapters of the same book. UTMs tell you how the caller found you. IVR

tells you what the caller wanted. Metadata tells you when and where it

happened, and adds the extra details. When you tie them all together

under a single call ID, you hold the whole story in your hands. That story

is how youmake smart changes, how you cut waste, how you improve

performance, and how you prove real value to your buyers. Pay-per-call

is not just about ringing phones; it is about telling clear stories with

proof. UTMs, IVR, and metadata are the tools that make those stories

possible.

S3: Geo & Skill-Based Routing, Concurrency & Caps

When you begin your first pay-per-call campaign, it might feel like the

hard part is already done once the phone starts ringing. You set up a

small ad, maybe just a few dollars a day, aimed at people searching for
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something urgent like an emergency plumber. You connect that ad to

a landing page with a tracking number, and before long you hear the

sound you’ve been waiting for: a live call. The excitement is real, but the

bigger question comes next—where should this call go? If you route it to

the wrong place, you risk losing money, disappointing your buyer, and

leaving the caller frustrated. Routing, inmanyways, is thehidden engine

of pay-per-call. It quietly determines whether a campaign succeeds or

fails, because good routing sends every call to the right place at the right

time, while bad routing turns opportunity into waste.

At the smallest scale, routing can be something you domanually. You

might only run your ad while your buyer is open, or youmight pick up

calls yourself and transfer them. That can work for the first few days

when you’re testing with one buyer and a handful of calls. But as soon

as volume increases, you’ll need to think about routing as a series of

rules that act like gates. Each call should pass through those gates in

order: first, whether the buyer is open, then whether the caller is in the

right location, thenwhether the caller needs a special skill, thenwhether

the buyer has space to take them, and finally, how the call should ring

through. If any step fails, the call should have a safe landing place,

not just drop into silence. This order—hours, geography, skill, caps,

concurrency, ring strategy, overflow—is the foundation of routing.

The first and most obvious filter is time. A small business may only

answer phones from 9 a.m. to 5 p.m. If you let ads run at night, calls

will still come, but nobody will answer them. Those unanswered calls

will either hang up right away or get trapped in voicemail, which counts

as a short call in your reporting. Short calls hurt your average duration,

which hurts your payout. Even if you’re only spending five dollars a day

testing a small campaign, that waste adds up quickly. The solution is to

make your routing system respect the buyer’s local time zone, not yours.

If your buyer opens at 8 a.m. their time, then don’t start sending calls

until then. If they close at 6 p.m., stop the ads at 5:45 so nobody calls at
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the wrong time. Almost every ad platform allows this kind of schedule.

On Google Ads, it’s called ad scheduling. On Facebook Ads, it’s under

dayparting settings. The trick is to line up the schedule of your ads with

the schedule of your buyer.

Once you know the buyer is open, the next gate is geography. Buyers

rarely want calls from everywhere. A lawyer licensed in New York cannot

accept clients in California. An HVAC company in Dallas is not going

to drive two hours to Austin. At the start, you can get a quick idea of

a caller’s location by checking their area code. A 214 number is Dallas,

while 713 isHouston. But cell phonesmake this unreliable becausepeople

keep old numbers when they move. The stronger method is to ask for a

ZIP code in your IVR. A simplemessage like “Please enter your five-digit

ZIP code” gives you solid data. If the ZIPmatches your buyer’s service

area, the call moves forward. If it doesn’t, you can politely end the call,

or better, route it to a buyer who does cover that ZIP. This kind of setup

doesn’t require enterprise tools. Services like Ringba and CallRail both

allow you to add IVR steps for a few dollars a month, and even Twilio

lets you build your own if you like coding. This small step saves wasted

calls and keeps your buyers happy.

Skill is another routing gate that matters more thanmost beginners

realize. Skill can mean language, like sending Spanish-speaking callers

to Spanish-speaking agents. It canmean license, like making sure an

insurance call goes to an agent who is licensed in the caller’s state. It

can mean type of job, like routing commercial calls to one buyer and

residential calls to another. You don’t need to build a complicated phone

tree. In fact, callers hate long menus. One or two short questions are

usually enough. For example: “Press 1 for English, press 2 for Spanish,”

or “Press 1 for residential service, press 2 for commercial service.” With

just a single answer, your routing system can send the call to the agent

who is prepared to handle it. This means fewer wasted calls, longer

talk times, and better acceptance. Even if you’re only testing with one
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buyer, you can start by using IVR to at least confirm whether a call is

residential or commercial. If your buyer only wants residential jobs,

you’ll immediately know which calls not to forward.

The next two filters—caps and concurrency—are about limits. A cap

is howmany calls a buyer wants in a certain period, like 50 per day or

200 per week. Concurrency is howmany calls they can take at the same

time. Imagine a buyer has three phone lines open. If you send them ten

calls at once, seven callers are stuck on hold. People on hold often hang

up, and those hang-ups show up as short calls in your reports. Toomany

of those, and your payout drops. The solution is to set your system to

count howmany live calls are already connected to a buyer. If they are

at the limit, new calls should wait in a short queue or be rerouted. Tools

like Ringba make this easy with built-in concurrency settings. If you’re

more technical and prefer building your own flow, Twilio lets you script

concurrency checks in your call logic. Either way, protecting your buyers

from overload is critical if you want long-term success.

Even after all that, you still have to think about how the call actually

rings on the buyer’s side. This is called a ring strategy. Some systems

use “ring-all,” which means every agent’s phone rings at once until

someone answers. It’s fast, but noisy. Others use “round robin,” which

rotates the calls so each agent takes turns. This is calmer, but sometimes

slower. A hybrid approach is “overflow,” where the call rings the main

teamfirst, and if nobody picks up in, say, 20 seconds, it flows to a backup

team. Different buyers prefer different strategies, and the only way to

know for sure is to test. If you use “ring-all” and your buyer complains

about chaos, try round robin. If answer rates are low, try overflow. The

key is flexibility and watching your data.

Overflow is your safety net. Nomatter how carefully you set up routing,

buyers will sometimes be closed, maxed out, or simply not answering.

If you let the call die there, it’s wasted. But if you have a backup route—

anotherbuyer, a secondoffice, or evenavoicemail thatoffersa callback—
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you can save it. Many small marketers at the beginning simply route

overflow to their own phone. If the buyer doesn’t answer, they pick up,

collect the caller’s details, and promise a callback. It’s not a long-term

solution, but when you’re starting with low volume, it keeps you from

wasting precious calls.

The best routing setups tell a clear story in the call log. A good log

might read: “10:14 a.m., caller ZIP 85008, chose residential, Buyer A

open, 2 lines in use (limit 3), rang 18 seconds, answered, connected for

2:11.” That one line explains everything—when the call came, where it

came from,what the callerwanted,what thebuyer couldhandle, andhow

long it lasted. With that kind of detail, you can quickly see where things

break down. If many calls are being blocked because of concurrency, you

can ask the buyer to addmore seats. If many calls are being rejected for

the wrong ZIP, you can adjust your targeting. Logs turn routing from a

mystery into a story you can read and fix.

Geographymatters even at a deeper level. Many buyers don’t just want

a state or a city; they want calls within a certain drive time, like 30 miles

around their office. With free tools like FreeMapTools, you can type in

an address, select a radius, and download a list of all the ZIP codes in

that circle. You can then load those ZIPs into your routing rules and

know exactly which areas to send. Over time, you’ll notice that some ZIP

codes convert better than others. Maybe the calls from 85008 last three

times longer than calls from 85035. Once you see that, you can prioritize

the better ZIPs, send them to your best buyers, or even charge a higher

price for them. Data like this comes naturally once you set up routing

properly.

Thefinal lesson about routing is about growth. When a buyer is at their

cap or their concurrency limit, pushingmore calls doesn’t help. It only

makes things worse. If you want to scale, you need to ask the buyer for

more capacity, extend their hours, or bring in a second buyer. Routing

is not just a machine setting—it’s a promise. It says: we will send the
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right calls to the right people at the right time. Keep that promise, and

you’ll build long-term trust. Break it, and even the best ad campaign

will collapse.

Routing might sound technical, but at its core, it’s about respect.

Respect the buyer’s time, respect their location, respect their limits, and

respect the caller’s needs. Start small by matching your ad schedule to

your buyer’s open hours. Add a ZIP code filter so only the right locations

get through. Use one IVR question to make sure the caller fits. Set a

simple concurrency limit so you don’t flood your buyer. Those steps cost

almost nothing and can be set up in a single afternoon using tools like

Ringba, CallRail, or Twilio. As you grow, you’ll addmore layers, more

buyers, andmore logic. But even at the beginning, good routing makes

you look professional and trustworthy. And that, more than anything

else, is what keeps buyers happy and keeps your pay-per-call business

alive.

S4: De-duplication & Buyer Rules

Imagine you’re running a new pay-per-call campaign for a local HVAC

company. You’ve set up the ads, your tracking is working, and the calls

are coming in. At first, everything looks good. The buyer is paying for

each call that lasts over two minutes, and you see money adding up.

Then something odd happens. The same customer calls back two days

later to ask another question, and then again a week later to check on

scheduling. Suddenly, the reports show three separate billable calls, but

they all came from the same person. The buyer doesn’t want to pay three

times for one customer. You don’t want to argue about it after the fact.

This is where de-duplication comes in.

De-duplication is simply the practice of making sure one caller does

not count as multiple new leads inside a certain time window. Buyers
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usually define that window in their insertion order, also called the IO.

Some say seven days, others 14, and some stretch it to 30 days. The

logic is simple: they are paying you to introduce them to new customers,

not to send the same person back to them again and again. Without

de-duplication, your reports can look inflated, but your relationship

with buyers will suffer.

The easiest way to spot a duplicate is by the phone number itself. Every

incoming call carries caller ID data, though it may show up in different

formats. To handle it cleanly, you should store every number in what’s

called E.164 format, whichmeans you add the country code in front, like

+1 for the United States, followed by the digits. Saving numbers this

way ensures that “(321) 505-7998” and “321-505-7998” both resolve

to +13215057998. That way, your system won’t mistake them as two

different people. Of course, you cannot catch every repeat. Some people

block caller ID, or call from their officephoneoneday andamobile phone

the next. But with clean formatting, you can catch most duplicates.

To manage this, even a small operation can keep a simple “recent

callers” table. Each time a call comes in, you log the number, the date,

the campaign, and which buyer answered it. When a new call comes

in, your system checks that table. If the same number was sent to the

same buyer within, say, the last 14 days, you can decide what to do. One

option is to play a friendly message telling the caller they’ve already

reached the service and offering them a non-billable information line.

Another option is to still connect them to the buyer but mark the call as

non-billable in your reporting. Some buyers may even allow repeats if

they are genuine service follow-ups, but the key is that the rule should

be written in the IO so there are no surprises.

You’ll alsoneed todecidewhether tode-duplicate globally or per buyer.

Global means that once a caller has been billed to any buyer, they cannot

be billed again within the window, no matter who they call next. Per

buyer means that Buyer A and Buyer B could both pay for the same caller
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if that caller happens to try both lines. Global de-duplication keeps

reports cleaner and avoids themessy situation where one consumer gets

bounced around between different buyers. It also shows that you respect

the caller’s time. But per buyer rules can make sense in some cases,

such as when the two buyers serve very different products. An example

might be a person calling once about car insurance and once about life

insurance. Both are valid new sales opportunities. Either way, you must

write down which rule you’re using andmake sure your system enforces

it the same way every time.

Buyer rules go beyond duplicates. They are the full set of yes-and-no

conditions that decide whether a call counts as billable. Some of these

rules are simple, like geography, hours, or language. If the caller is

outside the service area, calls after hours, or needs Spanish when the

buyer only supports English, then the call should not be sent. Others

are about category, like whether the job is residential or commercial. A

small roofing companymay not want commercial jobs at all, while a law

firmmight reject bankruptcy cases but accept personal injury. Duration

is another common rule. A call must stay connected for a set number of

seconds before it is billable. This protects buyers from hang-ups and

wrong numbers.

Sometimes buyers add special rules. A common one is “no brand

calls,” which means they don’t want traffic that searched for their own

company name. Anothermight be “no warranty jobs,” or “no calls from

past customers.” These special rules can help a buyer control their costs,

but toomany rules can create endless disputes. The best practice is to

keep rules short, clear, and written down in the IO. If a buyer insists on

many complex rules, you’ll spendmore time fighting about rejections

than growing your traffic.

When you capture IVR answers, you also give yourself proof that a

caller matched the rules. Suppose the buyer later says, “This was a

commercial job, not residential.” If your IVR log shows that the caller
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pressed “1” for residential, and the recording confirms it, you can ask

for a reversal. That is why saving IVR key presses and short transcripts

matters. It turns your routing from a black box into a provable process.

Being fair to the callermatters too. If someone asks not to be contacted

again, put their number on your internal do-not-call list and honor

it. If your system includes callbacks, only make them inside the scope

the caller agreed to. For example, if the IVR said, “We’ll call you back

within one business day,” don’t surprise them with calls for weeks

afterward. Respect builds trust. It also keeps your complaint rate low. A

low complaint ratemeans your numbers stay clean and don’t get flagged

as spam, which improves your answer rates.

Spam patterns are another problem to watch for. Sometimes you’ll

see many very short calls, either from the same number or from a flood

of random numbers. These often are not real customers but bots or

bad actors trying to eat up your budget. You can protect yourself with

a few simple filters. Block area codes that don’t make sense for your

buyer’s service area. Limit howmany calls the same number canmake

in an hour. Ask one human question in the IVR, like “Please enter your

ZIP code,” before the call rings through. Bots and spam callers often

fail at that step, so you filter them out before they reach your buyer.

If a number repeatedly fails your checks, put it on a block list. Even

platforms like Ringba and CallRail make it easy to create block lists for

abusive numbers.

Once you have rules in place, test them before sending real traffic.

Place a call that should pass andmake sure it connects. Place one from

outside the service area and confirm it fails. Call twice in a row to see if

the duplicate rule triggers. Try calling after hours to make sure the call

is blocked or rerouted. Check the logs to ensure each outcome shows

the reason clearly. If you see mistakes, fix them before real leads are

at stake. This kind of sandbox testing is free and saves you from angry

buyers later.
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Finally, have open conversations with buyers about edge cases. What

happens if a caller gets a busy signal and dials back fiveminutes later?

Some buyers are fine paying for one of those calls if at least one lasted

long enough. What if a caller phones today to ask about prices and then

again nextweek to book a job? Many buyers accept both if the second call

clearly represents a new opportunity. By putting simple examples like

these in the IO, you avoid arguments later. Your routing system should

match the expectations of your buyer, not surprise them.

De-duplication and buyer rules are not there to block your revenue;

they are there to protect it. They keep your reporting honest, your buyers

satisfied, and your callers respected. They prevent inflated numbers

that would otherwise collapse in disputes. They show that you take the

business seriously, even when you’re small. Most importantly, they

build trust. And in pay-per-call, trust is what keeps buyers paying you

week after week. When you set clear rules, enforce them consistently,

and test them carefully, you spend less time fighting over credits and

more time growing campaigns that scale. That is how you turn a ringing

phone into a reliable business.

S5: Reporting Architecture (Dashboards & Exports)

When you’re just beginning in pay-per-call, it’s tempting to think the

job ends once the phone rings and the buyer gets connected. The truth

is, that’s only the start. To grow, you need proof of what happened. You

need to see what worked, what failed, and where to improve. That proof

lives in your reports. Reports are how you see the truth. A good report

shows you not only howmany calls came in but also which ones counted,

which ones didn’t, and why. It shows howmuch you earned, howmuch

you spent, and where the leaks are. And just as importantly, it tells this

story clearly enough that you or your buyer can read it in minutes.
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Thefirst building block of all reporting is the call log. Think of your call

log as a diary where every single call is a short entry. Each entry should

include the call ID, the date and time it came in, the tracking number

that was dialed, the caller’s phone number, the landing page they came

from, the UTMs that tagged the ad, and the IVR answers like ZIP code

or whether the caller pressed “1” for residential or “2” for commercial.

It should also say which buyer you routed the call to, how long it took

for someone to answer, how long the call lasted once connected, and

the final status. Was it accepted? Was it returned with a reason? Was it

non-qualified because it didn’t meet duration? If you’re spending on

ads, you should also connect each call to a cost record, whether that cost

came from Google Ads, Facebook Ads, or another channel. With this

setup, each call is its own little story you can always go back and read.

Once you have a clean call log, you can build a dashboard. A dashboard

is just a window into the log that makes the important things easy to

see. When you’re small, this doesn’t need to be fancy. A spreadsheet

in Google Sheets or Microsoft Excel works fine. You canmake it refresh

everymorning and update the totals automatically. At the very top, show

the key numbers: total routed calls, answer rate, average connected

duration, qualified calls, acceptance rate, revenue, cost, and profit. Then

break those numbers down by source, like Google, Facebook, SEO, or

flyers. Break them down by buyer, so you can see who is performing

best. Break them down by IVR branch, so you know how residential calls

did compared to commercial, or how certain ZIP codes did compared

to others. Show yesterday’s numbers, the last seven days, and the last

28 days side by side. Add small arrows pointing up or down compared

to the previous period. These arrows give you fast feedback at a glance.

You don’t need charts when you start. A clear table is enough.

As you get more comfortable, you can add a duration chart. This chart

shows howmany calls ended under your payout threshold, howmany

just over it, and howmany lasted far beyond it. This is where you’ll find
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easywins. Ifmany calls are endingat 70 to85 seconds andyour threshold

is 90 seconds, you likely have an IVR that is too long or an agent greeting

that takes toomuch time before getting to themain issue. Shortening

either can push those near-miss calls into the billable zone. If many

calls are ending under 10 seconds, it oftenmeans you have routing issues

or spam slipping through your filters. By seeing the distribution of call

lengths, you know where to focus.

Returns need their own report too. A returns report is simply a list of

calls that buyers rejected, along with the reason. For each, you should

also store the IVR answers and the connected duration. Then sort them

by buyer and by reason. Patterns will pop out. If one buyer is rejecting

many calls for “out of state,” it means your geo check is wrong for that

buyer, or their service area has changed without notice. If another is

rejecting for “commercial, not residential,” it means your IVR question

order needs adjusting so that the first thing you ask is whether the call

is residential or commercial. A returns report is your troubleshooting

map. It turns vague complaints into clear steps you can fix.

Once youhave the basics, you should set up scheduled exports. Exports

are simply files—usually CSVs—that you send out automatically. For

buyers, youmight send a weekly CSV that lists call IDs, times, durations,

IVR data, and final status. At the very top, include a summary of totals:

howmany calls qualified, howmany were returned, and howmuch is

due. When the buyer sees that file, the invoice laterwill hold no surprises.

For yourself or your team, you should save a daily export of all calls into

secure cloud storage, such as Google Drive or Dropbox. Keep at least

one year of history easily accessible, and archive older files. When a

buyer comes backmonths later asking about a call, you’ll have the proof.

Without history, you’ll be stuck relying on memory, and that doesn’t

build trust.

If you’re buying ads, another powerful tool is conversion exports.

Almost everymajor platformnow lets youuploadwhat are called “offline
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conversions.” This is where you match your call IDs with the ad click

IDs, such as Google’s GCLID or Facebook’s FBCLID. By doing this, you

tell the ad platform exactly which clicks turned into real qualified calls.

Over time, the system learns to findmore people like those and fewer

of the people who clicked without calling. This lowers your cost per

qualified call, which is oneof the fastestways to growmargins. Youdon’t

need expensive tools for this. Google has guides on uploading offline

conversions directly through Google Ads, and Facebook supports it

through their Events Manager. Even as one person running a campaign,

you can take advantage of this feature.

Dashboards and exports aren’t enough by themselves. You also

need alerts. Alerts are small automated messages that tell you when

something breaks. If your answer rate drops below a certain number, an

alert should ping you or your routing manager. If acceptance drops five

points from one day to the next, an alert should ping whoever manages

that buyer. If average duration suddenly drops across the board, ping

your quality lead. Alerts don’t have to be complicated. You can use Zapier

or Make to connect your call tracking system to email or Slack. A one-

sentence alert at the right time can save thousands of dollars in wasted

calls.

Naming conventions might sound boring, but they are the glue that

keeps reports from turning into chaos. The buyer name in your routing

tool should match the buyer name in your reports and invoices. The

campaign name in your ads should match the UTM campaign in your

call log. If you name one thing “ACRepair_Summer2025” and another

“ac_repair_summer,” you’ll spend hours reconciling them later. If you

name them the same, your charts will work automatically. Consistency

is free but saves endless frustration.

One of the best habits you can build early is to share weekly wins and

fixes with your buyers. Every week, send a short summary. It doesn’t

need to bemore than a paragraph or two. “We sent 210 calls. Acceptance
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was 82 percent, up four points from last week. We shortened the IVR by

six seconds and added overflow coverage from 5 to 7 p.m. We noticed

longer hold times onMonday and suggest raising seats between 4 and

6 p.m.” That kind of report shows buyers that you are not just sending

calls but running a system. It builds trust and makes you look like a

partner, not just a vendor.

Finally, remember that a report is not homework. You’re not building

charts for decoration. Every number should help you make a decision. If

a metric doesn’t help you act, remove it. If a view helps you act faster,

keep it. Over time, your reporting will evolve to fit your business like

a glove. It will be simple, clear, and always pointing to the next right

move. That is what makes reporting powerful. It doesn’t just tell you

what happened; it tells you what to do next.
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Call‑Flow Architecture

S1: IVR Design for Pass-Through

Imagine you are sitting at your desk, nervous but excited because you’ve

just launched your very first pay-per-call campaign. You started simple.

Maybe you bought a small ad on Google Ads or boosted a post on

Facebook, spending just a few dollars to see what would happen. You set

up a tracking number using a tool like Ringba or CallRail, and within a

few hours the phone rings. This is the moment you’ve been waiting for.

Someone saw your ad, liked what they saw, and now they’re calling. But

before they reach a live person, theymeet your IVR, the Interactive Voice

Response system that greets every caller. What happens next decides

whether this call turns into a profit or a hang-up that wastes your ad

spend.

The IVR is that little menu you’ve heard thousands of times yourself

when calling customer service. But in pay-per-call, it has a different

role. Its purpose is not to drag callers through long trees of options or

endless transfers. Its role is to pass them through quickly, confirming

theymeet basic buyer rules and collecting just enough information to
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route them correctly. A good IVR feels like a friendly usher at a theater:

they check your ticket, point you toward the right door, and step aside. A

bad IVR is like a rude gatekeeper who keeps you waiting in line, barking

questions you don’t care about. When callers wait too long, they hang

up. And when they hang up, you don’t get paid.

So, how do you design an IVR that works? The first step is always

the greeting. Keep it short, calm, and compliant. In most places, you

need to tell the caller if the call may be recorded. A simple opener could

be: “Thanks for calling. This call may be recorded for quality. One

moment while we connect you.” That’s clear, friendly, and only takes a

few seconds. If your buyer is in an all-party consent state—where you

must ask for permission—you can add, “Do we have your permission

to continue?” and listen for a yes. That extra line keeps you legal while

still moving quickly.

Next, decide what you absolutely must ask. Most offers only need

two things: what type of help the caller needs, and where they are

located. Type could be as simple as “Press 1 for residential, press 2 for

commercial.” Location is usually best handled with ZIP code. “Please

enter your five-digit ZIP code.” That’s it. Resist the temptation to ask

for names, emails, or long details. Themore you ask, the more people

drop. Remember: the buyer’s agents are trained to handle the deeper

questions once the call connects. Your job is to get the right caller into

the right seat without wasting time.

When you design your prompts, speak slowly and use simple words.

Avoid slang, jargon, or anything that could confuse someone in a hurry.

If you servemultiple languages, offer that up front. For example: “Press

9 for Spanish.” If you need to serve more than two languages, consider

creating separate tracking numbers for eachmarket so your main line

stays fast.

A good IVR also handles mistakes gracefully. People press the wrong

key. Theymistype their ZIP code. They sit silently because they’re not
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sure what to do. Give them one chance to try again, and if they still miss,

connect them to a live agent if possible. A kind line like, “Letme connect

you to someone who can help,” protects the caller’s trust. Hanging up

because of a wrong input only frustrates them, and frustrated callers

rarely turn into paid calls.

Every second before the live agent answers eats into your payout clock.

Many programs require a caller to stay connected for 60, 90, or even 120

seconds before the call is billable. If your IVR eats 30 seconds, you’ve cut

the live agent’s time in half. The best way to fix this is to keep prompts

as short as possible. Read them out loud. If they take too long, cut filler

words and tighten the script until you can get through it in less than 20

seconds.

You can also help the buyer’s agent with a whisper. A whisper is a

short message that only the agent hears just before the call connects.

For example, “Residential AC, ZIP 85008.” Now the agent knows what

to expect. They can greet the caller with confidence: “Hello, thanks

for calling about your AC in Phoenix—how can we help?” That saves

precious seconds, builds trust with the caller, and helps you hit payout

durations.

Safety rails matter too. If a caller sits silent, repeat the prompt once.

If they still don’t respond, route them to a default path, like a general

agent or a voicemail. If the buyer is closed, have the IVR try a backup

buyer or offer a callback option. These small touches prevent dead ends

and keep callers from hanging up in frustration.

The only way to know if your IVR really works is to test it out loud

with real people who aren’t part of your team. Ask friends or family to

call and follow the steps. Watch their faces as they listen. If they look

puzzled or pause too long, your script is too complicated. Fix the lines

that confuse people. A rule of thumb: if a sixth grader can get through

your IVR in 20 seconds without help, you’re on the right track.

Use examples as you practice. For home services, a goodflowmight be:
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greeting and recording notice, language choice, “press 1 for residential,”

ZIP entry, and then connect. For insurance, you might ask for state

instead of ZIP, with instructions like, “Enter the two digits for your

state—for example, 8-6 for Texas.” For appointment-based services,

you could add onemore step: “Press 1 if you’re ready to speak now. Press

2 if you want a callback later today.” If they press 2, you collect a time

window and consent, then add them to your callback list.

Always measure IVR time in your reports. If your system shows the

caller spent 35 seconds in the IVR, work to get it under 20. You can shave

seconds by removing unneeded words, speaking clearly but faster, and

trimming any questions that don’t directly help routing. The IVR’s job

is not to sell; it’s to pass through.

The purpose of an IVR is simple but powerful. It confirms the caller fits

the offer, gathers one key fact for routing, and connects them quickly.

Done right, it protects your duration, raises your acceptance, andmakes

every call more valuable. Done poorly, it wastes time, burns callers, and

loses revenue. Remember: the IVR is not a clipboard for surveys—it’s

a bridge to live human contact. Build it light, build it fast, and always

design for pass-through first.

S2: Qualifying Questions & Branching Logic

Imagine you are running a small pay-per-call test for a local roofing

company. You’ve set up a landing page, bought a few clicks from Google

Ads, and even printed a few cheap flyers with a tracking number. The

phone rings, and you’re excited—until you realize the caller is from

three cities away, asking about commercial warehouses, and your buyer

only wants local residential jobs. The call connects, the agent explains

they can’t help, the caller hangs up, and just like that you’ve lost both

yourmoney and your buyer’s trust. This is themoment when you realize
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why qualifying questions matter.

Qualifying questions are the heart of a smart call flow. They filter out

the wrong calls before they waste your buyer’s time, and theymake sure

the right calls get to the right agent. But the trick is balance. Ask too few,

and you’ll route bad calls that get rejected. Ask too many, and callers

will get annoyed, hang up, and you’ll lose revenue. The goal is to ask

only what matters most—just enough to protect your acceptance rate

andmeet your buyer’s rules, without making the caller feel like they are

filling out a form.

The best place to start is with the insertion order, or IO. That’s the

agreement that lays out what a buyer pays for. If the IO says the buyer

only wants calls from certain ZIP codes, then location should be one

of your first questions. If it says the buyer only wants residential jobs,

ask whether the caller needs home or business service. If the IO says

the buyer needs Medicare callers who are over 65, ask a polite age filter

like, “If you are 65 or older, press 1.” These questions don’t need to be

complicated. They just need to be direct and fast.

Branching logic is how you connect the answers to actions. Think of it

as a tree. Each answer is a branch, and each branch leads somewhere.

But unlike a forest, your tree should be simple, with just a few strong

branches that guide callers where they need to go. If a caller presses “1”

for residential, the branch should lead directly to your residential buyer.

If they press “2” for commercial, the branch should either lead to a buyer

who wants commercial or, if no buyer does, to a polite message saying,

“We’re sorry, we don’t serve commercial jobs at this time. Please visit

our website for more information.” It is always better to be honest and

end a call gracefully than to waste a buyer’s seat with something they

don’t want.

Order matters. The first question should filter out the biggest mis-

match. If half your rejections come from out-of-area callers, then your

first question should be location. If the main problem is job type, like
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residential vs. commercial, then ask that first. After the biggest filter,

ask the secondmost important. Keeping the order tight means you cut

off wasted calls early and only connect good ones.

Let’s use an example. Say you’re running an HVAC campaign. Your

first question could be, “Press 1 for home service. Press 2 for business

service.” If the caller presses “1,” you then ask for their ZIP code. If the

ZIP is on your list, you connect them to your residential HVAC buyer. If

it’s not, you thank them and say you cannot serve that area. If they press

“2” for business service, and you don’t have a commercial buyer, you

end the call politely and save your buyer fromwasted time.

For auto insurance, youmight start with the state. “Please enter the

two-digit code for your state.” If they enter Texas, and you have a Texas

buyer, connect the call. If they enter a state with no buyer, you could

offer a one-time SMS with a website link, but only if they consent. This

way, you still capture value without breaking trust.

In health or finance campaigns, you need to be especially careful. Ask

only the minimum needed to route correctly. Buyers in these industries

oftenhave compliance rules that require licensed agents to gather details

directly. If you try to do toomuch in the IVR, you risk crossing legal lines.

Keep your tone neutral, and don’t make promises about results. Say,

“This call is aboutMedicare plan reviews,” not “Wewill get you a cheaper

plan.”

Language is another branch. If you serve both English and Spanish,

offer a choice up front. “For English, press 1. Para español, marque

nueve.” Route Spanish calls only to buyers or queues that can handle

them. Sending Spanish speakers to English-only agents leads to

frustration, short calls, and lower acceptance.

Always plan for the unknown path. Some callers won’t press anything.

Others will press the wrong key or enter an invalid ZIP. Build a safety net.

If there’s no input, route the call to a general queue where an agent can

ask the questions. If the caller fails twice, connect them to someone who
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can still try to help, or end the call with kindness. Never leave callers

stuck in a loop.

Your prompts should be short and easy to follow. Instead of, “If you

are interested in scheduling a residential appointment, please press 1,

and if you are interested in discussing commercial services, press 2,” try,

“Press 1 for home. Press 2 for business.” Short words get better results

because people don’t have to think.

Testing is just as important as building. Place calls at different times,

from different numbers, with different answers. Try calling after hours.

Try entering a ZIP on the border of two service areas. Try making no

choice at all. See where the call ends up, andmake sure the outcome is

always clear. Each call should have a clean ending: either connected to

the right buyer, ended politely, or moved to a backup.

Watch your data closely. If too many callers choose “commercial”

when your campaign is for residential, maybe your ads or landing page

are misleading. If too many hang up after the second question, maybe

that question isn’t worth asking. Adjust as you go. Your call flow is a

living thing. It should evolve as you learn.

Above all, keep your branches honest and short. The caller should feel

guided, not tested. The buyer should feel protected fromwasted calls.

Whenboth sides feel served, your timers run longer, your acceptance rate

climbs, and your profits grow. That is the quiet power of good qualifying

questions: they keep the right calls flowing and stop the wrong ones

before they hurt you.

S3: Backup Buyers & Overflow Strategies

Let’s say you’re running a pay-per-call campaign for an HVAC company

in Phoenix. You’ve been sending them calls for a few weeks, and things

are going well. Then one hot afternoon, the temperature spikes, and

suddenly the call volume doubles. Callers pour in, but your buyer only
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has three agents on duty. Their phones are ringing nonstop, and soon

every line is full. The next caller dials, waits, hears ringing, and finally

hangs up. That hang-up counts as a short call. Too many of those, and

your acceptance rate tanks. What went wrong? You didn’t have a backup

plan.

Even the best buyer cannot answer every call. People go on break.

Lines fill up. Storms knock out phones. If all your traffic depends on

one buyer, you will eventually lose calls to missed connections. Backup

buyers and overflow strategies are your insurance policy. They make

sure callers still reach a live person, even if your first buyer is unavailable.

This protects your acceptance, your payouts, and your reputation.

The first step is setting a clear primary route. For each type of call and

each area, choose a main buyer. For example: send residential HVAC

calls in Phoenix to Buyer A from 8 a.m. to 6 p.m., Monday through

Saturday. Program your system to check their local time zone so you

don’t accidentally ring them at midnight. Then add a backup buyer,

Buyer B, who can take the same calls when Buyer A is closed or maxed

out. Buyer Bmight pay a little less, but a lower payout is better than no

payout at all.

Overflow means deciding when to switch. You can set a rule that if

Buyer A doesn’t answer within 20 seconds, the call automatically routes

to Buyer B. You can also overflow based on concurrency. If Buyer A can

only handle three calls at once, the fourth caller goes directly to Buyer B.

This way, no caller is left waiting too long. Speed matters. Every second

a caller spends listening to ringing is a second closer to a hang-up.

Different situations call for different ringing patterns. Some systems

use “ring-all,” where all of Buyer A’s agents’ phones ring at once

until someone picks up. This is fast but can feel chaotic. Others use

“round robin,” where calls take turns across agents. This is calmer but

sometimes slower. You can also use weighted distribution. For example,

send two calls to Buyer A for every one call to Buyer B. This keeps Buyer
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B engaged without overwhelming them. Tools like Ringba let you set up

these strategies easily, even if you’re a beginner.

Special cases need special routes. If you’re running calls in both

English and Spanish, Spanish calls should always go to buyers with

Spanish-speaking agents. Commercial calls should always go to buyers

who accept commercial jobs, even if they pay less. Short but valid calls

are better than long ones that get rejected for the wrong category. If one

buyer starts rejecting many calls for a certain reason, shift more calls

toward a buyer who actually wants them.

Don’t forget weekends and holidays. If Buyer A closes on Sundays,

program your system so calls on Sundays automatically go to Buyer B,

whomight be open seven days a week. Keep notes on each buyer’s hours,

lunch breaks, and any special closings. Your routing plan should treat

time as a real thing, not an afterthought.

Communication is key. If you know a heat wave is coming and calls

will spike, tell your buyers early. Ask if they can add seats between 4 and

7 p.m. A simple text in the morning can prevent a flood of short calls

later. If they can’t add seats, youmight need to bring in a third buyer for

the week. It’s better to share the volume cleanly than to overload one

team.

Measure overflow performance separately. Look at how overflow

calls compare to primary calls in terms of answer rate, duration, and

acceptance. If overflow calls are shorter, find out why. Maybe Buyer

B’s agents aren’t answering quickly. Maybe they don’t have the same

whisper setup, so they start each call unprepared. Fixing small details

can turn overflow from a safety valve into a real strength.

Always have a last resort. If no buyer is available, play a live message

that offers a callback option. “All our agents are helping other callers.

If you would like a callback today, press 1.” If the caller agrees, capture

their number, ask for a time window, and confirm by text if possible.

This way, even when everything goes wrong, the caller feels cared for
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and you protect the lead. Just remember that callback flows require

consent and careful handling to avoid complaints.

Keep your overflow plan simple on paper. For each call type and area,

draw a line from the main buyer to the backup buyer. Write down the

ring time, the concurrency limit, and the hours. If you have more than

two buyers, set a clear order: A, then B, then C. If C is very different—like

a national call center instead of a local shop—note that as well. Anyone

on your team should be able to look at the map and know where a call

will go at any hour of the day.

Backup buyers are not just about protecting you when things break.

They are also a growth strategy. When your main buyer sees you can

handle peaks without drowning them, they will trust you with higher

caps. When your backup buyer sees steady, good-quality traffic, they

may agree to raise their payout. Your reliability makes you harder to

replace. Overflow, done right, pays you twice: once today with saved

calls, and once tomorrow with stronger deals.

S4: Hours, Time Zones & Dayparting

Imagine you’ve just started sending calls to a small law firm on the East

Coast. You’re in California, three time zones away. You set up your ads

on Google Ads, and by noon your time, the calls are flowing. But there’s

a problem: by noon in California, it’s already 3 p.m. in New York. By the

time your ad spend peaks at 5 p.m. local, it’s 8 p.m. for your buyer. Their

office closed two hours ago. The calls you’re paying for are landing in

voicemail, lasting a few seconds, and dragging down your acceptance

rate. The buyer complains, your stats look bad, and you wonder what

went wrong. The answer is simple: you didn’t plan around time.

Time is one of the biggest hidden players in pay-per-call. It affects

when people are most likely to call, when your buyers can actually
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answer, and how long conversations last. Ignoring it leads to short

calls andwastedmoney. Paying attention to it turns time into a powerful

lever for better performance.

Start with buyer schedules. Don’t guess. Ask every buyer for their

exact open hours, including their local time zone, lunch breaks, and any

exceptions. Write it down clearly: “Mon–Sat, 8 a.m.–6 p.m. Eastern.

ClosedSundays. Half dayFriday, closes at 3 p.m.” Many small businesses

don’t even have this written out themselves, so when you ask, it shows

professionalism. Confirm these hours regularly, because shifts and

closings change. If you’re runningmore than one buyer, keep a simple

spreadsheet with their hours side by side. This becomes your master

reference.

Now teach your system to respect time zones. If you’re in Pacific

Time but your buyer is in Eastern, a 3 p.m. call for you is already 6

p.m. for them. If their office closes at 6, that call is too late. A good

routing platform like Ringba automatically adjusts for local time zones,

including daylight saving shifts in spring and fall. If you’re building

your own with Twilio, use a time zone database so calls always match

the buyer’s local clock. Never rely on your own watch to decide whether

a buyer is open.

Dayparting is the next step. Dayparting means adjusting your ads

and call flows based on time of day. If your buyer’s best closers work

from 9 a.m. to 1 p.m., pushmore traffic during those hours. If they’re

short-staffed after 4 p.m., scale back. This doesn’t costmore—it’s about

moving the same spend into the hours that yield longer calls and better

acceptance. On Google Ads and Facebook Ads, you can set ad schedules

by hour and day. Even simple shifts, like turning off ads 15 minutes

before closing, can save dozens of wasted calls per week.

Look closely at your reports to guide your dayparting. If you see a

spike in sub-60-second calls between 7:30 and 8:00 a.m., that probably

means callers are dialing before the buyer is ready. Shift your ads to
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start at 8:05 instead of 7:45. If your last hour always has low acceptance,

end calls five minutes before closing and offer a callback option on your

page: “We’ll call you tomorrow at 8 a.m. when we open.” Small tweaks

like this keep your timers safe.

When running national campaigns, break the country into time bands:

Eastern, Central, Mountain, and Pacific. Show the right phone number

and open hours for each band. If you only have one buyer in Central but

you advertise in all four zones, a 7 a.m. Pacific visitor might see “Open

now!” even though your buyer is still asleep. That kills trust. Instead,

show hours in both the buyer’s and the visitor’s time. “Open today 9

a.m.–6 p.m. CT (7 a.m.–4 p.m. your time).” This keeps expectations

honest.

Build small buffers around start and stop times. Don’t slam a buyer’s

phones the second the clockhits open. Give themfiveminutes to settle in.

Don’t pour calls at one minute before close. Stop early. A fresh greeting

and a calm agent often add 20 seconds or more to talk time, which can

mean the difference between a rejected call and a paid one.

Seasons and events change call behavior too. In summer, HVAC calls

may spike after work when people come home to hot houses. In winter,

furnace calls might surge early in the morning. During Medicare’s

Annual Enrollment Period, evenings andweekends are hot times because

seniors are home. Learn these rhythms and adjust your ad schedules.

Ask buyers when they staff up. If they add extra agents on Saturdays,

you should add budget and numbers for Saturdays too.

Dayparting is also a great way to test. Run a small push with a new

ad headline from 10 a.m. to noon while your buyer’s best closer is on

shift. If calls run longer during that block, you’ve learned something. If

not, you turn it off. The point is to match your strongest traffic to your

buyer’s strongest hours.

Communicate quickly when hours change. If a buyer says, “We’re

training from 2 to 3,” reroute calls to a backup buyer for that hour. If a
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storm knocks out power in their city, shift calls until they recover. Your

speed here shows buyers you’re paying attention and builds trust.

Don’t forget the caller’s experience. People don’t want to be pitched

at midnight. They don’t want a callback at 6 a.m. If you offer callback

scheduling, let callers choose awindow: morning, afternoon, or evening.

Thenhonor thatwindow in their local time. It’s not just polite—it’s good

business.

Time is not a detail in pay-per-call. It’s the stage where everything

happens. Ads, numbers, IVRs, and agents are all actors. If you place

them at the wrong time, the show falls apart. Place them at the right

time, and the play runs smoothly. Calls last longer, buyers say yes, and

you get paid. That’s why hours, time zones, and dayparting are not side

notes. They’re the script that makes the whole performance work.

S5: Fail-Safes & Callback Routines

Nomatter howwell you plan, things will go wrong. Phone lines go down.

Buyers get slammed with more calls than expected. An agent forgets

to log in, or a storm takes out power. If you don’t prepare for those

moments, good callers hit dead ends, hang up, and your acceptance rate

falls apart. Fail-safes and callback routines are how you protect yourself.

They give callers a safety net, buyers a buffer, and you a way to save

value when things break.

Start with real-time health checks. Your routing system should know

whether a buyer is answering, whether calls are failing, or whether

queues are getting too long. If answer rates fall below a threshold

you choose—say, 60 percent in the last ten minutes—new calls should

automatically switch to a backup buyer until the primary recovers. Don’t

wait for a daily report to tell you something broke. By then, you’ve

already lost money. Platforms like Ringba let you set live routing rules,

and if you’re building your own on Twilio, you can track call status and
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reroute dynamically.

Add a friendly “all agents busy”message that offers a callback. Keep

it simple: “All our agents are helping other callers. If you’d like a

callback today, press 1.” If the caller presses 1, capture their number

automatically. If the network doesn’t provide it, ask them to enter it.

Then ask for a time window: “Press 1 for morning, 2 for afternoon, 3 for

evening.” Tell them you’ll call in their local time. If you plan to send a

text confirmation, say so: “We’ll send a confirmation text. Reply STOP

to end.” Always give people control, because that builds trust.

Store callbacks in a queue with the caller’s number, their chosen

window, and the offer type. Mark them clearly as “inbound callback

requests” so your team knows this is not cold calling—it’s fulfilling a

promise. When the callback happens, begin with a clear opener: “Hi,

this is Maria with Cool Air. You asked for a callback about your AC in

ZIP 85008. Is now still a good time?” That short line proves you’re

real, shows you listened, and asks permission to continue. Thenmove

into your qualifying questions. That one minute of care often makes the

difference between a quick hang-up and a long, billable call.

Makeyour retryplan simple. Don’t chasepeople endlessly. If a callback

attempt fails, wait and try oncemore in the samewindow. If it fails again,

you can leave a short voicemail if local rules allow: “We tried to reach

you about your AC repair request. We’ll try again tomorrowmorning.”

After that, stop. Toomany attempts make you look like spam and risk

your numbers being flagged. If callbacks keep failing, consider branded

caller ID services, where carriers display yournameon the caller’s screen.

Some platforms, like Hiya or First Orion, offer this to improve answer

rates.

You also need fail-safes for your own team. If a buyer suddenly says,

“We’re overwhelmed,” your staff should be able to press one button that

turns on overflow or pauses their route. If a call center loses power, your

systemshould fail over to another buyer automatically. Write downwhat
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should happen for each type of failure. Treat it like a fire drill: simple

steps, tested often, so everyone knows what to do.

Always give callers a kind last option. If all buyers are closed, don’t

just drop the call. Offer a message with useful information, like, “Our

offices are closed, but you can request service at our website,” or “We’ll

reopen at 8 a.m. Eastern.” Even a polite voicemail is better than silence.

Respect keeps people from feeling tricked.

Test your callback and fail-safe flows the same way you test IVRs.

Place calls at odd hours, during lunch breaks, or when you know a buyer

is closed. Watch what happens. If you hit a dead end, fix it before a real

customer does.

Track callback performance with the same care as live calls. Measure

how many requests you received, how many you reached, how many

lasted long enough to count, and how many failed. Use this data to

improve. If callbacks requested for the afternoon succeed more than

morning ones, start offering afternoon as the first option. If one buyer

consistently converts callbacks better than another, route more to them.

Fail-safes and callbacks aren’t just about fixing problems. They are

about building trust. To the caller, you are saying, “We won’t leave you

hanging.” To the buyer, you are saying, “We won’t waste your seats.”

To yourself, you are saying, “Even when things shake, I won’t break.”

Build these routines once, test them often, and your campaigns will run

steadier, your acceptance will stay higher, and your business will be

stronger.
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Scripting & QA

S1: Pre-qual Scripts & Required Disclosures

Every call starts with a moment of decision. The phone rings, someone

answers, and within ten seconds the caller decides if they feel safe

enough to continue. That first impression determines whether the call

moves forward into profit or ends in a hang-up that costs youmoney.

A pre-qualification script is the map that guides this moment. It isn’t

meant to sell or persuade—it’s there to win trust, follow the rules, and

connect the caller smoothly to the right buyer.

The first ten seconds

The opening is where trust is won or lost. It should always include four

things: a greeting, the agent’s name, the purpose of the call, and the

required disclosure. A simple, warm example could sound like this:

“Thanks for calling. My name is Jay with Cool Air. This call may

be recorded for quality and training. Is it okay to continue?”
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In one line you’ve greeted the caller, said who you are, explained what’s

happening, and covered the legal disclosure. If you’re in a state where

both parties must consent to recording, asking for “yes” keeps you

compliant. Pause and let the caller respond.

Tone matters as much as words. Encourage agents to smile while

speaking. A smile softens the voice and callers can hear it, even if they

can’t see it.

Lowering fear with clear expectations

Once the greeting is done, reduce anxiety by telling the caller what will

happen next. Just one short line helps:

“I’ll ask two quick questions to get you to the right technician.”

That reassurance stops callers fromworrying they’ll be stuck in a long

process. It sets their expectation that the call will be short, clear, and

helpful.

What to ask and why

The questions you include should be tied directly to your contract. If

the IO says the buyer only pays for residential jobs in specific ZIP codes,

then those are the two things youmust confirm:

“Is this for a home or a business?”

“What’s your ZIP code?”

That’s all you need to protect the buyer and protect yourself. If you start

asking for names, emails, or long histories, people will hang up. You’re

not there to conduct a survey—you’re there to qualify and connect.
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In other industries, the filter questions may be different. Insurance

campaigns often require a state. Medicaremay need an age screen. Legal

calls might need a time frame like, “Did the accident happen in the last

two years?” Keep these questions quick and plain.

Handling language

If your campaigns serve Spanish speakers, offer the option immediately:

“Para español, marque nueve.”

If you don’t have Spanish-speaking agents, don’t pretend otherwise. A

simple:

“Lo siento, no tenemos agentes en español ahora. We can call you

back later today.”

is honest and respectful. People trust honesty.

Moving the call forward

When the caller’s answers fit, acknowledge them and explain the next

step.

“Thanks, that ZIP is in our service area. I’ll connect you to a

licensed agent now.”

Some buyers appreciate extra context, so you might add a short whisper

message for the agent only: “Residential AC, ZIP 85008, warm air.” This

gives the buyer’s agent a head start, which often adds precious seconds

to talk time.
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Consent for callbacks

If your flow includes text messages or callbacks, youmust ask clearly:

“If we get cut off, can we text you a link and call you back today?

Standard rates may apply. You can reply STOP to end texts.”

Confirm the number you see and the time window the caller prefers.

Then keep that promise. Trust disappears if callbacks never happen.

Handoff

Never leave a caller in silence. End the script with a clear handoff:

“I’m connecting you now.”

If it’s a warm transfer, bridge both sides:

“Agent Sam, this is Alex in 85008. The AC is blowing warm. Alex,

this is Sam. I’ll let you two continue.”

That small step reassures both the caller and the buyer.

Keeping scripts usable

A script should be short enough to fit on one page with bold highlights

for required disclosures. Agents shouldn’t have tomemorize every word.

The page is their safety net, freeing them to listen and respond naturally.
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Refreshing scripts

Update scripts often. If callers stumble on a line, rewrite it. If buyers

change rules, adjust the questions. When seasons change, tweak the

script to match. In summer, youmight ask, “Is your home not cooling?”

In winter, “Is your heat not turning on?” These small touches show

callers you understand their world, whichmakes themmore willing to

stay on the line.

A good pre-qual script is short, clear, and kind. It protects you legally,

guides the caller smoothly, and makes the buyer’s job easier. When

scripts are light and human, calls last longer, acceptance stays high, and

revenue follows.

S2: Objection Handling & Transfer Technique

Even the smoothest script won’t stop callers from hesitating. People

push back, ask questions, or express doubt. These moments aren’t

problems—they’re opportunities to keep trust alive. Objections show

what’s in the caller’s mind. If you handle themwell, you protect the call,

keep the line open, andmove the caller toward the buyer.

Listening first

The worst mistake is cutting callers off. When someone says, “I’m just

checking prices,” let them finish the thought. Interrupting makes them

feel unheard. After listening, acknowledge what they said. “That’s fine,

most people start there.” That simple reflection calms nerves.

From there, you can guide with a question. “Is this for your home

or your business?” In one move you’ve accepted their hesitation,

normalized it, andmoved them toward your qualifying path.
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Time objections

One of the most common objections is time. “I don’t have time right

now.” Instead of pushing, show respect: “Understood, we can work

around you. Are evenings better, or tomorrow morning?” This gives

control back to the caller. If they choose a time, you offer a callback

window. People are more willing to trust when they feel their schedule

matters.

Existing providers

Another frequent objection is, “I already have someone.” Instead of

arguing, you can say, “Good, it sounds like you’ve got help. Is this an

emergency or just a second opinion?” If it’s an emergency, connect

them immediately. If it’s a second opinion, you explain: “A quick call

will confirm options. I’ll connect you and you can decide.” You’re not

selling—you’re guiding.

Suspicion

Perhaps the hardest objection is: “Is this a sales call?” Avoid evasions.

Be honest. A plain response like, “This is a live help line for AC repair. I’ll

connect you with a licensed technician who can answer your questions

and give you prices if you’d like,” builds more trust than any slick reply.

Transfer technique

Once the caller is calm enough, you need to connect them. In most

campaigns this means a pass-through transfer. But sometimes you

may do a brief warm intro. The key is to keep it short. Before pressing

the bridge button, glance at the two key facts you gathered. Then set
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expectations:

“I’m connecting you now.”

If you’re doing a warm handoff, include just enough for the buyer’s

agent:

“Agent Sam, this is Alex in 85008. The AC is blowing warm. Alex,

this is Sam with Cool Air. I’ll let you two continue.”

The buyer has what they need, and you step aside.

If your system doesn’t allow a live intro, use a whisper instead. The

agent hears “Residential, ZIP 85008, warm air,” before picking up. That

helps them greet the caller intelligently: “Hi Alex, I see you’re in 85008

and your system is blowing warm air.” A strong start adds seconds of

meaningful talk time, often the difference between a rejected call and a

paid one.

When buyers are slow to answer, don’t leave callers in silence. Use a

simple line: “One moment while I connect you. Thanks for holding.”

If the buyer doesn’t answer after your set limit, overflow to a backup

buyer or offer a callback option. Always keep the caller in the loop so

they don’t feel abandoned.

Objection handling isn’t about clever words. It’s about tone. Slowing

your pace slightly when someone is upset, repeating one phrase they

used—“Not cooling since last night, got it”—and giving a clear next

step: “I’m connecting you now, stay withme.” That calm bridge is what

keeps calls alive long enough to count.
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S3: Scorecards & Call Grading

Every business needs a way to measure quality. In pay-per-call, quality

directly affects your acceptance rate. If agents follow the right process,

calls last longer, meet buyer rules, and get paid. If they skip steps, calls

get returned. A scorecard is a simple, fair way to measure performance

and coach improvement.

Why scorecards matter

Without a scorecard, reviews are subjective. One manager says a call

was fine, another says it wasn’t. Agents get confused about what “good”

means. With a scorecard, everyone measures by the same yardstick.

Calls are judged the same way every time. Agents know what’s expected.

Coaching becomes concrete, not personal.

What to include

A good scorecard is short. It should fit on one page and cover the

moments that shape the call: the greeting and disclosure, the qualifying

questions, the control of the first minute, the handoff, and the outcome.

Many teams use a 100-point system so scores are easy to compare.

The breakdownmight look like this:

• Opening (20 points): Did the agent greet, state their name, explain

the purpose, and give the recording notice properly?

• Fit questions (20 points): Did they ask the key filters (like home vs.

business, or ZIP)?

• Control and clarity (20 points): Did they guide the caller smoothly,

avoid long silences, and sound natural evenwhile following a script?

• Bridge (20 points): If there was a warm intro, was it short and
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helpful? If a pass-through, did the agent set expectations before

connecting?

• Outcome(20points): Did the call connect,meetduration, and follow

backup rules if needed?

This isn’t about nitpicking—it’s about the levers that move acceptance.

Grading fairly

When grading, don’t rely on memory. Use recordings and transcripts.

Mark time stampswhere disclosures happened, where fit questionswere

asked, where the bridge line occurred. This way agents can hear and see

exactly what to improve.

Consider a story of a graded call. An agent gave a great greeting and

disclosure, then asked “home or business” and got “home.” But they

forgot to ask ZIP. They said, “I’m connecting you,” but gave no info to

the buyer. The buyer spent fifteen seconds just finding out where the

caller was. The caller lost patience, and the call ended at 82 seconds after

connect. On the scorecard, the opening scored full, the fit questions lost

points, the bridge scored low, and the outcome was poor. Total: 60 out

of 100. The fix was simple—ask ZIP and add one line in the handoff.

The next week the same agent scored 85 and the call lasted beyond 120

seconds.

Coaching with scorecards

Share the scorecard openly with your team. Play recordings of “gold

calls” that scored above 90 so everyone hears what success sounds like.

Play one “fix call” that scored low and discuss it. Let agents talk first.

People learn faster when they identify the gap themselves.

You don’t need to grade every call. A fair sample—ten to twenty calls
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per agent eachweek—is enough to see patterns. Grade the sample, share

the results, and pick one or two improvements for each agent to focus

on. Don’t overwhelm themwith a long list. Small, steady changes stick.

Keeping the system fair

If you havemore than one QA reviewer, calibrate them. Have two review-

ersgrade the samecall andcomparenotes. Talk throughdifferencesuntil

you’re aligned. This prevents agents from feeling like scores depend on

who’s grading.

Linking scorecards to results

Show agents the link between their scores and acceptance rates. When

openings are strong, disclosures are clean, and handoffs are crisp,

acceptance goes up. Praise those details. Make it clear that scorecards

aren’t busywork—they’re the roadmap to more paid calls.

S4. Using transcripts to improve scripts

A transcript turns a call into text you can scan. It helps you find the

words that work and the words that make trouble. It also helps you fix

your scripts without guessing. You can search for phrases, count how

often lines happen, and see where calls break. When you use transcripts

the right way, your script gets better every week.

Begin with the start of the call. Read the first thirty seconds of ten

calls in a row. Look for patterns. Do agents say the recording line the

same way? Do callers talk right away, or do they wait because they are

unsure what to do? If you see long sentences in the transcript, that is a

sign of a heavy script. Shorten it until the first halfƗminute reads like a
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calm backƗandƗforth, not a speech.

Mark the spots where calls die. In the transcript view, note the time

of hangƗups. If many calls end after the second question, your second

questionmay be too hard. If many calls end right after the bridge, your

handoff might be rough. Copy the ten seconds before each drop and

paste them into a small document. Read them out loud. You will hear

the bump. Then write a smoother line and test it for a week.

Search for filler and dead phrases. Words like “policy,” “procedure,”

“process,” and “per our rules” often make people pull back. Replace

them with small, human words. Instead of “Per our policy, we must

verify your ZIP code,” try “What’s your ZIP so I can get you to the right

tech?” Transcripts make these swaps easy because you can see the exact

words.

Find your best openers. Sort calls by connected talk time and pick the

top ten. Read the first minute of each. Circle the phrases that repeat.

Maybe your top agents say, “I’ll ask two quick questions to get you to

the right person.” That line sets a clear path and lowers stress. Put that

line in the script for everyone.

Catch slow bridges. In the transcript, the bridge looks like three voices:

your agent, the buyer’s agent, and the caller. If the bridge section runs

long with your agent talking, it is a sign to tighten. Write a standard

bridge line that takes under ten seconds and trains agents to drop right

after the buyer greets the caller. You can even set a small timer target.

“Keep the intro under twelve seconds” is easy to understand and easy to

check with transcripts.

Use transcripts to tune questions. If you see callers stumble over

“residential or commercial,” try “Is this for a home or a business?”

The word “home” lands faster for most people. If you see people mess

up when you ask for state, switch to ZIP. Five digits are easier than two

letters on a phone keypad.

Build a phrase bank from good calls. When a caller says, “Thank you
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for helping so fast,” copy the agent’s line that came right before it. When

a buyer’s agent starts strong, copy their first sentence. Put these into

a small “winning phrases” file and teach them to everyone. A phrase

bank turns happy accidents into a repeatable playbook.

Use transcripts to check compliance without a magnifying glass.

Search for the recording notice words. Search for “STOP” instructions

when you send texts. Search for the buyer’s brand if your rules say you

cannot say it before the bridge. Transcripts make these audits fast and

less stressful.

Be kind to privacy. Do not keep credit card numbers or full Social

Security numbers in text. If your tool shows those, mask them. Train

agents to movemoney details to the buyer. Your job is to connect, not to

collect sensitive data.

Measure talk ratio. A good first minute often has the agent speaking

more at first to guide, then the caller speaking more as they describe

the issue. If the transcript shows the agent speaking for a full minute

without a break, the script is too heavy. If it shows the caller speaking a

lot before the agent knows the ZIP, the script is too light. Use the ratio

as a gentle guide: short agent line, short caller line, repeat.

Turn findings into tiny tests. Change one line for one week. For

example, replace “What seems to be the issue today?” with “Tell me

what’s goingonwithyourAC.”This small swapoftenpulls a clear answer.

Compare average connected time before and after the change. If the

number goes up, keep the new line. If it goes down, go back.

Share wins with the team. Show a beforeƗandƗafter transcript for a call

that improved. Let the agent explain how the new line felt. People follow

peers more than posters. When they see the transcript lines change and

the numbers rise, they buy in.

In the end, transcripts are not just text. They are a mirror. They show

what callers hear and what agents say. If you look in that mirror each

week, you will shave off rough edges, add lines that land, and build a
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script that carries more calls over the acceptance line with less effort.

S5. Coaching cadence & QAworkflow

Coaching keeps your team sharp and your acceptance steady. It is not

a oneƗtime class. It is a rhythm. You listen, you teach one small thing,

you check it next week, and you celebrate wins. A clean QA workflow

supports this rhythm so nothing falls through the cracks.

Set a daily habit that takes fifteen minutes. Each morning, look at

yesterday’s calls by buyer and by source. Check answer rate, average

connected talk time, and acceptance. Pick three short calls to hear. If

they all died under a minute, look for the common cause. Was the buyer

closed? Did agents forget a key question? Fix the one thing you can

change today. Post a simple note to the team: “Today, ask ZIP before

you bridge. It saves time.”

Run a short team huddle twice a week. Keep it to ten minutes. Play

one great call and one learning call. Ask, “What made the good one feel

easy?” Then ask, “What would you say instead on the tough one?” Let

the agents speak first. Then share one tiny tip, like “say ‘home’ instead

of ‘residential’” or “try ‘tell me what’s going on’ as your first question.”

Tiny tips stick.

Hold oneƗtoƗone coaching for each agent once a week. Fifteen to thirty

minutes is enough. Come with two calls already picked: one to praise,

one to fix. Start with the praise. Point to the exactmoment and the exact

words. “At 0:14 you gave the recording line so smoothly. Nice job.” Then

move to the fix. “At 0:38 you bridged without ZIP. Let’s add that line.”

Have the agent repeat the new line out loud. End with one small goal for

the next week. “Get ZIP on every call before the bridge.” Write it down

and check it next time.
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Build a simple QA workflow so coaching is based on facts. Each day,

your QA person pulls a small sample per agent. They grade the calls on

the scorecard. They save clips and time stamps. They also flag any call

that might need a dispute with the buyer. Once a week, QA sits with the

team lead to review trends: missing disclosures, weak bridges, or long

IVR time. The lead turns those trends into the tiny tips for the huddles

and the oneƗtoƗones.

Create a “gold library” of ten calls per vertical. These are the calls that

sound like you want every call to sound. Keep them in a folder with short

names, like “HVACƗGoldƗ01ƗCleanƗDisclosure” or “AutoƗGoldƗ03ƗStrong

ƗBridge.” New agents can learn the style in thirty minutes by listening

straight through. Keep adding to the library as you grow. Replace old

“gold” with better ones over time.

Protect time for calibration. Once a month, your QA team and one

manager listen to the same three calls and score them together. Talk

about why youmarked what youmarked. If scores are far apart, agree

on whatmatters most and update the scorecard notes. Calibration keeps

grading fair, and fairness keeps trust.

Make disputes a clean lane, not a traffic jam. When a buyer returns

a call you think should count, your QA person should be able to send a

short packet within one business day. That packet has the call ID, a 30Ɨ

to 60Ɨsecond clip, the IVR or agent’s qualifying answers, the connected

talk time, and a friendly note asking for review. Keep a shared sheet of

disputes and outcomes. If one reason appears often, fix it at the source.

Use light metrics to steer coaching, not to scare people. Track for each

agent the share of calls with a clean disclosure, the share with both fit

questions asked, the average time to bridge, and the average scorecard

result. Show improvement, not just totals. When someone lifts their

score three weeks in a row, celebrate it in the huddle. A kind word in

public does more than a long lecture in private.

Plan for new seasons and new scripts. Before summer heat or an open
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enrollment window, run a short refresher. Update the first question to

match the season. RoleƗplay the new lines in pairs. Keep the practice

short and real. Tenminutes of roleƗplay beats ten pages of notes.

Coach the environment too. If agents wait on slow screens, fix the tool.

If headsets are crackly, replace them. If the room is noisy, move seats or

add soft panels. A smooth setup helps agents sound calm. Calm voices

build longer calls.

End each week with a small review. What went right? What one thing

will we change next week? Write it in a simple log. Over a fewmonths,

you will see your own story: cleaner openings, faster bridges, longer

connected time, higher acceptance. That story tells you the coaching

rhythm is working.

Most of all, keep coachingwarm. Agents are people. Theywant to help.

When they feel supported, they try new lines. When they hear their own

wins, they repeat them. When they know what “good” sounds like, they

can reach it. QA is not about catching people doing wrong. It is about

catching them doing right, then helping them do it again, on purpose,

call after call.
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Telephony, Dialers & Deliverability

S1. Dialer types (preview, power, predictive) & when

to use them

PayƗperƗcall is mostly about inbound calls. A person sees your message,

taps to call, and you connect them to the buyer. Still, you will use

outbounddialing for things likequick callbacks, appointment reminders,

or warm transfer screening. That is where dialers help. A dialer is

software that places calls for your team, shows caller info, and keeps

notes. There are three common types: preview, power, and predictive.

Each one fits a different job.

A preview dialer is slow and careful on purpose. It shows the agent the

next record before dialing. The agent can read notes, see the caller’s ZIP

code, and reviewwhat the person asked for. Then the agent clicks “Call.”

Use preview when each call needs a personal touch, or when rules are

strict. A good example is aMedicare callback during the busy season.

You need to say the right disclaimer. Youmay need to check the person’s

age and state before you speak. You also want to avoid calling during

nap hours or at dinner time. With preview, the agent controls each call.
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The pace is lower, but the quality is high. Another example is awarm

transfer screen. An agent takes a quick inbound call, asks two questions,

and then places a preview call to the buyer’s agent tomake sure someone

is free. With preview, you do not leave people waiting while the agent

fumbles.

A power dialer speeds things up. It automatically dials one number

after another from a list. As soon as a call ends, the next one starts.

Agents choose a pace, like one new call every time they finish their notes,

or one new call after a short delay. Power is good for sameƗday callbacks

when people asked for help and you are trying to reach them inside a

promised timewindow. It also works forwinƗback calls, like “wemissed

you earlier; can we help now?” Because the dialer dials right away,

agents keep busy. You still get a “screen pop” with the person’s info

as the call rings. Use power when you have contact permission, short

scripts, and a clear goal, such as “confirm address and connect.” Do not

use power to blast long lists of cold numbers. That hurts your answer

rate, risks complaints, and damages your caller ID reputation.

A predictive dialer is the fastest tool and the riskiest. It dialsmultiple

numbers per agent and uses math to guess when someone will pick up.

It tries to keep agents talking all the time. This can helpwhen you handle

large lists of people who asked for a callback, like after a stormwhen

many homeowners reached out. But there is a catch. If more people

answer than agents are free, someone picks up and no agent is there.

That is called an abandoned call. Laws limit howmany abandoned calls

you can cause. Youmust also play a shortmessage if no agent is available.

For payƗperƗcall work, keep predictive settings gentle. Aim for a drop

rate near zero. If your team is small, or if your calls need careful words,

predictive is usually toomuch. When in doubt, stick to power or preview.

Think about dialers like gears on a bike. Preview is first gear: strong

control, slower speed. Power is second gear: steady pace, good for most

roads. Predictive is high gear: fast but only safe when the road is wide,
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straight, and clear. You canmix gears in one day. In the morning, use

power to return last night’s requests. Midday, switch to preview for

tricky calls. Late afternoon, go back to power to finish the queue before

closing time.

Your dialer should workwith your routing rules, not against them. If

the buyer closes at 6 p.m. local time, do not start an outbound call at 5:59

p.m. Use the dialer’s schedule to block calls near closing. If the buyer

only wants certain ZIP codes, the dialer list should filter those ZIPs up

front. If a number is on your internal doƗnotƗcall list, the dialer must

skip it. Clean lists make better days.

Voicemail is part of the job. A good dialer can spot voicemail and let

you drop a recordedmessage that sounds natural. Keep that message

short and helpful. “Hi, this is Jay from Cool Air. You asked for AC help

in 85008. Call us at 602Ɨ555Ɨ0100, or we can call you after 5 p.m. if

that’s easier.” Never cram sales talk into voicemail. Do not leave three

messages in one day. One goodmessage is better thanmany bad ones.

NoteƗtakingmatters. Teachagents to type two facts in thedialer before

the next call: the ZIP and the need. “85008, unit blowing warm.” Those

eight wordswill save you time later and help the buyer start strong if you

connect them. If you are handling health or finance calls, avoid typing

private numbers like full Social Security or full card numbers. If a buyer

needs payment, let their system handle it after the handoff.

Here is a simple day in action. At 8:00 a.m., your two agents open the

preview dialer to call five Medicare callbacks from yesterday. They read

the notes, make the calls, and speak carefully. At 10:00 a.m., the power

dialer loads a list of HVACmissed calls from last night. Agents call each

number once and leave one short voicemail when they hit machines. At

1:00 p.m., a heat wave hits and inbound calls spike. You pause outbound.

At 4:30 p.m., things calm down. The power dialer runs one more pass

on folks who asked for evening callbacks. At 5:45 p.m., the dialer shuts

itself off so no one starts a call that will run past closing. That is a clean
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day: right gear, right time, no rush, no abuse.

Remember the goal. A dialer is not there to “burn through” numbers.

It is there to keep promises, meet rules, and help people talk to the right

buyer. Pick the type that matches the job. Keep the pace honest. Your

answer rates will hold up, your timers will be safe, and your buyers will

trust you with more volume.

S2. Local presence & branded calling

People answer phones when the caller looks familiar and safe. Local

presence and branded calling help you look that way. Local presence

shows a number with the same area code as the person you are calling.

Branded calling shows your business name (and sometimes your logo

and call reason) on the screen. Used well, these tools lift answer rates.

Used poorly, they damage trust. The difference is in the details.

Local presence is simple to understand. If you live in Phoenix, you

are more likely to pick up a call from a 602 number than a farƗaway

code. So you buy local numbers for the areas you serve and show those

numbers when you call people in those areas. This works best for honest

callbacks the person asked for. For example, a homeowner in 85008

sends a request at 3 p.m. Your team calls at 3:20 p.m. from a 602 number

that belongs to you. The person answers because it looks local and timely.

Do not spoof numbers you do not own. Do not change to new local

numbers every day to trick people. Carriers watch for that. If you burn

through numbers, your calls can get marked “Spam Likely.” Keep a

small, stable pool of local numbers. Use them for real reasons. Keep

your CNAM (the caller name tied to your number) clean and honest. If

your brand is “Cool Air,” register COOL AIR or COOL AIR HVAC as the

name, not something fake like CITY OFFICE.
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Branded calling takes trust one step farther. Onmany smartphones,

you can show the business name, and sometimes a short reason (“AC

Service” or “Insurance Help”), when you call. To do this, you register

your numbers with approved services. They verify who you are. They

link your numbers to your business. Some carriers also support Rich

Call Data, which can display a logo on newer devices. It takes a bit of

setup, but the result is strong. When someone sees “Cool Air” and “AC

Service” on the screen, they know what to expect.

Here is a simple beforeƗandƗafter story. On Monday, you call 100

evening callbacks from a plain tollƗfree number. Only 25 people answer.

On Wednesday, you call 100 evening callbacks from a registered local

number that shows your brand. FortyƗtwo people answer. The message

on the phonematches the promise youmade online. That gap—25 vs.

42—often decides if you hit your connected talkƗtime goal or miss it by

a few seconds.

Use local presence and brand togetherwith goodmanners. Call during

the hours you posted. If someone asks you not to call again, honor it at

once. If you send a text to confirm a callback, say who you are, say how

to stop texts (“Reply STOP to end”), and do not add other ads. A clean

message could be, “Cool Air: returning your AC request. We can call 6–7

p.m. Reply 1 for yes, STOP to end.”

Keep an eye on number health. If a number’s answer rate drops fast,

check if it has been labeled spam by big phone carriers. Some services

can tell you how your numbers show up today. If a number is flagged,

pause it. Fix the pattern that caused trouble (too many short calls, late

night calls, or repeated retries). Then ask your provider to clear the label.

If you never fix the pattern, the label will come back.

Match your display name with your landing page. If your ad says

“Friendly Quotes” and your caller ID says “FQ LLC,” people feel unsure.

If your ad says“PhoenixACRepair,” your caller IDshould show“Phoenix

AC” or “Cool Air.” Even a small match matters. It turns a cold ring into
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a known ring.

When should you not use local presence? If the buyer handles calls

across the whole country under a national brand, a branded tollƗfree

number may be better. It looks official and steady. In some regulated

niches, a brand that people know can bemore trusted than a local code.

Test both. Look at answer rates and connected talk time. Pick the path

that gives you longer, calmer calls, not just faster pickups.

Here is aworkflow you can copy. Buy three local numbers in yourmain

metro. Register themwith a caller ID service so the name shows “Cool

Air.” Use one number for live callbacks, one for evening callbacks, and

one for weekend callbacks. Watch answer rates and average talk time

each week. If evening answer rates fall, try a friendly text first: “Cool

Air: calling you now for AC help. Reply STOP to end.” If a number gets

flagged, swap in a spare, and open a ticket to clean the label on the old

one. Over time, keep a tidy pool of ten to twenty numbers for a busy city.

Do not jump from number to number without reason.

Local presence and branded calling are not magic tricks. They are

simple signs that say, “This is us, and we are calling for the reason you

expect.” When your sign is clear and your timing is right, people pick up.

When they pick up, you have time to help—and to reach the talkƗtime

that makes the call billable. That is the point.

S3. Voicemail detection & transcription end‑to‑end

Every outbound planmeets voicemail. Some people are at work. Some

are in the car. Some simply prefer a message. If you handle voicemail

well, you save time and still move calls forward. If you handle it poorly,

you waste dials and hurt your caller ID reputation. You also want to

transcribe calls endƗtoƗend so you can search what was said, settle
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disputes, and improve scripts without guesswork.

Voicemail detection is often called AMD (answeringmachine detec-

tion). The system listens for signs that a machine picked up: a long

greeting, a steady tone, a beep. If the system is sure it is voicemail, it can

play yourmessagewithout tying up an agent. If the system is unsure,

it should pass the call to an agent, who can start speaking or leave a

message by hand. No AMD is perfect. If you set it too strict, you will drop

real people. If you set it too loose, agents will talk to machines. Use the

middle setting, test it daily, and adjust with care.

Keep your voicemail script short, clear, and kind. Say who you are,

why you called, andone easynext step. Donot speak fast. Donot stuff the

message with features. A goodmessage sounds like a helpful neighbor,

not a radio ad. Here are two examples:

“Hi, this is Jay at Cool Air. You asked for AC help in 85008. We can

talk today after 5 p.m. Call 602Ɨ555Ɨ0100, or we can call you back in that

window. Thanks.”

“Hello, this is Mia with Friendly Quotes. You asked for auto insurance

options in Texas. I can connect you with a licensed agent today. Call

210Ɨ555Ɨ0144, or reply to our text to pick a time.”

If you plan to send a text after voicemail, say so in the voicemail, and

include STOP instructions in the text. Keep the text short: “Cool Air: AC

help. We can call 6–7 p.m. Reply 1 for yes, STOP to end.” Only send one

text unless the person replies.

Now think about transcription. After each call, a speechƗtoƗtext tool

can turn the audio into words. Save the text with the call ID, the time,

the buyer name, the connected talk time, the IVR choices, and the agent

name. This gives you a full story you can search. You can look for

“recorded” to check that the agent said the recording line. You can look

for “ZIP” or the actual five digits to see if the agent asked for location

early. You can look for “hang up” spots, like when the caller went silent

for a long time.
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Transcripts let you fix scripts without guessing. If many calls die right

after you ask a second question, move that question later or change the

words. If many callers say, “What?” after your first line, rewrite that

line to be shorter and clearer. You can test two versions in one week and

see which one gives longer connected time.

Transcripts help with disputes. If a buyer returns a call as “commer-

cial,” but the transcript shows the caller said “home” and the agent said

“residential,” you can send that clip with the lines highlighted. Most

buyers will reverse a bad return when you show proof fast. Keep clips

short—about 30 to 60 seconds—so people can review them quickly.

Keep privacy in mind. Train agents not to repeat full card numbers or

Social Security numbers out loud, and to move payment to the buyer. If

your transcript tool can autoƗredact sensitive numbers, turn that on. If

you must capture a number (for example, a policy number), consider

pausing recordingwhile the caller reads it, then turning it back on. Say

what you are doing so the caller is not confused.

Connect transcription to your QA and coaching. Once a week, scan the

first 30 seconds of the top ten longest calls. Copy the lines that worked

and put them in your phrase bank. Do the same with the bottom ten.

Find the lines that caused trouble and replace them. Over a month, your

script will get sharper without longmeetings.

Tie the whole loop together with simple tags. When a call is voicemail,

tag it “VM.” When a text is sent, tag it “TXT.” When a callback is set,

tag it “CB.” When the call connects and passes the timer, tag it “QUAL.”

Then build a small report: howmany VMs, howmany texts, howmany

callbacks, howmany qualified calls. If voicemail is eating your day, try

different message timing. If callbacks work best in the evening, staff for

that window.

Voicemail and transcription are not side jobs. They are part of the

main road. A clean voicemail saves amissed call. A clear transcript turns

a call into lessons. Together, they help you spend less time chasing and
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more time connecting, which is the point of payƗperƗcall.

S4. Recording, retention & redaction

Recording calls is how you protect your business, train your team, and

win fair disputes. It is also how you can get into trouble if you do it the

wrong way. The keys are simple: tell people, keep only what you need,

store it safely, and hide private stuff you do not need to hear again.

Start with the notice. Inmany places, it is legal to record if one person

on the call knows. In other places, everyonemust know and agree. The

easy rule is to tell everyone, every time. Do it right at the start. Use plain

words. “This call may be recorded for quality and training. Is it okay to

continue?” Pause and wait for a “yes.” If the person says no, you can

often help without recording. Train agents how to turn recording off in

that case, if your rules allow.

Keep the tone calm. People do not mind recording when you sound

human and the reason makes sense. Do not bury the notice in a long

speech. Short is safe.

Next comes retention. Retention means how long you keep the

recordings and transcripts. Keep them long enough to handle refund

windows, audits, and training, but not forever. Many teams keep raw

audio for 90 days and keep short clips for a year. Some regulated niches

keep longer. The right number for you depends on your deals. The

important thing is towrite the rule down and follow it. If a buyer asks

you to delete their data, do it and log the date.

Store recordings securely. Use strong passwords, limits on who can

listen, and logs that show who listened and when. Put files in one place,

not scattered across laptops. If you can, encrypt files at rest (while

stored) and in transit (while moving). Give access by role. A coach needs
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to hear calls for training. An accountant does not. Less access means

less risk.

Plan how you will find the right recording fast. Save each file with a

clear ID, date, buyer name, and offer name. Link it to the call log and the

transcript. When a buyer asks, “Can we review that call from Tuesday at

10:14 a.m.?” you should be able to find it in under five minutes.

Now think about redaction. Redaction hides private parts of a record-

ing or transcript. At a minimum, hide credit card numbers, full Social

Security numbers, and other sensitive codes you do not need to train or

bill. Many tools can autoƗredact those patterns. Turn that on. You can

also train agents topause recordingwhena buyer asks for a cardnumber.

Say, “I’m going to pause recording while you give that number,” press

the button, take the number, then say, “I’m turning recording back on

now,” and press it again. Make this a habit. Your agents will feel proud

they are protecting callers.

Be careful with screen recordings. They can capture private data even

if your audio is clean. If you record screens, mask fields that show card

numbers or medical details. If you do not need screen video to coach,

skip it.

Use recordings to teach, not to hunt. Pick short clips that show a great

opening, a smooth bridge, or a kind way to handle a toughmoment. Play

them in team huddles. Praise the agent. Then play a clip that needs work

and show a better line. When people see recordings help them grow,

they stop fearing them.

Write a simple policy you can share with buyers. It can say: we record

for quality, we announce it, we store safely, we keep for X days, we redact

sensitive items, and we honor delete requests. This builds trust. If a

buyer needs a copy of one call for their own QA, share a short clip that

covers the part they asked about, not an entire hour.

Plan formistakes. If an agent forgets the notice and records anyway,

file it as a coaching event. Show them a card on their desk that says, “Hi,
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I’m [name]. This call may be recorded. Okay to continue?” Ask them to

read it at the start of every call for a week. Most folks forget once and

then never again.

Recordings help with legal duties, but this book is not legal advice.

Laws change. Make a habit of checking your script with a lawyer when

you enter a new state or a new niche. Keep your policy current. When

you lead with honesty and care, recordings turn into a strong shield and

a steady teacher.

S5. Carrier monitoring, remediation & error codes

Phonesdonot alwaysbehave. A call can fail before it rings. It can ringand

ring with no answer. It can connect and then drop. Carriers send error

codes to explainwhat happened. If you learn to read those codes, you can

fix problems fast. You can alsowatch a few simplehealth numbers—like

answer rate and average talk time—to spot trouble before it grows.

Imagine the path of a call. Your system places the call. It travels

across one or more phone networks. It reaches the person’s device or

the buyer’s trunk line. If something breaks, the network sends a short

code. On internetƗstyle routes you will see SIP codes like 486 Busy Here

(the other side is busy), 480 Temporarily Unavailable, or 503 Service

Unavailable (a network problem). On older routes you may see Q.850

causes like 16 Normal Clearing (call ended normally), 17 User Busy, 21

Call Rejected, 34 No Circuit Available. These look nerdy, but they are

just hints. Your job is to sort them into buckets: we can fix, buyer can

fix, or carrier must fix.

Start with the easy wins. If you see many 486 Busy or high ring time,

your buyer may not have enough agents or lines. Talk to them about

concurrency (how many calls they can take at once) and overflow to
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a backup team. If you see many 480 Temporarily Unavailable when

calling at 7:55 a.m., you may be dialing before they open. Shift your

schedule five minutes later.

Watch your answer rate (the share of routed calls that get picked up)

and your ACD (average call duration after the call connects). A sudden

drop in answer rate canmean the buyer is shortƗstaffed, your numbers

are being labeled as spam, or your routing is hitting closed hours. A

sudden drop in ACD canmean agents changed their greeting, your IVR

got longer, or callers are confused by a new ad. Check one thing at a

time. If answer rate drops across all numbers, look at staffing and hours.

If answer rate drops on one number, test that number from your own

phone. If your screen says “Spam Likely,” that number needs help.

“Spam Likely” is a label that callerƗID analytics add when they think a

number is risky. Labels can be wrong. To remediate (clean up) a label,

first fix the behavior that may look bad: too many short calls, too many

retries, calls at odd hours, or calls to people who did not ask you to call.

Then register your numbers with approved services and ask your phone

provider to submit a reputation ticket. Keep notes on what you changed.

Carriers like to see you took action, not just that you complained.

Sometimes the network fails. If you see many 503 or 34 No Circuit

Available across many routes, open a ticket with your provider. Share

call IDs, times, and the codes you saw. Providers fix problems faster

when you bring clear data.

Make a simple playbook for your team. If answer rate falls below 60%

in an hour, pause new calls to that buyer, move traffic to backup, and

check labels on the numbers used. If connected talk time falls by more

than 10 seconds dayƗoverƗday, check IVR length and buyer greeting. If

you see more than 5% call setup failures (no ring, instant fail), file a

ticket with the provider and attach a screenshot of codes.

Measure PDD (postƗdial delay), which is how long it takes from “call

start” to first ring. Long PDDmakes callers hang up. If your PDD grows,
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ask your provider to optimize routes. If PDD is fine but people still hang

up, look at your ring time before answer. Youmay need to change your

“ring then overflow” timer from 30 seconds to 20 seconds.

Track error reasons by number. Sometimes one number has a wiring

issue or is blocked by a single carrier. If one number showsmany 603

Decline or 403 Forbidden codes, replace it and test from that carrier’s

phones. Keep a few fresh spare numbers ready so you can swap without

delay. Do not swap daily; that looks suspicious. Swap only when a

number is truly sick.

Keep an eye on the day after changes. If you added new ads, new

scripts, or new routing, see how the phone metrics moved. If you

changed nothing and the phone metrics moved, it is likely a carrier

or buyer change. Ask both sides if they changed anything on their end.

Often someone updated a firewall, a SIP trunk, or a greeting and forgot

to tell you.

Log everything in plain words. “Monday 2:10–2:40 p.m., answer

rate fell to 38% on Buyer A. Labels clean. Agents shortƗstaffed per

buyer. Overflow to Buyer B engaged. Answer rate back to 62% by 3:00

p.m.” These short notes will save you hours when a buyer asks, “What

happened onMonday?” They also help you see patterns, like a weekly

lunch dip or a Friday early close.

End with a true story shape you can reuse. One hot July day, answer

rate drops from 70% to 45% on your Phoenix HVAC line. You test the

number from three carriers. No spam label shows. You check error codes:

many 486 Busy and 480 Temporarily Unavailable. You call the buyer.

Theirmanager says two techs called in sick and the phones are swamped.

You lower their cap by half and turn on overflow to Buyer B for four

hours. Answer rate climbs back to 65%, and your connected talk time

stays above 90 seconds. You send a short note that night: what you

saw, what you did, and what you suggest for tomorrow (extra seat 4–7

p.m.). That is deliverability done right. You watched, you understood,
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you acted, and you wrote it down.

Carrier health is not about fancy tools. It is about steady eyes and

simple moves. Read the signs. Fix what is yours. Bring clean data when

it is theirs. Do that every week, and your calls will reach real peoplemore

often, stay on the line longer, and pay you what your work is worth.
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Data Sourcing, Hygiene & Recontact

S1. Opt‑in vs cold outreach (what’s allowed)

In payƗperƗcall, trust is the engine. People call you when they trust you.

Buyers keep paying you when they trust your calls. The fastest way to

build trust is to talk only to people who asked to hear from you. We call

this optƗin. The slow, risky way is to call people who did not ask you to

call. That is cold outreach. This chapter explains the difference in plain

words, shows safe ways to get optƗins, and gives simple rules for when

and how to call back. For legal rules and deeper details, always follow

the guidance from C2: Compliance & RiskManagement and get advice

from a lawyer when you launch a new program.

OptƗin is the green zone. It means the person raised their hand. Maybe

they tapped your “Call Now” button and spoke with your IVR. Maybe

they filled out a form on your site and checked a box that says, “Yes, you

can call me about AC repair.” Maybe they sent a text that says, “CALL,”

after you told themwhat would happen and how to stopmessages. In

some cases, optƗin can be a voice recordingwhere the caller says “yes”

after hearing a short message. The key is the same: the person knew
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who would call,why you would call, and how you would contact them.

Your job is to save proof of thatmoment (page screenshot, date and time,

IP, the exact words shown, or the audio clip). When someone asks “Why

did you call me?”, you can answer in seconds, not guesses.

Cold outreach is the red zone unless a very clear rule lets you in. Cold

outreachmeans the person did not ask for your call. Maybe you bought

a list from a broker. Maybe you scraped numbers from the web. Maybe

a friend “shared” a spreadsheet from last year. This is not only poor

quality; it can break rules. Many countries and states limit or block sales

calls to people who did not ask for them. Even when a call is lawful,

it may still be unwanted. Unwanted calls lead to complaints, “Spam

Likely” labels, and angry buyers. If you want a stable business, choose

optƗin first.

There is a middle area you will hear about: warm outreach. Warm

outreach is when the person talked to you recently, or asked for a price,

or called but got cut off. In that case, a friendly, fast callback is expected.

Another warm case is when a person has an existing relationshipwith

the brand (for example, a current customer who asked for service). Even

here, be careful. Call soon. Keep it on the same topic. Be polite and brief.

If they say “don’t call,” stop.

So how do you get clean optƗins? Start with your own pages and ads.

Make the promise clear. If your page is “ACRepair in Phoenix,” the caller

expects AC help in Phoenix—not a national sales pitch for a different

product. Use a clear phone number and a short form for callbacks. Put

simple consent words near the button in big font. “By tapping ‘Call

me,’ you agree we can call or text you about AC repair at this number.

Message/data rates may apply. Reply STOP to end.” If you run ads on

social sites, use the platform’s own forms and disclosures, and keep your

words the same as your page. If you run a QR code on a flyer, send people

to a page that repeats the same promise and the same consent text.

You can also get optƗins from partners the right way. Let’s say a local

148



DATA SOURCING, HYGIENE & RECONTACT

radio host talks about summer tuneƗups. They read a short script: who

you are, what happens, and how to stop messages. The listener texts

“COOLAIR” to a short code. The reply text repeats the promise and the

STOP instructions. Now you have a clean optƗin. Keep the receipt (the

time, the number, and the text thread). If you team up with a website

that gathers “compare offers” leads, make sure the site names your

brand clearly and keeps proof. If a site hides your name under a long

list of “partners,” do not use it. You will get low trust, short calls, and

refunds.

Here are two simple stories that show the difference. In the first, a

woman named Ana searches “AC blowing warm air.” She taps your ad,

lands on your page, and taps “Call Now.” She hears, “This call may be

recorded,” and she says “okay.” You ask, “Home or business?” and

“What’s your ZIP?” You connect her to the right tech. This is optƗin. It

is clear and fast. In the second story, a man named Ben gets a call at

dinner from a number he does not know. The caller talks fast about a

service Ben never asked for. Ben hangs up and marks it spam. This is

cold outreach. It hurts everyone.

What about calling a list of past customers? That can be okay if you

only talk about the service they used before or a clear followƗup, like

“it’s time for your yearly tuneƗup.” Keep the timing reasonable. Do not

call late at night or too early in the morning. If they say “no thanks,”

stop and mark the number so you do not call again. A gentle, helpful

note can feel like care. A hard sell feels like noise.

Make life easy for your team. Teach them the fourƗline rule for optƗin:

say who you are, say why you’re calling, say how the person asked for

help, and offer a simple way to stop future calls or texts. Here is an

example. “Hi, this is Jay from Cool Air. You asked us to call about AC

repair in 85008. Is now okay to talk? If not, we can call later, or you can

reply STOP to end texts.” When agents use lines like this, callers relax.

When callers relax, calls go longer. Longer calls meet the timer and get
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paid.

Close with this promise to yourself: we will build our business on

askedƗfor calls. We will keep proof. We will call back fast while the

need is fresh. We will treat a “no” like a stop sign. We will never buy

shady lists or trick people with fake reasons. If you stick to that promise,

your answer rates rise, your buyers trust you, and your payƗperƗcall shop

becomes strong and steady.

S2. Data validation & enrichment

Good data is like clean water for your phone system. If the data is dirty,

the phones gurgle and cough. If the data is clean, the calls flow. Data

validation is how you clean it. Enrichment is how you add small, helpful

details that guide the call to the right place. In this chapter, we will walk

through what to check, what to add, and how to do it without slowing

your day.

Start with the phone number itself. Not all numbers are the same.

Some are mobile. Some are landlines. Some are internet phones. Some

are “temporary” and will vanish soon. When you capture a number, put

it in a standard shape (we call this E.164), like “+16025550100” for a U.S.

number. This shapemakes matching and deƗdup faster later. Check if

the number is real and active before you dial. Many tools can tell you the

line type (mobile or landline) and the carrier. If you plan to send a text,

make sure it is a mobile number and that you have consent to text. If it

is a landline, skip the text and plan a call only.

Next, look at location. Area codes do not alwaysmatch where a person

lives now. People keep their numbers when they move. So, if you need a

fast, sure location, ask for a ZIP code in your IVR or form. When you get

a ZIP, check that the ZIP is real and inside your buyer’s service area. If
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your buyer works in “85008, 85016, and 85018,” then a call from 85008

is good, and a call from 85086 is not. Add a little note to the call record

with the city and state so your buyer sees it on their screen. This one

step saves a lot of time and refunds.

Now, think about intent. Did the person click a “Call Now” button on a

page about AC repair, or did they click from a page about new units? The

difference matters. Keep the UTM tags from the link so you know the

source, the campaign, and sometimes the keyword. Keep the landing

page they saw. When a call comes in, you can say, “This came from the

AC repair page,” and route it to the right team or script. In your logs,

store the IVR answers too. “Pressed 1 for residential.” “Entered ZIP

85008.” Each answer is a small piece of proof that helps youmatch the

buyer’s rules.

Check for duplicates before you call. If the same number entered three

forms in tenminutes, you do not need to call it three times. If the same

number called you yesterday and today, only route it once if your deal

says “one billable call per 14 days.” Build a simple “recent callers” table.

When a new call comes in, look up the number. If it is in the table inside

your window, follow the rule you set: skip, send to info line, or route to

a special queue. This keeps your reports honest and your buyers happy.

Add small, safe details to help the agent start strong. If you know the

time zone from the ZIP, show that to the agent so they do not offer a 7

p.m. call in aplacewhere it is alreadymidnight. If youknow the language

from a past call (for example, the caller chose Spanish last time), keep

that flag so you can route to a Spanish agent now. If you know the device

was a smartphone, youmight offer a text link for appointment info after

the call. Keep it simple. Add only what helps the first minute, not a pile

of data nobody uses.

Save the consent text with each record. If the person filled a form,

store the exact words near the checkbox. If they called your IVR, save a

clip of the recordingwhere you played the notice and they said “okay.” If
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they texted you first, keep the first message and your reply. Tie these to

the same call ID so you can pull them in a minute if a buyer asks. “Here

is the form and box they checked.” “Here is the audio where they said

yes.”

Use validation in real timewhen you can. If your form sees a number

that ismissing digits, it should ask the person tofix it before they submit.

If your IVR hears an invalid ZIP, it should ask again. Catching errors

early saves a lot of chasing later. For older lists you already have, do a

batch clean once a week. Remove numbers that are dead, add city and

state where missing, and mark numbers that have caused complaints so

you do not dial them again.

Be kind with names and emails. You often do not need a full name

to route a call. If you do collect a name, spell it back to the caller to

avoid mistakes. If you collect emails, use them only for the purpose

the person agreed to. Do not mix lists from one brand or vertical with

another without clear permission.

Here is a simple “before and after.” Before validation, you call ten

numbers from last night. Two are wrong length. One is a landline you

tried to text. Three are out of area. Four are good. Your agents waste

time, and answer rate falls. After validation, you fix bad numbers on

the spot, you skip texting landlines, and you route only the four in area.

Your agents spend their time only on real chances. Answer rate rises.

Connected talk time rises. Acceptance rises. You did not get “more

leads.” You got better data.

End with a small promise to yourself. Every record will have a clean

number in E.164, a clear location from ZIP or state, the last consent

proof, and a simple tag for source and intent. We will fix errors early,

add only helpful details, and keep all of it tied to the call ID. Do this, and

you will feel the phones smooth out—and the money side will follow.
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S3. Suppression lists & consent synchronization

A suppression list is a list of numbers you will not call or text. It keeps

you from reaching out to people who said “stop,” numbers that should

never be contacted, or numbers that do not fit a buyer’s rules. Consent

synchronization is how you keep every tool and every partner on the

same page about who said “yes” and who said “no.” When you get these

two things right, you lower complaints, lift answer rates, and avoid

costly mistakes.

Think of suppression like a big, clear fence. On one side are numbers

you can contact for the offer you are running. On the other side are

numbers you cannot contact. The fence must be strong and easy to see.

Build onemaster suppression in your database. This is the main list

your whole system checks before any call or text. Add to this list the

people who told you “do not call,” people who told your buyer “do not

call,” and any numbers on a special doƗnotƗcall file for that brand. Some

teams also add known bad actors (like repeat litigators) to stay safe.

Keep a note on each entry: when you added it, who asked, and why.

Do not keep little private lists on each laptop or in each dialer. That is

how people get called bymistake. Every channel must check the same

master list. Your IVR should check it before offering a callback. Your

dialer should check it before placing a call. Your texting tool should

check it before sending a message. Your ad forms should check it before

letting someone resubmit if they already said “stop.”

Now add buyer rules. A buyer may say, “Please do not sendme past

customers,” or “Do not send anyone outside these ZIPs,” or “No calls

who asked for removal last year.” These are special fences just for that

buyer. Save them as buyerƗlevel suppressions and check them after the

master list. This lets you route a call away from Buyer A to Buyer B if the

caller fits B’s rules but not A’s.

Consent sync is the matching dance that keeps every system current.
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A personmight tell your agent, “Don’t call again.” They might tell the

buyer the same thing. They might text STOP to your reminder. Every

time this happens, yourmaster listmust update fast. Set up simple feeds

between systems. If the buyer has a “do not call” button, they should

send you a daily file or an API ping with those numbers so you can add

them to your master list. If your agent marks “do not call,” your system

should send that change to the buyer. If a person replies STOP to a text,

your texting tool should add them right away andmark the time. Aim to

sync at least daily, and faster if you can.

Use clean matching. Store numbers in one format (E.164) so your

system recognizes the same number across tools. If you also store

hashed versions for sharing with partners (for privacy), keep the salt

secret and consistent so matches work. Test your sync each week. Pick

five numbers you know should be blocked and try to add them as new

calls in a test list. If any slips through, fix the sync before you go live.

Watch out for crossƗbrand leaks. If you runmore than one brand or

vertical, do not assume a person who asked “stop” for one brand wants

to stop all contact forever. At the same time, do not assume the opposite.

The safest path is to treat a “do not call” as brandƗspecific unless the

person clearly said they want no contact from any brand. In your system,

keep a brand flag next to each suppression entry so you knowwhere it

applies.

Keep proof. When someone asks why you called, you need to show if

they gave consent and whether they ever asked to stop. Save a short log

with each number: consent time, consent method (form, text, voice),

and stop time if it exists. If a buyer tells you to add a past customer list

to suppression, save the email or file name and the date you uploaded it.

These small notes close many fights quickly.

Here is a simple flow that works. A new form comes in at 10:03 a.m.

Your system first checks the master suppression: not on it. Then it

checks buyer rules: not a past customer; ZIP is in area. It stamps the
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record with the consent text and time. The call routes. During the call,

the person says, “Please don’t call again.” Your agent clicks “DNC”

and repeats, “Understood, we won’t call again.” Your system adds the

number to the master list with the time and reason, and sends a tiny

file to the buyer so their list updates too. At 10:07 a.m., the number is

blocked everywhere. Nomore mistakes.

Sync with your ad tools too. Many ad platforms let you upload a list to

exclude people who asked not to be contacted. If you run ads that ask for

calls, upload a fresh exclusion list each week. This lowers wasted clicks

and shows respect for people’s choices.

Finally, keep the fence tidy. Once a month, review the sync logs. Did

any files fail to import? Did any API calls error out? Fix them. SpotƗcheck

a few numbers. Ask, “If I tried to call this one, would the system block

me?” The goal is not zero errors forever. The goal is a quick catch and

a quick fix. When your suppression and consent sync work as one, you

stop problems before they start—and your buyers will notice.

S4. Recontact policies & frequency

Recontact is about when and how often you try a person again. Done

well, it feels helpful and calm. Done poorly, it feels pushy and annoying.

In payƗperƗcall, the right recontact plan saves missed chances without

hurting your answer rate or your reputation. This chapter gives a simple,

human plan you can use and bend to fit each vertical.

Think in three buckets: hot,warm, and cool. Ahot person just reached

out or just called and got cut off. Awarm person filled a form or left a

voicemail today or yesterday. A cool person asked last week or longer

ago and did not connect. Each bucket needs a different number of tries

and a different speed.
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For hot people, move fast and be gentle. If someone tried to call and

the buyer was busy, start a callback withinminutes if they asked for it.

Try once by phone. If no answer, leave a short, friendly voicemail and

send one text that says who you are and offers a time window. “Cool Air:

returning your AC request. We can call between 6–7 p.m. Reply 1 for yes,

STOP to end.” If they reply 1, great. If they do not reply, do onemore

phone try later in the same day at a better hour. Then stop for the day.

Do not call five times in an afternoon. That only makes people mad.

For warm people, use a simple twoƗday plan. On Day 1, make two calls

at good times, like late morning and early evening. Leave one voicemail

total, not two. Send one text after the second call, if allowed. On Day 2,

make one call at a different time, like lunchtime. If you reach them and

they say, “Call me tomorrow,” do it and thank them. If you do not reach

them by the end of Day 2, stop calling. People need space. You can try a

soft nudge by text in a few days if the person opted in to texts, but keep

it rare and helpful. “We still have a tech in your area this week. Need

help? Reply 1. STOP to end.”

For cool people, slowdown. Theymayhavefixed theproblem, changed

their mind, or found another company. One call this week and one next

week is enough for most services. If they do not answer both times,

archive the record. Do not keep scratching the same spot. Your time is

better spent on new, hot calls.

Match your times to life. Earlymorning works for furnace problems in

winter. Early evening works for AC in summer. Weekends may be great

for Medicare plan questions. Avoid late nights and very early mornings.

Respect holidays unless the service is urgent and the person asked for

help that day. If you take time zone from ZIP, use it. A 6 p.m. call in your

timemight be 8 p.m. for them.

Use simple outcome codes to guide the next step. After each try, the

agent can click one choice: Reached&Transferred, Reached&Not Ready,

No Answer, Voicemail Left, Text Sent, or Do Not Call. If it is Reached &
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Not Ready, note the window they want and call in that window only. If it

is Voicemail Left, do not leave a second voicemail tomorrow. If it is Do

Not Call, add to suppression right away and stop all tries.

Keep your promises. If you tell someone “we’ll call between 6 and 7,”

do not call at 5 or at 8. If you say “one text,” do not send three. Every

promise kept builds trust. Every broken promise hurts your brand and

your answer rates.

Here is a realƗlife flow. Alex fills your form at 10 a.m. on Tuesday for

AC repair. At 10:06 a.m., your agent calls. No answer. The agent leaves

a 15Ɨsecond message and sends a short text with a 6–7 p.m. window.

At 6:10 p.m., the agent calls again and reaches Alex. Alex says, “I’m at

dinner; call me at 7:30.” The agent sets a reminder and calls at 7:30. The

call connects and runs long. This is clean and kind. Now the other story.

Ben filled the form. You call him five times in two hours, leave loud

sales voicemails, and text him twice without STOP words. Ben blocks

your number and tells his friends to avoid you. The first story pays. The

second one burns.

Tweak the plan by vertical. For home services, go faster on Day 1

because theneed is urgent. For insurance quotes, an eveningorweekend

callmightwork best because people are free then. Formedical bookings,

aim for daytime when people can grab their papers. Always check your

rules in C2 before you add texts or extra calls.

Measure and improve. Track for each bucket how many people you

reached, how many you transferred, and how many calls turned into

paid calls. If your second call on Day 1 almost never connects, move that

try to Day 2. If your evening text gets great replies, keep it and tune the

words. If your voicemail gets no returns, shorten it.

Endwith a short pledge: wewill contact people thewaywewouldwant

to be contacted. Few tries, good hours, clear messages, easy stops. We

will listen to “no,” and we will rest records that don’t answer. When you

stick to this, your answer rates stay high, your numbers stay healthy,
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and your buyers see calmer, longer calls.

S5. List aging & win‑back

Lists do not stay fresh forever. People change phones. They move.

They fix the problem another way. Their mood changes. When time

passes, your chance to connect drops. This is called list aging. If you

keep pushing old lists, you get low answer rates, short calls, and “Spam

Likely” labels. If you treat time with care, you know when to stop, when

to rest, and when to try a gentlewinƗback.

First, know the clock for your niche. In home services like HVAC,

plumbing, or pest control, the window is short. A person who asked for

help today likely wants help today. After 24–72 hours, the value of that

record falls sharply. For auto insurance quotes, the window is wider.

Peoplemay shop for a week or two. After 30 days, most are set or tired of

calls. ForMedicare plans, there are fixed seasons when calls are strong.

Outside that season, you should hold most of those records and only

contact people who clearly asked for offƗseason help. These are not hard

laws; they are simple guides so you do not waste your time.

Build a freshness tag into each record. Stamp the record with the time

you first got it. Each day, the tagmoves from Fresh (0–2 days) to Recent

(3–7 days), to Stale (8–30 days), to Old (31+). Use these tags in your

dialer rules. Fresh gets the most attention. Recent gets a lighter touch.

Stale gets one polite try if the person never picked up. Old gets archived

unless you have a very good reason or a new optƗin.

Tie this to your recontact plan from S4. A Fresh record gets two tries

on Day 1 and one try on Day 2. A Recent record gets one try on Day 3 or

4. A Stale record may get one try if it came from a highƗtrust source and

you have not tried before. Old records should rest. If you keep calling
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old records, you will train carriers to hate your numbers.

List aging affects acceptance too. Calls from Fresh records often run

longer. People remember why they reached out. Calls from Old records

run short. People forgot, or times changed. If you see your connected

talk time drifting down, check the age mix. You may be leaning too hard

on Stale and Old.

What about winƗback? WinƗback means you try to bring back past

callersorpast customersat the right time,with the right reason, andwith

the right permission. In home services, a friendly tuneƗup reminder in

spring or fall can work well. “It’s Cool Air. We have discounted tuneƗups

thisweek in85008. Want amorningor evening slot? Reply 1 formorning,

STOP to end.” In insurance, a gentle note near renewal time can help.

“Friendly Quotes: want us to check new rates before your policy renews

next month? Reply 1, STOP to end.” These messages should go only to

people who gave you permission for messages from your brand, or who

are current customers and expect service notes. Keep the pace very slow.

Onemessage near the right date is enough.

Clean your old lists before any winƗback. Remove numbers that

bounced, numbers that asked to stop, and numbers that never, ever

answered. Remove people outside your service area. If you still use a

small part of an old list, make a clear offer tied to a real reason and

an easy way to stop. Do not spam the whole thing. You will burn your

number pool and lower your answer rate for months.

Score your records with a simple grade. Add points for Fresh, for a

strong source (like a direct website call), for a clear intent (like “AC

blowing warm”), and for a ZIP you serve often. Remove points for age,

for many failed tries, and for past “not ready” notes. Call highƗscore

records first. Rest lowƗscore records. This score does not have to be

fancy. It just helps you focus today’s energy where it counts.

Keepa cemetery list. Whenanumberhard fails (wrongnumber, carrier

error that never clears, constant complaints), bury it in the cemetery
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with a note. Do not bring it back bymistake when you get a new list from

a partner. Check new lists against the cemetery before you load them.

This stops pain before it starts.

Mind the season. Before summer, winƗback tuneƗups can be great.

During a heat wave, do not push winƗback at all; help live problems first.

In Medicare AEP, focus on hot calls and clear optƗins. After AEP, a soft

“we’re here if you have questions” to people who asked for offƗseason

help can be okay, but slow and careful is the rule.

End with a plan you can trust. We will feed our phones with Fresh

records first. We will not chase Old records past a fair point. We will run

small, polite winƗbacks with consent, near the right dates, and with easy

stops. We will clean and score our lists weekly. We will rest numbers

that do not answer and never wake the cemetery. Do this for a month,

and you will feel the work change. Fewer dials. Longer talks. Happier

buyers. A list that lives and breathes with time, not against it. That is

how you keep your payƗperƗcall shop healthy all year long.
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Free Traffic — Core Tactics

S1. Google Sites one‑page click‑to‑call funnels

Think of a oneƗpage site like a helpful flyer that lives on a phone. The

goal is not to write a long story. The goal is to make the phone ring with

the right people, in the right area, during the right hours. Google Sites

is free, fast, and easy. You can launch a clean page in under an hour, and

you can edit it anytime.

Start by picking one service and one city. “AC Repair in Phoenix” is

better than “All Heating and Cooling in the USA.” Your headline should

matchwhat people search. Keep it short and clear: “ACRepair in Phoenix

— SameƗDay Help.” Put a big tapƗtoƗcall button near the top. Onmobile,

people should be able to tap without pinching and zooming.

Right under the headline, write two or three short lines on why to call.

“Licensed local techs. Fast diagnosis. UpƗfront pricing.” Do not brag. Do

not stuff keywords. Speak like a neighbor. Add one small “since 2012”

or “4.8፿ average” if it’s true. Keep it honest.

You also want a simple callback form for people who can’t talk now.

Ask only for the phone number and ZIP code. Write your consent note
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near the button so there is no surprise. “By tapping ‘Call me,’ you agree

we can call or text you about AC help. Message/data rates may apply.

Reply STOP to end.” That plain line builds trust.

Keep thewhole pageone screen on a phone. No sliders, no longmenus,

no heavy images. A photo of a clean filter or a thermostat is fine. Do not

use stock photos with faces that look fake. People can tell. If youmust

use stock, pick simple photos with the equipment only.

Adda tinyFAQwith twoquestions. “DoyouservicemyZIP?”and“How

fast can you come?” Under the first, say “We serve these ZIPs: 85008,

85016, 85018.” Under the second, give real hours. “Open 8 a.m.–6 p.m.,

Mon–Sat. AfterƗhours callbacks by request.” If you say “24/7” but no

one answers at night, callers will be upset and calls will be short. Short

calls get rejected.

Make the footer useful: hours, service area ZIPs, and a link to a simple

privacy page. If you record calls, say so: “Calls may be recorded for

quality. If you want help without recording, tell us.”

Connect the page to your callƗtracking number. Each page can have its

own number so you can see which page sends calls. If you run ads later,

add UTM tags to your links so your call log shows the source. Even for

free traffic, UTMs help you learn what words and posts cause calls.

Here’s a small wireframe of a oneƗpage funnel. It shows what goes

where. Keep it tight and easy to scan.

Download the image

Write simple copy for the top section. For example:

“Hot air from your vents? We help Phoenix homes today. Licensed

techs, clear prices, no long holds. Tap to call.”

In the callback form, avoid pushy words. “Request a call back today”

is better than “BOOK NOW” if you are not truly booking. Be clear about

timing. If you only return calls 3–5 p.m., say so.

When your page is live, test it like a stranger. Open it on your phone.

Show it to a friend who does not know your business. Ask them to find
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the button and the hours in five seconds. If they struggle, fix the page.

Many small fixes beat one huge “design day.”

Make small updates for seasons. In summer, ask “Not cooling?” In

winter, ask “Heat not turning on?” This tiny change lifts trust because

it fits the time of year. If your city has a big event, you can mention

it lightly: “We work through the heat wave—extra evening slots this

week.”

Finally, remember: one page, one promise, one action. Do not send

people to five choices. Do not write a long essay. Do not add fake badges.

Themore you remove, the more people will tap the button. That is the

whole point of a clickƗtoƗcall funnel.

S2. Craigslist Services & Gigs (policy‑compliant

posting)

Craigslist can still send real calls for local services when you play by the

rules. The website is simple. People go there to find help fast. If your

post is clear, honest, and in the right category, you can earn calls without

paying for ads.

Start by choosing the right section. For most home services, pick

“Skilled Trade Services” under “Services.” Do not post in the wrong

place to get more clicks. Moderators will flag you, and you will waste

your time. If you run a oneƗoff job, “Gigs”mayfit, butmost PPCall offers

are steady services.

Write a clean title. Use the service, the speed, and the area. “AC Repair

— Same Day— Licensed (85008).” Do not put ten emojis. Do not stuff

twenty keywords. Titles with five to eight words work best.

In the body, write four to six plain lines. Line one: what you do. “We

fix AC systems in Phoenix homes.” Line two: hours and sameƗday info.

163



UNDISCOVERED PROFITS : PAY PER CALL MASTERY

“Open 8 a.m.–6 p.m., Mon–Sat. Evening callbacks by request.” Line

three: service area. “Phoenix, Tempe, Mesa.” Line four: call to action.

“Call 602Ɨ555Ɨ0100. No upfront fee.” If you record calls, add: “Calls may

be recorded for quality.” That’s enough.

For images, use your own. A photo of your van (plate hidden), a clean

filter, a thermostat, or a closeƗup of a coil is fine. Do not use “before

and after” face photos. Do not use images with other companies’ logos.

Keep images clear and bright. One to three is enough.

If the site asks for a price, think carefully. Many services do not put a

price here, or they say “Estimates.” Follow the local rule. Never mislead

with a “$1” price to get clicks. That will cause angry calls and short talk

times.

Set the area and map pin in your service area. If you are a mobile

service, pick a central spot rather than a home address. The goal is to

show “we are near you,” not to mark your kitchen table.

Use one phonenumber in an easyƗtoƗtap format. 602Ɨ555Ɨ0100 is clear.

Avoid putting the number in an image only. People on phones want to

tap, not type.

Here is a simple layout to copy when youmake your post.

Download the image

Follow Craigslist rules. Do not post the same ad many times a day.

That looks like spam and will get blocked. A good rhythm is to renew

or repost every 48–72 hours. If you have two different services, write

two truly different posts, each with its own number or tracking link, and

space them out.

Watch your inbox if you allow email replies, but remember: our goal

is calls. If someone emails, reply with a short helpful note and your

phone number. “We can help today. It’s faster to call 602Ɨ555Ɨ0100 so

we can triage.” Some people may still email. Be kind, but keep your time

focused on phones.

Answer fastwhen the calls come. If you miss a call, return it within
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minutes while the person still has the problem. If you can’t staff the

phone at certain hours, say so in your ad and offer a callback window.

Honest hours beat fake “24/7.”

If you get flagged, breathe. Read the rules again. Remove any pushy

words, fake claims, or policy problems. Post again in a few days with a

cleaner title and body. Over time you will learn what each city allows.

Measure your callswith a special tracking number for Craigslist. That

way you see what the post really does. If calls run short, listen to a few

recordings. Are people far outside your area? Tighten the ZIPs in your

post. Are people asking for installs but your post says repairs? Tweak

the words. Small edits can double useful calls.

A short story shows how it works. On Monday, you post “AC Repair

— Same Day— Licensed (85008).” You add one photo of a clean filter,

list three ZIPs, and your hours. You get three calls that afternoon and

two the next morning. All five are within your area. OnWednesday, you

renew the post. You get twomore calls. That is seven calls in three days

with no ad spend, andmost hit your talkƗtime goal. That’s the power of

a clean, compliant Craigslist post.

S3. Facebook Marketplace service listings

FacebookMarketplace is busy. People use it to find items, rentals, and

local help. You can create a simple service listing that shows up for

nearby folks. The keys are a clear title, real photos, fast replies, and

hours that match your phone team.

Pick the category that fits services. In many locations you can select a

serviceƗtype category under “Home Improvement” or a similar section.

Avoid listing a “product” if you are clearly offering a service; that

confuses buyers andmay break rules. If your region doesn’t support a
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service category, use a short, clear listing andhandle details inmessages,

but stay within Facebook’s policies.

Write a title in plain words. “Home AC Repair— Same Day Appoint-

ments.” Do not use “ALL CAPS” or a pile of emojis. People scroll fast.

Keep it readable.

Use real photos you own. A tidy van, a thermostat, an outdoor unit in

good light. Do not show faces without permission. Do not show other

brands’ stickers. Bright, clean photos win trust.

In the description, write short sentences that match the problem

people feel. “AC not cooling? We help Phoenix homes today. Licensed

techs. Clear prices. Tap to call or message now.” Add your hours and

main ZIPs. If you will text reminders, add a simple line: “We can text

appointment info. Reply STOP to end.”

Set your service area. Phoenix, Tempe, Mesa is a clear set. Do not say

“USA.” That tells people you aren’t truly local. Marketplace pushes local

first; use that to your benefit.

Turn on the call button if available and add your tracking number.

Also watch yourmessage inbox. Respond fast. Facebook often shows

your “reply time” on the listing. A “replies in under an hour” badge can

help.

Here is a simple layout that shows the parts in order.

Download the image

Keep your hours in sync with your buyer. If the buyer closes at 6 p.m.,

don’t promise 7 p.m. help. You can still offer callbacks: “After 6 p.m.,

we call back next morning at 8 a.m.” If you expect weekend spikes, say

“Saturday slots open.”

Use local words people type. “AC repair” beats “HVAC services” for

manyhomeowners. “Furnacenotheating”beats “gas forcedƗair service”

in winter. Read messages you get and copy the exact words into your

description next time. Speak like your callers, not like a brochure.

Be a good neighbor in comments. If someone asks a simple question
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(“Do you service 85018?”), answer in one line and invite them to call. Do

not fight with rude comments. Hide or delete if needed. Keep your tone

calm. People watch how you act.

If you collect phone numbers in messages, be careful. Ask for

permission before texting. “We can text you the technician’s ETA. Is

that okay? Reply STOP to end.” Then keep that promise and store the

consent note in your log.

Refresh the listing every few weeks with new photos or copy. Do not

spam daily reposts. Facebook can limit reach if you repeat too often.

Quality beats quantity.

Measure callswith aMarketplacenumber so you seewhat this channel

does. If calls are short, check your photos and hours. If messages are

many but calls are few, add “Tap to call” near the top of your description

and put the number again at the end.

A quick example shows the rhythm. You post on Friday afternoon:

“Home AC Repair— Same Day Appointments.” You add three photos,

set service area to Phoenix/Tempe/Mesa,mark hours 8 a.m.–6 p.m., and

turn on the call button. Friday night you get twomessages and one call.

Saturday morning you get three calls. You answer fast, route to your

buyer, and the calls pass 90 seconds. On Sunday you pause calls but offer

Mondaymorning callbacks. OnMonday you follow up at 8:05 a.m. and

book twomore. That’s free traffic because your listing matched what

local people needed, right when they needed it.

S4. Facebook Groups: value posts with call CTAs

Facebook Groups can be powerful if you lead with help, not hype. People

join groups to learn, fix, and share. If you give a short, useful tip and

stay within the rules, your name becomes trusted. When someone is
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stuck, they will call.

Start by picking groups where your help fits. “Phoenix Homeowners,”

“Phoenix Moms,” or “DIY Home Fixes” can make sense for AC tips.

Read the group rules before you post. Some groups do not allow phone

numbers in the post. Many allow them in the comments or on your

profile. If you’re not sure, send the moderators a friendly message and

ask.

Write value posts that people can act on right away. A great example

is “3 Quick AC Checks Before You Call a Tech.” In the post, keep each

step to one or two lines. “Check your filter. If you can’t see light through

it, replace it.” “Check the breaker. Flip it off and on once.” “Set your

thermostat to cool and the fan to auto.” This helps people today. It also

makes you the person they think of when the checks don’t work.

Use your own simple photo if you can—like a new filter next to a dirty

one. Do not plaster your phone number on the image. Keep it clean. In

the body, do not promise prices or speed you cannot deliver. Keep it

calm.

Put your call CTAwhere the rules allow. If posts can’t includeanumber,

place it in thefirst commentwith a gentle line: “If you try these and still

have trouble, call us at 602Ɨ555Ɨ0100. We’re local and happy to help.”

If numbers aren’t allowed at all, put a short link to your Google Sites

page in your profile bio and say in the comments, “More details onmy

profile.” Follow the rules or you’ll be muted.

Here is a simple mock of how a good value post looks.

Download the image

Be present in the comments. Answer real questions. Thank people

who share their fixes. Do not argue. Do not chase every reply with “call

me.” Help first. People can feel the difference.

Timing matters. Post tips when people face the problem. First hot

week of summer? AC checks. First cold snap? Furnace checks. A big

dust storm? Filter tips. You’re not trying to dominate the group. You are
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trying to show up when it counts.

Use a light disclaimer to keep peace with moderators. At the end of

the post, you can add, “Admins, this is for education only; remove if not

allowed.” That shows respect. Many groups will keep the post because

it helps members.

Keep a rhythm. One value post per week is plenty in one group. If

you try to post every day, people will tune you out. Rotate among a

few groups so you don’t flood any one place. Track calls with a Group

number so you can see which group sends the most.

Measure trust by how people respond. If comments say, “Thanks,

this fixed it!” or “Jay’s tip worked,” you are building goodwill. When

someone tags you under a “Who should I call?” thread, reply fast and

offer your number. Do not post long sales pitches under those threads.

Leave a clear oneƗliner: “We help 8 a.m.–6 p.m., sameƗday in Phoenix.

602Ɨ555Ɨ0100.”

Ashort story shows theflow. OnTuesday, youpost“3QuickACChecks”

in a “Phoenix Homeowners” group. Two people say thanks. One asks a

question. You answer simply and offer your number in the comments.

That night, one of them calls. The call lasts twominutes after connect

and pays. On Friday, someone asks, “Who can fix AC near 85008?” A

member tags you. You reply with your number and hours. That person

calls Saturdaymorning. That’s two accepted calls from one post and one

reply, all free.

S5. Reddit: niche subreddits & resource posts

Reddit is a community of many small forums called subreddits. Each

one has its own rules. Some allow light selfƗpromotion. Many do not.

The way to win on Reddit is simple: be useful and respect the rules. If
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you help people solve small problems, some will ask you for bigger help.

If you try to sell hard, you’ll get banned.

Start by reading r/HomeImprovement, r/HVAC, or your city subreddit

(like r/phoenix) to see what people ask. Do not post right away. Answer

a few questions first. Share a simple fix. Link to a neutral howƗto page

when allowed. Keep your tone calm and kind. Redditors dislike hype.

When you make a resource post, think “guide,” not “ad.” A strong

title might be: “[Guide] AC Not Cooling? 5ƗMinute DIY Checks (Then

Who to Call).” In the body, write short paragraphs, not long bullet lists.

Each paragraph is one step in plain words. Use simple formatting like

bold filter, breaker, thermostat so people can scan. If rules allow, link

to a basic checklist page on your site with no popƗups and a clear privacy

note. If direct links are not allowed, say, “Checklist in my profile.”

Add a note that you’re not a mod and will follow the rules. If the

subreddit has aWeekly Questions thread, post there instead of starting

a new thread. If you’re unsure, sendModmail to ask where to put your

guide. Polite questions to mods go a long way.

Avoid pushing your phone number in the post. Many subs ban that.

Put your number in your profile bio with a calm line: “Local help line

(Phoenix, 8 a.m.–6 p.m.): 602Ɨ555Ɨ0100.” If someone in the comments

asks for a number, and rules allow, you can share it then. If rules don’t

allow, send a private message only if the person invites you.

Here is a simple mock of how a resource post is laid out.

Download the image

Answer questions with steps, not sales. If someone says, “AC clicks

but won’t start,” you can write, “Check the outside disconnect. Flip it

off and on once. If it still won’t start, it may be a capacitor. That’s not

safe to DIY. A local tech can help.” People respect plain truth.

Use flair if the sub requires it. Some subs want tags like “Guide,”

“Question,” or “Help.” Using flair shows you read the rules. It can also

keep your post out of the autoƗfilter.
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Keep your brand light. Redditors don’t want to feel marketed to. Use

a simple username, like “CoolAirHelp,” not “#1_SALE_NOW.” Use the

same helpful voice every time. Over a few weeks, people will recognize

you and tag you when someone needs help.

Watch your karma the right way. Karma is just points. Don’t post for

points. Post to help. If people upvote your guide, great. If they don’t,

learn from it. Maybe the title was unclear. Maybe the steps were too

long. Tighten and try again later.

Be careful with links. Link to clean pages without aggressive popƗups.

Do not link to tracking pages that autoplay video or force email capture.

If youmust track, use a simple, fast page with a clear “Call Now” button,

and keep the consent note plain. “Calls may be recorded for quality. We

only contact you about this request.”

Measure Reddit’s impactwith a unique number you only use onReddit

pages, and by watching calls right after you post or answer. You’ll often

see calls within one hour of a good guide. If comments stay active, you

may see a second wave later that day.

A storymakes it real. Youwrite a guide in r/phoenix: “ACNot Cooling?

5ƗMinute Checks.” You include five short steps and one safety note. You

link to a checklist on a clean page with a call button. People ask two

questions in the comments. You answer simply. One person writes,

“Tried these, still not working. Who should I call?” You reply, “Any

licensed local tech can help. Our local line is inmy profile if youwant us.”

They check your profile and call. The call lasts twominutes after connect.

Later that week, someone searches and finds your guide again. They

send you a message asking for help at 85008. You set a callback window,

then connect them the next day. Two accepted calls, no ad spend, just

helpful writing.

Reddit can feel strict, but that’s a good thing. Rules keep the place

clean. When you respect them, your posts stand out because they are

useful, not loud. Over time, you become the person people tag when
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trouble hits. That is the best “ad” you can’t buy.

S6. Quora: expert answers with compliant disclosures

Quora is a website where people ask questions and wait for real answers.

They are not looking for a hard sale. They want clear, simple steps they

can try. That is perfect for payƗperƗcall. You give short, helpful answers.

You add one small callƗtoƗaction at the end. You stay honest about who

you are. The result is trust, shares, and calls that fit your buyer.

Start with your profile. Use your real name. Add a friendly headshot.

In your bio, say what you do and where you help. Keep it short: “I run

a local AC help line in Phoenix. I share quick fixes.” In your profile

description, add a gentle disclosure: “I help at Cool Air (Phoenix). My

answers are general info, not a diagnosis.” If you list a phone number in

your bio, do it once and keep it calm. Do not write the number in every

line of every answer. That looks spammy and gets flags.

Pick the right questions. Search for “AC not cooling,” “furnace won’t

start,” or “thermostat blank.” Add your city name when it fits, like “AC

not cooling Phoenix.” Follow the topics thatmatch your niche so you get

alerts. Old questions can still bring new readers, because many answers

rank on Google. If you add a clear answer today, it can keep working all

year.

Write in short, friendly sentences. Use safe steps that a normal person

can try. Tell themwhen to stop and call a tech. A clean answer looks like

a tiny howƗto, not a sales pitch. Start with a plain safety note: “Turn

power off before you touch any panel.” Then give two or three steps that

fit the problem. End with one line that offers help in your area. Put your

disclosure near the end again so people see you are honest.

Keep your images light. A photo of a clean filter or a thermostat is

enough. Avoid scary “shocking” pictures or broken parts. You want to

calm people, not stress them. If you link out, send readers to a clean,
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fast page with one big “Tap to Call” button and the consent text near it.

Do not send people to popƗups, email gates, or heavy ads. You are trying

to help, not to trap.

Here is a simple layout you can copy for each answer:

Download the image

Let’s write a full example answer together. Imagine the question is:

“Why is my AC not cooling?” Your answer might be:

“Three quick checks can help. First, look at the filter. If you can’t see

light through it, replace it. Second, check the breaker. Flip it off and

back on one time only. Third, set the thermostat to ‘cool’ and ‘auto,’

thenwait fiveminutes. If the outdoor unit hums but the fan doesn’t spin,

stop and call a pro—do not poke inside. If you’re in 85008 or nearby, our

local help line can connect you with a tech today. Calls may be recorded

for quality.”

That is it. No hype. No big claims. You gave real help and a safe next

step. If someone wants to call, they will. If not, they still learned from

you. That builds good will and shares.

Be clear about your role. Add a short disclosure line at the end of each

answer: “I help at Cool Air in Phoenix. This is general info.” Keep it the

same every time so readers and moderators know you are not hiding

anything. If someone in the comments asks for a price or a diagnosis

you cannot give, stay kind: “I can’t price without a live check. If you

want, we can connect you to a tech who can quote it.” Plain talk beats

hard sell.

Update your answers with seasons. In late spring, add a short “Update:

hot week ahead—replace your filter early.” In fall, add “Update: if heat

won’t start, try ‘fan auto’ and ‘heat’ for five minutes.” Your edit bumps

the answer and keeps it fresh. You do not need to rewrite thewhole thing.

One or two lines help a lot.

Use a unique tracking number for Quora. Put it in your bio and on the

clean page you link to. If your phone system supports it, tag the calls
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“Quora” so you can see real outcomes. You can also add a tiny UTM to

the link on your profile (for example, ?utm_source=quora&utm_me

dium=profile). Then when a call comes from that page, you know the

source.

Do not copy and paste the same answer into ten different questions.

That looks lazy and gets flagged. Write a fresh version each time, even if

the steps are similar. Use the person’s words back to them. If they wrote

“unit blowing warm,” say “blowing warm” in your answer. That shows

you read their question and care.

Make it a habit. Spend fifteenminutes, three days a week, answering

one good question each time. In a month you will have a small library of

helpful posts. In three months you will be the person people tag when

someone asks, “Who can help in Phoenix?” That is the kind of traffic

you cannot buy.

Above all, keep your promise. Help first. Be honest about who you are.

Offer a phone number once, at the end. Put your consent and recording

note right in the sentence: “Calls may be recorded.” That simple line

keeps trust high and surprises low. When people trust you, they talk

longer. Longer calls meet the timer and get paid. That is why Quora

works for payƗperƗcall when you respect the room.
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S7. YouTube evergreen how‑to videos with call

overlays

YouTube is a place where “howƗto” videos live for years. A good video is

like a helpful neighbor who shows you three things to try. Viewers who

cannot fix it will call. That is your goal: teach a small fix, then offer a

calm, clear way to reach you. The beauty of YouTube is that one strong

video can bring calls every month without extra spend.

Pick one problem per video. Use the same words real people type.

“AC not cooling,” “Furnace won’t start,” “Thermostat blank,” “Water

heater pilot out.” Add your city to the title if you serve a local area. “AC

Not Cooling? 3 Quick Fixes (Phoenix).” This helps locals find you and

keeps your calls in the right area for your buyer.

Write a tiny script. Keep it under oneminute to start, thenmake longer

versions later if you want. The script can be three parts. First, a hook

in the first five seconds: “AC not cooling? Try these three quick fixes.”

Second, the steps: filter, breaker, thermostat, orwhatever fits your topic.

Third, a calm callƗtoƗaction: “If you’re in Phoenix and still stuck, call

602Ɨ555Ɨ0100. We’re open 8 to 6. Calls may be recorded for quality.”

Show the words on screen while you say them. You can add a small

banner with your number and hours at the bottom. Do not cover your

whole face with giant text. Keep the number readable and neat. In the

last fifteen seconds, put a bigger onƗscreen box with the number, the

area, and the hours. If you plan to text appointment info when asked,

say “We can text your time—reply STOP to end.”

Your description should do quiet work. Write a short line about the

problem, your city, and your hours. Put your number right at the top so

it shows above the “more” fold. Add a link to your call page with UTM

tags so you can track it. List the steps with timestamps so viewers can

jump around. Pin a comment with the number, the hours, and the link

again. People look there first.
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Here is a simple storyboard you can follow:

Download the image

Make a thumbnail that tells the story in five words. “AC Not Cooling?

Try This.” Use a clear photo of the unit or a thermostat, plus big simple

text. You do not need fancy graphics. You do need contrast. People

should see it on a small phone.

Film on your phone in a quiet room or near the unit. Use natural light

if you can. Speak a little slower than you think. Smile. Hold the camera

steady or set it on a box. If you show a breaker or filter, keep your hands

in frame so viewers can copy your motion. If a step could be unsafe, say

so, and tell the viewer to stop and call a pro. Safety builds trust.

Edit fast. Cut out long pauses. Add captions for the main words:

“Filter,” “Breaker,” “Thermostat.” Put your number on screen during

the last fifteen seconds. Add the words “Phoenix, 8–6” so people know

when and where you serve. You can add a small note under the number:

“Calls may be recorded.”

Use “end screens” and “cards” to point viewers to your help page or

to your next video. End screens show in the last 20 seconds. Add one

that says “Get Local Help” that links to your site, and one to your next

“howƗto.” Cards can pop up at the right moment, like when youmention

the filter. Do not spam ten cards. One or two is enough.

Upload once a week if you can. Start with the biggest problems for

your city and season: in summer, “AC not cooling,” “AC blowingwarm,”

“AC leaking water.” In winter, “Furnace not starting,” “No heat from

vents.” When storms hit, add “Power came back, AC won’t start—now

what?” Each video is one more chance to catch a person at the exact

moment they need help.

Track calls with a unique number for YouTube. Put that number on

your overlay, in your description, and in your pinned comment. Also

link to a page that uses the same tracking number. When a call comes,

you can see “YouTube” in your log. If you want, ask callers, “Did you
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find us on YouTube?” and keep a simple tally. Over time, you will learn

which topics andmonths bring the most calls.

Keep your claims small and true. Do not promise a price in the video.

Do not claim instant visits if your buyer is booked. Say what you can do:

connect, route, or schedule. If you have an affiliate or sponsor, say it.

“This video is not sponsored. I help at Cool Air in Phoenix.” Honesty is

the brand.

Here is a full sample script you can adapt:

“AC not cooling? Try three quick checks. First, the filter. If it’s dark

and dusty, replace it. Second, the breaker. Flip it off and back on once—

just once. Third, set your thermostat to cool and fan to auto, then wait

five minutes. If the outside fan won’t spin or the breaker trips again,

stop and call a pro—don’t force it. If you’re in Phoenix and still stuck,

call 602Ɨ555Ɨ0100. We’re open 8 to 6. Calls may be recorded for quality.

We’ll connect you with a local tech today.”

That is friendly, clear, and safe. It respects the viewer and gives them a

choice. Many will try the steps. The ones who can’t fix it will call. Those

calls last longer because your video already built trust. Longer callsmeet

the timer and pay you. That is what you want.

S8. TikTok short‑form how‑tos with call CTAs

TikTok is fast. People scroll. You have one second to earn a look, and

15 to 30 seconds to help. If you give one or two quick fixes that work,

people will save your video and call when they get stuck. The trick is to

keep it simple, safe, and local.

Start with the hook. In the first second, show the problem and say

the words the viewer says in their head. “AC blowing warm?” “Furnace

won’t start?” “Thermostat blank?” Put the words as big text on the
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screen. Say them out loud too. Sound plus text grabs more eyes.

Give one or two steps, not ten. Show a clean filter next to a dirty one.

Say, “If you can’t see light, replace it.” Show the breaker and say, “Flip

it off and on once.” Hold up a thermostat and say, “Set to cool and auto.”

Do not rush. Show your hands so viewers can copy. If a step could be

unsafe, do not show it. Say, “If you hear buzzing or smell burning, stop

and call a pro.”

End with a calm callƗtoƗaction. Put your number on screen with your

city and hours. “Phoenix help line: 602Ɨ555Ɨ0100 • 8–6.” Add a small

note at the bottom: “Calls may be recorded.” Say, “If you’re stuck,

call. We’ll help you today.” You can also put the number and hours

in the pinned comment so people can find it later. If you plan to text

appointment info when asked, say in the comment: “We can text ETA.

Reply STOP to end.”

Build your profile the right way. Use a friendly name like “Cool Air

Phoenix.” In your bio, write one line: “We share AC tips for Phoenix

homes. Call 602Ɨ555Ɨ0100, 8–6.” If your account can add a link, point it

to a clean call page that loads fast onphones. Use aYouTubeor linkƗinƗbio

page if needed, but keep the path short. The more taps, the fewer calls.

Post when your buyer is open. If your buyer closes at 6 p.m., posting a

“call now” at 11 p.m. is wasteful. Many views will land when no one can

answer. Try late morning and early evening on weekdays. Try Saturday

mornings in summer. Test times for your city. Watch when people call

after your posts. Aim for those windows.

Use simple local hashtags so locals see you. “#phoenix #acrepair

#notcooling #homeowners.” Avoid spammy tags like “#viral” or

“#follow.” They add noise and bring the wrong audience.

Reply to comments with short videos. If someone says, “Where is the

filter?” film a sevenƗsecond clip: “Look here—by the return vent.” Keep

the tone kind. Thank people who say your tip worked. People notice

manners.
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Here is a tiny storyboard you can copy for your next video:

Download the image

Record in verticalmode. Use a quiet room. Face awindow for soft light.

Hold the phone steady or lean it against a box. Speak like you’re helping

a friend. Smile. Breathe. Simple wins.

Do not flood your feed with five posts a day. One good post, three to

five days a week, beats a pile of rushed clips. Keep a list of ideas in your

notes app. Each time you talk to a caller, write the question they asked.

That is your next video.

Track calls with a TikTok number. Put it on the end card, in your bio,

and in your pinned comment. If you use a linkƗinƗbio, add UTM tags

so your call page logs the source. Watch for spikes. Many calls happen

within an hour of a post when you choose the right time.

Stay within platform rules. Do not show unsafe work. Do not show

people’s faceswithout permission. Donotmake claims you cannot prove.

Keep your words gentle: “Here are quick checks. If these don’t work,

call a pro.” That tone keeps you safe and keeps trust high.

Here’s a full 20Ɨsecond script you can use:

“AC blowing warm? Try this. First, check the filter. If you can’t see

light through it, replace it. Second, check the breaker—off and on once.

Still warm? Stop there. If you’re in Phoenix, call 602Ɨ555Ɨ0100. We’re

open 8 to 6. Calls may be recorded. We’ll help you today.”

That fits TikTok. It is short, safe, and local. People who can fix it will

do it. People who can’t will call. Those are the calls you want: calm,

ready, and inside your service area.
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S9. Pinterest pins to call‑optimized pages

Pinterest is like a bulletin board for ideas youwant to save. People search

there for fixes and checklists, then pin what they like for later. That

makes Pinterest great for evergreen tips that send calls all season long.

Your goal is simple: make a helpful pin that links to a clean page with a

big “Tap to Call” button.

Design one pin per problem. Use a tall image so it fills the screen. A

good size is 1000 by 1500 pixels. Keep the design plain. At the top, put

a short headline like “AC Not Cooling?” In the middle, add “3 Quick

Checks.” At the bottom, add your phone number and city: “Phoenix:

602Ɨ555Ɨ0100.” If you cannot put a number in the image because of

brand rules, then keep that bottom line blank and put the number in the

description and on the landing page.

Use a real photo as the base. A filter, a thermostat, or an outdoor unit

in good light is fine. Avoid clutter. Add your text on top in high contrast

so it is easy to read. Your brand name can be small in a corner. Big logos

push people away. Clear help pulls them in.

Write a short description for the pin. Use the simple words people type.

“AC not cooling in Phoenix? Try these quick checks before you call. We

help local homes. SameƗday openings.” Add your city and a few normal

words, not a block of tags. Keep it human.

Link the pin to a callƗoptimized page. This page must load fast on

phones. At the top, put your headline, your big “Tap to Call” buttonwith

a tracking number, and your hours. Right below, show the three steps

from the pin in short lines. Then put a small callback form with consent

text. End with your ZIP list and a tiny FAQ. The whole page should fit on

one screen or two. If people need to scroll forever, they will leave.

Add UTM tags to the link so your call log can label the source. Use

utm_source=pinterest&utm_medium=organic&utm_campaign=ac_n

ot_cooling_pin. Use the same tracking number on that page for all your
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Pinterest pins, or one per board if you want deeper tracking.

Here is a simple diagram of the pin and the landing page side by side:

Download the image

Make boards by topic and by city. “Phoenix AC Tips,” “Summer

Cooling,” “Winter Heat Fixes.” Add your pins there. Add other helpful

pins too so your board looks human, not like a wall of ads. People follow

boards that feel useful.

Post at calm times. Sunday evenings can work well because people

plan their week. Early mornings also work. Test a few times and watch

your link clicks in Pinterest analytics and your call spikes in your phone

logs. If you see calls after Sunday pins, make that your habit.

Use “Idea Pins” for stepƗbyƗstep slides if you want brand lift without a

link. Each slide can show one step with a simple photo. On the last slide,

add your number and hours in text. Idea Pins often get reach, but some

regions limit links. That’s okay. The goal is still calls. Put your number

and city where allowed.

Keep your copy evergreen. In spring, a pin that says “ACNot Cooling?”

will work all summer. In fall, switch to “Heat Not Turning On?” ReƗuse

the same layout. Just swap the words and photo. The more you repeat a

clean layout, the faster you produce new pins.

Make your landingpagematch the pin. If the pin says “ACNot Cooling?

3Checks,” your pagemust say the sameat the top. Donot bait and switch.

Do not send people to your homepage with ten links. Keep the promise.

One page. One action. One big number.

Track what works. Use one Pinterest tracking number for all AC pins

and another for heat pins. If the AC number gets more calls, make more

AC pins. If a heat pin gets saved a lot but calls are low, check your page

speed. Maybe people leave before the button loads.

A quick story shows the flow. In May, you publish a pin that says “AC

Not Cooling? 3 Quick Checks.” It links to your Phoenix call page. The

pin gets saved to five boards. Over the next two weeks, your Pinterest

181



UNDISCOVERED PROFITS : PAY PER CALL MASTERY

number logs twelve calls. Eight are inside your ZIPs. Six pass your

90Ɨsecond timer. That is six paid calls from a single free pin. In June you

post the same layout with a new photo and “AC Leaking Water?” You

see another trickle of calls. By July you have five pins that keep working

while you sleep.

Be careful with claims and images. Do not promise a price. Do not

show faces without permission. Do not show unsafe work. Keep your

consent text on the page. “By tapping ‘Call,’ you agree we can call or

text you about AC help. Reply STOP to end.” That one line protects you

and keeps trust.

Pinterest is slow and steady. A pin might sit quiet for a week, then

bloom. That is fine. The work you do today will pay you every summer.

Keep the pins clean. Keep the pages fast. Keep the number big. That is

how you turn saves into calls.

S10. Google Business Profile

Google Business Profile (GBP) is the box that shows up when people

search your brand or “AC repair nearme.” It has your name, your phone

button, your hours, your reviews, and your photos. If you run a real

brand (not just a publisher page), GBP can send you free, highƗintent

calls every day. Your job is to set it up right, keep it clean, andmatch it

to your phone system.

Start by claiming or creating your profile. Use your real business

name, not a pile of keywords. “Cool Air” is fine. “Cool Air AC Repair

Phoenix 24/7 Cheap” is not. Pick the best primary category, like “HVAC

contractor.” If you drive to customers, choose “service area business,”

hide your street address, and enter your cities or ZIPs. If customers visit

you, show your address and keep hours current.
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Use a tracking number as your main phone, and put your real main

line as an additional phone. This lets you track calls from GBP without

hurting your “NAP” (Name, Address, Phone) consistency. Many busi-

nesses do this and keep rankings healthy. Your tracking number should

be stable and registered so caller ID shows a clean name. Do not change

numbers every week. That looks messy and can get you flagged.

Fill out hours honestly. If you are open 8 a.m. to 6 p.m., say so. If you

offer callbacks after hours, you can add a line in your description: “After

6 p.m., leave amessage for a nextƗday callback.” Do not say “24/7” if you

do not answer at night. That leads to short, angry calls and bad reviews.

Add services. List “AC Repair,” “Furnace Repair,” “TuneƗup,” “Ther-

mostat Install,” and any other true services you offer. For each one, add

a oneƗline description in simple words. Services help people understand

you and help Google match you.

Upload real photos. Show the outside of your office (or your van if

you are a serviceƗarea business). Show clean equipment. Show your

teamwith permission. Skip stock photos. Keep the look bright and clear.

Update photos once a month so your profile looks alive.

Use posts to share helpful notes. A post can say, “First heat wave this

week—extra evening slots. Call to book.” Or, “Filter reminder—replace

every 60 days.” Keep posts short with a simple photo. Add “Call now”

as the button if it fits, or link to a call page with UTM tags. Posts fade

after a week or so, but they keep your profile fresh.

Answer Q&A. People can ask questions on your profile. Check weekly

and reply in friendly, plain words. You can also add common questions

yourself from a normal user account. For example, “Do you service

85008?” Answer: “Yes, we serve 85008, 85016, 85018, Mon–Sat, 8–6.”

Keep it helpful. Do not stuff ads in answers.

Ask for reviews the right way. After a job, send a short text: “Thanks

for letting us help today. If we did well, would you leave a quick Google

review? It helps local families find us.” Include a direct review link. Do
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not pay for reviews. Do not write fake ones. Reply to every review with a

kind, short note. “Thanks, Ana—glad we could get you cool again.” If a

review is angry, stay calm. “We’re sorry for the trouble. We’ll reach out

to make it right.”

Watch your calls and peak times in GBP Insights. You will see which

days and hours are busiest. Use that to staff phones and to plan

dayparting on your other channels. If Mondays at 10 a.m. spike, make

sure someone trained answers then. If 5–6 p.m. is hot in summer, keep

your seats open until close.

Here is a simple map of what to fill and why:

Download the image

Tie your GBP to a clean call page. In “Website,” you can link to your

homepage. In “Appointment,” link to a page with a big “Tap to Call”

button and your consent text. Add UTM tags so you know the source.

Use the same tracking number on the page and in GBP so reports match.

Turn onmessaging only if you can reply fast. If you turn it on and then

ignore it, people get upset. Calls are better for payƗperƗcall. If you keep

messaging off, that is fine. Make your call button big and your hours

clear so people know when to reach you.

Keep your business info steady. Do not change the name every month.

Do not add city names to the business title unless it is truly part of your

legalname. Donot createmany fakeprofiles. That canget yoususpended.

One solid profile beats five risky ones.

If “Spam Likely” ever shows on your tracking number, fix your calling

pattern (no heavy retries, no lateƗnight calls), then ask your provider to

clear the label. A clean caller ID lifts answer rates. If youmust swap the

number, do it once, then leave it alone.

A quick example shows the flow. You claim “Cool Air,” set “HVAC

contractor,” add service areas (Phoenix, Tempe, Mesa), set hours 8–6,

anduploadfive real photos. You set your trackingnumber as primary and

your oldmain line as additional. You add services and a short description.
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You post, “First heat wave—extra evening slots.” Over the next two

weeks, you see ten calls from GBP in your log. Seven last more than 90

seconds. They pay. You update photos the next month and answer a new

question. The calls keep coming. That is free traffic because you set up

your profile with care.

Google Business Profile is not hard. It is a checklist you follow with

honesty. Real name. Real hours. Real photos. Real phone. Helpful posts.

Kind replies. When you do that, your “Call” button becomes a steady

stream of the right people at the right time—without buying ads.

S11. Local community boards (e.g., Nextdoor) (where

permitted)

Local community boards feel like a town square on your phone. People

share tips, ask for help, and warn each other about storms or scams.

When you act like a good neighbor, these boards can send you steady,

highƗquality calls. When you act like a pushy advertiser, you get blocked

fast. The goal is to be useful first and to invite a call only when the rules

allow and the timing is right.

Start by setting up a real profile. Use your name and a clear headshot.

If the platform lets you show a business, follow the steps to verify it.

Write a short line that fits the place you serve: “I help Phoenix homes

with AC problems. Happy to share quick tips.” Keep your tone friendly.

Do not stuff your bio with phone numbers and sales claims. One number

is enough. Save the rest for when people ask.

Read the neighborhood rules. Some areas allow business posts on

certain days. Some want tips only, no promotions. Some allow a phone

number in comments but not in the post. Follow what your local group

allows. If the board has moderators, send them a short, kindmessage

before you start: “Hi, I’m Jay from Cool Air. I’d like to share simple

AC checks before summer. I will not spam. If you prefer, I can put the
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phone number in the comments and keep the post itself tipƗonly.” Most

moderators will appreciate your care.

Lead with value. Post a small seasonal tip that someone can use today.

Keep it short and clear, with one phone photo you took yourself. For

example:

“First heat wave this week? Here are two fast AC checks. One: look

at your filter. If you can’t see light through it, swap it. Two: set your

thermostat to ‘cool’ and ‘auto,’ then wait five minutes. If it still blows

warm, don’t open the outdoor panel—there are parts inside that can

shock you. We’re in 85008, open 8–6. If group rules allow, I’ll put our

helpƗline number in the first comment.”

Now watch the replies. If someone asks, “Do you service 85018?”,

answer right away with a simple “Yes, we do 85018, 85008, and 85016,

Monday through Saturday.” If someone asks for a number and the rules

allow, reply with your tracking number and hours. If the rules do not

allow numbers in comments, invite them to tap your profile, where your

number is listed. Keep the backƗandƗforth helpful and short. Do not ask

for private info in public. If the person wants to share their address, tell

them to send it in a private message or wait until the call.

Use the platform’s builtƗin features the right way. Some boards have

a “Recommendations” area. You can’t post yourself there, but happy

neighbors can. After you solve a problem, ask the neighbor to leave a

recommendation. Keep the ask small: “If this was helpful, could you

share a line in Recommendations? It helps neighbors find us when their

AC breaks.” Many people will say yes if you were kind and fast. Those

recommendations turn into future calls because they look like a friend’s

advice, not an ad.

Answer “Who should I call?” threads with care. When someone asks

for a repair company, do not paste a long sales pitch. Write one line that

proves you are local and ready: “Cool Air, local to 85008, open 8–6, we

can connect you today. 602Ɨ555Ɨ0100 (calls may be recorded).” If rules
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block phone numbers in replies, write, “Our number is on my profile;

happy to help today.” The goal is to respect the space while making it

easy for the person to reach you.

Be present during storms and heat waves. When a storm knocks out

power, people crowd the board with questions. Share a calm checklist:

how to reset a thermostat, what not to do, and when to wait. End with a

gentle line: “If you’re in 85008 or nearby and the systemwon’t restart

after power returns, our line is open.” These posts will be saved and

shared. The calls that follow will last longer because your voice already

earned trust.

Avoid drama. If someone complains about a bad experience, apologize

if it was your team, and offer to make it right by phone. If the complaint

is about another company, do not pile on. Speak to the fix, not the fight.

People notice tone more than details. Calm posts win more calls than

loud ones.

Pick a steady rhythm. One helpful post each week per neighborhood is

enough. Rotate topics: spring filter checks, summer “not cooling,” fall

furnace startƗup, winter “no heat.” Repeat the best ones each season

with small updates. If a moderator asks you to slow down, slow down.

This is a shared space. Treat it like a real neighborhood.

Keep your tracking clean. Use a phone number only for community

boards so you can see what they drive. Put that number in your profile,

in allowed comments, and on any clean page you link. In your call notes,

mark “Nextdoor” or the board name. Over time, youwill seewhich posts

and months do best. You will also see which neighborhoods have the

most callƗfriendly rules.

Protect privacy and consent. If you send a followƗup text, make sure

the person asked for it first. Write, “We can text appointment info. Is

that okay? Reply STOP to end.” Keep your recording notice ready for

the call: “This call may be recorded for quality. Is it okay to continue?”

These small lines keep you safe and keep trust high.
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A short story brings it together. On Monday, you post, “Two Quick

AC Checks Before the Heat.” You add a photo of a clean filter and say

you’ll put the number in the comments if allowed. Ten people like it.

Two neighbors ask questions. You answer simply and put the number

once. That evening you get three calls from those ZIPs. OnWednesday,

someone posts, “Who do you trust for AC near 85018?” A neighbor tags

you. You reply with one line and your number. Two more calls arrive.

Five accepted calls from a few kind posts. No shouting. No spam. Just

neighborƗlevel help, done right.

That is how community boards work for payƗperƗcall: slow, steady,

and respectful. You show up when people need you, you follow local

rules, and youmake it easy to call. The board stays friendly. The phone

keeps ringing. Everyone wins.

S12. Medium/Blog syndication & internal linking to

call pages

Syndication is a fancy word for “publish the same helpful article inmore

than one place.” When you write a clear guide that solves a real problem,

you should let more people see it. Medium and your own blog are good

homes for that guide. The trick is to keep the article easy to read, to link

the reader to a call page without tricks, and to tell search engines which

version is the “main” one so you don’t confuse them.

Start with one solid article on your own site. Make it short and plain.

A piece called “AC Not Cooling? Do These 3 Things Before You Call” is

perfect. Use a real photo. Write short paragraphs with one idea each.

Put your phone number at the top with a “Tap to Call” button. Put your

hours and ZIPs right under it. After each section, add a small “Still stuck

in Phoenix? Call 602Ɨ555Ɨ0100. Calls may be recorded.” That little line
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is enough. Do not paste your number every two sentences. Too many

numbers feel like a billboard and push readers away.

Now syndicate the article toMedium. Mediumhas an Import tool. You

paste your original URL, andMedium pulls the text and images. It adds a

“canonical” link back to your site. That tells search engines the version

on your site is the main one. If you don’t have the import tool, you can

paste the content yourself and add a small line at the top: “Originally

published on Cool Air Blog,” linking to the original page. Keep the article

the same length. Change any brand claims to keep it simple and true.

At the end, add one calm callƗtoƗaction: “If you’re in Phoenix and still

stuck, call 602Ɨ555Ɨ0100 (8–6, calls may be recorded). We’ll connect

you to a local tech.” Add your call page link after that line. Use UTM tags

like ?utm_source=medium&utm_medium=syndication&utm_campaig

n=ac_not_cooling.

Keep Medium clean. No popƗups. No heavy ads. No fake comments.

People go to Medium to read in peace. If the reading experience is good,

they will trust your phone number. If you try to trap them, they will

bounce.

Syndicate in the other direction too. If you wrote a useful post on

Mediumfirst, bring it to your blog. On your blog, add the phone button at

the top, the consent text near it, and a short FAQwithZIPs andhours. Put

the recording notice in your call script so the article’s promise matches

the call’s first line. The reader should feel the same calm voice in text

and on the phone.

Use internal linking on your own site to guide readers to a call page.

Think of your site like a little map. Topic pages point to action pages.

Your “ACNot Cooling?” guide should link, in the first screen, to “Talk to

a Tech Now.” That link goes to your callƗoptimized page: headline, big

button, hours, ZIPs, and a tiny callback formwith consent text. Inside

the guide, each section can end with a soft link: “If this didn’t help and

you’re in 85008 or nearby, tap here to call.” Keep links clear and honest.
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Do not hide the phone behind “learn more” buttons. Say “Call Now” if

the next step is a call.

On other blog posts, add a small “callout box” that matches the topic.

In a furnace article, the box can say, “No heat? Phoenix help line:

602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” In a thermostat article,

it can say, “Thermostat still blank? We can help by phone.” Keep the

box in the same spot on every page, like the top right on desktop and

near the top onmobile. Readers learn where to look. Agents hear longer

calls because readers already tried safe steps first.

Update old posts with fresh lines each season. In May, add, “Update

for heat wave—replace your filter early.” In November, add, “Before

cold hits, switch to heat and test it for fiveminutes.” Each update is also

a chance to check that your phone number, hours, and ZIP list are still

correct. Nothing kills trust faster than old hours or wrong service areas.

If you have friends with small blogs, offer them a free guest version

of your guide. Keep it helpful. At the end, add one line: “If you’re in

Phoenix and need help, call 602Ɨ555Ɨ0100.” Link to your call page with

UTM tags to track it. Do not stuff your links in the middle. Let the help

do the work.

Make your pages fast. Long pages that load slow on phones will lose

readers before they ever tap “Call.” Use simple images. Compress them.

Avoid heavy scripts. Test your page on your own phone on a normal

cellular connection. If it loads slowly, cut things until it feels snappy.

Track results. Use a unique tracking number for Medium. Use another

for your blog’s call page. In your call log, tag the source. If Medium

brings calls with longer connected time, write more there. If your blog

brings more but shorter calls, move the call button higher and make

your hours clearer. Small edits can add twenty seconds to average talk

time.

A quick story shows the flow. You write “AC Not Cooling?” on your

blog. You syndicate it to Mediumwith a link back. You add your number
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at the end of the Medium piece with hours and a simple consent note.

Over the next month, your Medium link sends 300 readers to your call

page. Fifteen call. Ten are inside your ZIPs. Eight pass your 90Ɨsecond

line. Meanwhile, the same piece on your blog brings five direct calls

from internal links on other posts. All of that from one article, written

once and placed in two spots. That is the power of syndication plus clean

internal links.

Keep your voice the same everywhere. Calm. Clear. No hype. The

person who reads your words should feel like they alreadymet you when

they call. When that happens, the call lasts longer, the buyer hears a

ready caller, and you get paid.

S13. SlideShare & doc‑sharing (Scribd/Issuu) lead

magnets

Some people prefer to save a guide and read it later. Slide decks and

PDFs fit that habit. Sites like SlideShare, Scribd, and Issuu let you upload

simple “howƗto” documents. If your deck is clean and useful, people will

read it, save it, and share it. If your phone number and hours are shown

in the right places, those saves turn into calls when the problem hits.

Make one short deck per problem. Ten slides is enough. Use big text,

plain words, and one idea per slide. Start with the problem as a question:

“AC Not Cooling?” Show a simple photo of a thermostat or a vent. Next

slide, give Step 1: “Check the filter. If you can’t see light through it,

replace it.” Next, Step 2: “Check the breaker—off and on once.” Next,

Step 3: “Set thermostat to cool and fan to auto, wait five minutes.” Add

a safety slide: “Hear buzzing? Smell burning? Stop and call a pro.” End

with a calm callƗtoƗaction: “In Phoenix? Call 602Ɨ555Ɨ0100, 8–6. Calls

may be recorded.” Add your city and hours again on the last slide. That
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is it.

Do not flood the deck with your logo. A small logo in a corner is fine.

Do not add fancy animations or tiny text. Most readers will view on a

phone. They need big, highƗcontrast words and clean photos. Do not

paste long paragraphs. Break long ideas into two slides.

Export the deck as a PDF. In the PDF, make your phone number on

the last slide a clickable “tel:” link, and make your “call page” URL a

clickable link with UTM tags like ?utm_source=slideshare&utm_mediu

m=pdf&utm_campaign=ac_not_cooling. Some platforms keep links

clickable; some do not. Put the phone and hours as clear text anyway so

people can dial even if links don’t work.

Upload to SlideShare. Write a simple title: “AC Not Cooling? 3 Quick

Checks (Phoenix).” In the description, explain who it helps and where:

“Short, safe steps for Phoenix homeowners. If these don’t work, call

602Ɨ555Ɨ0100 (8–6, calls may be recorded).” Add a few normal tags like

“AC repair,” “HVAC,” “home.” Add your city as a tag. Keep it honest

and calm.

Upload to one docƗsharing site like Scribd or Issuu too. Use the same

title and description. Some sites let you add a live link in the description.

Put your call page link there, with UTM tags. If the site asks you to set a

category, pick “HowƗto” or “Home.” Do not place the deck in a spammy

category “just for reach.” Wrong categories bring the wrong readers

and bad calls.

Create a oneƗpage checklist PDF as well. Many people like a short

printable. Put your three steps, a small safety note, and your number

and hours at the bottom. Keep it to one page, black and white friendly.

Upload it as a separate file. In your deck, add a slide that says, “Want the

1Ɨpage checklist? See the PDF in the description.” Small extras like this

make people save and share your work.

Use a unique tracking number for SlideShare/doc sites. Put that

number on your last slide and in the description. If possible, show it on
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the first slide too, but keep it small so the first view still feels like help,

not an ad. In your call log, tag calls from that number as “Slide decks.”

Share the deck in calm places. Link it from your blog’s “Resources”

page. Link it in a Medium post. Answer a Quora question with a short

version of the steps and add, “Wemade a simple deck you can save; link

inmyprofile.” Donot drop deck links all over randomcomment sections.

That looks like spam and can get you blocked.

Keep the deck evergreen. In spring, the “AC Not Cooling?” deck will

work for months. In fall, make a “Heat Not Turning On?” version with

the same look. In winter, make a “Pilot Light Won’t Stay Lit?” deck if

that fits your area. Reusing the look helps youmake these fast. Each one

can run year after year with a small update.

Measure results over time. Slides do not always go viral on day one.

They sit in search and get found when someone types the exact problem.

Youwill see calls spike on hot days or coldmornings. Because the deck is

calm and useful, the calls often last longer. People will say, “I used your

checklist but it still doesn’t work.” That one sentence tells you they are

ready to listen. Those are the calls that hit your timer.

Protect trust. Do not pack your slides with wild promises. Do not

give unsafe steps. Do not use images you don’t own. Do not put other

companies’ logos in your deck. Keep your consent and recording note in

the places where it matters: the call page, the phone script, and, if you

want, a tiny line on the last slide.

A short story shows how it works. In May, you upload a tenƗslide deck,

“AC Not Cooling? 3 Quick Checks (Phoenix).” You link your call page

and list your number and hours. Over June and July, the deck gets 1,200

views and 90 saves. Your deck number logs 16 calls. Twelve are inside

your ZIPs. Nine pass 90 seconds. You spent $0 on ads. The deck keeps

working every summer. That is a quiet machine doing work while you

sleep.
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S14. Free PR/news submission sites

“PR”means public relations. It is a way to share real news about your

service so local sites, blogs, and small papers can tell their readers. You

are not trying to be on national TV. You are trying to show up in places

your neighbors read. Many local sites have “Submit a news tip” or

“Community press releases” pages. They are free. If your note is clear,

short, and truly newsy, they will post it.

Pick a simple, real story to share. “Local AC help line adds evening

hours for heat wave.” “Free safety checklist for first cold snap.” “New

Spanish help line hours for 85008 and 85016.” These are helpful and

timeƗbased. They are not “We’re the best!” A small site will publish

helpful timing news. They will skip bragging.

Write like a tiny newspaper. Start with the who, what, when, where,

and why. Keep sentences short. Add one quote from a human. End with

hours, ZIPs, and your phone number with a recording note. Here is a

template you can adjust:

Headline: Phoenix AC Help Line Adds Evening Hours During Heat

Wave

Dateline: Phoenix, AZ— June 10

Body: Cool Air, a local AC help line serving ZIP codes 85008, 85016,

and 85018, is adding evening hours from 6–8 p.m. this week to help

homeowners during the heat wave. “When temps jump, phones ring

after work,” said owner Jay Lopez. “We want people to reach a tech the

same day.” The help line is openMonday through Saturday, 8 a.m. to 8

p.m., this week only. Calls may be recorded for quality. Neighbors can

call 602Ɨ555Ɨ0100 for fast triage and connection to a licensed technician.

Boilerplate: Cool Air is a PhoenixƗbased service that connects local

homeowners with licensed AC technicians. Learn more at [your clean

call page URL].

That is not fancy. It is clear. It tells a small story that matters now.
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Many neighborhood blogswill paste it as is. Somewill edit your headline.

That is fine.

Make a list of places to send it. Think small: neighborhood blogs, city

newsletters, local radio “community calendar,” library boards, school

parent groups, HOA newsletters, and the press email at your city paper.

Find the “news tip” email or form. Keep the subject line plain: “Local

AC help line adds evening hours (this week).” Paste your press note into

the email body. Attach one clear photo you own (your van, a thermostat,

or a headshot), but do not attach huge files.

Do not send the same note every week. Make each note tied to a real

event: heat wave, first freeze, storm outages, new language hours, or

a free workshop at the library about filter care. If you do a workshop,

include time, place, and a signƗup link. If you set up a phoneƗin Q&A

for an hour on Saturday, include the hour and the number. These small

events give editors a reason to share. You help their readers. They help

you reach new callers.

When a site posts your note, thank them. Share the link on your blog’s

“News” page. Link to it in a Facebook post. Do not brag. Write, “Thanks

to [site] for helping neighbors find evening help during the heat wave.”

Editors like being thanked. Next time, they will open your email first.

Use a unique tracking number in the press note if you can. If you can’t,

watch your calls by time. If your eveninghours story posts onWednesday

morning and you get a hump of calls Wednesday evening, tie it together

in your notes. Over time, you will learn which sites move the phone.

Be honest about limits. If you add evening hours “this week only,”

turn them off when the week ends. Do not make false “limited time”

claims. If you share a Spanish help line, make sure a Spanish speaker

answers. One broken promise kills twomonths of trust.

Keep your quotes human. Do not jam ten fancy words into one line.

“Wewantpeople to reacha tech the sameday” readsbetter than“Weseek

to optimize customer outcomes via extended contact centers.” People
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in your city talk like people, not robots.

A short story shows the power. OnMonday, your forecast says 110°F

by Thursday. On Tuesday, you send a oneƗpage press note: evening

hours for heat wave. A local blog posts it Wednesday. A neighborhood

newsletter pastes it Thursdaymorning. Thursday night, your phones fill

from 6–8 p.m. You accept more calls because people heard you would

be there. Your buyer is ready because you warned them. You send the

editors a thankƗyou on Friday with the line, “We helped 22 homes last

night.” They smile. You just built two quiet allies who will publish your

next note too.

Free PR is not loud. It is simple news about helpful changes. When you

write like a neighbor and keep your promises, local sites will repeat your

story. The right people will call. You will help them the same day. That

is the win.

S15. Guest posting swaps (no‑cost collaborations)

A guest post swap is when you and another local business trade helpful

articles. You write a guide for their blog, and they write one for yours.

No money changes hands. You both get fresh content, new readers, and,

if you do it right, phone calls. The secret is to choose partners who share

your audience but do not competewith you.

Make a short list of partners in your city. Goodmatches for AC repair

are real estate agents, property managers, home inspectors, handyman

blogs, neighborhood associations, and local parenting blogs. These folks

talk to homeowners whowill one day need your help. They are not trying

tofixACunits themselves. Theywelcome guides thatmake their readers’

lives easier.

Reach out with a simple, honest email. Use plain words. Here is a note
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you can copy:

“Hi [Name], I’m Jay with Cool Air in Phoenix. I loved your post on

summer home prep. I’d like to write a short guide for your readers: ‘AC

Not Cooling? 3 Quick Checks (When to Call a Pro).’ No sales pitch—just

steps and a calm next move. In return, I’d be happy to host one of your

posts on our blog (for example, ‘How to Prep Your Home for Listing in

Summer’). We’ll link to each other’s posts and call pages so readers can

act. If you like the idea, I can send a draft this week.”

Most people will say yes if your tone is kind and the topic is useful. If

they say “maybe,” send the draft anyway. Seeing your clean, short guide

will help them say yes.

Write your guest post at a sixthƗgrade level. Do not use jargon. Do

not stuff links. In the body, give the three steps you always share. Add

one safety line. End with a soft callƗtoƗaction that fits their readers. “If

you’re in Phoenix and these checks don’t fix it, our local help line is

602Ɨ555Ɨ0100, open 8–6 (calls may be recorded).” Ask them to place

your number at the end, not all over the page. Add one link to your clean

call page with UTM tags: ?utm_source=partner&utm_medium=guest_

post&utm_campaign=ac_not_cooling. Ask them to keep the link near

the end, under a short line like “Need local help?”

On your blog, post their guidewith the same respect. Keep their author

name. Add a oneƗline bio with their link. Place a small callout box that

says, “If you need [their service], contact [their business].” Keep your

own “Call Now” box in its normal place so your site still works as a

payƗperƗcall page. You are trading value, not handing over your site.

Set simple guardrails before you publish. Agree that neither side will

buy ads on the other’s brand name. Agree that you will not add popƗups

that steal emails off the guest post. Agree that you will not share visitor

data beyond normal analytics. Write these in a twoƗparagraph email so

there are no surprises.

Add real photos to your guest post if the partner allows. A clean filter
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photo, a thermostat closeƗup, or a safe breaker shot is enough. Caption

each photo in a helpful way. “Replace filters every 60–90 days.” “Set to

cool and auto.” Photos slow the reader down just enough to absorb the

steps. Calm readers make calm callers.

Ask your partner to share the post on their social pages with a short

line: “Quick checks if your AC isn’t cooling. If you’re still stuck, local

help is at the end.” Share their post on your pages too. CrossƗsharing

helps both of you reach new people. Keep your captions short and kind.

Do not write “Act now!” on a partner’s piece. That looks pushy and can

make them regret the swap.

Measure the swap. Use a unique tracking number in your byline or

at the end of the guest post. Tag your link with UTMs. In your call log,

mark calls as “Partner: [Name].” After two weeks, send your partner a

thankƗyou with a simple number: “Your readers made 7 calls; 5 were in

ZIPs 85008/85016; 4 were accepted.” Ask if your partner got any calls

from your audience. Celebrate together. Offer to trade one more post

next season.

Keep swaps small and steady. One good swap a month is enough.

Choose partners your buyers respect. If you sell hard on a shady blog,

your calls will be short and your buyer will feel the pain. If you teach

on a trusted blog, your calls will be long and your buyer will hear ready

voices. Choose trust.

A story shows the path. You email a property manager whose blog

helps tenants and owners. They say yes. You send “AC Not Cooling? 3

Quick Checks.” They post it with your number at the end. They email

their owners list. Over two weeks, you get nine calls from their post.

Seven last more than 90 seconds. You post their “MoveƗIn Checklist” on

your blog. You both share each other’s posts on Facebook. Amonth later,

you trade again for a fall heat startƗup guide. The relationship becomes

a quiet engine. Nomoney changed hands. Value did.

Guest swaps only work if you protect the reader. Never bait and switch.
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Never hide fees. Never promise things your buyer cannot deliver. Keep

your recording and consent notes in the right places. Keep your tone

human. When partners see you treat their readers with care, they will

send youmore chances. When readers feel respect, they will call—and

they will listen. That is the heart of payƗperƗcall done with neighbors,

not noise.

S16. Niche forums: credibility threads to call CTAs

Niche forums are small online communities where people care about one

topic. It might be home repair, firstƗtime home buyers, landlords, or a

forum just for your city. People go there to get help from real humans.

If you show up as a helpful neighbor, you can build a credibility thread

that lives formonths and sends steady calls. A credibility thread is a post

that proves you are useful, honest, and local. You keep it updated. You

answer questions. You do not push hard. You let trust do the work.

Start by picking two or three forums that fit your service and your

area. Read the rules before you post. Many forums allow help but block

selfƗpromotion in the title. Some let you put a phone number in your

signature or on your profile but not in the post body. Follow the rules

exactly. If you are not sure, message a moderator. Say, “I’d like to share

short AC fixes for Phoenix homes. No spam. Is it okay if I put my phone

number in my profile and only add it in a reply if someone asks?” A kind

note like that opens doors.

Build your profile with care. Use a realƗsounding username (like

“JayCoolAir”), a simple photo, and a short line in your bio: “I help

Phoenix homeswithACproblems. I share safe checks here.” If the forum

supports a signature, add one calm sentence with your number and

hours: “Phoenix help line: 602Ɨ555Ɨ0100 • 8–6 • Calls may be recorded.”

Keep it small. No giant banners.

Write your first credibility thread as a guide, not an ad. The title can be:
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“AC Not Cooling? 3 Safe Checks (Phoenix tips).” In the post, keep each

step to two or three short sentences. Use plain words. “Check the filter.

If you can’t see light through it, replace it.” “Check the breaker—off and

on once.” “Set thermostat to cool and fan to auto. Wait fiveminutes.”

Add one safety note: “If you hear buzzing or smell burning, stop and call

a pro.” End with a gentle line that fits the rules. If numbers in posts are

allowed: “If you’re in 85008 or nearby and still stuck, call 602Ɨ555Ɨ0100.

We’re open 8–6. Calls may be recorded.” If numbers are not allowed,

say, “My number is in my signature and profile. Happy to help today.”

Staypresent after youpost. Check replies thatdayand thenext. Answer

questions in the thread with short, kindmessages. If someone asks, “Do

you service 85016?” reply, “Yes, 85016, 85008, 85018, Mon–Sat, 8–6.”

If someone asks for a price, be honest: “We can’t price without a live

check, but we can connect you to a licensed tech today.” If someone is

rude, do not fight. Keep calm. People notice tone just as much as facts.

Keep your thread alive with small updates. When a heat wave comes,

add: “Update: First 110° week—replace your filter early. Extra evening

slots this week.” In fall, add: “Update: Before the first cold snap, test

heat for fiveminutes.” Each update bumps your post to the top and helps

new readers. Your phone line in your signature does the quiet work.

Track forum calls with a unique number. Use it on your profile and in

allowed posts. In your call notes, tag “Forum: [name].” Over time you

will see which forum sends the best calls and which topics last longest.

Youmayfind that one city forumbrings longer calls because people there

trust other neighbors more. Put more time there.

Avoid commonmistakes. Do not paste the same block of text into ten

threads at once. That looks like spam and gets flagged. Do not promise

a result you cannot deliver. Do not say “24/7” if you do not answer at

night. Do not post your number every sentence. One number, placed

well, is enough.

Respect private info. Never ask for addresses or full names in public. If
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someone wants to share that, move it to a private message or ask them

to call. For texts, ask first: “We can text appointment info. Is that okay?

Reply STOP to end.” Keep consent notes in your log.

Here is a small example that works. You post “AC Not Cooling? 3 Safe

Checks (Phoenix tips)” in a landlord forum for your city. You include

three steps and one safety note. You sign with your number and hours.

Three landlords say thanks. One asks, “Do you handle 85018?” You reply

yes. That night, two calls come from that forum number. Both pass 90

seconds after connect. A week later, someone replies to your thread with

“Who should I call?” Another member tags you. You answer with one

line and your number (per rules). Another call comes. No spend. Just

steady, neighborƗlevel help in the right place.

Keep the rhythm simple. One credibility thread per forum. Update

it with seasons. Answer new questions when they appear. Be the calm

person people trust. That trust is your engine. It makes calls longer and

smoother. Longer calls meet the timer and get paid.

S17. Newsletter swaps (free cross‑promo)

A newsletter swap is when you and another local group share each

other’s short messages in your email newsletters. Nomoney changes

hands. You both win. They get helpful content for their readers. You get

in front of new people who live in your city andmay call you later. The

trick is to choose the right partners and to write short, clear notes that

match the reader’s life.

Make a list of local senders who reach homeowners or renters. Good

partners include real estate agents, property managers, HOA boards,

local parenting groups, neighborhood blogs with email lists, and small

radio showswith community emails. Youwantoverlap, not competition.
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If you do AC help, an agent’s list is great. A competing AC company’s list

is not.

Reach out with a kind, direct email. Keep it short and human:

“Hi [Name], I’m Jay with Cool Air in Phoenix. I loved your newsletter

on summer prep. Would you be open to a simple swap next week? I’ll

share a 3Ɨline AC tip for your readers (no sales, just steps). You can put

a short blurb in our weekly note in return. We both help local families.

Here’s the tip I’d send:

Subject: AC Not Cooling? 2 Quick Checks

Body: Replace a dirty filter (you should see light through it). Flip the

breaker off/on once. Still warm? If you’re in 85008/85016, our help line

is 602Ɨ555Ɨ0100 (8–6, calls may be recorded). We connect you to a tech

today.”

Most partners will say yes because it is easy and helpful. If they need

to see your newsletter, send a sample screenshot. Show them you keep

things clean—no spammy ads, no trick links.

Pick a week and a day that fits both lists. In summer, early week

mornings work well. In winter, Fridays can work if your buyer has

weekend hours. Ask the partner if they prefer a link to your call page or

just your phone number in the note. If they include a link, give them one

with UTM tags so you can see results: ?utm_source=newsletter&utm_

medium=swap&utm_campaign=partner_[name].

Keep your blurb short and plain. Use a subject line that sounds like a

friend’s tip. Avoid “FREE!!!” or long claims. Use one line for the number

and hours and a small recording note. If you might send a followƗup

text when asked, say so: “We can text appointment info—reply STOP to

end.” Put that on your call page too.

On your side, put their blurb in your next newsletter. Keep it in the

same spot you always use for community notes. Do not bury it. A good

swap is fair. If your list is bigger, consider giving them two mentions

over a month. Think longƗterm. You want partners you can swap with

202



FREE TRAFFIC — CORE TACTICS

each season.

Set expectations with two clear rules: no buying each other’s brand

name on ads, and no heavy tracking pixels in the other’s content. You

can track link clicks with UTMs and see calls by the unique number,

but do not drop thirdƗparty pixels into free swaps. Keep it clean. Your

partners will come back if they feel safe.

Use a special phone number just for newsletter swaps. Put it in your

blurb and on the landing page for that partner link. In your call system,

tag calls by number and partner. After the swap, send a thankƗyou

note with a simple number: “Your note brought 12 calls; 9 were inside

our ZIPs; 7 passed 90 seconds.” Offer to swap again when the season

changes.

Write copy that matches the partner’s voice. For a parenting group,

mention “nap time” or “after school.” For an HOA, mention “service

hours in our subdivision.” For a landlord list, mention “tenants often

call at night—here’s what to try first.” Keep the tone soft. You are in

their house. Be polite.

Keep your call page ready. If a partner links to it, the page should load

fast and show the number and hours at the top. Add the same consent

text and recording note you used in the blurb. Match the words so the

reader’s brain says, “Yes, this is the same people.” If the page looks

different from the blurb, some readers will bounce. That shortens calls

later.

A small story shows the flow. You email a real estate agent with a

neighborhood list. They agree to a swap. On Tuesday, their newsletter

goes out with your three lines and your number. That day and the next

morning, your “newsletter” tracking number gets 10 calls. Seven last

past 90 seconds. On Thursday, your newsletter goes out with their

“Summer Prep Checklist” and a link to their page. They get replies and

a showing request. On Friday, you thank them and set a date for a fall

heat startƗup tip. Now you have a friendly partner who can put you in
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front of hundreds of locals every season—for free.

Do one swap a week at most. More feels pushy. Rotate partners. Keep

a simple spreadsheet: partner name, date, blurb used, calls received,

accepted calls. Over a fewmonths you’ll see who brings calls that last.

That tells you who to keep and who to skip.

Newsletter swaps work because they ride on borrowed trust. The

reader trusts the sender. The sender trusts you. If you keep your note

short, honest, and useful, that trust flows through the phone line. The

call feels warm. Warm calls last longer. Longer calls get paid.

S18. Free hosting (Netlify/GitHub Pages) for

microsites

Sometimes you needmore than one page. Youmay want a tiny site just

for AC repair in Phoenix, another just for heater tuneƗups in Tempe,

and onemore for Spanish speakers. You can build these “microsites”

for free usingNetlify or GitHub Pages. They are fast, simple, and cheap

to run (free). Fast pages lead to more taps and longer calls.

Start with one microsite. Keep it to three pages: Home, FAQ, and

Privacy. The Home page is the workhorse. It has your headline (“AC

Repair in Phoenix— SameƗDay Help”), a big Tap to Call button with a

tracking number, your hours, a short ZIP list, and a tiny callback form

with consent text. The FAQ answers two things: “Do you service my

ZIP?” and “How fast can you come?” The Privacy page says you only

use the number to respond and how to stop texts.

You canmake plain HTML files in a free code editor like VS Code. You

don’t need to be a coder. You can copy a basic template and change the

words. Keep the page simple. No heavy sliders. No big libraries. Plain

HTML + a little CSS loads fast on weak phone signals.
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Host onNetlify by dragging your folder into their free dashboard. They

give you a free URL like ac-phoenix.netlify.app. Add a custom domain

later (like phoenixcoolair.com) if you want. Netlify gives you free SSL

(the lock icon), which helps trust. Or host on GitHub Pages by making a

public repo and turning on Pages in the settings. They also give you a

free URL and free SSL.

Set your tracking number on the Tap to Call button and in the footer.

Use the same number across the microsite so your reports stay simple.

If you havemore than onemicrosite (Phoenix vs. Tempe), give each a

unique number. That way you can see which site makes the phone ring.

Add your consent text near the callback form button: “By tapping

‘Call me,’ you agree we can call or text you about AC help. Message/data

rates may apply. Reply STOP to end.” Keep it big enough to read. Place

it close to the button so there is no surprise. On the phone, start with

your recording note: “This call may be recorded for quality. Is it okay to

continue?”

Use UTM tags on any links that point to the site. If you share the site

on Pinterest or Reddit, add ?utm_source=pinterest&utm_medium=org

anic&utm_campaign=ac_phoenix to the URL. Your call log won’t read

UTMs itself, but your web analytics will, and you can match spikes in

calls to spikes in visits. It helps you learn which channels lead to longer

calls.

Keep the microsite local. Use city names in the copy. Show your hours

in local time. List real ZIPs. Do not claim “national help” if you only

have one buyer in one city. Local words bring local callers. Local callers

fit your buyer. Calls last longer because the agent can actually help.

Translate for Spanish if you serve Spanish speakers. Make a separate

microsite with Spanish copy and a SpanishƗspeaking team behind the

phone. Do not send Spanish callers to EnglishƗonly agents. That leads

to short calls and refunds. On your main page, add a small link “Para

español” to the Spanish site.
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Test speed on a phone using cellular data. If the page takes more than

two seconds to load, cut images or shrink them. Remove anything that

moves unless it helps the person call. A fast, simple page beats a fancy

slow page every time.

Set upDNSonlywhenyou’re ready for a customdomain. If your budget

is tight, stay on the free URL at first. Free hosting is fine for testing if

your page is helpful and your number is clear. When you pick a custom

domain, keep it short and clean. Avoid hyphens if you can.

Make onemicrosite per vertical or city. Don’t make hundreds in a

week. That looks spammy to people and to search engines. Build one, let

it work, thenmake the next. Update each site with small seasonal lines

as months change. “Extra evening slots during heat wave” or “TuneƗup

special hours this week.” These lines help people today.

Track acceptance by site. In your call system, tag calls by the number

used on each microsite. Look at average connected talk time and

acceptance rate per site. If one site sends shorter calls, check the copy.

Maybe it promises too much. Tighten the words. Put hours and ZIPs

higher. Add the recording line to your script so callers hear the same

calm voice they read.

A simple story shows the path. You launch phoenixcoolair.netlify.a

pp with a Phoenix number. You share it in one Reddit guide and one

Facebook Group tip. Over two weeks, you get 14 calls. Ten are inside

your ZIPs. Eight pass your 90Ɨsecond timer. You tweak the headline to

“Not Cooling? Phoenix ACHelp Today” andmove the button higher. The

next two weeks, you get 18 calls and a longer average talk time. Now

you clone the site for Tempe with a new number. You let both run for a

month. That is how you grow without spending a dollar on hosting.

Microsites work because they remove friction. One page. One promise.

One big button. When the path is short, more people tap. When more

people tap, more of the right calls reach your buyer. That is the win.

206



FREE TRAFFIC — CORE TACTICS

S19. Google Forms + Apps Script call‑forwarder

Sometimes you need a quick way to collect a number and trigger a

callbackwithout buying new software. Google Forms and Apps Script

can do this for free. You make a form with a phone number, ZIP, and

permission box. When someone submits, a script runs. It can email

your team, ping Slack, post to your routing system, or drop the record

into a Google Sheet that your agent watches. You can even send a polite

confirmation text using a texting service, if you have consent and a

provider.

Start with the form. Keep it short. Ask for Phone Number (short

answer), ZIPCode (short answer), and an optionalDescribe the Problem

box (short paragraph). Add aConsent checkbox above the Submit button

with plainwords: “By submitting, you agreewe can call or text you about

this request. Message/data rates may apply. Reply STOP to end.” Make

the phone and ZIP required. Keep the problem box optional.

Turn on the setting to collect timestamps so you know when the

request came in. Link the formtoaGoogleSheet so eachanswerbecomes

a new row. Name the sheet with the city and the vertical (“PhoenixƗACƗ

Callbacks”). In the sheet, add columns you will fill later, like Agent, Call

Time, Result, Accepted, andNotes.

Open Extensions → Apps Script from the form or the sheet. You can

add a small script that runs on form submit. The script should read the

new row, check that the phone and ZIP look valid (length and digits), and

then alert your team. The simplest alert is email: subject “CALL NOW:

602Ɨ555Ɨ0100 in 85008,” bodywith the problem and the timestamp. You

can also send amessage to Slack or to your phone system if it supports

webhooks. Keep it simplefirst. Test email alerts for a day. Addwebhooks

later when you are ready.

Decide how you willmake the call. The cleanest path is to have a live

agent see the alert and call the person fromyour tracking number inside
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your telephony app. Start the call with your recording notice: “This

call may be recorded for quality. Is it okay to continue?” Confirm the

ZIP. If it fits, connect to your buyer. If you want to automate, many

phone providers have an API that can place a call from your number and

bridge it to your agent and then to your buyer. Only do this when you

are comfortable with APIs and rules. A humanƗdriven callback is fine to

start.

If you plan to send a confirmation text, do it only when the person

checked the consent box. Use a texting service. Keep the message short:

“Cool Air: got your request. We’ll call 3–5 p.m. today from602Ɨ555Ɨ0100.

Reply STOP to end.” Log the text in the sheet. If they reply STOP, mark

the number on your suppression list and do not text again. Honor the

stop in all tools.

Add a simple SLA (service level aim): “Call hot submits within 10

minutes during 8–6 hours.” In the sheet, use a formula to turn the time

into “Hot,” “Warm,” or “Late.” This helps you see if your team is on

time. Calls made fast often last longer because the problem is fresh.

Put the formon a clean pagewith your number at the top. Some people

will fill the form. Some will tap “Call Now.” That’s great. Use the same

tracking number on the button and on the call your agent places. If you

want, add a tiny link under the button: “Prefer a call back? Use the

form.” Some people like formsmore than calls during work.

Add validation to the form to catch bad entries early. For phone,

require 10 digits. For ZIP, require 5 digits. The form can show a small

error if someonemistypes. Friendly errors save everyone time.

After a week, review the sheet. See how fast you called each submit.

Look at call results. Mark which calls were accepted and why. If many

submits come from ZIPs you don’t serve, make your copy clearer about

service areas. Ifmany comeat night, add afield to pick a callbackwindow.

Let people choose morning, afternoon, or evening, in local time.

Protect data. Do not paste the sheet link in public. Limit access to
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agents and managers. Do not store credit card numbers or private

medical details. The form is for connection, not for payment. Move

sensitive items to your buyer, who is trained and authorized to handle

them.

A small story shows the flow. You put a “Request a Call” form on

your Phoenix page. At 10:14 a.m., Ana submits: 602Ɨ555Ɨ0100, 85008,

“blowingwarmair.” The script emails your agentwith the subject “CALL

NOW: 602Ɨ555Ɨ0100 in 85008.” At 10:17 a.m., the agent calls from your

tracking number. “This call may be recorded. Okay to continue?” Ana

says yes. ZIP is good. The agent connects to your buyer. The call runs

2:10 after connect. It pays. The sheet shows “Accepted.” That afternoon,

twomore forms arrive. You repeat. By Friday, you have 12 accepted calls

from a free form and a tiny script.

This setup is simple, but it works. It gets a number from a page into

a phone fast. It keeps proof of consent and timing. It lets youmeasure

how quick you are. It’s a free backbone for callbacks until you grow into

a full system. Clean, light, and steady—that’s how you win.

S20. QR codes on free printables & community

boards

A QR code is a square pattern you can scan with your phone to open a

link or dial a number. You can put QR codes on simple printables—flyers,

cards, or handouts—and share them for free in places people visit every

day. If your message is clear and local, a small stack of flyers can turn

into calls all month. The key is to place them only where allowed, to

make the message easy to read, and to track each location with its own

number.

Pick a simple offer that fits a real need. “ACNot Cooling? PhoenixHelp
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Line.” “Heat Not Turning On? Tempe Help Line.” Keep the headline big

and bold. Use a clean photo you own, like a thermostat or a clean filter.

Do not use tiny text or crowded boxes. People glance for two seconds.

They should understand right away what you do and who you help.

Decide what the QR will open. You have two good choices: a tel: link

that starts a call right away, or a callƗoptimized pagewith a big “Tap to

Call” button and your consent text. If you serve many phone types, the

page is safer because some camera apps warn on direct call links. The

page also lets you show hours and ZIPs before they call.

Generate the QR with a free tool. Paste your link with UTM tags to

mark the location, like ?utm_source=flyer&utm_medium=print&utm_

campaign=laundromat_main_st. Save the QR as a highƗresolution PNG

so it prints cleanly. Test it on two different phones. Make sure it opens

fast and the page shows the same number printed on the flyer.

Use a unique tracking number for each location. Put that number in

large digits on the flyer. Also use it on the page the QR opens. Nowwhen

a call comes, you know where the person saw you. If one location works

well, you print more for that spot. If another does nothing, you stop

there.

Write one short sentence under the QR: “Scan to call 602Ɨ555Ɨ0100

(8–6). Calls may be recorded.” Some people scan first and then tap.

Some dial the number by hand. Both should see the same number and

hours. Keep it honest. If you do callbacks after 6 p.m., say, “After 6 p.m.,

leave a message for a morning callback.”

Design for distance. On a board, people stand a few feet away. Use big

type. Use high contrast. A white background with dark text works well.

Keep your flyer to one page, letter size. Do not cram it full. White space

helps eyes.

Place flyers where you have permission. Good spots are community

boards at libraries, community centers, coffee shops, laundromats,

apartment mail rooms, and hardware store boards. Ask the staff before
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you post. Say, “We’re sharing a free ‘2 quick AC checks’ flyer for

neighbors. May we post one?” Most will say yes if your flyer looks

helpful, not salesy. Never cover other flyers. Never post where signs say

“No advertisements.” Respect the space.

Adda tiny tipboxon theflyer. “2QuickChecksBeforeYouCall: Replace

a dirty filter. Flip the breaker off/on once.” Helpful content makes your

flyer look like a resource, not a pure ad. People will leave it up longer.

Staff will be less likely to toss it.

Keep a placement log. Write down the address, the date you posted,

and the tracking number on that flyer. In your call system, watch calls

by number. If the laundromat flyer brings five calls in a week, great.

Refill it every Saturday. If the library board brings zero in two weeks, try

a different headline or move the flyer to a different board at the same

library.

Refresh flyers with small seasonal lines. In summer, add “Extra

evening slots during heat wave.” In fall, add “TuneƗup week—book

early.” Change the photo to match the season. Keep the QR and number

the same so tracking stays clean.

Consider tearƗoff tabs for older boards where people like to tear and

keep. Print a version with tabs that each show the number and hours.

Many folks still prefer to call by typing the number. Tabs help them take

it home. Use the same tracking number on tabs.

If you want wider reach, bring flyers to events. A table at a neighbor-

hood fair can be free or cheap. Put a sign: “Free 1Ɨpage AC checklist.”

Hand out the sheet with the QR and number. Smile. Answer a few

questions. Later that night you will often see calls. People like to put the

checklist on the fridge. When heat hits, they scan and call.

Always keep consent and recording in the right places. On the flyer,

note that calls may be recorded. On the page, show your consent text

by the callback form. On the phone, start with your recording line. Be

consistent. Trust grows when your words match in print, online, and on
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the phone.

A small story shows it works. You design a simple flyer: “AC Not

Cooling? Phoenix Help Line,” big number, QR to your call page, two

quick checks, hours, and the recording note. You place one at the library,

one at a laundromat, and one at a coffee shop. Each has its own tracking

number and UTM code. In the next ten days, the laundromat number

logs seven calls, the coffee shop four, the library one. You refill the

laundromat and coffee shop and skip the library. In July, you swap the

photo and add “Extra evening slots.” Calls jump during the first heat

wave. All free, just paper and care.

QR flyers work because theymeet people in the real world when the

problem is present. A sweaty afternoon at the laundromat makes “AC

Not Cooling?” feel urgent. A clean flyer with a clean promise turns

that feeling into a tap, then a call, then an accepted unit. Keep it

neighborƗlevel. Keep it honest. Keep it tracked. You will be surprised

howmuch a simple square can do.

S21. Podcast guesting with call‑to‑action

Podcast guesting is like speaking to a room full of people who chose

to listen to you. They are relaxed, on a walk or in a car, and they stick

around longer than on social media. That is perfect for payƗperƗcall. If

you share a few real tips, tell one short story, and give a clear number at

the end, you can earn calm, ready calls that pass your timer.

Start by picking shows your buyers already trust. If you help home-

owners, look for neighborhood podcasts, city news shows, home im-

provement shows, and real estate agent podcasts. If you run B2B

payƗperƗcall (for example, merchant services or IT support), look for

local chamber of commerce shows, small business roundtables, and

niche industry podcasts. Search “[your city] podcast,” “home tips

podcast,” or “[industry] small business podcast.” Listen to an episode
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or two. You want hosts who ask simple questions and speak like normal

people.

Prepare a friendly pitch. Keep it short: who you are, the three tips you

can teach, a tiny story, and why it helps their listeners this month. For

example: “Hi Ana, I run a local AC help line in Phoenix. I can share ‘3

things to try when your AC blows warm’ and a safety tip most people

don’t know. I also have a quick story about a fix during last year’s heat

wave. This will help your listeners before the first hot week. No sales

pitch—just steps and a clear next move if they need help.” Add one link

to a page with a few past tips. Do not send a tenƗparagraph bio. Keep it

human.

Create a simple oneƗsheet you can email hosts. Put your name, a single

sentence about what you do, three questions they can ask you, and your

best short story. Add your callƗtoƗaction exactly how you will say it on

the show, including hours and your recording note. Example: “If you’re

in Phoenix and still stuck after these steps, call 602Ɨ555Ɨ0100, 8 a.m. to

6 p.m., Monday to Saturday. Calls may be recorded for quality.” Hosts

love it when youmake their job easy.

Set up your sound. You do not need a studio. Use a quiet room, a cheap

USBmic, and wired headphones. Turn off fans. Put your phone on Do

Not Disturb. Open a text file with your three tips and your CTA line so

you don’t forget. Smile while you talk; it changes your voice. Speak like

you are helping one friend.

Plan the flow. Most shows run 20–40 minutes. At the start, give a

quick hook: “Three quick fixes you can try today.” Then teach the steps

in plain words. “Check the filter; if you can’t see light through it, replace

it. Check the breaker; off and on once. Set the thermostat to cool and

auto and wait five minutes.” Add one safety stop: “If you smell burning

or hear buzzing, stop and call a pro.” Tell one story with a name and ZIP:

“Ana in 85008 called during last year’s 110° week. The filter looked like

a sweater. We had her replace it and reset the breaker—cool air came
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back. When that didn’t work for her neighbor, we connected him to a

tech that afternoon.” Stories stick because they feel real.

Give your callƗtoƗaction twice—once around the middle, once near

the end. Keep the words the same each time so listeners remember. “If

you’re in Phoenix and still stuck, call 602Ɨ555Ɨ0100, 8 to 6. Calls may be

recorded.” Do not machineƗgun the number. Say it, pause, say it again.

Ask the host if they can put your number and hours in the show notes

with a link to your clean call page. That page should load fast, show

the same number, and repeat your hours and consent text. If a listener

checks the page later, the message should match what they heard.

Use a unique trackingnumber for podcasts. Use it on your call page and

in your spoken CTA. Now you can see calls that came from the episode.

If the show has regional reach, make a unique number per show. If it

has national reach, say your service area out loud so people know if they

should call or not. “Phoenix, Tempe, Mesa only.”

Offer a small, useful freebie to increase calls. For example: “We have a

1Ɨpage ‘AC Not Cooling’ checklist. It’s free. The link is in the show notes,

or you can call us and we’ll text it—reply STOP to end.” Keep the freebie

simple and on one page. Do not make people jump through hoops. The

goal is to earn trust, not emails.

After the episode, send the host a thankƗyou. Share the show on your

social pages with one line and your number. Pin it for a week. Clip a

30Ɨsecond segment where you give the three steps and your CTA. Post

that clip on your site and YouTube Shorts with the podcast’s name in

the title. Now one appearance does work in many places.

Measure results over two weeks. Podcast calls often trickle in, not

all at once. Track how many calls your podcast number gets, average

connected talk time, and acceptance rate. If the calls are short, listen to

two recordings. Did you forget to say your area and hours? Did your call

page match the promise? Small fixes can add thirty seconds to average

talk time.
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Avoid commonmistakes. Do not overpromise (“We fix anything in an

hour”). Do not hide your service area. Do not skip the recording note. Do

not ask listeners to do five things. Three steps are enough. Clear beats

clever.

A trueƗtoƗlife example: You guest on “Phoenix HomesWeekly.” You

teach three steps and your safety note. You give your CTA twice. The

host adds your number and link in the notes. Over the next ten days,

your podcast number logs 14 calls. Eleven are inside your ZIPs. Nine pass

your 90Ɨsecond timer. One show, one hour of your time, nine paid calls.

That is why podcast guesting works for payƗperƗcall—if you respect the

listener, match your page to your words, andmake the phone number

easy to hear and to find.

S22. LinkedIn posts & articles (B2B offers)

LinkedIn is a good place for B2B payƗperƗcall. Owners, officemanagers,

anddepartmentheads check it during theworkday. They readshortposts

that solve a problem. If you help businesses—merchant services, IT

help, commercial insurance, benefits brokers, compliance consulting—

LinkedIn can send you calls without ads when you write like a peer and

keep your ask simple.

Start with your profile. Use a clean photo. Write a headline that says

the outcome, not a title. “Cut card fees for local shops” is better than

“Senior Account Manager.” In your About section, write three short

sentences in plain words: who you help, how you help, and how to reach

you. “We help Phoenix shops lower card fees. We compare rates and

set up fast. Call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” In your

Featured section, add a “Call Now” page from your site that is built for

B2B: headline, number, hours, and a twoƗline value prop (“Lower fees,
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no downtime”), plus a tiny callback formwith consent text.

Post short, useful tips two or three times a week. Each post should

solve a small problem in under 200 words. For merchant services, try:

“Three places fees hide on your statement.” For IT help, try: “Two quick

checks before you blame the router.” For commercial insurance, try:

“What your agent needs to quote in one call.” Write like you talk. Avoid

buzzwords. End with a soft phone CTA and a local angle: “If you’re a

Phoenix shop owner and want a quick look, call 602Ɨ555Ɨ0100 (8–6).

Calls may be recorded.”

Once a month, write a longer LinkedIn Article. Make it a simple guide

with a case study: “How a Tempe coffee shop cut fees by 0.6% in one

week.” Share the three steps you took, one number you improved, and

one quote from the owner. Keep it honest—nomagic. At the end, add

your call line again with hours. Link to your B2B call page with UTM tags

like ?utm_source=linkedin&utm_medium=article&utm_campaign=m

erchant_case.

Connect the right way. Send 5–10 connection requests a day to owners

and managers in your city. Add a calm note: “Saw you run a shop in

Tempe. I share short tips on lowering card fees. If it’s not helpful, no

pressure.” Do not pitch in the connection request. After they accept,

say thanks and leave it. Let your posts do the work. If someone likes or

comments, reply with a note and, if they ask, offer your number and a

good time to call.

Join one or two LinkedIn groups where your buyers hang out, like

“Arizona Small Business Owners.” Share a trimmed version of your tip

there once aweek. Keep it helpful and short. If the group blocks numbers

in posts, put your number on your profile and say, “Number is on my

profile if you need a quick look today.”

Use a unique tracking number for LinkedIn. Put it on your call page, in

your profile’s About, and at the end of posts when you include a number.

If a post is textƗonly, you can still include the number, but keep it clean.
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Do not paste the number five times. Once is enough.

Try simple native video once a week. Face the camera and share one

tip in 30–45 seconds. End with your call line. Put the number and hours

in the first line of the post text so it shows above the “see more” fold.

Add closed captions so people at work can read without sound. Native

video gets reach, and your calm voice builds trust.

Use LinkedInEventsorAudio to host a shortQ&Aonce amonth. Title it

with the outcome, not your brand. “Lower Your Card Fees in 20 Minutes

(Live Q&A).” Keep it to 20–30 minutes. Answer three questions. End

with your number and hours. Record the session if allowed and clip a

30Ɨsecondmoment for a post.

Measure what matters: calls and connected talk time. Likes and

impressions are nice, but money comes from calls that hit your buyer’s

rules. In your call log, tag “LinkedIn” for calls to that number. After a

month, look at which post topics came before call spikes. Write more

on those. If an article brought lots of site visits but few calls, move the

phone number higher on the page and add your hours near the top.

Avoid common traps. Do not DMƗpitch strangers right after they

accept. Do not promise savings you cannot deliver. Do not claim you

work with every card brand if you don’t. Speak small and true: “We find

drops of 0.2–0.8% for most shops.” That kind of claim is believable and

safer.

A dayƗinƗtheƗlife example: Mondaymorning, you post “Three places

fees hide on your statement.” You end with “Phoenix owners, call

602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” Two owners like it. One

messages, “Can you look at mine?” You reply, “Happy to. Quickest is

to call—number is in the post.” They call at lunch. You hit your timer.

Tuesday you connect with five owners and say nothing else. Wednesday

youpost a40Ɨsecondvideoabout“batchingout”andpin it to yourprofile.

Thursday you share a case study article. Over the week, your LinkedIn

number gets eight calls. Five pass your buyer’s acceptance rules. That is
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steady, free traffic from talking like a peer and giving one clear way to

reach you.

S23. X (Twitter) threads & Spaces with CTAs

X (formerly Twitter) moves fast, but it can still send real calls if you

use threads and live audio the right way. Threads let you teach a short,

stepƗbyƗstep fix. Spaces let you talk live, answer questions, and repeat

your number in a human voice. Keep both simple and local, and you’ll

see calls right after you post or speak.

Start with a clear profile. Use a name that says what you do: “Cool Air

Phoenix.” Put “AC tips for Phoenix homes • 602Ɨ555Ɨ0100 • 8–6 (calls

may be recorded)” in your bio. Pin a thread that gives your best three

steps and your number at the end. Now anyone who visits your profile

sees help and a way to call.

Write threads like tiny guides. The first tweet should hook with the

problem and the city: “AC not cooling in Phoenix? Try these 3 checks.”

The next three to five tweets are the steps, one per tweet. “1) Filter:

if you can’t see light through it, replace it.” “2) Breaker: off and on

once.” “3) Thermostat: ‘cool’ + ‘auto,’ wait 5 minutes.” Add one safety

tweet: “Hear buzzing or smell burning? Stop and call a pro.” End the

thread with a calm CTA: “Still stuck in 85008 / 85016 / 85018? Call

602Ɨ555Ɨ0100, 8–6. Calls may be recorded. We connect you to a local

tech today.” QuoteƗtweet your own thread later that day with “Evening

calls open” near peak hours.

Use a unique tracking number for X. Put it in the last tweet and in your

bio. If you link to a page instead, add UTM tags: ?utm_source=x&utm_

medium=thread&utm_campaign=ac_not_cooling. Keep the link clean

and fast. On X, people are on phones and tap quickly.
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Keep hashtags light and local: “#phoenix #acrepair.” One or two is

enough. Too many hashtags look spammy and lower trust. If a local

news account tweets about a heat wave, reply with your thread and a

kind line: “Sharing 3 safe checks neighbors can try.” Do not hijack every

trend. Only engage when your tip fits.

Run Spaceswhen the need is high. Title it with the problem and city:

“AC Not Cooling? Phoenix Live Q&A.” Schedule it for early evening when

people are home. CoƗhost with a local voice, like a neighborhood blogger

or a realtor, so their followers get notifications. At the start, set the

promise: “We’ll share 3 safe checks, then take 5 questions.” Share your

number and hours in the first minute and pin a tweet with the number

to the Space. Repeat the number halfway through and at the end. Say the

recording note if you invite callers to DM their number for a callback.

Keep Spaces to 20–30 minutes. Short and helpful beats long and

rambling. Answer live questions in plain words. If someone asks for a

diagnosis you can’t give, say, “We can’t be sure without a live check. If

you’re in Phoenix, our line is open at 602Ɨ555Ɨ0100 until 6. Calls may

be recorded.” Speak kindly. People remember the tonemore than the

details.

Clip your Space if recording is on. Post a 30Ɨsecond highlight the next

day with your number. Pin it for a week. Now the live work keeps paying.

If you don’t record, write a short recap thread with the three steps and

your CTA.

Reply to locals. When someone in your ZIPs tweets “AC broke help,”

reply with your thread and one calm line. If they look stressed, keep it

short: “Here are 3 safe checks. If still stuck, call 602Ɨ555Ɨ0100, 8–6.”

Don’t argue with trolls. Mute andmove on.

Measure quickly. X calls tend to arrive within an hour of posts or

Spaces. Watch your tracking number during and right after. If response

is weak, post at a different time next day. If you get many outƗofƗarea

calls, add ZIPs to your thread and bio so people selfƗfilter.
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Avoid traps. Do not fill every tweet with your number. Once at the

end is enough. Do not promise “24/7” if your buyer closes at 6. Do not

dunk on other companies. Help wins; drama loses. If you send DMs, ask

before sending a number or a link. “Want our number?” is respectful.

A live example: At 5:30 p.m. on the first hot Tuesday, you run a Space

called “AC Not Cooling? Phoenix Q&A.” You and a realtor coƗhost. You

share three checks, take five questions, and repeat the number twice.

TwentyƗfive listeners tune in. During the Space and the next hour, your

X number logs ten calls. Seven pass your 90Ɨsecond timer. You post

a 30Ɨsecond clip the next morning. Three more calls come in at lunch.

That is a good return for half an hour of calm talk.

Threads and Spaces work because your voice lowers fear. When people

hear a real human who sounds steady and local, they pick up the phone.

Your job is to make that call easy to start and easy to trust. Keep your

words small and your promises true, and the timer will take care of itself.

S24. Content repurposing flywheel for free reach

A flywheel is a loop that keeps turning with little extra push. Content

repurposing is how you build that loop. You make one helpful piece,

then you slice it into many small pieces that fit each platform. Each slice

points to your number or your call page. Over time, the wheel keeps

spinning, sending you free calls across channels without burning you

out.

Start with one “master” piece per week. It can be a 60–90 second

video or a 700–900 word guide. Pick a problem that matches the season

and your city: “AC Not Cooling? 3 Quick Checks (Phoenix).” Write your

script in plain words. Say your three steps. Add one safety note. End

with your call line and hours. Record the video on your phone facing a
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window. Or write the guide for your blog or Medium. This master piece

is your seed.

Now turn that seed into slices. Take the video and cut it into a

30Ɨsecond YouTube Short with your number at the end. Pull the audio

and post it as a 30Ɨsecond clip on X with a caption thread. Grab a still

frame of the filter and make a tall Pinterest pin that says “3 Quick AC

Checks”with yournumber at the bottom. Write aQuora answerusing the

same three steps, ending with your number and recording note. Make a

oneƗpage checklist PDF with the steps and your number and hours at the

bottom. Each slice speaks in the local voice of its platform but keeps the

same simple promise.

Make your call path the same in every slice. Use a unique tracking

number per platform so you can see what works: one for YouTube, one

for X, one for Pinterest, one for Quora, one for flyers, one for podcasts.

Use the same number in the content and on the page that the content

links to. When a call comes, tag it by number. Over a month you will see

which slices bring long calls that pass your timer.

Keep a tiny content calendar. Monday: record the 60–90 second

master video or draft the guide. Tuesday: post YouTube Short and

blog/Medium article. Wednesday: post an X thread and a Facebook

Group tip. Thursday: post a Pinterest pin and a LinkedIn tip if you’re

B2B. Friday: answer one Quora question and post a 20Ɨsecond TikTok.

Saturday morning: post in local community boards if allowed. This

sounds like a lot, but each slice is short because you already did the big

thinking once.

Let transcripts help you. If you record a master video, run a transcript

(many phones or tools can do this). Highlight the best phrase as your

hook. That phrase becomes the first tweet, the first line of your pin,

and the title of your blog post. Transcripts also catch filler and long

sentences you can cut next time.

Match timing to real life. Heat wave week? Push AC content to the
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top of the wheel and pause winter items. First cold snap? Spin the “no

heat”wheel. Holidays? Slow down on hard calls and post checklists. The

wheel doesn’t force content; it organizes it so you can move pieces in

and out without stress.

Keep the look and voice steady. Use the same plain fonts, the same

calm tone, the same way of writing your number (“602Ɨ555Ɨ0100”), and

the same hours. People should feel like they’re hearing from the same

neighbor everywhere. That steady voice builds trust across time and

platforms. Trust makes calls longer.

Add gentle CTAs that fit each place. On YouTube, say your number and

hours out loud and put them in the description and pinned comment. On

X, end the thread with your number once. On Pinterest, put the number

on the image and on the landing page. On Quora, put the number once at

the end and your disclosure. On podcasts, say it twice with a pause. On

flyers, print it big and add a QR to your call page. Same call path, many

doors.

Watch your numbers weekly, not hourly. The flywheel is slow at first.

Some pieces do nothing today but send calls next week. Measure calls

per platform, average connected talk time, and acceptance. Drop slices

that bring short calls or outƗofƗarea calls. Makemore of the slices that

bring calm, long calls. If Quora brings great calls but Pinterest is quiet,

keep Quora steady and try a new pin headline. If X threads spike calls at

6 p.m., schedule more at that time.

Keep your promises lined up. Every slice shouldmatch your real hours

and service area. If you add evening hours during a heatwave, update the

CTA in your slices for that week. When hours go back to normal, change

the words back. If you start saying “Calls may be recorded” in videos,

also put it on pages and flyers. One voice, one promise, everywhere.

Build a small library so repurposing gets faster. Save your best photos

(filter, breaker, thermostat). Save your best lines (“If you can’t see light

through it, replace it”). Save your best CTAs. Next week, reuse the bones
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with a new angle: “AC Leaking Water?” or “Thermostat Blank?” You’re

not reinventing; you’re reshaping.

A true example shows the flywheel at work. On Monday, you film

“AC Not Cooling? 3 Quick Checks (Phoenix).” On Tuesday, you post the

Short and the blog. Tuesday night, two calls come from YouTube. On

Wednesday, you tweet a thread and share a tip in a local Facebook Group.

Three calls follow that evening. On Thursday, your pin goes up. Friday

morning, your Quora answer is live. Over the weekend, twomore calls

arrive. By Sunday night, your unique numbers show nine calls from five

slices. Seven pass your 90Ɨsecond timer. Next week, you swap “Not

Cooling” for “Leaking Water” and run the wheel again. In a month, you

have fourmaster pieces and dozens of slices, all pointing to your number.

The phone feels steady, even without ad spend.

That is the flywheel: one clear message made useful in many shapes.

It saves time. It raises trust. It smooths out the week. You do not need

to be everywhere at once. You only need to say the right thing, simply,

in the places your neighbors already are—andmake it easy to call when

they are ready.
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Free Traffic — SEO & Content Engine

S1. Topic clusters & internal linking for calls

Search engines like clear, organized websites. People do too. A topic

cluster is a simple way to organize your site so readers find answers fast

and then call you. Think of a cluster like a wheel. The center of the wheel

is your pillar page. Around it are the spoke pages that go deep on one

small part of the topic. Good clusters make your phone number easy to

see on every page. Good clusters also link readers from one helpful page

to the next until they are ready to call.

Start with one service and one city. For example, “AC Repair in

Phoenix.” That becomes your pillar page. This page gives the big picture.

It explains what you fix, the hours you are open, and the ZIP codes you

serve. It has one large tapƗtoƗcall button at the top with your tracking

number, and a small callback form with clear consent text. Keep the

words short. Keep the page fast. This is the center of the wheel.

Next, list common problems people search for in that city. For AC

repair, the most common are: not cooling, blowing warm air, leaking

water, freezing up, strange noise, thermostat blank,won’t start after
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power outage, and smells musty. Each of these becomes a spoke page.

Each spoke page shows two or three safe checks in plain words. Each

spoke page repeats your hours and ZIPs and shows the same big Call

Now button near the top. At the end of each spoke page, link the reader

to the pillar page again and to one or two related spokes. For example,

at the end of “AC leaking water,” you can say, “If the unit froze and then

thawed, read our ‘AC freezing up’ page.” This is internal linking. It

keeps people moving inside your site instead of bouncing away.

Write the spoke pages with the same voice and the same simple layout.

Use the same number format (like 602Ɨ555Ɨ0100). Put the same short

recording notice on every page where people might call. Say “Calls

may be recorded for quality.” Do not hide your number deep below long

paragraphs. It should be easy to tap without scrolling very far, especially

on a phone.

Use clear anchor text for your links. Instead of “click here,” write

“AC not cooling” and link those words to the right page. This helps

readers who scan. It also helps search engines understand your site. Add

breadcrumbs near the top (“Home > AC Repair > AC Not Cooling”) so

people can go back one step with a tap. Small things like this make your

site feel simple and friendly. Simple and friendly leads to more calls.

Keep your cluster tight. It is better to have one strong pillar and six

helpful spokes than one weak pillar and twenty thin pages. Thin pages

make people leave. Thick pages that repeat the same lines across many

pages also make people leave. If two spoke pages overlap too much,

combine them. For example, “AC not cooling” and “AC blowing warm

air” might share a lot. You can keep one main page and then make a

short section on that page for each phrase. What matters is the help, not

the number of pages.

Add a small FAQ to the pillar page that answers the twomost common

questions in your city: “Do you service my ZIP?” and “How fast can

you come?” Answer in one line each. Keep the promise real. If you only

225



UNDISCOVERED PROFITS : PAY PER CALL MASTERY

handle calls 8 a.m. to 6 p.m., say that. A clear “8–6” turns into longer

calls and fewer angry hangƗups.

Make your pillar page the main “gate” for internal links from other

parts of your site. When you write a blog post, link to the pillar in the

first screen with a short line: “Need live help? Tap to call our Phoenix

AC help line.” On each spoke, add a small callout box near the top that

repeats your hours and the call button. People who already tried the

steps can call right away. People who want to readmore can scroll and

learn. Both paths should feel easy.

Measure what works. In your phone system, tag calls by the page

they came from. You can do this with different tracking numbers or by

reading UTMs from links you place in social posts. Look at connected

talk time by page. If “AC leaking water” calls last longer and hit your

buyer’s timer more often, you should make that spoke link higher on

your pillar and share it more often in your free traffic channels. If “AC

noise” calls are short and often out of scope, tighten that page. Say early

what sounds you do and do not handle. Honest words save you refunds.

Update the cluster with seasons. In late spring, move “AC not cooling”

higher on the pillar. In late fall, move “heat not turning on” higher on

your heating pillar. Add one line at the top of each spoke for the season.

“Update: first heat wave this week—replace your filter early.” Small

updates keep pages fresh and show readers you care about today, not

last year.

Keep growing the cluster at a steady pace. Aim for one new spoke

per week. Use real questions from calls to decide the next page. If three

callers ask“Why ismy thermostat blank?”, that is yournext spoke. Write

it in simple steps. Link it to the pillar and to related spokes. Put the call

button near the top. Repeat your hours and ZIPs. Done.

A story helps this click. You launch “AC Repair in Phoenix” as your

pillar. You add three spokes: not cooling, leaking water, thermostat

blank. You link them all both ways. For a week, you share the “not
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cooling” page in your free channels. Calls start to come. You listen to

the recordings and hear a pattern: many people also ask about “frozen

unit.” You write that spoke next and add a link from “not cooling” to

“frozen.” The next week, your “frozen” page brings four calls, three of

which pass 90 seconds. You keep going. In twomonths, you have one

pillar and eight spokes. Your internal links guide people to your number

and guide search engines to your best help. Your phone feels busier, and

your calls feel calmer. That is the power of topic clusters for payƗperƗcall.

S2. Programmatic SEO (location/service variants)

Programmatic SEO sounds fancy, but the idea is simple: youmakemany

pages from a clean template, each one aimed at a different location or

a slightly different service. This helps you show up for searches like

“AC repair in Tempe,” “AC repair in Mesa,” and even “AC tuneƗup in

Phoenix.” The risk is thin content. If you copy the same page 100 times

and only swap the city name, people will bounce, and search engines

may ignore you. The fix is to add real local value to each page and to roll

out pages slowly, with care.

Start with a short list of nearby cities where your buyer actually takes

calls. For Phoenix, that might be Tempe andMesa. Build a template

that fits on a phone screen without scrolling too much. The template

should have: a strong headline with the city (“AC Repair in Tempe—

SameƗDay Help”), a big Tap to Call button with a cityƗspecific tracking

number, your hours, a ZIP list for that city, a short “Why call us” box

with two or three true points, and a tiny callback form with consent text.

Under that, add local proof that changes by city. For Tempe, mention

heat andmonsoon dust and show amap of the main ZIPs you serve (for

example, 85281, 85282, 85283). ForMesa,mention older neighborhoods
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with small attic spaces and add a different map. In each city page, add

one short local story: “Last July, Ana in 85283 called during a heat wave.

We had her change her filter and check her breaker. When that didn’t

work, we connected her to a tech that afternoon.” Keep the story honest

and the name generic if needed. People want to feel you are truly there,

not pretending.

Add local FAQs to each page. In Tempe, “Do you serve apartments

near ASU?” InMesa, “Do you handle mobile home AC units?” Answer in

one line. These small lines domore good than long generic paragraphs.

They also keep each page unique.

Use a simple data sheet to drive the template. Make a Google Sheet

with columns for City, ZIPs, Tracking Number, Hours (if a city has

special hours), Local Note,Neighborhoods, and Story. When you create

a new page, fill one row and paste each cell into the template. You can

do this by hand at first. Later, if you want, you can use a static site tool

to read the sheet and build pages automatically. You do not need code to

get started. Copy and paste works fine for ten pages.

Link the city pages to your pillar page and to each otherwhere itmakes

sense. On the Phoenix pillar, add a small “Nearby cities we serve” box

with links to Tempe and Mesa pages. On the Tempe page, say “Also

serving nearbyMesa” and link it. Keep the links short and calm. Internal

links help readers and help search engines understand your map.

Avoid making hundreds of pages at once. Publish three to five at a

time. Watch how they do for a few weeks. If calls are out of area, tighten

the copy. If acceptance is low, move hours and ZIPs higher on the page.

When a small set works, make the next three to five. Slow is safe. Slow

builds trust.

Do not make pages for cities you cannot serve. If your buyer can’t take

Mesa calls, do not publish a Mesa page. You will waste callers’ time and

harmyour brand. If you are testing a city, set a lower capwith your buyer

and state your hours clearly so you don’t lose calls after close.
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Make the phone number local where possible. If you can get cityƗspe-

cific numbers (480 for Mesa/Tempe), use those. Register them so the

caller ID shows a clean name. Keep one number per city page so your

reports are clear. If you must use one tollƗfree number across all city

pages, be sure your router uses the referring page to tag calls by city.

Write a cityƗspecific intro for each page. Two or three lines is enough.

“Tempe gets dusty storms. Filters clog fast. If your AC is blowing warm,

try these quick checks. If you’re still stuck, call—our techs know the

area.” These lines help the reader feel known. That feeling leads to

longer calls and better acceptance.

Add unique photoswhere you can. A photo of your van on a Tempe

street sign is better than a stock image. A shot of a thermostat with a

local sports magnet in the background (if you have permission) feels

real. If you don’t have photos yet, use neutral equipment shots and add

local photos later as you collect them.

Put schemamarkup on each page with the correct city and phone (see

S3 below). This is a small code box that helps search engines understand

your city and number. Keep it in sync with what the reader sees on the

page.

Keep each page light and fast. Programmatic pages can get slow if you

add too many scripts. You do not need fancy sliders or heavy maps. A

small ZIP list and a tiny image are enough. Speed helps calls.

Here is a simple plan to follow. Week 1: build Phoenix pillar and one

Tempe page. Week 2: addMesa. Week 3: add “AC tuneƗup in Phoenix” as

a second pillar (for a different intent) and link it to your Phoenix repair

pillar. Week 4: add Tempe tuneƗup. Measure calls from each page and

adjust copy. After amonth, youwill see which pages pull andwhich need

work. Keep going until your main suburbs are covered.

Programmatic SEO works for payƗperƗcall when each page feels like a

door into your shop, not a thin sign on a highway. Make the door real.

Put the right number on it. Put the right city on it. Put a small local truth
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on it. Open the door during the hours you promise. Do this again and

again, and your phone will ring from the nearby places you can actually

serve.

S3. Schema markup for phone & FAQ

Schemamarkup is short code you put on a page to tell search engines

what the page is about. It is not for readers; it is for machines. When you

use schema, you help Google and others understand your business, your

phone number, your hours, your service areas, and your FAQ answers.

This can improve how your result looks (rich results), and it can reduce

wrong guesses about your number or hours. For payƗperƗcall, you want

schema that highlights your phone and your FAQs clearly.

Use the JSONƗLD format. It is a simple script block you paste into the

<head> or the end of the <body> of your page. Keep the values the same

as the text a human can see on the page. If the page shows 602Ɨ555Ɨ0100,

the schema should show +16025550100. If the page shows “8 a.m. – 6

p.m.,” the schema should match that in machine format.

For a local service page, start with LocalBusiness (or a more specific

type like “HVACBusiness” if it fits). Include your name, telephone,

areaServed, openingHoursSpecification, and a contactPoint. If you op-

erate as a serviceƗarea business (no storefront), include your serviceArea

and cities instead of a street address. If you also have an FAQ on the page,

add an FAQPage schema block.

Here is a simple example you can adapt. Keep it honest. Keep the

number and hours in sync with the page. Use your own city and ZIPs.

html

Copy

<script type=“application/ld+json”>
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{

“@context”: “https://schema.org”,

“@type”: “HVACBusiness”,

“name”: “Cool Air”,

“url”: “https://www.coolairphoenix.com/ac-repair-phoenix”,

“telephone”: “+16025550100”,

“areaServed”: {

“@type”: “City”,

“name”: “Phoenix”

},

“serviceArea”: [

{”@type”:“Place”,”name”:“85008”},

{”@type”:“Place”,”name”:“85016”},

{”@type”:“Place”,”name”:“85018”}

],

“openingHoursSpecification”: [{

“@type”: “OpeningHoursSpecification”,

“dayOfWeek”: [“Monday”,”Tuesday”,”Wednesday”,”Thursday”,”F

riday”,”Saturday”],

“opens”: “08:00”,

“closes”: “18:00”

}],

“contactPoint”: {

“@type”: “ContactPoint”,

“telephone”: “+16025550100”,

“contactType”: “customer service”,

“areaServed”: “US-AZ”,

“availableLanguage”: [“en”,”es”]

}

}

</script>
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<script type=“application/ld+json”>

{

“@context”: “https://schema.org”,

“@type”: “FAQPage”,

“mainEntity”: [{

“@type”: “Question”,

“name”: “Do you service my ZIP code?”,

“acceptedAnswer”: {

“@type”: “Answer”,

“text”: “Yes. We serve 85008, 85016, and 85018 with same-day calls

during 8 a.m.–6 p.m.”

}

},{

“@type”: “Question”,

“name”: “How fast can you come?”,

“acceptedAnswer”: {

“@type”: “Answer”,

“text”: “We connect you to a local tech the same day during business

hours. After 6 p.m., we book nextƗmorning callbacks.”

}

}]

}

</script>

A few simple rules keep you safe. First, do not put a different number

in schema than on the page. That can confuse search engines and callers.

Second, if you use a tracking number on the page, it is okay to put that

in schema and list your main line as an additionalPhone on your Google

Business Profile (more in S5). Third, do not make up reviews or add

“aggregateRating” unless you truly show ratings on the page and can

back them up. Keep schema honest.

Use the same format (E.164) for phone numbers in schema: “+1” +
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area code+number. Thismakesmatching easier. Forhours, use 24Ɨhour

format. For cities and ZIPs, you can list them as shown above. Do not

stuff 100 ZIPs in schema if your page does not show them to readers.

Keep it reasonable.

If your page has breadcrumbs, you can add a small BreadcrumbList

schema too. This helps search engines show a neat path under your

result. It is optional, but it’s a nice touch for big clusters.

Test your pages after you add schema. Use a richƗresults testing tool

to see if your code has errors. Fix typos. Check that your FAQ questions

look the same as the onƗpage FAQ. Remember: schema does not replace

the content. It explains the content.

Add schema to each city page with the right city name, the right

number, and the right hours. If your Tempe page has a Tempe tracking

number, put that number in the Tempe schema. If your Mesa page has a

Mesa number, put that in the Mesa schema. This keeps your analytics

clean and helps search engines tie the right number to the right page.

Keep schema small and focused. You do not need every possible field.

Themost important items for payƗperƗcall are yourbusiness type,phone,

hours, area served, and FAQ if you show one. Start there. Addmore later

only if it helps a reader see a better result (for example, “hasMap” or

“sameAs” links to your real profiles).

Schema is not magic. It will not fix weak pages. But when you pair

strong, helpful pages with clean schema, your results can look richer,

your number can be understood, and your calls can rise. That is worth

the tenminutes per page it takes to paste in a tested code block.
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S4. Page speed & mobile tap‑to‑call UX

People search on phones. They are hot, tired, or in a hurry. If your page

loads slow, they leave. If your call button is small or hidden, they leave.

Speed and tapƗtoƗcall designmake the difference between a bounce and

a booked call. The good news: small fixes go a long way.

Aim for a fast first screen. Your headline, your number, your hours,

and your call button should load in under two seconds on a normal

cellular connection. You can reach this by keeping your page simple.

Use one small image near the top (under 100 KB if you can) and save it

in a modern format like WebP. Do not autoƗplay video. Do not load five

chat widgets. Do not load giant font files. Each extra thing adds delay.

Make your call button large and clear. On a phone, a good button is at

least a finger tall and wide. It should say “Call Now” or “Tap to Call.”

It should use a clear color that stands out against the background. The

button should use a tel: link to your tracking number so it opens the

dialer with one tap. Put the hours next to the button so people know if

anyone will answer. This honesty boosts trust and call time.

Keep a sticky call bar on the bottom of the screen if you can. As people

scroll, the button stays visible. Do not make it huge or flashing. A calm

bar with “Call Now 602Ɨ555Ɨ0100” is enough. On desktop, you can add

a “Request a Call Back” box near the top since many desktop visitors

cannot or will not call from the computer. Keep the form tiny: phone

number, ZIP, consent checkbox.

Reduce layout shift. That is when things jump around as the page

loads. It makes people tap the wrong button. You can prevent it by

setting image widths and heights in your code so the browser reserves

space. Avoid big banners that pop in late. Keep cookie notices small.

Load scripts only if you need them. Heavy “allƗinƗone” themes can add

500KBof scripts youdonot use. If you are onWordPress, turn offunused

plugins. If you are on a simple static host, stick to plain HTML/CSS with
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a tiny bit of JS for the form. Faster pages get more taps.

Measure with a simple tool and a real phone. A score on a lab test is

fine, but the real test is your own phone on a normal data plan. Stand in

your driveway. Load the page. If you count “one, two, three” and the

number and button aren’t there, it’s too slow. Shrink the image. Remove

a script. Try again.

Design for oneƗhand use. Onmobile,many people hold the phonewith

one hand and tap with a thumb. Place your call button where the thumb

can reach. Keep text big enough to read without pinching. Use short

paragraphs and short words. Avoid walls of text. A calm, simple screen

keeps people moving toward the call.

Write microcopy that reduces fear. Near the button, write “We

answer 8–6. Calls may be recorded.” If you offer Spanish, add

“Se habla español.” If you only serve certain ZIPs, add “Serving

85008/85016/85018.” These small notes save time later and lead to

longer calls because the caller selfƗfilters and trusts you.

Use tap targets for other links that matter. If you add internal links

to spoke pages, make them easy to tap without hitting the wrong one.

Leave some space between links. On a phone, crowded links feel like a

trap.

Avoid blocking popƗups. A popƗup that covers the call button hurts

you. If you need a privacy notice, make it small and easy to close. If you

offer a coupon, put it in a small bar under the header, not a giant modal.

Remember: your goal is a call, not an email capture.

Test daypart changes to the button text. During open hours, “Call

Now” works. After hours, change the bar to “Request a Morning Call

Back” and show a tiny form with consent text. This prevents lateƗnight

rage calls that end in hangƗups. It also lets you keep the lead warm for

the morning.

A simple beforeƗandƗafter story shows the lift. Before: your page

loaded a giant 2 MB banner, a tracking script for five tools, and two
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chat widgets. The call button sat below a long paragraph. On a normal

phone, the number took five seconds to appear. Many people bounced.

Calls were short because the wrong people slipped through. After: you

shrank the image to 80 KB, removed extra scripts, put the call button

at the top with hours and ZIPs, and added a sticky bar. On a phone, the

number appears in under two seconds. More people tap. The calls are

calmer because the page set the right expectations. Average talk time

goes up 20–30 seconds. That often decides if a call is accepted or not.

Speed and tapƗtoƗcall design are not advanced tricks. They are the

basics done well: fast, simple page; big number; honest hours; easy

thumb tap; no surprises. When you do this, you respect the visitor’s

time. In return, they give you their voice—and a few extra minutes on

the line that turn into payƗperƗcall revenue.

S5. Map‑pack playbook (if you operate a brand)

If you run a real brand with a real name and service area, the Google

mapƗpack can be a river of free, highƗintent calls. The mapƗpack is

the box with three local listings and amap that shows when someone

searches “AC repair near me.” To earn a spot, you need a clean Google

Business Profile (GBP), a simple local site that matches it, and steady

reviews and photos that prove you are active. The good news: this is all

about being clear and honest.

Claim or create your GBP. Use your real business name. Do not stuff

keywords into the name. Choose a primary category that fits (like

“HVAC contractor”). If you drive to customers, mark it as a serviceƗarea

business and hide your address. Enter your service areas by city or ZIP.

Set yourhours and keep themaccurate. If you offer callbacks after hours,

say so in your description: “After 6 p.m., leave a message for a nextƗday
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callback.”

Use a tracking phone number as your main GBP phone so you can

measure calls. Add your main line as an additional phone. Many

businesses do this without hurting their visibility. Keep the tracking

number stable. Register it so caller ID shows a clean name. If a number

ever gets labeled “Spam Likely,” fix your calling pattern (no lateƗnight

retries) and work with your provider to clean it before swapping.

Fill out serviceswith plain names your neighbors use: “AC Repair,”

“Furnace Repair,” “AC TuneƗUp,” “Thermostat Install.” For each

service, add a oneƗline description. Add a few products if they fit your

niche (for example, “Seasonal TuneƗUp”). These fields help your listing

show for the right searches.

Upload real photos. Show your team (with permission), your vans,

clean equipment, and your service area. Skip stock photos. Add a few

new photos eachmonth. ThemapƗpack favors businesses that look alive.

Photos help.

Post short updateswhen it matters. “First heat wave—extra evening

slots.” “Filter reminder thisweekend.” Keep posts simplewith one clear

photo. Use “Call Now” as the button or link to a fast call page with a

matching number and UTM tags so you can attribute clicks.

Answer Q&A on your profile. People will ask, “Do you serve 85008?”

or “Do you do tuneƗups?” Answer in one line. You can also seed common

questions from a normal Google account and answer them. Keep it

helpful. Do not sell hard in Q&A. This is about clarity.

Ask for reviews the right way. After a job, send a short text with your

review link: “Thanks for letting us help today. Could you share a quick

Google review? It helps local families find us.” Do not pay for reviews.

Do not write fake ones. Reply to all reviews. A kind, short “thank you”

shows you care. If someone leaves a bad review, reply calmly and offer

to fix it. People read your replies.

On your site, make a clear location page that matches your GBP. Show
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the same name, number, hours, service areas, and services. Add local

schema (see S3) with the same number you put in GBP. Embed a small

map if you have a physical office. If you are a serviceƗarea business, list

your main ZIPs in text. Link your GBP website button to this page and

add UTM tags so you can track it.

Keep your NAP (Name, Address, Phone) consistent anywhere your

business appears. If you list your business on a local chamber site or

directory, use the same name and phone. Do not spread three different

numbers around town. Use your tracking number as the main number

in most places and keep your traditional line as a secondary number on

GBP. Consistency helps machines and people.

Fight spam the right way. If a competitor stuffs keywords into their

business name or lists fake locations, you can use Google’s builtƗin

reporting tools to suggest edits. Do it with proof and patience. Do not

attack. Focus on your profile first. Strong brands win over time.

Watch GBP Insights each month. Note peak call hours and top search

phrases. Staff your phone during those hot times. Update your pillar and

spoke pages to match the words people use. If “AC not cooling” is the

top phrase, make that page shine and link it in a GBP post.

Track calls from GBP with your tracking number and clickswith UTM

tags. Many calls will come direct from the “Call” button. Some will click

to your site and then call. Watch both. What matters is connected talk

time and acceptance from this channel. If calls are short, recheck your

hours, your service areas, and your copy on the location page. MisƗmatch

causes hangƗups.

A simple playbook you can follow: Week 1, clean your GBP name,

categories, service areas, phone, andhours. Uploadfive real photos. Post

one helpful update. Week 2, build or tidy your location page to match

GBP. Add schema and a sticky call bar. Week 3, send review requests to

last month’s happy customers. Reply to all reviews. Answer new Q&A.

Week 4, post another helpful update, change your cover photo, and check
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Insights. Keep this cycle going monthly. This is not a oneƗtime job; it is

small maintenance that pays every day.

A short story shows the outcome. You set your GBP with a registered

tracking number, list Phoenix, Tempe, andMesa as service areas, and

match your site page. You post “Extra evening slots during heat wave.”

You ask for reviews after each job and reply to all. Over the next month,

your GBP number logs 40 calls. TwentyƗseven are inside your ZIPs.

Twenty pass the 90Ɨsecond timer. You did not buy ads. You did not

use tricks. You made it easy for locals to see you, trust you, and call you.

That is the mapƗpack doing its job.

ThemapƗpack rewards clarity, honesty, and steady care. If you operate

a brand, give it that care: real name, real hours, real photos, real reviews,

real phone. Keep your site in sync. Keep your promises. Your listing will

rise, your phone will ring, and your buyers will hear ready callers who

already trust you. That is the goal of all this work.

S6. HARO/source‑request backlinks

“SourceƗrequest” sites are places where writers ask for expert quotes.

You reply with a short, helpful answer. If they use your quote, they often

link to your website. That link is called a backlink. A clean backlink from

a real site helps your pages rank higher. It also sends curious readers

straight to your call page. This is a quiet, steady way to grow free traffic.

It works because you earn attention with help, not hype.

Start by getting your house in order. Make a small Expert page on your

site. Keep it simple. Put your name, a friendly headshot, one sentence

on what you do, and a short “media bio” in plain words: “Jay Lopez

connects Phoenix homeowners with licensed AC technicians. He shares

safe, doƗitƗyourself checks andwhen to call a pro.” Add your city, service

hours, and a single callƗtoƗaction at the bottom: “If you’re in Phoenix

and still stuck, call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” This
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page is wheremany writers will link when they use your quote. It should

load fast and look clean on a phone.

Next, sign up for sourceƗrequest services (there are several; some

are free, some paid). In your profile, choose topics that match your

offer: home services, HVAC, smallƗbusiness operations, call center best

practices, or local consumer tips. Set daily alerts. These services send

you a list of questions reporters and bloggers need answered. You skim

the list and pick only the ones where you can give clear, safe advice in a

few lines.

Answer fast and small. Reporters work on short deadlines. If you reply

the same day with a crisp note, your odds go up. Your reply can follow

this shape:

1. A oneƗline “who you are” in human words.

2.

3. Three lines of help (a tiny checklist or a clear tip).

4.

5. One line of safety or “what not to do.”

6.

7. One line with your city and the outcome you handle.

8.

9. A link to your Expert page.

10.

Here’s a realƗsounding sample:

“Who I am: I run a local AC help line in Phoenix (connect homeowners

to licensed techs).

Tip: If your AC blows warm, check the filter first—if you can’t see

light through it, replace it. Then check the breaker—off and on once. Set

the thermostat to cool and fan to auto; wait five minutes.

Safety: If you smell burning or hear buzzing at the outdoor unit, stop
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and call a pro.

Local note: In Phoenix dust storms, filters clog fast; we see this every

June.

Link: Bio + contact: https://yourƗsite.com/expert (calls may be

recorded; hours 8–6).”

That’s it. No big pitch. No bold claims. Just help. Many writers will

copy your lines asƗis. They will also link your name or your Expert page.

That link helps your pillar and spoke pages rank. It also sends readers

who are stuck to your phone number.

Aim for local angles. Writers love specifics. “After thefirst dust storm”

is better than “seasonal issues.” “ZIP 85008” is better than “the area.”

If you serve Spanish speakers, say, “We support English and Spanish.”

Small details feel real and get used.

Keep a reply bank so you canmove fast. Save three safe tips for “AC

not cooling,” “furnace won’t start,” and “thermostat blank.” Save one

safety line for each. Save one short storywith afirst nameandZIP. Rotate

these so you don’t repeat yourself wordƗforƗword across the web. If two

sites publish the same lines, you can lightly rewrite when you spot it

later. Fresh words keep you out of duplication trouble.

Use a unique tracking number on your Expert page so you can see

calls from these links. Also add UTM tags to any “Call Now” page you

mention in email replies. Sometimes thewriter will link the page instead

of your Expert page. Either way, you want clean tracking.

Be a good partner. If a site uses your quote, send a thankƗyou. Share

their article on your social pages with one short line: “Helpful summer

tips from [Site]. We added a safety note.” Do not argue if a writer edits

your words for length. If they change a safety detail, you can send a

polite note with the correct wording. Most editors will fix safety items

quickly.

Build a small Press page on your site. Add logos or titles of the places

that used your tips. Link to the articles (open in a new tab). Keep this
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page light. No autoƗplay videos. No popƗups. When people see real sites

listed, they trust your advice more. Trust turns into longer calls, which

pass your buyer’s timer more often.

Avoid spam. Do not blast the same reply to every request. Pick only

the ones that fit your skills and city. Never make up facts. Never share

private caller stories that could identify someone. Keep names generic

unless you have permission. If a request is offƗtopic, skip it. Your time is

better spent on content that matches your phones.

Make this a habit. Spend 20–30minutes, three days a week, scanning

requests and sending one good reply. In a month youmight land two to

five mentions. In a year that stacks up. Each newmention is a new road

into your site—and onemore reason search engines trust your pages.

A small story shows the path. In May, a homeƗtips blog asks for “AC

not cooling checks.” You send the three steps and your safety line the

samemorning. They publish the next day, link your Expert page, and

quote you by name. That weekend, your “expert” number logs four calls.

Two pass 90 seconds. Two weeks later, a local radio site posts a “heat

wave guide” and reuses your lines (with credit). That week, three more

calls come in. You didn’t buy ads. You wrote one helpful paragraph and

kept your promise. That is the power of sourceƗrequest backlinks: small,

honest help that keeps paying.

S7. Content repurposing framework

Repurposingmeans youmake one helpful piece, then you reshape it into

many small pieces that fit different places. This saves time and widens

reach. InpayƗperƗcall, it alsokeeps yourmessage consistent. Yourwords,

your number, your hours, and your safety note match everywhere. That

match builds trust. Trust lengthens calls. Longer calls hit your buyer’s
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timer and pay you.

Begin each week with amaster piece. Pick a topic people feel right

now: “AC not cooling,” “AC leaking water,” “furnace won’t start,”

“thermostat blank.” Write a short script (60–90 seconds) or a guide

(700–900 words) that covers three safe steps and one safety stop. End

with a clear call line and your hours: “If you’re in Phoenix and still stuck,

call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” Record the video on

your phone facing a window. Or publish the guide on your blog with a

big tapƗtoƗcall button near the top.

Now build the slices from that master. The same three steps become a

YouTube Short, a TikTok clip, a Quora answer, a Reddit resource post

(if allowed), a Facebook Group tip, a Pinterest pin, and a LinkedIn short

post (for B2B). Each slice uses the same number and the same hours.

Each slice links back to a fast call page that repeats the number, hours,

ZIPs, and consent text. You don’t need new ideas every time. You just

need to say the same helpful idea in the shape that fits the room.

Here’s a simple weekly rhythm that feels human, not frantic:

Monday: Record the master video and post it on YouTube. Post the

matching guide on your site.

Tuesday: Cut the video into a 30Ɨsecond Short and a 20Ɨsecond TikTok.

Pin your number in the comments.

Wednesday: Post a Facebook Group tip with the same three steps. If

rules allow, add your number in the first comment.

Thursday: Make a tall Pinterest pin that says “3 Quick AC Checks” and

link it to your call page.

Friday: Answer one Quora question using the same steps and safety

note. Link to your Expert page.

Weekend (if allowed): Post in a community board with a short angle

for your city (“dust storm filter tip”).

Notice what stays the same: the steps, the safety note, the number,

the hours, and the tone. The only thing that changes is the shape and
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the first line. On TikTok your first words might be “AC blowing warm?”

On YouTube it might be “AC not cooling? Try these.” On Quora it might

be “Three quick checks can help.”

Set up tracking so you can see which slices move the phone. Use a

unique number for YouTube, a unique number for TikTok, and so on. If

you can’t get that many numbers, at least use one for video sites, one

for community posts, and one for sourceƗrequest links. On your call

page, match the number to the place the click came from. Your reports

will then show connected talk time and acceptance by channel. You’ll

learn that, for example, YouTube calls average 2:10 after connect, while

X (Twitter) calls average 1:25. You’ll invest more in YouTube next week.

Keep a tiny content library so repurposing gets faster over time. Save

your best lines: “If you can’t see light through the filter, replace it.”

Save your best photos: a clean filter, a breaker, a thermostat. Save your

best openings. Save your call line with the recording note. When you sit

down to make slices, you aren’t starting from zero. You’re pulling from

shelves.

Link your slices together. In your YouTube description, link to your

blog guide. In your Quora answer, link to your Expert page. In your

Reddit post, link to a clean checklist page with a call button. In your

Pinterest pin, link to the same call page. Internal links on your site

connect the blog guide to the pillar page, and the pillar page back to the

guide. This web of links keeps readers inside your system until they are

ready to call.

Make time your friend. Hotweek? Push “not cooling.” First cold snap?

Push “no heat.” Big dust storm? Push “filter check.” You don’t need

to invent brandƗnew advice every day. You do need to publish the right

advice on the right day. That’s how you feel present without feeling

busy.

Use transcripts to speed everything up. If you record a master video,

create a transcript. From that text, copy the best lines into your blog.
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Trim them into a Quora answer. Cut them into a thread on X. Mark lines

that felt clunky and fix them for next time. Over a month, your words

get tighter. Tighter words get more taps.

Build a content map on your site. Each master guide should link to

your pillar page (“AC Repair in Phoenix”) and to one or two closely

related spoke pages. Each spoke should link back to the guide when it

makes sense. This is easy to do and helps search engines see you as a

real resource. It also gives readers a clear path to the call button without

getting lost.

Watch your acceptance, not just views and likes. Some slices will go

“viral” and bring you junk. Other slices will get small views and bring

you calm, local calls that pass the timer. The second group pays you.

Keep your eye on the phone log. The phone tells the truth.

A small story shows the loop. OnMonday, you post “AC Not Cooling?

3 Quick Checks (Phoenix).” Tuesday’s Short brings two calls. Wednes-

day’s Facebook tip brings three. Thursday’s Pinterest pin brings one.

Friday’s Quora answer brings one. That’s seven calls in five days from

onemaster piece and five slices. Five pass 90 seconds. The next week,

you run the same wheel for “AC leaking water.” You do this all summer.

The work piles up in your favor. That is the repurposing framework: one

seed, many helpful fruits, one steady phone line.

S8. AI‑assisted content QA

AI can be a smart helper for quality control if you use it with care. It can

spot confusing lines, check reading level, catch repeat wording across

many pages, and remind you where your hours or ZIPs don’t match. It

should not invent facts, set your legal policy, or replace human review.

Think of AI like a calm second pair of eyes that works fast and never gets
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tired.

Start by teaching your helperwhat “good” looks like. Create a shortQA

checklist you run for every page: sixthƗgrade reading level, three short

steps, one safety note, hours shown near the call button, ZIPs listed,

consent text by the form, recording note near the number, city name

present, and a clear link back to your pillar page. Keep this checklist in a

file. When you paste a draft into your AI helper, ask it to test each item

and report “pass/fail” with exact lines that failed.

Ask AI to simplify, not to bloat. If a sentence is long, say, “Rewrite

this at sixthƗgrade reading level in 20 words or less, samemeaning.” If

the page has jargon, say, “Replace jargonwith plain words a homeowner

would say.” Keep your own voice. If the helper makes the line too cute

or too formal, dial it back.

Use AI to check for duplication across programmatic pages. Paste two

city pages and ask, “Show me identical or nearly identical sentences.

Suggest safe, local edits for one of the pages.” The helper can point out

lines like “We help homeowners every day” that appear everywhere. You

can then swap in a local fact: “In Tempe, dust storms clog filters fast in

June.” Tiny changes like this keep pages unique without wasting time.

Run an accuracy pass on facts that matter. If you mention a safety

step, ask AI, “Is this safe for a homeowner? If not, explain in one line.”

Then check its answer yourself. AI canmiss edge cases. If any stepmight

be risky (like opening panels), err on the side of “stop and call a pro.”

Safer pages build trust and longer calls.

Use AI to scan for policy risks. Paste your optƗin line and ask, “Does

this say people agree to calls or texts, message/data rates may apply,

and how to stop texts (STOP)?” If anything is missing, fix it. Paste your

call script opener and ask, “Does this include a recording notice and a

clear question asking to continue?” Then use that line on the phone.

The page and the script should match.

Check consistency across pages. Ask, “Find all hours and ZIPs
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mentioned. Do theymatch?” If one page says 8–6 and another says 9–5,

the helper should flag it. Make the change once and save the correct line

in your library so you don’t repeat the mistake.

Let AI help with reading flow. Ask, “Where might a reader stop or feel

confused? Suggest two places to add a subƗheadline or a bold line that

keeps themmoving to the call.” Then add a small, helpful bold line like

Call 8–6; after hours we schedule a morning callƗback. Keep bold lines

short.

Use AI to build summaries that feed other slices. Paste your master

guide and ask, “Give me a 30Ɨsecond script with the three steps, a safety

note, and this call line: [your line].” Record that for TikTok. Ask, “Give

me a Quora answer version under 120 words.” Paste that into Quora and

add your disclosure. AI speeds reshaping, but you still check every word

before you post.

Keep AI away from legal claims. Do not ask it, “Is our consent text

compliant?” Laws change by place and time. AI canmiss updates. Use

AI to spot missing parts, but rely on your counsel or your compliance

guide from this course for the final say.

Use AI to redƗteam your page for trust. Ask, “What on this page might

make a visitor worry or bounce? Suggest fixes in one line each.” Itmight

say, “Move hours above the fold,” or “Make the phone number bigger,”

or “Say which ZIPs you serve.” Simple edits like these can add thirty

seconds to average talk time.

Protect privacy. Never paste full call transcripts or private details into

online tools unless you have a safe, approved setup. If you need to test

wording from a transcript, strip names, numbers, and addresses first.

Or run AI locally/privately if your tools allow.

Keep your human review. Before you publish, read the page out loud.

If you stumble, visitors will too. Tap the button on your phone. If it’s

hard to reach, make it bigger. If the page takes too long to load, shrink

the image. AI is helpful, but your thumb test beats any score.
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A short story shows the gain. You paste your “AC not cooling” page

into your AI helper with your checklist. It flags a long sentence and a

missing “STOP to end” in your form. You fix both in three minutes. It

also sees identical “about us” lines on Tempe andMesa pages. You add

one local line to each. The next week, connected talk time from these

pages climbs by 20 seconds. Acceptance rises. That is AI as a quiet editor:

fast, careful, and always checked by you.

Make this process simple. Draft the page. Run the AI checklist. Fix the

items. Do your thumb test on a phone. Publish. Repeat. Over time, your

pages get clearer, your voice stays steady, and your calls grow without

guesswork.

S9. Local citations

A local citation is a public listing of your business name, phone number,

and (if you have one) address. Think of Google Business Profile, Apple

Business Connect, Bing Places, Yelp, Nextdoor Business, your chamber

of commerce, and local directories. Clean citations help people find you.

They also help your mapƗpack listing look real. If you operate a brand

(not just a publisher page), citations are a free way to build trust and

calls.

Your goal is simple: use the same name and phone everywhere, keep

your hours the same, choose a category that fits, and add a fastwebsite

link that points to your callƗoptimized page. If you use a tracking

number (good idea), make it your main number in most listings and

keep your traditional line as a secondary number on Google. This keeps

your tracking clean while protecting your history.

Start with the big three: Google, Apple, Bing. Claim or create your

listings. Use your real business name only. Pick “HVAC contractor” or
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your true category. If you go to customers, set yourself as a serviceƗarea

business and hide your street address. Add your service areas by city or

ZIP. Set your hours and keep them current. Use your registered tracking

number as themain phone. In Google, add yourmain line as “additional

phone.” This is common and safe when done once and kept stable.

Move to key local and sector sites. Claim Yelp, Nextdoor Business,

your chamber of commerce listing, and any wellƗknown city directory.

If your area has a strong neighborhood blog with a directory, ask to

be listed. On each site, copy your name, phone, hours, and a twoƗline

description in the same voice you use on your site: “We connect Phoenix

homes with licensed AC techs, 8–6, Mon–Sat. Calls may be recorded.”

Keep photos real and bright. Skip stock.

Make a simple spreadsheet to trackwhere you listed. Save columns for

site name, URL of your listing, the email you used to claim it, the phone

shown, and the “last checked” date. Once a quarter, click through your

list to confirm nothing drifted. If a site changed your hours by mistake,

fix them. Small checks prevent big confusion.

Avoid massƗblasting to hundreds of lowƗquality sites. Ten strong,

clean listings beat 200 junk ones. LowƗquality sites can showwrong info

or sell your data. Focus on places real people and phones use: Google,

Apple, Bing, Yelp, Nextdoor, chamber, and a few city blogs.

Watch your name format. If your legal name is “Cool Air,” use that

everywhere. Don’t add “Cool Air Phoenix AC Repair” in one place and

“Cool Air HVAC” in another. Pick one. If you truly use a DBA with the

city name, then use it everywhere. Mixed names cause doubt.

UseUTMtags on the “website” link in each listing so you can see clicks

by source. For example, on Yelp, set your website URL to https://yourƗsit

e.com/acƗrepairƗphoenix?utm_source=yelp&utm_medium=profile. On

your call page, show the same number that’s on the listing. Now your

analytics and phone log line up.

Check your Apple listing carefully. Many iPhone users tap “Call”
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straight from Apple Maps. If your number is wrong there, you will miss

calls. Apple Business Connect lets you control that entry. It’s free. Claim

it. Keep it current.

If you move or change numbers, plan the change. Update Google,

Apple, and Bing first, then the others that same week. Keep the old

number as a secondary on Google for a while so repeat callers still reach

you. If youmust change numbers because a carrier marked you “Spam

Likely,” fix your dialingfirst (no lateƗnight auto retries, no rapid redials),

then switch once and settle. Frequent flips look messy.

Beware of duplicates. If a site has two entries for your business, ask

support to merge them. Duplicate listings split reviews and confuse

callers. Clean beats more.

Use citations to support yourmapƗpackwork. Add a few new photos

to Google eachmonth. Ask for reviews after jobs (see S10). Answer Q&A

weekly. Then, once a quarter, make sure your citations still match your

Google info. This “NAP harmony” helps machines and humans trust

you.

A quick story shows the impact. You set up Google, Apple, and Bing

with your tracking number, hours 8–6, and Phoenix/Tempe/Mesa as

service areas. You claim Yelp and Nextdoor Business with the same info.

You add your website link with UTM tags on each. Over the next month,

your phone log shows 40 calls from Google, 8 from Apple, and 6 from

Yelp. TwentyƗfive pass 90 seconds. You spend no admoney. You simply

made it easy for people to tap “Call” wherever they found you.

Citations are not exciting, but they are the ground under your feet.

Solid, level ground helps everything else—SEO pages, pins, podcasts—

workbetter. Do theboringworkonce, keep it tidy, andyour“Call” button

will always be one tap away in the places your neighbors trust.
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S10. Review generation

Reviews are proof. They show real people had a real result. In

payƗperƗcall, reviews also shapewho calls you and how long they stay

on the line. Calm, detailed reviews attract calm, ready callers. Shady,

copyƗandƗpaste reviews scare people away. If you operate a brand, build

a steady, honest review system. Keep it simple. Keep it ethical.

Ask at the right moment. Right after a successful visit or fix, send a

short text to the customer. Use the same number you used during the

job if you can. People trust a known thread more than a new number.

Your message can be:

“Thanks for letting us help today. If we earned it, would you leave a

quick Google review? It helps local families find us. [review link]—Cool

Air (8–6).”

Keep it one line. No pressure. No bribes. Do not offer gift cards or

discounts for reviews. Many platforms ban incentives. You want honest

notes, not bought praise.

Make the link easy. Use the direct Google review link for your Business

Profile. Test it on a phone. It should open the review box right away. If a

customer says they don’t use Google, have a backup link (like Facebook

or another local platform) ready, but focus on Google first because it

feeds the mapƗpack.

Ask your team to plant the seed before the text goes out. On the

phone or at the end of the job, say, “If we did well, a short review helps

neighbors find us.” This makes the text feel expected, not random. Tiny

lines like this double your response.

Coach for specifics, not stars. You can’t tell people what to write, but

you can hint at helpful details: “What did we fix?” “How fast did we

respond?” “Which ZIP are you in?” Specifics make reviews feel real.

They also add local words that help you show up for the right searches.

Reply to every review. Keep replies short and kind. “Thanks, Ana—
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glad we could get you cool again in 85008.” If someone leaves a low

review, start by thanking them, apologize for the trouble, and invite

them to call so you canmake it right. “We’re sorry, Ben. That’s not the

standard we aim for. Please call 602Ɨ555Ɨ0100 (ask for Jay) so we can fix

this.” Do not argue in public. Many readers judge you by the reply, not

the star count.

Make reviews part of yourweekly rhythm. Every Friday, look at new

reviews. Share good ones with your team. Pick one learning from a bad

one and fix a small thing. Maybe calls after 5:30 p.m. need a clearer

message. Maybe techs need a new checklist for water leaks. Reviews

teach you where callers feel pain. Fixing those pains adds seconds to

calls and lifts acceptance.

Show your reviews honestly on your site. You can embed your Google

reviews on your location page so visitors see fresh notes. Do not copy

text from Google andmark it up as if it lives on your site—especially not

with “Review” schema. Only use review schema for reviews you collect

and display on your own site about your own service, and only if you

truly control and host that content. Never fake it. Never buy reviews.

That can get you banned.

Choose gentlemoments to ask. In summer, after a heat wave, your

thankƗyou text with the review link can mention the week: “We know it

was a hot one—thanks for being patient.” In winter, mention the cold

snap. People respond to human notes that match the moment.

Track your ask rate and review rate. If you do 100 jobs and ask for

80 reviews, and you get 20 reviews, your rate is 25%. That’s great for

many services. If you only ask 20 times, you won’t reach 20 reviews.

Most teams need a reminder in the CRM so the ask goes out every time.

A habit beats a push.

Make it easy to find your best reviews. Pin two or three at the top of

your Google profile with responses that show your voice. On your site,

add a small “From our neighbors” box near the call button. One or two
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short quotes with a first name and ZIP is enough. “Ana, 85008: ‘They

picked up fast and had my home cool by evening.’” These little boxes

ease worry and lift tapƗtoƗcall.

Protect privacy. If you share a story on your site, do not show last

names or addresses. Get permission before using any photos. Ask in

plain words: “Can we share this photo on our site?” Respect a “no.”

Trust is slow to earn and quick to lose.

Tie reviews back to themapƗpack. Good, steady reviews help you show

up. They also help people pick you when you do show up. When your

star rating goes up and your last ten reviews are calm and real, people

tap “Call.” You can feel it. Your GBP Insights will showmore calls. Your

phone log will show longer calls. Keep feeding that loop.

A short story shows the change. In May, you start asking after every

job. You send a simple text with the Google review link. By June, you

have 18 new reviews. Most mention “fast response,” “clear steps,” and

“Phoenix.” Your mapƗpack calls climb. Average connected talk time

grows by 25 seconds. Your buyer notices higher acceptance. All you did

was ask, reply, and keep your word.

Review generation is not a campaign. It is a habit. Ask kindly. Make it

easy. Reply to everyone. Learn from the bad. Share the good. When you

do this every week, your online voice sounds like your real one—steady,

helpful, local. That voice invites the right kind of caller, the kind who

listens, stays on the line, and becomes a paid unit. That is the heart of

payƗperƗcall done with care.
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Free Traffic — Social & Community Deep

Dives

S1. Long‑term Facebook Group authority building

Facebook Groups feel like a town hall that never closes. Neighbors ask

for help, share tips, and tell stories. You can become a trusted helper

there, but only if you act like a good neighbor for months, not just a

day. Authority is the quiet power you earn when people say, “Ask them.

They’ll know.” That power turns into phone calls that are calm, local,

and long enough to pass your buyer’s timer.

Start slow. Join two or three groups where your topic fits and your

city is clear. “Phoenix Homeowners,” “Phoenix Moms,” or “Tempe DIY

Fixes” are good examples for home services. Read the rules before you

post anything. Some groups allow business posts once a week. Some

allow tipsonly. Someaskyou toput yourphonenumber in the comments,

not the post. If you’re unsure, send a short note to the moderators: “Hi,

I share safe AC tips for Phoenix. No sales. Is it okay if I post a short

checklist before the first heat wave? If it helps, I’ll put the number in the

comments, not the post.” That onemessage shows respect and opens
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doors.

Fix your profile so you look real. Use your name and a simple photo.

In your bio, write one honest line: “I run a local AC help line in Phoenix

(8–6). I share quick checks.” If you list your phone, do it once. Do not

paste the number in every field. It looks pushy.

Your first month is about showing up with help. Twice a week, answer

someone’s question with two short sentences and one safe step. “AC

blowingwarm? Check yourfilter. If you can’t see light through it, replace

it.” Add a kind note at the end: “If you’re still stuck, I can share a couple

more safe checks.” Do not throw your number into every comment. Wait

until someone asks for it, or until the rules allow a comment with your

number. If numbers are not allowed at all, point people to your profile,

where your number and hours are listed.

After a week or two, post your first “pillar” value post. A solid topic

is “3 Quick AC Checks Before You Call a Tech.” Keep each step to two

lines. Add one safety line: “If you smell burning or hear buzzing, stop

and call a pro.” Use a simple photo you took yourself, like a clean filter

next to a dirty one. At the end, write a polite note to the admins: “Mods,

this is meant to help neighbors; remove if not allowed.” If group rules

say no numbers in posts, put your number in the first comment with a

gentle line: “If you try these and still have trouble, Phoenix help line:

602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” If numbers are not allowed

even in comments, add: “Number is onmy profile.”

Be fast in replies. People post when they need help now. If you answer

within minutes, your comment rises. If you wait a day, someone else

will fill the space. Keep answers short. Use the person’s words. If they

say “vents blowing warm,” use that phrase back. It shows you listened.

Make friends with moderators. They work for free. Keep their load

light. Do not report every small thing. Do not argue in public. If you

see a wave of spam, send a quiet note: “Happy to write a clean guide for

common AC problems if that helps cut spam.” Offer to write a pinned
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“seasonal checklist” the group can post under their name. You get

visibility without looking like an advertiser, and the group gets a real

resource.

Build a steady rhythm. Once a week, share one value post. Once a day,

answer one person with a helpful line. Once a month, update your best

post for the season. “Update: first 110° week coming—replace your filter

early.” During storms or heat waves, post a calm checklist and clear

hours. “We answer 8–6. After 6, leave a message for a morning call

back.” Honest hours keep calls longer and cut refunds.

Be careful with claims. Do not promise instant service if your buyer

closes at 6. Do not quote prices in the group. It invites fights. Keep your

promise small and true: connect, triage, schedule. If you record calls,

say so. “Callsmay be recorded for quality.” Add that linewhen you share

your number. The same line should be in your phone script.

Measure quietly. Use a unique tracking number for each group that

allowsnumbers in comments. If a groupdoesnot allownumbers, use one

“Facebook Groups” number on your profile and ask callers to mention

the group name. In your call log, note the group when you can. Look at

connected talk time and acceptance rate by group. You will learn which

groups bring ready callers and which bring short, offƗtopic calls. Spend

more time in the first type.

Handle drama with grace. If someone is rude, shrug it off. If someone

says “you justwantmoney,” point back to your tips. “I post these checks

so folks can fix simple things for free. If that doesn’t work, our line is

open in Phoenix, 8–6.” People can feel your tone. Calm wins.

Use “office hours” posts as you grow. Once you are known, post,

“Live Q&A from 5–5:30 today—drop AC questions below.” Answer each

comment and endwith, “If you’re still stuck in 85008, call 602Ɨ555Ɨ0100.

Calls may be recorded.” These windows pull calls fast because people

have the problem right now.

Close the loop. When someone says “Thanks, that worked,” like their
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comment and reply, “Glad to hear it.” When someone calls and you help

them, come back later and add a simple note under your original tip:

“Update: we were able to help three neighbors today—stay cool.” This

is not bragging. It shows the group your help is real.

A small story shows the arc. Week 1, you answer five posts with short

tips. Week 2, you share your pillar “3 Quick Checks” post and put your

number in the comments per rules. That day you get two calls from the

group’s ZIPs; both pass 90 seconds. Week 3, a neighbor posts “Who

should I call in 85016?” Another member tags you. You reply once

with your number and hours. Twomore calls come in. Week 4, you do

a 30Ɨminute “office hours” post. Three calls follow in the next hour.

In a month, you have eight accepted calls from one group, and the

moderators like you because you help and you follow rules. Keep that

rhythm for a summer and you become the goƗto helper. Authority built

slow becomes a steady phone.

S2. TikTok Live Q&A into calls

TikTok Live is like a popƗup clinic. People join, ask quick questions, and

leave with a simple step or a number to call. Lives can push calls fast,

but only if you plan the timing, make the message clear, and keep the

advice safe. Remember: many viewers are on a phone, in a hurry, and

stressed. Your job is to calm, guide, and give one easy next step.

Start with the schedule. Run Live when your buyer can answer the

phone. If your buyer is open 8–6, a 4:30–5:00 p.m. Live on weekdays is

strong. People are home, problems show up, and agents can still take

calls. Saturday late morning works in summer. Do not run a “call now”

Live at 11 p.m. if no one can answer. That creates short, angry calls.

Set up your space and your script. You do not need a studio. A quiet
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room, a phone on a stand, and window light are enough. Write a small

runƗofƗshow on a sticky note: hook, three steps, safety note, callƗtoƗac-

tion, Q&A, repeat callƗtoƗaction. Keep the words simple. Practice saying

them out loud. Speak like you are helping a friend.

Make your onƗscreen pieces ready. Add a text overlay for your number

and hours: “Phoenix help line: 602Ɨ555Ɨ0100 • 8–6 (Calls may be

recorded).” Put the same text in the pinned comment so late joiners see

it. Put your number and hours in your bio too. If you have a call page, set

your bio link to that page. The pagemust load fast and show the same

number at the top with a big “Tap to Call” button and the consent text

near any form.

Open with a hook. In the first three seconds, say the problem out loud

and onƗscreen. “AC not cooling? I’ll share three quick checks, then take

questions.” People decide fast whether to stay. Clear beats clever here.

Teach the steps. Show a clean filter next to a dirty one. Say, “If you

can’t see light through it, replace it.” Show the breaker and say, “Flip it

off and on once.” Hold up a thermostat and say, “Set to cool and auto,

then wait five minutes.” Keep your hands in frame so viewers can copy.

Do not open panels. Do not show risky work. If a step could be unsafe,

say, “Stop and call a pro.”

Give your callƗtoƗaction cleanly. “If you’re in Phoenix and still stuck,

call 602Ɨ555Ɨ0100, 8 to 6. Calls may be recorded. We’ll connect you to a

tech today.” Say it, pause, and say it again once. Don’t rush the number.

People need a second to catch it.

Move into Q&A. Tap a question, restate it, give one step if there is a

safe step, and remind viewers when to call. If someone asks for a price,

be honest: “We can’t price without a live check. If you’re in 85008 or

nearby, we can connect you now.” Keep answers short and kind. If trolls

join, ignore them or mute them. Don’t argue. Your calm tone is your

brand.

Repeat your callƗtoƗaction every few minutes. New people join all
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the time. A soft rhythm works: steps, two questions, CTA. Steps, two

questions, CTA. Keep the number pinned in the comments. If you have a

helper, they can reƗpin the number when the chat scrolls fast.

Offer a freebie to raise calls. “We have a 1Ɨpage ‘AC Not Cooling’

checklist. If you call, we can text it—reply STOP to end.” Only text

if the caller says yes. Log consent. Keep the text short: “Here’s the

checklist. We answer 8–6. Reply STOP to end.”

Run Lives 20–30minutes. Ending a little early is better than dragging

on. When you close, say the number and hours one last time and thank

viewers. Save the Live replay if TikTok allows it on your account. The

replay can send calls for the next hour as people catch up.

Clip your Live into short videos. Pull a clean 20Ɨsecond answer and

post it with the number in the caption and the pinned comment. These

clips keep working between Lives. Put the same clip on YouTube Shorts

and Reels if you use them.

Track calls with a TikTok Live number. Use the same number in your

overlay, pinned comment, bio, and call page. Watch your log during the

Live and for 30minutes after. You will see calls spike when you say the

number clearly and when you answer a question that matches the pain

people feel in that moment.

Avoid traps. Do not fake problems on camera. Do not promise “instant

visits” if your buyer is booked. Do not say “24/7” if you don’t answer at

night. Do not ask viewers to DM you their numbers unless you plan to

call within minutes and you store consent. Keep it clean: public number,

public hours, public safety note.

A realƗworld example helps. You schedule a Live for Tues-

day 4:30–5:00. Your pinned comment says, “Phoenix help line:

602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” You teach three steps,

answer six questions, and repeat the number three times. During the

Live and the next hour, your TikTok number logs 12 calls. Nine are inside

your ZIPs. Seven pass your 90Ɨsecond timer. You clip a 25Ɨsecond answer
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and post it. The next morning, two more calls come in from the clip.

That is one halfƗhour of steady help turning into paid calls—because

you kept the message simple and the next step easy.

Do this twice a week during hot weeks. Do it once a week the rest of

the season. Over time, people will plan to bring their questions to you.

When they trust your Live voice, they trust your phone line. Trust adds

minutes. Minutes pay.

S3. YouTube Live streams & community posts

YouTube Live lets you teach and take questions in a place where the

replay lives forever. Many viewers watch on TVs or laptops, but plenty

watch on phones too. If youmake the stream simple, safe, and clear—

and if you pin your number in chat and in the description—you can drive

long, ready calls during and after the show. Pair Lives with Community

posts on your channel to warm up your audience and remind themwhen

help is live.

Plan one weekly live show during your season. Pick a steady day and

time that match your buyer’s open hours. A 30–45minute show works

well. Name it in plain words: “AC Not Cooling? Live Q&A for Phoenix.”

Set the stream up a day ahead. In the title, include the city. In the

description, put your number and hours in the first two lines so they

showwithout clicking “More.” Add your call page link with UTM tags.

Paste your recording note near the number: “Calls may be recorded for

quality.”

Prepare a short outline. Startwith your promise, teach three safe steps,

openQ&A, and endwith your callƗtoƗaction. Practice saying your number

slowly. Make a simple onƗscreen overlay with your number and hours

in the lower third. You can do this with basic streaming tools, but don’t
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overthink it. A printed card held to the camera works if tech fails.

Use Live chat the right way. Before you go live, paste your number

and hours in a chat message and pin it. If you can, set a chat bot (like

Nightbot) to repeat your number every five minutes with a calm line:

“Phoenix help line 602Ɨ555Ɨ0100 • 8–6 (Calls may be recorded).” Turn

on slowmode if chat flies by so you can read questions. Ask viewers to

put their ZIP in their question so you can steer locals to the phone.

Open strong. Say, “AC not cooling in Phoenix? I’ll share three checks,

then we’ll take questions. If you’re stuck now, call 602Ɨ555Ɨ0100, 8–6.

Calls may be recorded.” This sets the tone and gives an out to people

who need help right away.

Teach with props. Hold up a filter and a flashlight. Hold up a

thermostat. Show a breaker panel with the main door closed and point

where a single breaker is. Never open a live panel. Say what not to do. “If

you hear buzzing outside, don’t try to spin the fan with a stick.” Safety

lines build trust and protect people.

Take questions in short bursts. Read the question, answer in one

minute, and point to the number if the situation sounds risky or beyond

DIY. “If you’re in 85008 and that didn’t fix it, call 602Ɨ555Ɨ0100. We’ll

connect you now.” Keep answers kind. If someone asks for prices,

say, “We can’t price sightƗunseen, but a pro can quote you after a quick

check.”

Repeat your callƗtoƗaction three times across the show: once at the

start, once at the midpoint, once at the end. Say the number and hours

the same way each time. On screen, point to the pinned chat message.

In the description, the number should be easy to copy.

Use Chapters. After the live ends, add timestamps to your description

like “00:00 Start + number, 01:30 Filter, 04:00 Breaker, 06:00 Thermo-

stat, 10:00 Q&A.” Chapters make replays useful. People will scrub to the

part they need and then call. Add a pinned comment on the replay with

your number and hours again so it stays at the top of comments forever.
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Create Community posts to prime and to recap. The day before, post:

“Live tomorrow at 5 p.m.: 3 AC checks + Q&A (Phoenix). Number in

description. We answer 8–6.” Themorning of, post a reminder. After

the stream, post a recap with one tip and the number. Community posts

reach subscribers and sometimes nonƗsubscribers in your area. They

keep your name in their feed without ads.

Clip your lives into Shorts. Pull 20–40 second bits where you give

a clean answer and include the number in the onƗscreen text and the

description. Shorts earn views while you sleep. They push steady traffic

to your call page and to the next live.

Use a unique YouTube Live tracking number. Use it in the overlay, in

pinned chat, in the description, and on your call page. In your phone

log, watch for spikes during the live and the hour after. Also note calls

after someonewatches the replay with chapters. Youwill often see small

spikes days later when the weather changes.

Keep the tonewarm and local. Mention your city in answers. “Phoenix

gets dust—filters clog fast.” Mention hours and ZIPs out loud so you

filter in the right callers and filter out folks you can’t serve. Honest

filters make calls longer because the people who call are the people you

can help.

Watch your replay retention in YouTube analytics. If viewers drop

off early, tighten your open. If chat questions spike when you show

the filter, put that earlier next time. Small tweaks increase watch time,

which increases replays, which increases calls.

A simple example shows the effect. You schedule a Wednesday 5 p.m.

live. Title: “AC Not Cooling? Live Q&A for Phoenix.” Description line

1: “Phoenix help line: 602Ɨ555Ɨ0100 (8–6). Calls may be recorded.”

Pinned chat: same number and hours. You teach three steps, answer

eight questions, and repeat the number three times. During the live,

your YouTube number logs nine calls. Five pass 90 seconds. The replay

gets 700 views in a week with chapters. Four more calls come from the
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replay. You clip two answers into Shorts. Each Short sends one more

call. One live session becomes a week of calls because your number and

message were easy to find in four places.

Do this weekly in season. Rotate topics. Keep the same structure. Over

time, your live room becomes “the place” locals go when something

breaks. That trust moves from chat to phone without friction.

S4. Reddit AMAs & mod relations

Reddit is a network of forums (“subreddits”) with their own rules and

culture. Some are strict. Some are friendly. All dislike spam. An AMA

(“Ask Me Anything”) is a planned Q&A thread where the community

asks questions and you answer. When done with care, an AMA can build

a lot of trust and drive calls—but only if you put the community first.

Start with the right subreddits. Look for your city sub (like r/phoenix)

and topic subs (like r/HomeImprovement or r/HVAC). Read each sub’s

rules. Some allow professionals to answer but ban selfƗpromotion. Some

allow AMAs if you ask mods first. Spend two weeks answering normal

questions in a helpful way before you pitch an AMA. Use plain words.

Never drop your phonenumber in a place that bans it. If links are allowed,

link to a clean checklist page with no popƗups and a clear privacy note.

Pitch the mods with a short, honest message. “Hi mods, I’m Jay. I run

a local AC help line (Phoenix). I’d like to host a oneƗhour AMA before the

first heat wave. I’ll share safe checks, what not to do, and when to call

a pro. No prices, no hype. I can list my number in my profile only, not

the AMA, if you prefer. Let me know your rules and a good day/time.”

Mods are busy. Be patient and kind. If they say no, thank them and keep

helping in comments. If they say yes, follow their instructions exactly.

Write your AMA post like a friendly letter. Title it in reader words:
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“AMA: AC Not Cooling? Phoenix helper answers safe checks + when to

call.” In the body, say who you are in one plain sentence. List what you

will cover in short lines. Set limits: “I can’t diagnose without seeing it.

I’ll share safe checks and point to the next step.” Add a safety note. If

mods allow, add: “My profile lists a local help number (8–6). Calls may

be recorded.” If mods prefer no phone mention, skip it here and keep

your number only on your profile.

Bepresent for thewholehour. Answer fast andkindly. Use theperson’s

words. If someone asks, “Unit clicks but fan won’t spin,” say, “If you

hear buzzing at the outdoor unit, do not push the fan—call a pro.” If

someone asks, “Do you serve 85016?” reply with one line and, if rules

allow, say your hours. Do not argue. If a thread gets heated, step out and

keep answering others.

Tag your post with the right flair if required. Mods often give you

special AMA flair. Use it. It helps readers find you and tells autoƗfilters

to leave your post alone.

Place your resources in the comments only if allowed. A cleanmove

is to comment “Here’s a 1Ɨpage checklist we made (no ads)” and link

it, then reply to that comment with new tips over time. Do not paste a

phone number in the post if the rules ban it. Keep your number on your

profile. If a reader asks for it and rules allow, you can reply with it then.

After the AMA, write a short thank you comment and invite people to

read the checklist. If mods allow, you can write a recap post a week later

with the top five questions. Link to the original AMA for transparency.

Keep your tone the same: calm, local, safe.

Track calls with a Reddit profile number and a clean call page link on

your profile only. Do not put tracking in the AMA if the rules ban links.

Many Redditors will click your profile to see who you are. There they

should see one line and your number. “Phoenix help line 602Ɨ555Ɨ0100 •

8–6 (Calls may be recorded).” If someone DMs you asking for help, ask

them to post their question in the thread so others learn too, or to call if
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it’s urgent and they are local.

Mind privacy. Never ask for addresses in public. Never post photos

from jobs without permission. If a story could identify someone, keep it

general. Mods care about safety and consent. So should you.

Recycle the AMA into your site content. Copy your best answers (no

usernames) into a blog post called “Top AC Questions from Phoenix

Reddit AMA.” Link that post to your pillar page and your call page. This

gives your hard work a second life in search. It also shows future mods

you do things the right way.

A sample path shows the flow. You spend two weeks helping in

r/phoenix and r/HomeImprovement. You ask mods for an AMA and

get a yes for Tuesday at 5 p.m. You post the AMA with rules, safety lines,

and a note that your number is on your profile. For an hour, you answer

fast and kind. The thread gets 120 comments. That night, your Reddit

number logs five calls. Three pass 90 seconds. The next day, twomore

calls come from people who read the AMA after work. You thank the

mods. A month later, they invite you back before the next heat wave.

You didn’t buy ads. You honored the room. The room sent you calls.

Reddit rewards patience, honesty, and respect. If you bring those, and

you keep your phone path clean and simple, AMAs can become a seasonal

engine of trust and calls.

S5. Discord community creation

Discord is like a small, private town square you run yourself. It is not for

blasting ads. It is for building a community around your help. It works

best when you already have some audience from YouTube, TikTok, or

Facebook Groups. Your Discord gives them a quiet place to ask questions,

get quick checks, and call when the doƗitƗyourself steps fail. Done right,
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it becomes a steady source of wellƗprepared calls that pass your buyer’s

timer.

Design the server around simple paths. Think in three spaces: start

here, get help, and call us. In “startƗhere,” post your rules in plain

words: be kind, no spam, no unsafe advice, no posting addresses, and

no direct messages to members without consent. Post your hours and

your city. Post your recording note for calls: “Calls may be recorded for

quality.” Pin a link to your call page with a big button and your consent

text. Keep this channel readƗonly so it stays clean.

In “getƗhelp,” let people ask quick questions. Pin a short “before

you ask” message: check the filter, check the breaker once, check the

thermostat. Ask posters to include their ZIP and a photo if safe. Set

the tone by answering with short steps and safety lines. Always invite a

call when DIY fails and the person is inside your service area. “If you’re

in 85008, call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” Keep your

replies kind and small. You are not trying to solve everything in chat.

You are trying to guide people to a safe path.

In “callƗus,” keep only onemessage: your number, your hours, and

your call page link. Pin it. Do not allow chat here. This channel is a

lighthouse. When people want to call, they should find the info in one

tap. Use a unique tracking number for Discord so you canmeasure it.

If you have bilingual help, make a “#español” channel. Post the same

rules in Spanish. Post your Spanish call line and hours if you have them.

Do not send Spanish speakers to EnglishƗonly agents. That leads to short

calls and refunds. Build the channel only when you can answer it with

respect.

Set up roles to protect the space. Give “Moderator” to one or two

trusted people. Give “Helper” to you and any trained team members.

Give “Neighbor” to everyone else. Turn on community tools like slow

mode in busy channels. Consider a simple “welcome” gate where new

members must agree to rules before posting. This keeps bots out.
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Host office hours. Pick a steady hour each week, like Wednesdays at 5

p.m. Post “Office hours starting now—drop your AC questions.” Answer

for an hour. Remind people of the number at the top and bottom of the

hour. End on time. Steady beats random.

Use a simple form bot or link to a Google Form for callback requests.

Keep the form short: phone, ZIP, problem, consent checkbox. On submit,

the form should post to a private channel that only your team can see

so an agent can call within minutes. Keep the consent line clear: “By

submitting, you agree we can call or text you about this request. Reply

STOP to end.” Honor STOP across all tools.

Seed the server with helpful resources. Create a “guides” channel and

post your oneƗpage checklists. Post a “heat wave” guide and a “first cold

snap” guide. These should match your site pages and your live scripts.

Keep the tone the same. Link to your pillar page for deep dives.

Keep the culture human. Celebrate small wins. When someone says,

“The filter fix worked,” reply “Great job!” When someone calls and gets

help, ask them to update the thread if they can. Do not pressure reviews

here. That belongs in your postƗjob texts. In the server, your goal is

peace, not points.

Grow slowly. Invite your YouTube and TikTok viewers to join for

weekly office hours. Put the invite link in your bios. Ask partners like a

realtor or a neighborhood page to share your invite when storms or heat

waves hit. Do not chase big numbers. A small, healthy server is better

than a giant, messy one. Fifty active neighbors who learn and call are

worth more than five thousand idle names.

Watch your metrics monthly. Howmany questions did you answer?

How fast? Howmany calls came from the Discord number? What was

the average connected talk time? Howmany were accepted? If calls are

short, check your rules and your guidance. Maybe people expect repair

in chat. Remind themwhat you do: quick checks, safe tips, connect to a

pro.
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Avoid risk. Do not diagnose dangerous issues in chat. Do not allow

members to post addresses or phone numbers in public channels. Ask

them to call if they are local or to use the form. Do not let unknown

“pros” advertise. Your space is for safe help, not free ads. Remove bad

actors fast.

A simple success path looks like this. You start a Discord with three

channels: startƗhere, getƗhelp, callƗus. You tell your YouTube Live

viewers about weekly office hours. Twenty join in the first week. Ten ask

questions. You answer kindly and point locals to the phone. YourDiscord

number logs six calls during office hours. Four pass 90 seconds. In week

two, you add a “guides” channel. Someone finds your “AC not cooling”

checklist at 11 p.m., replaces their filter, and thanks you the next day.

Someone else calls at 8:05 a.m. after your office hours reminder. By

week four, the server feels like a quiet porch where neighbors drop by,

get help, and call when they needmore. That steady, human rhythm is

what makes Discord work for payƗperƗcall.

Keep it light. Keep it local. Keep it safe. A small community you care

for will care for you back—with trust first, and calls second.

S6. Telegram broadcast channels

Telegram has two main tools: channels and groups. A channel is

oneƗway. Only you post. Followers read and tap. A group is twoƗway

chat. For payƗperƗcall, a broadcast channelworks best. It lets you send

short, clear updates with a simple “call now” at the end. There is no

noise, no spam, no arguments. People join because they want quick

help and alerts. When you do this right, a single post can push calls in

minutes.

Start with a clean setup. Create a public channel with a simple name,

like “Phoenix AC Help.” Use a real logo or a clear photo. Write a short

bio: “Quick checks + heat wave alerts for Phoenix homes. We answer
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8–6. Calls may be recorded.” Pin onewelcome post at the top. In that

post, put your tracking number, your hours, your service ZIPs, and a

call page link that loads fast on phones. Add your consent line on the

call page: “By tapping ‘Call,’ you agree we can call or text you about AC

help. Reply STOP to end.”

Plan your content like a weather forecast. Your readers need help now,

not someday. Share short, useful posts at the right times. For example,

the night before a heat wave, post: “Heat hits 110° tomorrow. Do 2 fast

checks at 7 a.m.: replace a dirty filter; set thermostat to cool + auto and

wait 5 minutes. Still warm in 85008/85016/85018? Call 602Ɨ555Ɨ0100,

8–6. Calls may be recorded.” Keep the lines short. Put the number once.

End clean.

Use three post types again and again:

1. Alert + checks + CTA. “Dust storm today—filters clog fast. Try

these two checks. Call if stuck.”

2.

3. Tiny howƗto. A 20Ɨsecond screen recording or photo set showing a

safe step (filter, breaker, thermostat).

4.

5. Story + lesson. “Ana in 85008 had warm air. Filter looked like a

sweater. New filter + 5Ɨminute wait fixed it.”

6.

Always end with the same calm line: “In Phoenix? Call 602Ɨ555Ɨ0100,

8–6. Calls may be recorded.” If you speak Spanish, post the same

message in Spanish right after, or run a second Spanish channel and link

the two.

Keep posts light and fast. Telegram supports images, short clips, voice

notes, and polls. A quick voice note can feel human: “Heat wave today.

Two checks, then call if stuck.” Do not dump long videos. People open
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Telegram for quick hits. Use scheduled posts at times that match your

buyer’s open hours. A 7:45 a.m. post catches folks before work. A 4:30

p.m. post catches folks before close.

Grow the channel with clean invites. Put the join link on your call page

and in your email footer. Add a QR code to your flyers. After a helpful

call, ask: “Want heat wave alerts and quick checks on your phone? Join

our free Telegram channel.” Never add people without asking. Telegram

is an optƗin space. Respect that. If someonewants fewer pings, tell them

how tomute the channel or change to “silent posts.” When people feel

in control, they stay.

Use a unique number for Telegram. Show it in the pinned post and

at the end of every alert. Put the same number on the call page you link

from Telegram. In your phone system, tag calls as “Telegram.” In two

weeks you will see which posts trigger the longest calls. Alert posts tend

to create calm, ready calls because people already tried the safe steps.

Plan the week like this. Monday, a tiny howƗto at 9 a.m. Wednesday, a

story post at noon. Friday, a weekend alert at 4 p.m. During heat waves,

add amorning and lateƗafternoon post. Keep weekends lighter unless

your buyer is open. If your buyer closes on Sunday, do not push “call

now” on Sunday. Offer a callback form instead: “After 6 p.m., use this

form for a morning callƗback.” Put consent next to the form button.

Keep your promise.

Moderation is simple on a channel: only you post. But you can attach

a discussion group if you want twoƗway talk. If you do, appoint one or

two moderators. Keep rules pinned. Do not allow unsafe advice. If a

chat grows messy, switch it off for a day. Your channel is the main asset.

Protect the signal.

Avoid commonmistakes. Do not overpost. Two or three posts a week

is fine most of the year. During heat waves, daily is okay, but keep it

short. Do not post prices. Do not post “24/7” if you do not answer at

night. Do not edit old posts with new hours—people won’t see the edit.

270



FREE TRAFFIC — SOCIAL & COMMUNITY DEEP DIVES

Post a fresh update instead. Do not forget your recording note on the

call page and in your call script.

A quick story shows the flow. You launch “Phoenix AC Help” and pin a

welcome post with your number, hours, ZIPs, and link. Forty neighbors

join from a QR on your flyer and a link on your call page. OnWednesday,

you post at 4:30 p.m.: “110° tomorrow. Replace filters tonight. If still

warm in 85008/85016/85018, call 602Ɨ555Ɨ0100, 8–6. Calls may be

recorded.” At 5 p.m. and 9 a.m. the next day, your Telegram number

logs seven calls. Five pass 90 seconds. This is free flow from a clean,

calm push. You keep the rhythm. The channel becomes a steady tap,

not a fire hose. Your buyer hears prepared callers who already tried the

basics. Timers clear. Everyone wins.

S7. WhatsApp communities (with consent)

WhatsApp is where people talk to friends and family. Treat it like a home.

Only message people who ask to hear from you. That is consent. It

protects trust and keeps you safe. With consent, WhatsApp is powerful.

Messages land. People reply. Calls happen fast.

UseWhatsAppBusiness soyoucan set aprofile, quick replies, a catalog

(if needed), and an awaymessage. Add your logo, your hours, and your

service area in the profile. Set your business hours to 8–6 (or your true

hours). Add a simple away message: “Thanks for your note. We answer

8–6. If urgent and you’re in Phoenix, call 602Ɨ555Ɨ0100. Calls may be

recorded.” This catches late messages without making false promises.

Choose the right structure. If you want oneƗway updates, create an

Announcements group (or a broadcast list). Only admins can post. If

you want twoƗway chat, create a Communitywith an “Announcements”

channel and optional subƗgroups for certain topics. For payƗperƗcall,
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start with Announcements so your number stays clear and you avoid

noise. You can add a Q&A group later if you have moderators.

Build your list the rightway. Ask permission at the end of a helpful call:

“Would you like heat wave alerts and quick AC checks by WhatsApp? We

send 1–2messages a week. Reply YES and we’ll add you. You can reply

STOP any time.” Log the “YES” with the date. If you collect numbers via

a form, add a checkbox: “I agree to receive WhatsAppmessages about

AC help. Reply STOP to end.” Do not add anyone who did not ask. Do not

import random contacts. Do not buy lists. Ever.

Send short, usefulmessages. A typical alert looks like this:

“Heat hits 110° today. Two quick checks: replace a dirty filter; set ther-

mostat to cool + auto, wait 5minutes. Still warm in 85008/85016/85018?

Call 602Ɨ555Ɨ0100 (8–6). Calls may be recorded.”

Keep the number and hours in the message. Do not make people click

to find them. If you add a link, make it short and fast. Use UTM tags so

you can track clicks. If you share a picture, use a clean photo you took

yourself. Compress it so it loads fast.

Respect time. Twomessages a week is plenty most months. During

heat waves, one per day is okay. Avoid lateƗnight pings. If your buyer is

closed, do not push “call now.” Offer a callback option: “We open at 8.

To request a morning call, tap here [link]. Reply STOP to end.” Honor

STOP. Remove that number from your WhatsApp list and your SMS list.

Sync your suppression list across tools.

Use quick replies for common questions. Save “Hours + number,”

“ZIPs we serve,” and “Safe checks” as shortcuts. When someone replies

“I’m in 85018, still warm,” you can answer fast and invite a call: “We

serve 85018, open 8–6. If you’re stuck, call 602Ɨ555Ɨ0100 now. Calls

may be recorded.” Fast, kind replies lift call rates.

Label threads in WhatsApp Business so you can follow up if needed.

Labels like “Hot lead,” “Callback set,” and “Out of area” help you see

patterns. If manymessages are out of area, tighten your copy to name
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ZIPs sooner. If people ask at night, add “after hours” text to your profile

and your broadcast footer.

Combine WhatsApp with other free channels. Tell your Facebook

Group you have a small, free WhatsApp list for heat wave alerts. Add

the invite link on your call page. Put a QR code on your flyer. Ask happy

callers if they want the list. Keep it optƗin always. This slow build makes

a loyal list that actually reads.

Use aWhatsApp tracking number. Show it in your messages and on

the page your link goes to. Tag calls from that number in your phone

system. After amonth, look at average talk time forWhatsApp calls. You

will often see longer times because readers tried your checks first and

are local.

Watch common pitfalls. Do not send long videos. They stall. Do not

paste a giant block of text. Use 3–5 short lines. Do not promise “24/7”

if you are not. Do not ask for credit cards or private data in chat. Move

sensitive steps to the call with your buyer. Keep records simple and safe.

Here is a small, real flow. On Monday at 4:30 p.m., you send:

“Dust storm today. Replace filters tonight. If AC is still warm in

85008/85016/85018, call 602Ɨ555Ɨ0100 (8–6). Calls may be recorded.”

Within an hour, your WhatsApp number logs four calls. Three pass 90

seconds. On Tuesday at 8:05 a.m., you send a gentle morning tip. Two

more calls follow. You never spammed. You asked first. You wrote like a

neighbor. The list trusts you, and trust turns into minutes on the phone.

WhatsApp works because it is close to the person. Use that closeness

with care. Ask before youmessage. Keep the messages short. Keep the

number big. Keep the hours clear. Offer STOP every time. When you do,

people stay, and the right people call.
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S8. Instagram Reels & Story CTAs

Instagram is visual and fast. Reels grab attention. Storiesmove people

to action with stickers and links. If you run a brand, you can turn simple

howƗtos into Reels and then nudge viewers to call with Stories. The key

is to speak to locals, keep your advice safe, andmake the next step one

tap.

Fix your profile first. Switch to a Professional Account so you can

add a Call button. In your profile, write one line: “Phoenix AC help •

602Ɨ555Ɨ0100 • 8–6 (Calls may be recorded).” Add yourwebsite link to

a clean call page with a big button and consent text. Use a profile picture

that is clear at small size.

Use a simple Reel format that you repeat every week. Think 15–30

seconds. Use this flow. First, a hook on screen and out loud: “AC not

cooling?” Next, three quick cuts showing three safe steps: filter, breaker

once, thermostat to cool + auto and wait 5 minutes. Last, a calm CTA:

“In Phoenix? Call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” Add

captions so people can read without sound. Put your number and hours

as onƗscreen text in the last three seconds. In the caption, repeat your

number, hours, and ZIPs. Some viewers will read first and call later.

Tape with your phone. Stand by a window or outside in shade. Avoid

echo. Hold the phone steady. Keep your hands in the shot when you

show steps. Do not open panels or show risky work. If a step could be

unsafe, say, “Stop and call a pro.”

Post Reels when your buyer is open. Latemornings and early evenings

often work. Test times. Watch when calls spike. A Reel at 11 a.m. can

push lunch calls while agents are at their desks. A Reel at 4:30 p.m. can

push calls before close.

Use Stories to push action right now. After you post a Reel, add three

stories:
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1. A recap card with the same three steps in big text.

2.

3. A “Link” sticker to your call page with “Tap to Call Phoenix Help.”

4.

5. A short talking story: “If you’re still stuck in 85008/85016/85018,

call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.”

6.

Add a Location sticker with your city. Locals notice. Save your best

Stories asHighlights named “AC Tips” and “Call Now.” New visitors

can tap and see your steps and number in seconds.

Run microƗQ&As in Stories with the Questions sticker. “Ask AC

questions. 30Ɨminute window.” Answer the ones that are safe. Each

answer card ends with “Phoenix help line: 602Ɨ555Ɨ0100 (8–6).” People

who ask a question feel seen. Many will call if the steps don’t work.

Make a carousel post now and then with a tiny checklist. Slide 1:

“AC Not Cooling? Try This.” Slide 2: “Filter: replace if you can’t see

light.” Slide 3: “Breaker: off and on once.” Slide 4: “Thermostat: cool +

auto; wait 5 minutes.” Slide 5: “Still stuck in 85008/85016/85018? Call

602Ɨ555Ɨ0100 (8–6). Calls may be recorded.” Carousels live longer than

Stories and can show up for weeks.

Always use a unique Instagram number. Put it on your Reel end card,

in your caption, and on your call page. Tag calls in your system. Watch

average talk time from IG. If calls are short, tighten your copy. Say the

city and ZIPs earlier. Make your hours bigger. People need to know if

you can help today.

Keep your voice local. In captions, mention dust storms, heat waves,

or “first cold night.” Locals trust local words. Add a simple hashtag or

two, like #phoenix #acrepair. Avoid a pile of tags. It looks spammy and

brings the wrong eyes.

Avoid common traps. Do not cram five ideas into one Reel. One
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problem per Reel is plenty. Do not post atmidnight if you close at six. Do

not paste your number ten times. Once on screen and once in the caption

is enough. Do not promise prices or instant visits. Say “connect” and

“same day” only if it’s true.

A small weekly plan makes this easy. Monday: Reel + Stories +

Highlight. Wednesday: Q&A Stories for 30 minutes. Friday: Carousel

with steps. During heat waves, add an extra Reel on Tuesday and a Live

Q&A on Thursday (if you have time). Every time, end with the same call

line and hours. That match builds trust.

A quick story shows the flow. You post a 20Ɨsecond Reel at 11 a.m.:

hook, three steps, CTA. You follow with three Stories and a link sticker

to your call page. From noon to 2 p.m., your Instagram number logs five

calls. Three pass 90 seconds. You save the best Story to Highlights. Over

the next week, twomore calls come from people who check your profile

and tap “Call.” Your cost was time and care. Your reward is calm calls

that meet the timer.

Instagramworkswhen you keep it simple, local, and safe. Show, don’t

brag. Help first. Say the number and hours the same way every time.

Let people call without hunting. That is how Reels and Stories turn into

revenue.

S9. Influencer micro‑collabs for calls

AmicroƗinfluencer is a local creator with a small, real audience (often

2,000–50,000 followers). Their people trust them. If that creator shares

your three steps and a clean way to call, you can reach a lot of locals fast

without buying ads. The trick is to pick the right partners, give them an

easy plan, andmeasure with a unique number.

Look for creators who share your neighborhood, not just your niche.
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Great partners include a local realtorwhoposts about homes, a neighbor-

hoodnewspage, a parentingbloggerwho shares family tips, ahandyman

channel that shows safe fixes, or a weather page. You want overlapwith

your callers. Youdonotneed amillion followers. Youneed local, engaged

people.

Vet before you pitch. Scan their last 12 posts. Are comments from

locals, or are they bots? Do they speak in a calm, honest tone? Do they

share safety notes? Do they post at times when your buyer is open? If

the answers are yes, send a friendly DM or email:

“Hi [Name], I run a local AC help line in Phoenix. I loved your post on

summer prep. I’d like to share a simple howƗtowith your audience: three

safe checks when the AC blows warm. No prices, no hype. If someone is

still stuck, I can give one clean callƗtoƗaction with hours. In return, I can

film a tip for your page (home checklist, heat wave prep) or feature you

on ours. If it helps, I’ll write a short script so it’s easy.”

Keep it noƗcost if you can. Offer a swap or a feature. ManymicroƗinflu-

encers will help if the content is helpful and safe. If a partner asks for

pay, weigh it. Since this chapter is about free tactics, focus on swaps and

goodwill first.

Create a oneƗpage brief they can follow. It should include:

• The problem: “AC not cooling (Phoenix).”

•

• The three steps, in plain words.

•

• The safety line.

•

• The exact call line with number and hours: “Phoenix help line:

602Ɨ555Ɨ0100, 8–6 (Calls may be recorded).”

•

• Where to put it: end of video, caption, pinned comment, and first
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Story frame that day.

•

• Your doƗnotƗsay list: no prices, no fake “24/7,” no risky steps.

•

Give them a unique tracking number and a short call page link with

UTM tags. Ask them to use your number on screen and in the caption,

and put the link in their bio for 24–48 hours. Now you canmatch calls

to their post without guesswork.

Make it easy to film. Offer a 20–30 second script they can read in their

own voice:

“Phoenix homes: AC blowing warm? Try these fast checks. One, the

filter. If you can’t see light through it, replace it. Two, the breaker—

off and on once. Three, set thermostat to cool and auto and wait five

minutes. If you’re still stuck in 85008/85016/85018, call 602Ɨ555Ɨ0100,

8 to 6. Calls may be recorded. They’ll connect you to a tech today.”

Give them two simple shots to capture: a filter with a flashlight behind

it, and a thermostat closeƗup. Send your own photos they can overlay if

they want. Keep the look real. No stockƗy fakes.

Ask for three placements on one day: a Reel (or short), a Story with a

Link sticker to your call page, and a pinned comment with your number.

The Reel builds reach. The Story drives action. The pinned comment

saves the number at the top.

Pick the right day and time. Match it to highƗneed hours. In summer,

weekday late afternoon or Saturday late morning works. During a heat

wave, any day at 4–5 p.m. is good. Remind the creator to post when your

buyer is open.

Track and learn. Watch your influencer number for 48 hours. Note

calls, connected talk time, acceptance. Ask the creator for their basic

metrics (views, likes, saves). Match spikes to calls. If talk time is long

and acceptance high, do another swap next month. If calls are short
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or out of area, tweak the script: say ZIPs sooner, say hours bigger, or

choose a different partner.

Protect trust. Ask the creator to disclose the relationship if needed. A

simple “Partnered on this tip” in the caption is enough. Do not ask them

tomake claims you cannot support. Do not send them unsafe steps. Give

them a doƗnotƗedit on your safety line and call line so nothing important

gets cut.

Keep files tidy. Save the video. Ask for reuse rights so you can post

a cut on your own page with credit: “Tip with @CreatorName.” That

turns a oneƗday collab into a longƗtail asset. Use the same number in

your repost so tracking stays clean.

A small story makes this real. You partner with a Tempe realtor who

has 7,000 local followers. They post your 25Ɨsecond tip at 4:30 p.m. on a

hot Tuesday. They add your number to the caption and put your link in

their bio. They run a Story with the link sticker. That evening and the

next morning, your influencer number logs nine calls. Seven are inside

your ZIPs. Five pass 90 seconds. You thank the creator, share the post,

and book a fall “heat startƗup” tip. No ad spend. Just a neighbor telling

neighbors what to try and who to call.

MicroƗcollabs work because borrowed trust is strong. If you keep the

content useful, the line honest, and the timing smart, that trust moves

straight to your phone.

S10. UGC outreach for call‑based offers

UGCmeansuserƗgenerated content. Real peoplemake short videos about

their real experience. They can be customers, neighbors, or creators

who like your tips. UGC feels human. It does not look like an ad. That is

why people watch it and act on it. You can turn UGC into calls when you
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ask the right way, give simple prompts, and show one clear next step.

Startwithhappy callers. After a jobgoeswell, ask: “Would you record a

20Ɨsecond video about your fix? Say your first name, your ZIP, what was

wrong, and howwe helped. If yes, I’ll text a link where you can upload

it.” Do not pressure people. Make it easy to say no. If they say yes, send

a link to a simple upload page (Google Formworks). The form should

ask for first name, ZIP, video file upload, permission to use the video on

your pages, and a checkbox consent statement. Keep it short. Put your

privacy note at the bottom. Do not ask for last names or addresses.

Give prompts that make filming easy:

• “Say your first name and ZIP.”

•

• “Say the problem in one line.”

•

• “Say what you tried.”

•

• “Say what happened after you called.”

•

• “Say what you’d tell a neighbor.”

•

An example script a customer can copy:

“I’m Ana in 85008. Our AC blew warm air. I replaced the filter and

reset the breaker, but it was still warm. I called the Phoenix help line at

602Ɨ555Ɨ0100. They got us a tech that afternoon. Wewere cool by dinner.

If you’re stuck, call them. They answer 8–6. Calls may be recorded.”

Keep videos real. Phone vertical. Natural light. Quiet room. No fancy

edits. No scripts wordƗforƗword. Real voices are the point.

Offer a small thankƗyou that is not a bribe for a review. A $10 hardware

store gift card or a simple filter delivered is fine. Be clear: “This is a
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thankƗyou for your time, not payment for a review.” Follow platform

rules. If you post the UGC, add “Thanks to Ana for sharing” in your

caption.

Collect UGC fromnonƗcustomers too. Post: “We’re building a Phoenix

AC Tips page. Want to film a 20Ɨsecond clip showing your favorite quick

check? We’ll credit you in the caption. Use our upload link. Don’t open

panels or show risky steps.” This builds a library of safe, helpful clips

you can share with a callƗtoƗaction at the end.

Get simple rights before you post. Your upload form should include:

“I give Cool Air permission to use my video on their website and social

pages. I can email to revoke future use.” Save the check and timestamp.

Do not post minors without a parent’s written OK. Do not use stock

videos and call them UGC. That breaks trust.

Turn UGC into calls by adding a clear end card. At the end of the clip,

add three seconds of text: “Phoenix help line: 602Ɨ555Ɨ0100 • 8–6 (Calls

may be recorded).” In the caption, repeat the number, hours, and ZIPs.

If the platform allows, pin a comment with the number. If you post on

Stories, add a Link sticker to your call page.

Use a unique number per UGC campaign or per top clip. If Ana’s clip

is your star, give it its own number and watch it. Post the clip on Reels,

TikTok, YouTube Shorts, your call page, and in a Facebook Group (if

allowed). The same number should appear in every place you post that

clip. In your phone system, tag calls by the number so you can see if

Ana’s story drives long calls.

Make a UGC wall on your site. Build a clean page with six short clips,

each with the same end card and a big tapƗtoƗcall button above. Keep

the page fast. No autoƗplay with sound. Let visitors tap a clip, hear a

neighbor, and call when ready. Link this page in your profiles and in

your YouTube description. People trust neighborsmore than brands. Let

those voices lead.

Coach for safety. In your prompts, tell creators not to open panels, not
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to bypass safeties, and not to show work that needs a license. Ask them

to keep names of other brands out. UGC should help, not harm. If a clip

shows a risky step, thank the sender and do not post it. Reply with why.

People will respect your line.

Keep your tone steady across UGC. Add the same call line to every clip.

Use the same number format and hours. Use the same recording note on

the page. This makes your voice feel oneƗpiece across many faces. That

feeling raises trust.

A small plan helps you start. Week 1, ask five happy callers for a

20Ɨsecond clip. Two say yes. You post Ana’s clip on Reels with an end

card and the number in the caption. You also put it on your call page.

That day, your UGC number logs three calls. Two pass 90 seconds. Week

2, you post Michael’s clip on TikTok and Shorts. Three more calls come

in. Youmessage past happy callers with the same ask. Each month, you

add two new clips. After a season, you have ten local voices working for

you while you sleep.

Avoid pitfalls. Do not fake UGC. People can tell. Do not use deep

discounts or wild claims in the caption. Do not change someone’s words

to something they did not say. Do not forget to say thanks. Small

kindness keeps people willing to help next time.

UGC works because it is human. Neighbors trust neighbors. When a

short, simple story ends with a clear number and honest hours, people

call with hope, not fear. Hope sounds calm on the line. Calm calls last

longer. Longer calls get accepted. That is the whole goal.
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Paid Media — Search & Maps

S1. Google Ads Call‑Only campaigns

CallƗonly ads (Google now calls them Call Ads) are made for one job: get

a person to tap and call you right now. They show mostly on phones.

When someone taps your ad, their dialer opens with your number. There

is no extra click to a website. This is perfect for payƗperƗcall because the

path is short, and the intent is strong. Your job is to set them up cleanly,

run them only when agents can answer, and track the calls the right way.

Start with the goal. In a new Google Ads campaign, pick a leads goal

and choose calls as the main action. Use Search as the campaign type,

then pick Call Ads inside the ad creation step. Add your business name

and the phone number you want people to call. Use a tracking number

that points to your router, not your office line, so you canmeasure each

ad. Register that number so caller ID shows a clean business name when

possible.

Add clear text in the ad. Keep the headline simple and local: “Phoenix

ACHelp—CallNow.” Thead showsyournumberbig at the toponmobile.

In thedescription, write two short lineswithwhat youdo,who you serve,
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and your hours. “Quick checks + connect to local techs. Phoenix ZIPs

85008/85016/85018. Open 8–6.” Avoid big claims. Say only what is

true today. If you record calls, that is okay, but do not try to cram a legal

notice into the ad. Handle recording and consent on the call, and show

it on your landing pages (for other ad types). For Call Ads, space is tight;

keep it focused on help.

Turn on call reporting and set a call conversion. In your account,

create a conversion action for “Calls from ads.” Pick aminimum call

length that matches your buyer’s timer (for example, 90 seconds). This

helps the bidding system learn which clicks turn into the right kind of

calls. It also keeps your reports honest. A sixƗsecondmisƗdial should not

count as a win.

Set ad schedule to your real agent hours. If you answer 8 a.m. to 6

p.m., run ads only in that window. Add a small 5–10minute buffer on

each end so you do not pay for taps when nobody can pick up. Do not run

Call Ads at night and hope people leave voicemails. Night traffic brings

short, angry calls and refunds. Respect the clock, and your average talk

time goes up.

Choose locationswith care. Target your service areaZIPsor cities only.

In advanced location options, choose “Presence: people in or regularly

in your targeted locations.” Do not target “presence or interest.” The

second setting lets people outside your area into your campaign if they

search “Phoenix AC repair” from far away. That wastes budget and time.

Exclude cities you do not serve.

Pick a small set of keywords to start. Use exact match for the most

obvious “buy” terms, like [ac repair near me], [ac repair phoenix], [air

conditioner not cooling], [hvac repair 85008]. Add phrase match for

close variants, like “ac repair in phoenix.” Avoid broad match on day

one. Broad can be useful later, but with Call Ads it can pull in research

searches you do not want, like “how to become an hvac tech.” We’ll

cover keyword strategy in S5; for now, keep it tight.
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Write two or three ad versions and let them rotate. One versionmight

lead with the problem (“AC Not Cooling? Call Now”), one with the

city (“Phoenix AC Repair — Call Now”), and one with the outcome

(“SameƗDay AC Help — Call”). Watch which line earns calls that hit

your timer. Keep what works and pause the rest.

Mind policy and quality. The phone number must be yours to use.

The ad must match your business name. Do not stuff city names or fake

claims into the business name field. If you promise “24/7” and you do

not answer at night, you risk complaints and suspensions. Keep hours

honest. If you serve Spanish speakers at certain times, note “Se habla

español 8–6” in the description during those hours only.

Set a budget that fits your test. For a local AC line, you might start

at $50–$150 per day in summer. If clicks are $10–$30 and 30–50% of

clicks turn into calls, you’ll get a few chances daily to hit your timer.

Keep a risk cap: pause if accepted calls fall below your target for two

days in a row. Spend rises only when acceptance is steady.

Pick a bidding strategy that matches your data. If you have no history,

start withManual CPC plus Enhanced CPC (ECPC). ECPC nudges bids

up and down to chase conversions without taking full control. Once

you have 30–50 real call conversions (over a few weeks), testMaximize

Conversionswith your call conversion. If your acceptance is steady and

you know your target costƗperƗacceptedƗcall, try Target CPA next. We’ll

go deeper in S6.

Watch the right metrics. In the Call Details report, look at start

time, duration, and area code. In the campaign view, watch phone call

conversions (not just clicks), cost / conversion, and call conversion

rate. In your phone system, watch connected talk time and accepted vs.

rejected by ad group and by keyword. If calls are short, tighten targeting,

hours, and ad text. If calls are long but few, add more close variants and

raise bids during hot hours.

Shape expectations before the tap. Your ad copy should say what you
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actually do. “We connect you to a licensed tech” is clear. “Instant fix”

is not. People who know what will happen on the phone stay longer.

Longer calls pass timers.

Here is a small realƗworld path. It is the first hot week in June. You

launch a Call Ads campaign for Phoenix with four exactƗmatch keywords

and two ads. You run 8–6. You set a 90Ɨsecond call conversion and bid

manually with ECPC. Day one, you get five calls; two pass the timer. Day

two, you add “ac repair near me” as phrase match and negative “jobs.”

You also add “Phoenix” to your description. Day two, you get seven

calls; four pass. Day five, you can see that “ac repair phoenix” and “ac

not cooling” drive most good calls from 4–6 p.m. You raise bids and

budget in thatwindowand lower themat noon. Your accepted calls climb

without wild spend. That is callƗonly done with care.

Remember: short path, clear promise, right hours, clean tracking.

When those four line up, Call Ads become one of the most reliable paid

tools in your payƗperƗcall engine.

S2. Search campaigns with call assets/extensions

Not every searcher wants to call right away. Some want to see a page,

read two lines, then tap. A Search campaign with call assets (Google

used to call them “call extensions”) gives you both paths: a headline

that leads to your page and a phone icon that opens the dialer onmobile.

When you build these right, you catch people across devices and turn

more of them into calls.

Set up a normal Search campaign with a website link. Use your same

tight location rules (target only your service ZIPs or cities; set advanced

location to Presence). Choose a goal of leads. Create one or more ad

groups around a tight theme, like “AC repair” and “AC not cooling.”
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Use exact and phrasematch to start, just like in callƗonly. Keep your list

small and local. You can always expand later when results look steady.

Build responsive search ads that say the problem, the city, the hours,

and the next step. You do not need to be clever. You do need to be clear. A

good ad might show these ideas across its headlines: “AC Not Cooling?”

“Phoenix AC Repair” “Open 8–6 Today.” In your descriptions, write

two lines that promise safe checks and a fast route to a tech. “We

guide quick checks then connect you to a licensed tech. Phoenix ZIPs

85008/85016/85018.”

Add a strong call asset at the campaign level. Use a tracking number.

Turn on call reporting. Set the schedule on the call asset to your agent

hours. This is important: you can run search ads for research traffic

during off hours if your page offers a callback form, but the call button

itself should not show when nobody can answer. If you want zero

offƗhours spend, also align your ad schedule to 8–6. Many advertisers

forget asset schedules. Set them once, and they protect you.

Make the landing page a true tapƗtoƗcall page. Put a big “Call Now

602Ɨ555Ɨ0100” button at the top with a tel: link to your tracking number.

Put your hours next to it. Put your ZIP list below. Add a small callback

form with consent text for people who can’t call right now. Keep the

page so fast that the first screen loads in under two seconds on a phone.

If it’s slow, people bounce and you pay for nothing. Keep images small

and code light.

Track two kinds of calls. First, calls from the call asset (Google logs

these as “phone calls” when the dialer opens from the ad). Second,

calls from thewebsite (people click the ad, land on your page, and tap

your number). To track website taps, set up Google’s call fromwebsite

conversion with a forwarding number or rely on your own tracking

number’s logs. If you can do both, do both. The more clean data you

have, the better your bidding and your learning.

Write site links only if they help someone call faster. “Service Areas,”
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“Hours,” and “Request a Callback” can make sense. Do not add links

that pull people away from the call, like “Blog” or “About,” at the top

of the page for ad traffic. You can keep your site rich for SEO. For paid

traffic, keep the path short.

Mind desktop vs. mobile. On desktop, people may prefer the callback

form. Onmobile, theywill tap the call. Makebothpaths easy. Ondesktop,

put the callback boxhighwith consent checkbox, then your number large

in the header. On mobile, put the call button first, then the form. Do not

hide consent. Clear words nowmean longer calls later.

Build negative keyword lists early. Add “jobs,” “salary,” “course,”

“how to become,” “warranty,” “manual,” and brand names of big OEMs

if you keep getting customer service calls that your buyer can’t handle.

Add “nearme” only if you truly cannot help people who search that way;

usually “near me” is fine for local service. We go deeper on negatives in

S5; start with obvious ones.

Use ad variations to test your tone. For some cities, “SameƗDay AC

Help” works best. For others, “AC Not Cooling?” wins. Keep your tests

small. One change at a time. Watch call conversion rate and connected

talk time by ad group. Small wording shifts can add 20–30 seconds to

average talk time because they set the right promise.

Set a budget that splitƗtests well. If you also run Call Ads (S1), give

each campaign its own budget so performance is clear. In summer, you

might split $150/day between the two and adjust as results come in. If

the Search + Call Asset campaign sends longer calls, move budget in that

direction. If Call Ads beat it in costƗperƗacceptedƗcall, lean there. Let the

phone log decide.

Choose bidding by data level. With no history, startManual CPC +

ECPC. Once you have 30–50 tracked call conversions in a month, test

Maximize Conversions for the campaign and watch for two weeks. If it

keeps your cost per call near target and your accepted rate stays steady,

keep it. If it chases junk, go back to ECPC and tighten keywords and
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negatives. We cover strategy tradeoffs in S6.

A small example shows the flow. You run a Search campaign with call

assets 8–6 across Phoenix ZIPs. Your ad says “AC Not Cooling? Phoenix

AC Help. Open 8–6.” Your page loads fast with a big call button. Your

call asset is scheduled to show only 8–6. In week one, 60% of your calls

come from the call icon; 40% come from the page. You see longer talk

time from page calls because people read your hours and ZIPs before

tapping. You shift more spend to the ad groups that push page calls, but

keep call assets on because some people just want to tap the icon. Your

accepted calls rise without changing your budget. That is the power of

giving both paths, done cleanly.

Remember the basics: clear ad, fast page, honest hours, tight geo,

and clean tracking. If you do these five every time, Search with call

assets will be a dependable engine for your payƗperƗcall line.

S3. Location targeting & radius settings

Great ads fail if they bring the wrong people. In payƗperƗcall, where

you show is as important aswhat you say. You want only the ZIPs and

cities your buyer can serve, during the hours they can answer. You also

want to exclude nearby areas that would eat budget and bring short calls.

Location controls handle this job, but you must set them right. Small

mistakes here cause most wasted spend in local search.

Start with your service map outside Google. On a single page, list

your allowed ZIP codes or city names. Mark any pockets you do not

serve. Confirm hours by day and any holiday changes with your buyer.

This becomes your truth. Ads should match this map, not the other way

around.

In each campaign, set Locations to your exact cities or ZIPs. If you
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have only five to ten ZIPs, enter them as ZIPs. If you cover whole cities,

enter the city names. Avoid giant regions like “Arizona” unless you

really serve all of it. The tighter the better.

Open Location options (advanced). Choose “Presence: People in or

regularly in your targeted locations.” Do not use the default “Presence

or interest.” The default lets people outside your area see your ads if they

search your city name. That is bad for calls. You will pay for outƗofƗarea

taps that hang up fast. Choose Presence and sleep better.

Add exclusions where needed. If you target “Phoenix” but do not

serve parts of the far west side, exclude those ZIPs. If a nearby city looks

like your city in name but is out of scope, exclude it. If you get calls from

a nearby university with dorms you cannot serve, exclude that campus

ZIP during moveƗin week. Think ahead to the events that trip you up.

Use radius targeting only when youmust. Radius can be handy when

ZIPs are messy or when you want a tight circle around a buyer’s office

forwalkƗins. But radius draws a perfect circle; your real service area isn’t

a perfect circle. When in doubt, pick ZIPs first, radius second.

Set up location groups for clarity. If you run several cities, build

separate campaigns per city. This keeps ad copy and budgets clean.

“Phoenix AC Help” in one, “Tempe AC Help” in another. If you want all

cities in one campaign, use separate ad groups per city with cityƗnamed

ads, and add city names as negatives in the other ad groups. That way

a search for “Tempe ac repair” triggers the Tempe ad, not the Phoenix

one.

Use location bid adjustments after you gather data. When you see that

calls from85008have longer talk timeandhigher acceptance than85016,

add a small positive bid adjustment for 85008 and a small negative for

85016. Keep changes small at first (10–20%). Let a week of calls roll in,

then adjust again. The goal is to put more budget where accepted calls

per dollar are highest.

Align ad scheduleswith location rules. If your buyer closes at 6 p.m.,
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but one city does much better from 4–6 p.m., consider shifting more

budget to that city during that window. You can do this by splitting

campaigns or using a smart bidding strategy that handles dayparting.

We’ll cover dayparting in S4.

Handle time zoneswith care. If your account is set to one time zone

but you serve another, your ad schedule will follow the account’s time,

not the city’s. If that causes trouble, set up a separate account or MCC

for the other zone, or adjust schedules manually so ads run during real

local hours. The phone does not care what Google thinks the time is; the

caller does.

Mind travelers and newmovers. Even with Presence targeting, you’ll

get people who are “regularly in” your area but currently traveling. If

those calls are short andmessy, add device or hour filters (for example,

reduce bids overnight when travelers search). For newmovers, lean into

ZIPs with lots of rentals and home sales during peakmonths. Your buyer

will hear more “system not starting after moving in” calls. Build an ad

that speaks to that and targets those ZIPs.

Watch theLocations reportweekly. Sort by cost and conversions. Look

for ZIPs with high cost and low accepted calls. Tighten them or pause

them. Look for ZIPs with a few strong calls. Lean in. Location tuning is

not a oneƗtime job. It is a monthly habit that keeps spend honest.

A simple example shows the power. You launch Phoenix with ZIPs

85008/85016/85018 on Presence. In week one, 85008 drives most

accepted calls. In week two, you add a 20% bid increase for 85008 and

a 10% decrease for 85016. You also exclude a pocket of 85016 where

apartments use chilledƗwater systems your buyer will not touch. Your

cost per accepted call drops by 18% in a week, with no headline changes.

That is location precision doing quiet work.

Remember this order: map first, locations second, presence mode

on, exclusions where needed, small bid nudges over time. When you

respect the map, your agents hear people they can actually help. Calls
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get longer. Timers clear. Budgets stretch.

S4. Ad scheduling & dayparting for agent hours

Your ads should speak onlywhen someone can pick up. This is the heart

of dayparting. In payƗperƗcall, time is not a detail; it is the whole game.

If you run at the wrong time, you pay for short calls and voicemails. If

you run at the right time, you answer calm, ready callers. The difference

shows up in your acceptance rate.

Begin with your agent hours. Write them down by day. If you add

extra hours during heatwaves, list those too. Build your schedule around

humans, not hopes. If you cannot add seats at lunch, youmay want to

lower bids or pause during that window.

Set your campaign’s Ad Schedule to your open hours. For example,

Monday–Saturday, 8 a.m. to 6 p.m. Leave Sunday off if you are closed.

If you run Search with call assets, also set the call asset’s schedule to

the same hours so the phone icon vanishes when you are closed. If you

run Call Ads, the ad itself should not show when you are closed.

Layer in dayƗofƗweek tests. Over two weeks, you may see that

Tuesday andWednesday 10–2 perform best. Add small bid adjustments

(+10–20%) in those hours. If Friday 4–6 is weak because calls come

late and short, lower bids then. Keep changes small and watch your logs.

The aim is to shape spend to match the real flow of accepted calls.

Use hourly reporting to find peaks. In Google Ads, pull a segment by

hour of day and look at phone call conversions. In your phone system,

chart connected talk time by hour. Combine the two. If calls convert at

4–6 p.m. but agents are slammed, consider shifting one agent’s break

to 3–4 p.m. so you’re fully staffed at 5 p.m. Media and opsmust move

together.
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Adjust for season and weather. During heat waves, extend your

schedule to 7 p.m. if your buyer can answer. During cold snaps, start at 7

a.m. for heater issues. Outside peak weeks, tighten back to normal. Put

these changes on a calendar so you remember to switch. Nothing burns

trust like “call now” ads when a phone rings out.

Mind the time zone. If your account runs in a different zone than

your city, your ad schedule follows the account zone. If that causes

offƗhour spend, fix it by making a separate account in the right zone

or by offsetting your schedule manually. Check the first morning after

changes to be sure the right hours are on.

Use scripts or rules as a “curfew guard.” If your team sometimes

closes early, set an automated rule: pause campaigns if daily accepted

calls hit a cap or if a status field in a Google Sheet says “closed.” This

keeps ads off when human reality changes. When you reopen, the rule

turns ads back on. Simple rules prevent expensive mistakes.

Coordinate landing page behavior after hours. If you decide to let

Search ads run for research late at night, your pagemust flip to “Request

a Morning Call” mode. Change the top button from “Call Now” to

“Request Callback,” show a tiny form with a consent checkbox, and

say “We open at 8 a.m. Calls may be recorded.” This keeps the promise

honest. Do not show a “call now” bar when nobody will answer.

Test split schedules by campaign. Run Call Ads only during 8–6. Run

Search + call assets slightly wider, like 7:30–6:30, because some people

will read and call at 8. Keep brand terms (if you run them) during open

hours only. If you use Local Services Ads (for brands), also align their

schedule, but that is outside this chapter’s focus.

Controlbudgetby timewhenneeded. If yourplatformor scripts cannot

shape bids well, you can split one campaign into two: one that runs

8–2 with budget A and one that runs 2–6 with budget B. Put the same

keywords and ads in both. This crude split lets you spendmore in the late

window if that is when accepted calls are best. Keep an eye on overlap
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and totals.

Review daypartmonthly. Things change. Summer school schedules

shift. Sports nights move calls later. New buyer capacity opens a

new hour. Update your schedules when life changes, not just when a

spreadsheet says so. Agents should never feel like ads are flooding them

when they are thin. The phone should feel busy but calm.

A quick story shows the lift. You were running 7 a.m. to 7 p.m. all

summer. Calls from 6–7 p.m. were short and angry; nobody could

answer. You tighten to 8–6, add a 10% bid boost 4–6 p.m., and move

one agent’s break to 2:30. In a week, cost per accepted call drops 22%.

Agents feel in control. Your buyer hears smoother calls and raises your

cap. All you changed was time.

Dayparting is simple on paper: run ads when you answer; spend more

when calls convert. But it is the difference between fighting fires and

building a steady line. Respect the clock, and the clock will reward you.

S5. Keyword strategy (match types & negatives)

Keywords decidewho sees your ads. Good keywords bring ready callers.

Bad keywords bring readers, job seekers, students, and DIY hobbyists.

In payƗperƗcall, you want tight terms that match now problems in your

city. You also want a wall of negatives that keeps out junk. We will keep

this simple and strong.

There are three mainmatch types you will use. Exact match triggers

when the search is very close to your keyword, like [ac repair phoenix] or

[ac not cooling]. Phrasematch triggers when the search includes your

phrase in order withwords before or after, like “best ac repair in phoenix

today.” Broadmatch triggers for related ideas, even if the words don’t

match closely. Broad can work with smart bidding and great negatives,
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but it can also waste money when you are new. Start with exact and

phrase. Add broad later, only if your conversion tracking is clean and

your negatives are strong.

Make a starter setwith exact and phrase. For AC repair in Phoenix:

[ac repair phoenix]

[ac repair near me]

[ac not cooling]

[air conditioner repair]

[hvac repair phoenix]

“ac repair in phoenix”

“ac repair near me”

“ac not cooling”

“emergency ac repair”

If you work by ZIP, add “[ac repair 85008]” and “ac repair 85008.”

If you see people search “air conditioning not working,” make that a

phrase match. Keep the list small at first. Ten to twenty terms is fine.

Write ads that repeat the searcher’s words. If the keyword is “ac not

cooling,” your ad should say “AC Not Cooling? Phoenix Help.” This

makes your ad feel right. It also keeps your Quality Score healthy so you

don’t overpay.

Build a negative list on day one. Add “jobs,” “salary,” “training,”

“course,” “manual,” “pdf,” “diagram,” “thermostat manual,” “re-

mote,” “warranty,” “customer service,” “phone number” (for big OEM

brands), and brand names you do not service. If you run a help line, add

negative for your own brand if people confuse you with a repair shop.

If you find searches for “window ac” and you don’t handle those, add

“window.” If you don’t do ductless, add “mini split” as a negative.

Use negative phrase for families of junk. If “jobs” is a problem, add

phrase negative “job” and “jobs” so variants get blocked. If “how to

become hvac tech” shows, add “how to become” as a negative phrase.

If students search “HVAC salary phoenix,” add “salary.” Keep this list
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growing as you see search terms.

Check the Search Terms report every day in week one, every few days

in week two, and weekly after. This report shows the real words people

typed. When you see a bad theme, block it with a negative. When you see

a good new theme, add it as an exact or phrase keyword and write an ad

that fits.

Consider broadmatch only when you have clean conversion tracking

and steady accepted calls. If you try broad, put it in its own ad group

with a capped budget. Keep your negative list tight. Let Maximize

Conversions or Target CPA steer it. Watch search terms daily at first.

Broad can find gold (like “ac leaking water”) that youmissed. It can also

wander. Don’t let it run wild.

Group keywords by intent. Put “repair” terms together. Put “not

cooling” and “blowing warm” terms together. Put “near me” terms

with your city. This lets you write ads that speak to each pain. It also lets

you shift budget between pain points. If “leaking water” calls are long

and pass your timer often, you can lean in there.

Write city and ZIP into some keywords, but not all. Google handles

“near me” well now. Still, locals do type their city and ZIP. Keep amix.

If you see “ac repair phoenix near me,” that’s okay—your exact and

phrase will catch it.

Add brand negatives if needed. If people search “cool air phone

number” and call to ask about their existing contract, and your buyer

can’t handle those, block “cool air” (your brand) to avoid confusion. If

people search “trane customer service,” and you are not Trane, block

“trane” and “customer service.”

Keep ad groups small. Ten to fifteen keywords per group is enough.

Toomany and your ad gets vague. Vague ads get fewer taps and shorter

calls.

Adjust bids by keyword after two weeks. If [ac not cooling] drives long

calls, raise its bid by a little. If “ac tune up” drives short research calls
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in summer, lower it or pause it until fall. Your goal is accepted calls per

dollar, not generic clicks.

A short story shows the method. Week one, you launch with ten exact

and phrase keywords and a tight negative list. You check search terms

daily. You see “hvac jobs” and “thermostat manual.” You add negatives

“jobs,” “manual,” “pdf.” You also see “ac leaking water.” You add it as

phrase and exact, write an ad “AC Leaking Water? Phoenix Help,” and it

earns three long calls in two days. Week two, you test broadmatch on

“ac repair” in its own group with a small budget and strong negatives. It

finds “acmakingnoise at night.” You add“acnoise” as phrase and exact,

write a safetyƗfocused ad, and it becomes another good source. You keep

pruning junk and planting winners. By week four, your keyword garden

feeds steady, accepted calls.

In short: start tight, grow with proof, block junk fast, keep words

local, and let the phone tell the truth. That is keyword strategy for

payƗperƗcall in plain clothes.

S6. Smart bidding vs manual strategies for calls

Bidding is howGoogle decideswhere andwhen to showyour ads. You can

steer bids by hand (Manual CPC with Enhanced CPC) or let Google steer

with Smart Bidding (Maximize Conversions, Target CPA, Target ROAS).

For payƗperƗcall, the right choice depends on data quality and volume.

If your call tracking is messy, any smart system will learn the wrong

lessons. If your tracking is clean and you have enough conversions,

smart tools can lift you. Let’s break it down in simple steps.

Start withManual CPC + Enhanced CPC (ECPC) when you have no

history. ECPC lets Google nudge bids up or down when a click looks

likely to convert based on signals, but you still set the base bids. This
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gives you control while the account is learning. During this phase, your

job is to make sure your call conversions are set right: “Calls from ads”

with aminimum duration (for example, 90 seconds), and “Calls from

website” if you use them. Do not count formfills as themain goal if your

buyer does not pay for them. Keep the signal pure: calls that last.

Once you have about 30–50 call conversions in the last 30 days in that

campaign, testMaximize Conversions. This strategy tries to get the

most conversions for your budget. Itworks only if your conversion signal

is strong. If you count sixƗsecond calls, youwill getmore sixƗsecond calls.

If you count 90Ɨsecond calls, youwill getmore of those. Set a reasonable

daily budget so the system has room to learn. Let it run for 10–14 days

before you judge. Watch cost / conv. and your accepted rate in the phone

log.

If Max Conversions is stable and your cost per call is close to target, try

Target CPA (tCPA). Set your target to what you can afford per accepted

call times your acceptance rate. For example, if you can pay $80 per

accepted call and your acceptance rate is 60%, your target CPA for all

calls is around $48 ($80 × 0.60). Start a bit higher (e.g., $55–$60) so

you don’t choke volume, then step down over two weeks if performance

holds. If volume dies or quality drops, move back to Max Conversions

and revise.

If you assign values to calls (for example, $100 for a call >120 seconds,

$50 for a call 90–120 seconds, $0 for under 90 seconds), you can

test Target ROAS. This is advanced. You need value rules or offline

conversion uploads that send the value after the call. For payƗperƗcall,

tCPA is usually simpler and safer. tROAS can shinewhen you have strong

postƗcall value signals, like “appointment set” or “sale,” fed back into

Google.

Feed offline conversions if you can. After a call, once you know

accepted vs. rejected, upload that result to Google as an enhanced

conversion or an offline conversion that matches the click. This takes
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work, but it changes the game. Google will learn to bid for calls that

become accepted, not just calls that last 90 seconds. If you cannot do

this yet, at least use call duration thresholds as a proxy.

Avoid Smart Bidding if your signal is dirty. Dirty means you count

quick calls, double count calls, or mix calls and forms in one goal. Smart

systemsmaximize what you tell them. If you tell them “any call,” you

will get floods of wrong calls. Fix tracking first. Then try smart.

Split campaigns by intent before testing smart. A “repair now” cam-

paign with “ac not cooling” should not share bidding with a “tuneƗup”

campaign. They behave differently by hour and season. Smart works

best when each campaign has one clear job.

Use portfolio strategies only after single campaigns work. A portfolio

spreads one target over many campaigns. This can help once you run

Phoenix, Tempe, andMesa all cleanly. Early on, keep focus: one strategy

per one campaign.

Keep guardrailswith smart bidding. Even with Max Conversions, you

can cap your daily budget. You can also use accountƗlevel negatives to

block junk, location presence mode to keep geo clean, and schedules to

match hours. Smart bidding is not a replacement for good hygiene. It is

a layer on top of it.

Watch lead indicators when testing. In the first few days on Max

Conversions, clicks may rise. That’s fine if calls rise too. If you see more

clicks but fewer calls or shorter calls, pause the test and review. Youmay

have too many page clicks and too few call clicks. Make your call button

bigger, move it higher, and ensure the call asset is live. Then test again.

Scale slowly. When a campaignmeets your cost per accepted call for

two weeks, lift budget by 10–20%, not 100%. Sudden jumps can break

the learning. If performance holds for a week, lift again. If it dips, step

back. Steady wins.

Keep aManual CPC “clone” ready. If smart bidding goes sideways

during a heat wave, you can pause the smart campaign and turn on your
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manual clonewith lastmonth’s bids and schedules. This safety net keeps

the phone steady while you troubleshoot.

A story shows the path. In June, you start Manual CPC + ECPC with

tight exact/phrase keywords and clean call conversions set to 90 seconds.

After 40 conversions in 30 days, you switch toMax Conversions. Cost per

call drops 12%. Accepted rate holds. After twoweeks, you set tCPA at $55

(based on $80 target per accepted × 0.70 acceptance). Calls hold, cost

drops again. In July, you add an offline flag for “accepted.” In August,

you lower tCPA to $50. By September, you spend less per accepted call

than in June and takemore total calls—because the system learned from

real signals, and you kept the basics tight.

Bottom line:Manual + ECPC to start,Max Conversionswhen tracking

is clean, tCPAwhen volume is steady, offline accepted if you can. Move

one step at a time. Let the phone log be your judge, not just the Google

chart. If accepted calls rise and agents feel calm, you chose well.

S7. Offline conversions & call import

Online click data tells youwho tapped. Offline conversions tell youwhat

happened after the tap. In payƗperƗcall, that last step is what matters.

A click that turns into a 6Ɨsecond call is not a win. A call that lasts past

your buyer’s timer, or that your buyer accepts, is the win. When you

send those “real wins” back into Google Ads, the system learns to find

more people like them. Your costs drop. Your accepted calls go up.

Think of this in three parts: mark,match, and upload.

First,mark every call in your phone systemwith a simple result. Use

labels you understand at a glance: “Accepted,” “Rejected,” “Too Short,”

“Out of Area,” “No Answer.” Add the call start time, the caller number,

the tracking number they dialed, and, if you have it, the GCLID (the

Google Click ID) from the original ad click. You can pass the GCLID into

your call record using your dynamic number insertion (we cover DNI
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in S8). If you can’t capture the GCLID yet, don’t worry—you can still

match calls by phone and time.

Second,match your calls to Google’s idea of the same calls. There are

two common paths:

1. Calls from ads (call extensions / callƗonly): Google’s call reporting

uses a Google forwarding number. You can later tell Google which

of those calls were “Accepted” by matching on caller number and

call start time.

2.

3. Calls from yourwebsite (tapƗtoƗcall): If your site swaps in a Google

forwarding number for the call button, Google also sees these calls.

You can import results the same way—by phone and time. If you

do not use Google’s forwarding on your site, you can still import,

but youmust match by GCLID (captured on the landing page and

stored by your DNI).

4.

Third, upload the truth. Export a CSV from your phone systemwith the

fields Google needs. Keep it clean and simple. Your file should have at

least: ConversionName (like “Accepted Call”), ConversionTime (when

you accepted it), and Caller Number + Call Start Time or GCLID. You can

include a Value if you want to weight better calls higher. For example,

give “Accepted” a value of 100, “Qualified but not accepted” a value of

50, and ignore (value 0) calls under your timer. In Google Ads, choose

Import and follow the steps to upload call conversions. Pick the right

time zone so times line up.

Here is a simple, real flow. A person in 85008 searches “ac not

cooling,” sees your ad, and taps the phone icon. The dialer opens with

a Google forwarding number. Your agent answers. The call lasts 2:12

and goes to a buyer. Your buyer accepts it. In your phone system, that
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call record shows: start time 2025Ɨ06Ɨ05 16:43, caller 602Ɨ555Ɨ0199,

tracking number (the Google fwd number), result “Accepted.” Each

morning, your sheet pulls yesterday’s calls, filters to “Accepted,” and

exports a CSV. You import the file into Google Ads. Now Google marks

that ad click as a real conversion. Over time, the system sees the hours,

ZIPs, and queries that lead to accepted calls for you and places your ads

in those spots more often.

A few tips make this smooth. Always testwith two or three calls first.

Upload a tiny file and check that Google shows the conversions in the

right campaign and day. Expect a short delay before you see them. Keep

your conversion window long enough to allow for late acceptance. If a

buyer takes 48 hours to mark accepted, set your window to at least 30

days so the upload still counts.

Keep names and times consistent. Your “ConversionName” in the file

mustmatch the conversion action you created in Google Ads (“Accepted

Call,” for example). Your time format should match Google’s guidelines

and your account’s time zone. If you see lots of “nomatch” errors, it’s

usually a time zonemismatch or a wrong field.

Choose which conversions count in “Conversions” vs. “All conv.**.”

For bidding, include only the events you want the system to chase. If

you bid to “Accepted Call,” don’t also include “All Calls > 30s” in the

same “Conversions” column. That muddies the signal. You can still see

other events under “All conv.” for reporting.

If you don’t have time to upload files, use an automation. Many

call platforms can push accepted calls to Google automatically through

Zapier or adirectAPI. The idea is the same: once a call ismarkedaccepted,

send Google the match keys and the value. Start with manual uploads

until you trust the mapping. Then turn on automation.

Protect privacy. Never uploadnames, addresses, or anything youdon’t

need. Phone number + time is enough for callƗfromƗads imports. GCLID

is enough for clickƗbased imports. Keep your sheet in a safe drive. Limit
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access.

Once you feed Google the truth for two weeks, watch what shifts. You

should see more impressions in the hours and ZIPs where your accepted

calls come from, and fewer in the weak pockets. Your cost per accepted

call should slide down. If quality drops, check your file—did someone

change the “Accepted” label? Did a new agent mark a batch wrong? Fix

the labels and reƗupload the right rows.

One last point: offline imports helpmore than Google. They also help

you see the last mile. You’ll spot keywords that drive calls long enough

to pass your timer but still get rejected by the buyer. That is a content or

script problem to fix (wrong ZIPs, wrong hours, wrong promise). Repair

that at the source. Your acceptance rises. Your uploads get richer. The

loop gets stronger.

Offline conversions are simple when you keep the steps simple: mark

the outcome, match the call, upload the truth. Do this daily, and your ad

account will stop chasing noise and start chasing paydays.

S8. Dynamic Number Insertion (DNI)

Dynamic Number Insertion swaps the phone number on your page based

onwhere the visitor came from. If they came from Google Ads, show

your “Google Ads” number. If they came from Instagram, show your

“Instagram” number. If they typed your site address by hand, show your

“Direct” number. When they call, you know which channel did the work.

That lets you scale winners and cut losers without guessing.

Picture three buckets: source, number, and metadata. Source is

how they found you (Google Ads, Organic, Facebook, Flyer QR, etc.).

Number is the tracking number you show for that source. Metadata

is the extra info you pass into the call record (UTM source/medium,
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campaign, keyword, GCLID, landing page, page path).

Here’s how to set it up in plain steps.

First, make a short list of sources you want to track. Keep it simple

to start: “googleƗcpc,” “organic,” “facebook,” “instagram,” “reddit,”

“direct,” and “flyer.” For each source, assign one tracking number. You

can get these from your call tracking provider or your phone system.

Name each number in your phone system so you can see the source at a

glance when calls come in.

Second, add a small DNI script to your site. This is a tiny piece of

code that looks at the page URL and the referrer. If it sees a UTM source

(like utm_source=google and utm_medium=cpc), it swaps the main

phone number on the page for your googleƗcpc number. If it sees no

UTM but the referrer is Google, it swaps to your organic number. If

there is no referrer at all, it uses your direct number. The swap must

happen fast, before the visitor taps. Most call tracking tools give you

this script readyƗmade. If you can’t use a tool, a developer can write a

simple version that changes the text of your number in the page.

Third, passmetadata into your call record. When the visitor taps to

call, the DNI tool can send along UTM fields and the GCLID if it’s in the

URL. Your phone system will store this next to the call. Later, when you

mark calls as “Accepted,” you can filter by source, by campaign, even by

keyword. This is how you find the ad group that sends long, accepted

calls and the one that sends short, messy ones.

Fourth, set a fallback. If the script fails, or the visitor blocks it, you

do not want a blank number. Set a default number that always shows.

Usually that is your organic number. Keep it live and watched.

Fifth, keep your NAP (name, address, phone) consistent for local

SEO. Crawlers should see the same number each time they index your

site. Most DNI scripts swap numbers after the page loads. That means

Googlebot reads your default number, which is fine. On your Google

Business Profile, you can still use a registered tracking number as the
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main number and your old line as an additional phone. On your site’s

schemamarkup (see C11ƗS3), use the same number the visitor sees on

the page so your rich data matches the real view.

Size your number pool to fit your traffic. If you run the basic “one

number per source” setup, you don’t need a pool. If you want to track

back to the session or the keyword, some tools rotate a pool of numbers

so each visitor gets a unique number for a few minutes. A small local

site can start with five to ten numbers in the pool. The tool will tell you

if you needmore because of overlap. Don’t overbuy. Pools cost money.

Start small and grow.

Test like a human. Open your site from a Google ad (use a test

campaign), from a Facebook post, and by typing the URL. Does the

number change the way you expect? Tap it from a phone. Does your

router show the source? Do two page visits in a row. Does the number

stay stable? Watch out for pages where the number appears in several

places (header, footer, button). Your script should change all of them.

Keep the same number across your full path for each source. If a

person lands on Page A, then clicks to Page B, the number should not

change midƗvisit. Most tools set a small cookie so the number sticks for

that visitor for 30–60minutes. That’s long enough for them to read and

then call.

Feed GCLID through to your phone system if you can. Add a hidden

form field or a script that captures the GCLID from the URL and stores it

in a cookie. When the person taps to call, your script can add that GCLID

to the call record. Later, you can upload “Accepted” calls against the

right click (S7). This closes the loop for smart bidding.

A simple, real example helps. You run a Search ad. A person clicks and

lands on your “AC Repair in Phoenix” page. The URL has utm_source=g

oogle&utm_medium=cpc&utm_campaign=ac_phoenix and a GCLID.

Your DNI shows the googleƗcpc number, 602Ɨ555Ɨ0100. The visitor

reads your hours and taps. Your call record shows: source googleƗcpc,
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campaign ac_phoenix, keyword “ac not cooling,” GCLID 123…, and

result “Accepted.” On Instagram the next day, someone watches your

Reel and taps your link. The page shows 602Ɨ555Ɨ0102 (your Instagram

number). They call. Your reportnowshows Instagramsent two long calls

this week. Google Ads sent five. You know where to put more money.

Avoid common mistakes. Do not hardƗcode different numbers in

different places on your site. Let the script do the swap so you don’t

forget a footer or a contact page. Do not use images of your number;

scripts can’t swap those. Use text. Do not showfive different numbers to

a person in one session. That confuses people and shortens calls. Keep

it steady.

DNI is quietwork. Once it’s set, it runs. You get clean reports by source,

campaign, and keyword. Youmake choices with facts, not feelings. That

is how you grow spend without growing waste.

S9. Performance Max with call goals (where

applicable)

Performance Max is Google’s “allƗinƗone” campaign. It can show

your ads on Search, Maps, YouTube, Display, Discover, and Gmail. It

uses machine learning to find conversions across those places. For

payƗperƗcall, PMax can help onlywhen you run a real brand, link your

Google Business Profile, and feed it clean call conversions (ideally

“Accepted” from your offline imports). If you are a pure publisher

without a brand, skip PMax. Use Search and call assets instead.

If you do run a brand, follow a tight plan. Link your Google Business

Profile to Google Ads so PMax can show on Maps and local surfaces.

Create a PMax campaign with a Leads goal. In Goals, pick only your

call conversions (from ads and fromwebsite taps). If you have offline
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“Accepted Call” imports, include that conversion and consider excluding

weaker call events from “Conversions” so the system chases the good

ones.

Buildoneassetgroup for yourmain city to start. Addheadlines that say

the problem and the city: “AC Not Cooling?” “Phoenix AC Repair.” Add

descriptions that promise quick checks and a connect to a tech. Upload

real photos: your van, tools, thermostat, and a clean filter photo. If you

have a short video, include it; if not, PMax will make a basic one from

your images. That’s okay to start.

Add a call asset with your tracked brand number. Add a location

asset (your GBP) so ads can show onMaps with a Call button. Set your

locations to only the cities you serve and your schedule to your agent

hours. This matters: PMax can run wide. Youmust fence it with clean

geo and time.

Control Final URL expansion. This setting lets PMax choose pages

on your site. Turn it off at first, or set URL exclusions so PMax cannot

send traffic to weak pages like “About” or “Blog.” Point the campaign

to your callƗoptimized location page. PMax should learn to sendmore

people there, where your number is big and your hours are clear.

Pick a low daily budget to test. PMax can spend fast. Start with

an amount you are comfortable losing while the system learns, like

$20–$50/day in a small city, more in peak weeks. Let it run for two

full weeks while you watch call conversions and your phone log. You

will see leads from Search, Maps, and YouTube blend together in the

report. Your phone log is the truth. If calls are short andmessy, pause

and tighten.

Use brand protection. Run a separate brand Search campaign with

exactmatchonyournamesoyou controlwhat showswhenpeople search

you. PMax can also show for brand, but a brand campaign keeps the

message clear and gives you better control in the auction.

Block junk with accountƗlevel negatives. PMax has limited keyword
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controls, but you can still add negatives at the account level for “jobs,”

“salary,” and other bad themes. Keep the list fresh. If you get many

“manual pdf” clicks, add “manual” as a negative.

Measure with accepted calls, not just “conversions.” In PMax, some

surfaces (Display/YouTube) can send lots of clicks that do not call. Your

landingpagemustbevery fast andshowyournumberat the top. Useyour

DNI to show the PMax number. Upload “Accepted” calls eachmorning.

If PMax learns from accepted calls, it can work. If it learns from any

click, it will wander.

Scale slow. If calls are long and cost per accepted is near target for two

weeks, raise budget by 10–20%. Add a second asset group for your next

city. Do not dump three cities into one group. Keep each city’s headlines

and images local. Mention ZIPs and local words.

Use Experiments or geo holdouts. If you can, run PMax in Phoenix

but not in Tempe for two weeks while Search runs in both. Compare

accepted calls per dollar. If PMax adds more than it costs in Phoenix,

roll it to Tempe. If not, skip it for now and put your money into Search

with call assets.

Know when to stop. PMax is not magic. If it spends $500 and sends

short, outƗofƗarea calls, pause it. Go back to Search. Fix your page speed.

Tighten hours and geo. Try PMax again later with better signals and a

stronger page.

A quick example: You operate “Cool Air” with a Google Business

Profile. You launch PMax with call goals, GBP linked, URL expansion

off, targeting Phoenix 8–6. In week one, your PMax number logs five

calls; three pass the timer. In week two, you upload “Accepted” results.

In week three, the accepted rate climbs. You raise budget by 15%. In

week four, you add a Tempe asset group with local headlines and photos.

PMaxnowfinds calls fromMaps andYouTube that your Search campaign

missed, at the same cost per accepted call. You keep both running and

let your phone log guide your budget.
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Use PMax onlywhere it fits: real brand, real profile, clean goals, and

clear guardrails. Then it can be a quiet helper, not a wild card.

S10. Maps Ads & Local Services Ads (if you operate a

brand)

If you operate a real brand, two paid tools can add steady calls:Maps Ads

and Local Services Ads (LSAs). They sit above or inside the places locals

already use—Google Maps and the “Google Guaranteed” box. Used with

care, they stack on top of your free mapƗpack work and your Search ads.

Maps Ads show your listing at the top of Maps with a small “Ad”

label. They come from location assets in your Google Ads account linked

to your Google Business Profile. You do not build a separate “Maps

campaign.” Instead, you add location assets to your Search campaigns

and allow ads onMaps. When a person searches in Maps for “ac repair

near me,” your listing can show with a Call button, directions, and your

hours.

To make Maps Ads work, first clean your GBP: real name, service

areas, hours, reviews, and photos. Then, in Google Ads, link that profile

and turn on location assets in your Search campaign. Target only your

service cities and set your schedule to your open hours. Write ads with

local words and make your landing page a tapƗtoƗcall page. In your

reports, look at “Clicks on call button” and listen to your Maps calls in

your phone system. If calls are short, check your hours and service area.

Maps tends to bring very local, “right now” callers. Your phone must

pick up.

Local Services Ads are different. They sit above search ads, with

“Google Guaranteed” badges in many verticals. People tap and call or

send a message from inside the LSA unit. You pay per lead, not per click.
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Google records the calls, tracks leads in the LSA dashboard, and lets you

dispute bad leads (wrong service, out of area, spam). LSAs are strong

for trades like HVAC, plumbers, electricians, andmore.

To run LSAs, you must pass checks: license, insurance, sometimes

background checks. Set your services, service area, hours, and your

budget. You can choose bidding options (like Maximize Leads or set a

bid per lead in some cases). LSAs use their own tracking numbers. You

can’t swap in your own, but you can still see call recordings and lead

details in the LSA app or dashboard. Treat LSAs like a separate faucet.

Watch lead quality and acceptance. If a week brings many wrong calls,

adjust your service list, hours, or service area.

LSAs also let you set schedules. Only run when you answer. If you

get flooded with messages you can’t handle, turn offmessages and take

phone leads only. Reply fast. Slow replies lower your rank.

Use reviews to lift both tools. LSAs show your stars. Maps shows your

stars. Ask for reviews after each job. Reply to all of them. A steady stream

of kind reviewsmoves you up andmakes more people tap Call.

A simple plan to stack these:

1. Clean your GBP and link it to Google Ads.

2.

3. Add location assets to your Search campaign soMaps Ads can show.

4.

5. Launch LSAs once you pass checks. Start with a modest budget.

6.

7. Run all three with the same hours and a registered tracking

number on your site and in your Search ads.

8.

9. Measure calls by source in your phone system: Search, Maps, LSA.

10.
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A short story shows the stack. You run Search with call assets. You add

location assets, andMaps Ads start to show. Calls fromMaps add three

accepted calls a day. You launch LSAs with phone leads only, 8–6. In

week one, LSAs bring five leads; three are solid. You dispute one wrong

lead and get credit. In week two, you raise LSA budget by 20% and see

twomore good calls. Now Search +Maps + LSA together bring a smooth

line of calls that pass your buyer’s timer.

Avoid commonmistakes. Do not run LSAs when you cannot answer.

Do not set your service area too wide. Do not ignore your reviews. Do

not send LSA callers into an IVRmaze. They expect to speak to a human

quickly. Keep your greeting short and your recording notice clear: “This

call may be recorded for quality. Is it okay to continue?”

Maps Ads and LSAs are for brands. If you are a publisher running

anonymous pages, focus on Search. If you are a brand with a real name

and license, add these two and let locals find you in the places they

already trust.

S11. Ad policy checklist & compliance gotchas

Paid traffic works only if you keep it clean and honest. Platforms will

shut you down for tricks, and callers will hang up if you promise what

you cannot deliver. A simple checklist keeps you safe and steady.

Tell the truth in ads. If you open 8–6, say 8–6. Do not claim “24/7” if

you don’t answer at night. If you connect callers to licensed pros, say

that. Do not call yourself themanufacturer or a factory service if you

are not. Do not use fake countdowns or fake “limited spots” in search

ads. People feel lies on the phone and hang up early.

Match the ad and the page. If your ad says “Phoenix AC Repair,” your

page should say the same and show a Phoenix number and ZIPs. If your
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ad says “SameƗDay Help,” your page and your agents must honor it, or

youmust soften the ad. Mismatchmakes short calls and refunds.

Follow restricted content rules. Some categories (like health and

financial services) have extra rules or bans on certain claims. If you

run payƗperƗcall in those areas, add the proper disclaimers, and make

sure your buyers are licensed for the services. If any platform bans

“thirdƗparty tech support” for consumer devices, don’t try to sneak in

with wording games. Stay in allowed niches where you can help people

safely.

Respect privacy. On any landing page with a form, include a clear

consent line: “By submitting, you agree we can call or text you about

this request. Message/data rates may apply. Reply STOP to end.” Place

it next to the button, not hidden below the fold. Post a simple privacy

policy that says what you collect and how you use it. If you record calls,

put a recording notice on the page and at the start of the call: “This call

may be recorded for quality. Is it okay to continue?”

Honor DNC and STOP. If a person texts STOP, stop. If a person asks

not to be called again, suppress their number in all tools. Sync your

suppression list across SMS, WhatsApp, and dialers. This is not just a

rule; it keeps your brand safe and your costs down.

Keep location honest. Do not put a fake address on your site or in

your profile. If you are a serviceƗarea business, say so and list the cities

or ZIPs you serve. If you use a tracking number, register it so caller ID

shows a clean name. In Google Business Profile, you can list the tracking

number as main and your old number as additional. Keep them stable.

Frequent swaps look shady.

Avoid baitƗandƗswitch. Do not run “free tuneƗup” ads if you charge a

fee. Do not promise a brand service if you are not that brand. Do not say

“we are the only” unless you can prove it. Keep claims small and true:

“We connect you to a local, licensed tech today.”

Watch your keywords. Block “jobs,” “salary,” “manual,” “customer
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service,” and brand names you do not service. If you see many “war-

ranty” calls and you do not handle warranties, add “warranty” as a

negative. This protects people and your budget.

Mind landing page behavior. Do not autoƗplay sound. Do not block

content with giant popƗups. Do not hide extra fees in tiny fine print. Do

not make people hunt for your phone number. Clean pages help quality,

and clean pages keep platforms happy.

Train your agents for policy. They should know how to say the

recording notice, avoid promises they cannot keep, and never take card

numbers if your buyer’s teammust handle that. Move payment to the

buyer. You are a connector, not a collector.

Keep a paper trail. Save screenshots of your ads, copies of your landing

pages, and records of your hours. If a platform flags you, you can show

you were honest. If a buyer disputes calls, your recordings and logs will

help you get credit.

This checklist sounds basic because it is. Basic wins. Ads and pages

that match, promises you can keep, and clear consent turn into longer

calls and fewer refunds. That ismoney in your pocket and a clean account

that won’t get shut down the week you need it most.

S12. Budgeting & scaling rules

Paid media should feel like a dimmer switch, not a light switch. You

turn it up in safe steps. You turn it down if quality dips. You never blow

amonth’s budget on a hunch. A few simple rules keep your money safe

and your phone steady.

Start with a test budget you can afford to lose while you learn. Build

it from your numbers, not your wish. Use this simple plan. First, write

your payout per accepted call. Say it’s $120. Next, write your target
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acceptance rate. Say 60%. Your effective value per call (before rejection)

is $72 ($120 × 0.60). Set your target cost per call lower than that so

you have margin. Aim for $45–$55 in this example. Now pick a daily

budget that can buy 3–5 calls on day one. If clicks cost $15 and half of

clicks become calls, you need $90–$150/day to get a few swings. In slow

seasons, test smaller. In peak weeks, you can test bigger.

Set a risk cap. Decide the most you’ll spend on a new campaign before

youmust see at least one accepted call. For example, “If we spend $250

and get zero accepted calls, pause and review.” Write this rule down so

you don’t chase losses.

Set greenƗlight rules too. For example, “If a campaign hits three days

in a row with cost per accepted call under $55 and at least four accepted

calls per day, raise budget 20%.” Small lifts hold better than big jumps.

After each lift, wait three to five days to see if quality holds. If it does,

lift again. If not, step back.

Scale the best hours before you add new cities or keywords. If your

reports say 4–6 p.m. brings the longest calls, add budget or bid in those

hours first. Once you’ve maxed those windows at your target cost, open

the next best window. This beats spreading thin across the whole day.

Scale by intent before expanding geography. If “ac not cooling” calls

pass timers, add more phrase variants there. Then test “ac leaking

water” if acceptance is strong. Only then add new ZIPs or cities. Heavy

intent + local match = longer calls.

Break budget into buckets so you can see winners. Keep Call Ads in

their own campaign with their own budget. Keep Search + call assets

separate. If you run PMax, keep its budget separate too. If you run LSAs,

they have their own budget. This way, when you raise one, you know

what moved.

Give each change a clean window. Do not change bids, budgets,

keywords, and pages all at once. If results swing, you won’t know why.

Change one thing, watch 3–5 days, then change the next.
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Guard your cash flow. If your buyer pays on net terms (like netƗ15 or

netƗ30), make sure your card and cash can float that much ad spend. It’s

painful towin lots of calls and then get your ads paused for nonƗpayment.

Track AR (accounts receivable) weekly. If a buyer falls behind, cut their

share of calls and raise caps with the buyer who pays on time.

Set capswith buyers and respect them. If a buyer wants 20 calls a day,

do not send 40. Overfilling leads to sloppy answer times and refunds. If

yourmedia can sendmore, bringona secondbuyer andbuild anoverflow

plan (see your CallƗFlow chapter). Split traffic fairly.

Use 5–10% of budget for tests. Always. New keywords, new ad copy,

a new hour, or a new city. Most tests won’t beat your control. That’s

okay. The ones that do are how you grow. If a test beats your control for

a week, move it into the main budget.

Kill with kindness. Pause losers fast. Make a rule like, “If an ad group

spends $150 with zero accepted calls, pause and fix.” Fix might mean

tighter geo, new ad text, more negatives, or a faster page. Bring it back

only when it’s ready.

Share quality datawith your ads. Upload “Accepted” calls daily (S7).

Your bidding learns. Move budget to the campaigns that learn well. Pull

budget from those that don’t.

Watch the human side as you scale. Ask agents, “Are the calls calmer

now? Are the right ZIPs calling?” If agents feel swamped at 5 p.m., move

a break. If buyers complain about outƗofƗarea calls, tighten geo. Media

and people must fit.

Have a stop plan. If quality collapses (maybe a heat wave ends, or a

new competitor floods the market), drop budgets by 30–50% for three

days while you review. Listen to recordings. Check search terms. Check

hours. Tighten, then rebuild.

A small story shows the rhythm. You start June with $120/day split

between Call Ads ($60) and Search + call assets ($60). Your target cost

per accepted call is $50. Day three, Call Ads hit $45 per accepted. You
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raise that budget to $80. Day six, Search lags at $70 per accepted. You

add negatives andmove “AC leaking water” into its own ad group. By

day ten, Search drops to $52 per accepted. You lift it to $90. By week

three, you’re spending $170/day with both campaigns under target and

taking 8–10 accepted calls daily. You leave $15/day for PMax test, which

sends two calls, one accepted. You hold that tiny test for now. In July,

you add a Tempe campaign with $40/day and repeat the pattern. Slow

steps. Clear rules. No panic.

Budgeting and scaling are not magic. They are habits: test small, lift

winners, cap risk, and let thephone logdecide. Keep thedimmer smooth,

and the line stays steady—even when the weather changes.
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Paid Media — Social

S1. Meta Call Ads (click‑to‑call)

Meta (Facebook and Instagram) can send you fast calls if you build the

ads the right way. People scroll on their phones. They see a short video

or a clear photo. They tap a big “Call Now” button. Their dialer opens

with your number. No detours. This is perfect for payƗperƗcall. Your job

is to make the message simple, show the right people, run only when

agents can answer, and track each call by ad set so you knowwhat works.

Begin with the goal inside Ads Manager. Choose a leads or traffic

objective that supports calls, then set the destination to Phone call.

Enter a tracking number that points to your router, not your office line.

Register that number so the caller ID looks clean. In your ad account

settings, turn on call reporting if available, andplan to log results in your

phone system too. In your phone system, label calls from this number

as “Meta Call Ads” so you can see talk time and acceptance later.

Keep your audience tight. Use a small radius around your service ZIPs

or pick the exact cities. Exclude the ones you do not serve. If your buyer

wants only 85008/85016/85018, target those and nothing more. Do not

317



UNDISCOVERED PROFITS : PAY PER CALL MASTERY

use a broad “state” target and hope the algorithmwill figure it out. It

won’t, and you will pay for short, wrongƗarea calls. Add a light interest

filter only if youmust (homeowners, home repair). Often, geo alone is

enough when your creative makes the problem clear.

Create one ad set per city or ZIP cluster. Give each ad set its own

trackingnumber. Now,when thephone rings, youknowwhichad set did

the work. Start with modest budgets in each ad set. Think $20–$50/day

per city during testing. You can raise later if accepted calls are strong.

Make simple, native creative. A 15–20 second vertical video shot on a

phone is best. Face the camera. Say the problem in the first second: “AC

not cooling?” Show a clean filter next to a dirty one. Show a thermostat

set to cool and auto. Say three safe steps: “Replace a dirty filter. Flip the

breaker off and on once. Set cool + auto and wait five minutes.” Add one

safety line: “If you smell burning or hear buzzing, stop and call a pro.”

End with your call line and hours: “In Phoenix? Call 602Ɨ555Ɨ0100, 8–6.

Calls may be recorded.” Put the number and hours on screen in big text

for the last three seconds, because many people watch with sound off.

If you don’t want to film, a clear photo with those same words in the

caption can still work, but video wins more often.

Write the primary text like you talk. “AC blowing warm today? Try

these quick checks. If you’re still stuck in 85008/85016/85018, tap Call

Now. We answer 8–6.” Keep the headline short: “Phoenix AC Help—

Call Now.” Donot paste awall of emojis. Do not promise “24/7” if you’re

not. Honest hours lead to longer calls and fewer refunds.

Run ads only when you pick up. Set the ad schedule to your agent

hours. If you answer 8–6, run 8–6. That includes weekends if you are

open. Do not run after hours and hope for voicemails. LateƗnight calls

are short and angry. Protect your acceptance rate by respecting the clock.

Balanceplacements. LetMeta showyour ad inFeeds, Reels, andStories

onmobile. If you leave desktop on, people may click and then try to dial

from a computer. That turns into short, confused calls later. If youmust
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keep desktop, make sure your landing page is a clean tapƗtoƗcall page

with your number large, but know that true call volume will still come

from phones.

Track what matters. In Meta, watch cost per call click and calls. In

your phone system,watch connected talk time and accepted vs. rejected

by ad set. If a city’s calls are short, tighten its radius or change the copy

to name the ZIPs sooner. If a creative sends long calls, make a second

version with the same words but a new opening shot and test it. Keep

what earns accepted calls. Pause what doesn’t.

Use retargeting the right way. Build a custom audience of people who

watched 50%+ of your videos or engaged with your page in the last 30

days. Show them a calmer ad that simply says, “Still stuck? Tap to call.

8–6.” People who already know you often call faster and talk longer.

Add a Spanish version if you can support it. Record the same video in

Spanish. Target the same ZIPs. Keep the number and hours the same.

Make sure a SpanishƗspeaking agent can answer during the hours you

promise. If not, do not run that ad yet. Disappointed callers hang up

quickly and hurt your metrics.

Build a small test plan. Week one, launch three ad sets: Phoenix east

ZIPs, Phoenix central ZIPs, Tempe. Each has its own number and one

video. After three days, listen to five recordings per ad set. Are the voices

local? Are they calling during your open hours? Do they mention the

video? If yes, keep going. If not, fix the words or the geo. Week two, add

a second video angle to the best ad set. Week three, raise budget 20% on

the winner. Small steps keep risk low.

Avoid common traps. Do not use a lead form for call ads. That adds

steps and delays help. Do not let comments fill with spam. Hide and

block fast so real neighbors feel safe. Do not add your number five times

in the text; it looks pushy. Once on screen and once in the caption is

enough. Do not stack three problems into one ad. One problem per ad

keeps calls clean.
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Here is a realƗstyle example. It is June. You set a Phoenix east ZIP ad

set with 602Ɨ555Ɨ0100 and a Tempe ad set with 480Ɨ555Ɨ0101. Your video

says, “AC not cooling? Replace a dirty filter, flip the breaker once, set

cool + auto and wait five minutes. Still stuck in 85008/85016/85018?

Call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” You run 8–6. Day one,

the Phoenix number logs five calls. Three pass 90 seconds. Day two,

you add a Spanish version. That day, you get two Spanish calls; both

pass. Day three, you raise Phoenix budget 20% and keep Tempe flat. By

day seven, you average seven accepted calls per day fromMeta, at a cost

your buyer likes. You did not get fancy. You spoke like a neighbor and

answered on time. That is howMeta Call Ads win for payƗperƗcall.

S2. Lead Ads → immediate callback workflows

Some people will not tap “Call Now.” They want to type a few details

and get a call back. Lead Ads onMeta can collect a phone number inside

the app with two taps. If you call that personwithin 60 seconds, many

will answer and talk long enough to pass your timer. The trick is to keep

the form short, capture consent, route the lead to a dialer right away,

and connect the caller to the right buyer fast.

Set the right promise in the ad. Say what you help with and how fast

you call back. “AC not cooling? Send your number for a free 2Ɨminute

check. We’ll call you in 60 seconds. Phoenix only. 8–6.” Use a clear

photo or a 10–15 second clip. In the video, say, “We’ll call you in a

minute.” Do not promise “instant” if it might take fiveminutes. Keep

trust.

Build a simple Instant Form. Choose the “More volume” form type

if you want the easiest path, or “Higher intent” if you need a review

step to cut junk. Ask for first name, phone, and ZIP. That’s it. Add one
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consent line near the submit button: “By tapping Submit, you agree we

can call or text you about this request. Message/data rates may apply.

Reply STOP to end.” Check your spelling. Keep the words plain. Do not

cram a long policy here; link to your privacy page below.

Add one or two screen questions to keep bad leads out. “Are you in

Phoenix ZIPs 85008/85016/85018?” with Yes/No buttons. “Is your AC

issue happening right now?” with Yes/No. If someone taps “No” to both,

you can still take the form, but you should route it to a slower followƗup,

not the hot line.

Wire the form to your dialer. Use a direct integration, Zapier, or Make.

The instant the form lands, your system should do two actions: call your

agent and call the lead. When both answer, bridge them. If your agent

misses the call, your system should queue a retry and send the lead a

short text: “We’re calling now from 602Ɨ555Ɨ0100. If you miss us, we’ll

try again in 5 minutes. Reply STOP to end.” Log STOP and stop. Respect

consent.

Set a tight SLA: call within 60 seconds. Every minute after that lowers

answer rate. Put a small countdown in your agent’s view so they see

how old the lead is. If you cannot call back fast for the next hour, pause

the ad. Do not collect leads you cannot touch. Slow calls turn into short

calls.

Route smart. If the lead’s ZIP is 85008, send to Buyer A. If 85016,

send to Buyer B. If after 5:30 p.m., send to Buyer C who takes evening

calls. If the lead says Spanish, route to a SpanishƗspeaking agent. These

rules add seconds to talk time because people feel known. They also cut

refunds.

Prepare a callback opener that matches your ad. “Hi, this is Jay with

Phoenix AC help. You sent your number for a 2Ɨminute check. This call

may be recorded for quality. Is it okay to continue?” Wait for “yes.”

Then ask one or two quick questions the buyer needs: “Is air blowing

warm or not at all? What’s your ZIP?” If the lead is in scope, transfer
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warm. If out of scope, apologize and end kindly. Do not burnminutes on

calls you know your buyer can’t accept.

Measure every step. In Meta, look at lead cost and lead form comple-

tion rate. In your dialer, look at callƗback time, connect rate, connected

talk time, and accepted vs. rejected. In your CRM, note source (ad set,

ad) and ZIP. After a week, you will see which ad text, which hour, and

which ZIP drive accepted calls. Shift spend there.

Fight lead junk. Use the “Higher intent” formwith the review step if

quality is poor. Add a simple math question (“What is 2+3?”) if bots hit

you. Add a disqualifier question (“Do you own your home?” if the buyer

needs owners). Do not ask for photos or long notes; that kills speed. If

your lead volume becomes strong and your agents are flooded, add a

“preferred call time”field and call in waves, but keep a fast lane for “call

me now.”

Close the loop with Meta. Use the Conversions API or offline event

upload to send “Accepted Call” outcomes back to the ad set. Mark leads

that turned into accepted calls within, say, 48 hours. Let Meta learn

which placements and which people trigger those outcomes. Your cost

per accepted call will slide down over two to three weeks.

Keep your promises tight. If you say “60Ɨsecond call,” call in 60. If you

say “Phoenix only,” do not drag a Tempe lead through three questions

just to reject them. Be kind and clear. People will remember and call

again when they move or share your number with a neighbor.

Here is how a clean day looks. At 10:00 a.m., Ana sees your lead ad: “AC

not cooling? We’ll call you in 60 seconds.” She taps, confirms her name

and phone (autoƗfilled), types “85008,” and taps submit. Your dialer

rings your agent. As soon as they pick up, it calls Ana. “This call may

be recorded. Is it okay to continue?” She says yes. Two quick questions

later, your agent warmƗtransfers Ana to your buyer. The call runs 2:15.

Your buyer accepts it. Your systemmarks it and sends that event back to

Meta. Your ad set learns. By noon, you have four accepted calls from six
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leads. You pause for lunch if your agent is out. At 1:00 p.m., you unpause

and repeat. It feels smooth because it is simple.

Lead Ads are not magic. They are a short promise and a fast phone.

Keep the form short. Keep consent clear. Keep the callback in 60 seconds.

Keep routing smart. Track accepted, not just leads. Do that, and lead ads

become a steady lane of long calls.

S3. TikTok call‑first creative & targeting

TikTokmoves fast, but callers can still find you there if you speak their

language andmake the next step one tap. The plan is simple: use short,

real videos; keep the hook clear; point to a callƗoptimized page with

a giant tapƗtoƗcall button; and target people who live where you serve.

Your phone number should appear on screen and in the caption. Your

page should load in under two seconds and show your number and hours

at the top.

Start with the video. Use your phone. Face a window for light. Hold

it vertical. In the first second, say the pain out loud and on screen: “AC

not cooling?” Then show three safe checks with your hands in frame:

hold a dirty and clean filter; point to a breaker (no panels open; flip off

and on once); hold a thermostat set to cool and auto. Say, “Still stuck

in Phoenix? Call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” Put that

line as text for the last three seconds. Add captions so people can read

without sound. Keep the whole video 15–25 seconds. This looks like real

life, not an ad.

In Ads Manager, choose a website goal so you can link to your call

page. On that page, your number sits big at the top with a tel: link, your

hours appear next to it, and your ZIPs are listed in the first screen. If

your account has a “Call Now” button option, you can test it, but do not
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rely on it being in every account or region. A clean call page works on

all phones. It is also better for tracking because you can use your own

number.

Keep targeting tight. Select your city or a small radius around your

ZIPs. Do not run statewide. Choose age ranges that fit your buyer. If

homeowners are the target, you can start at 25+. Pick a few interests like

“Home improvement,” “Household,” or “DoƗitƗyourself.” Do not stack

ten interests. Keep it simple. Later, build a lookalike audience from past

callers (upload hashed phone numbers) to test, but only after your base

campaign works.

Set a daily budget you can afford for aweekwhile you learn. In summer,

$30–$100/day can work in one city. Schedule the ad for open hours. If

you run 8–6, set the ad to show 8–6. You can also run 7:30–6:00 if you

want a little early lift, but do not run late if no one answers. If you post

organic content too, drop your ad when you post to warm the room.

Write a short caption with local words: “Phoenix homes: AC blowing

warm? Try these. If still stuck in 85008/85016/85018, tap to call. 8–6.”

Use one or two hashtags (#phoenix #acrepair). Do not paste a wall of

tags. In comments, pinone comment: “Phoenixhelp line: 602Ɨ555Ɨ0100,

8–6 (Calls may be recorded).” This helps people who read comments

before tapping.

Track with a TikTok number. Put the same number in the video text,

the caption, the pinned comment, and at the topof your call page. In your

phone system, label it “TikTok Ads.” After a week, look at connected

talk time and accepted vs. rejected by hour. You will likely see short

spikes right after posts or when heat peaks. Raise bids or budgets in

those times first.

Use Spark Ads if you have a strong organic video. Spark lets you

promote a real post so comments and likes stay on one piece. People

trust the comments. That trust can lift calls. Make sure your link on the

Spark ad goes to the same fast call page and shows the same number.
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Try Topical bursts. If a dust storm is coming, make a stormƗspecific

version: “Dust storm today. Replace your filter tonight. Still warm

tomorrow? Call 602Ɨ555Ɨ0100, 8–6.” Schedule it for late afternoon.

People will feel it’s “for them today,” which raises calls.

Avoid traps. Do not claim to be a brand you are not. Do not offer risky

steps on camera. Do not run ads at night if you close at six. Do not send

people to a slow, bloated website. Do not hide your number below the

fold. Do not stuff ten different problems into one clip. One problem per

ad is enough.

Pair adswithLiveswhenyou can. Runa20–30minuteLiveQ&Aduring

open hours. Pin your number in the comments. Answer five questions.

Repeat the number three times. Lives often spike calls. Your ad can

warm the room before the Live, and the Live canwarm the ad afterwards.

Here is a clean example. Tuesday at 4:00 p.m., you launch a TikTok ad

in Phoenix with a 22Ɨsecond video: hook, three steps, call line on screen.

The ad links to your call page with your number at the top. You set the

schedule to 4–6 p.m. only. From 4:15 to 6:15, your TikTok number logs

eight calls. Six are in your ZIPs. Four pass 90 seconds. OnWednesday,

youmove the same ad to 11 a.m.–1 p.m. You get three calls, two accepted.

You keep both windows and raise the 4–6 budget by 20%. Over a week,

you see which hours and clips bring long calls. You repeat those. That is

TikTok for payƗperƗcall: native, local, simple, and on time.

S4. Snap call ads

Snapchat reaches people who live on their phones. The screen is vertical.

The flow is quick. A good Snap ad looks like a story from a friend: short,

real, and easy to tap. For payƗperƗcall, your job is to put a clear fix in the

first second and a clean way to call in the next two. Use a fast swipe up
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to a call page with a big button, or link directly to a tel: URL so the dialer

opens. Keep targeting tight so only locals see the ad.

Make the creative simple. A 6–10 second vertical video works best.

Start with the problem in big text: “AC not cooling?” Say it out loud too.

Show a filter or a thermostat. Speak one safe step. End with “Phoenix

help line: 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.” Put the number

on screen. On Snap, sound is on by default more often than on other

apps, but many still read, so textmatters.

In Ads Manager, pick a website goal if you plan to send people to your

call page, or use a direct call attachment if available in your region. If

you pick website, set the URL to a tel: link (tel:+16025550100) to trigger

the dialer, or to a fast call page that shows your number at the top with

a big button and your hours. Test both. Some phones handle tel links

from Snap differently. If tel links fail for your device mix, use the call

page andmake it lightweight.

Target by locationfirst. Choose your city or drop a small radius around

your ZIPs. Exclude the areas you don’t serve. Add age if it fits your buyer.

Light interest layers like “Homeowners,” “DIY,” or “NewMovers” can

help, but don’t overdo it. Snap’s best strength here is local reach and

speed, not deep interest nets.

Schedule ads to your open hours. Snap usage spikes in the evening,

but if you close at 6 p.m., do not run at 10 p.m. Promise what you can

keep. Many strong Snap results happen late afternoon when people get

home and notice problems. Test 4–6 p.m. first, then add late morning.

Use one tracking number per ad set so you see which creative and

which radius wins. Put the number in the creative, in the swipeƗup page,

and in your router. Keep them the same so reports are clean. Label the

number “Snap Ads.”

Write your Top Snap like a neighbor. Do not pack tiny text. Big words,

big numbers, big hours. “Phoenix AC Help • 602Ɨ555Ɨ0100 • 8–6.” If

you add a callƗtoƗaction button, pick “Call Now” or “Contact Us,” not

326



PAID MEDIA — SOCIAL

“LearnMore.” The wrong button can add friction.

Retarget people who swiped up but did not call. Build a custom

audience of swipeƗups to your URL in the last seven days. Show them a

calm version the next day that says, “Still stuck? Tap to call. Phoenix

only. 8–6.” This second push often converts because the pain is still

there.

Measurewhatmatters. InSnap,watchswipeƗupsandcostper swipe. In

your phone system,watch connected talk time and accepted vs. rejected

by ad set and hour. If swipes are high but calls are short, the gap is your

page. Make the number bigger, move it higher, and test a direct tel link

if you used a page. If calls are long but few, raise bids a little in the hours

that worked.

Handle creative fatigue. Snap viewers get bored fast. Every 5–7 days,

swap the first shot. Keep the same words and number, but change the

angle: closeƗup on filter this week, thermostat next week. Do not change

the promise each time. Keep it steady. Only the “wrapper” changes.

Avoid traps. Do not run sweeping “stateƗwide” campaigns. Do not

send to a slow site. Do not forget to say your hours. Do not use tinywhite

text on a bright photo. People will miss your number. Do not run during

school days if your buyer serves only homeowners and you target teens

by mistake.

A quick cycle shows the flow. Monday 4–6 p.m., you run a 7Ɨsecond

Snapwith “AC not cooling?” in big text and your number at the end. You

target Phoenix with a small radius around 85008/85016/85018. You link

to a tel URL. The dialer opens on swipe. Your Snap number logs six calls

in two hours. Four pass 90 seconds. Tuesday at 11 a.m., you run the same

ad for two hours. You get three calls, two pass. Wednesday you swap the

opener shot to a thermostat. Thursday you retarget swipers who didn’t

call with a “Still stuck?” snap. One more call. This is small, steady, and

local. It adds to your Search andMeta lines without breaking your day.

Snap ads work when you act like a neighbor, not a TV brand. Short
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clip. Big problem. Big number. Honest hours. Tight map. One tap to call.

That is the Snap recipe for payƗperƗcall.

S5. YouTube action formats with call assets

YouTube can domore than views. Video action campaigns on YouTube

can push calls when you add call assets and send mobile viewers to a

clean call page. The watch time is longer thanmost social feeds, so you

have a few extra seconds to show the fix and build trust. People also

watch YouTube on TVs and desktops, so youmust make both paths easy:

a call for phones and a fast callback form for nonƗphone viewers.

Start with one 15–30 second skippable video. Keep it human. Face the

camera, say the pain in the first two seconds, and promise help. “AC not

cooling? Three safe checks, thenwe’ll connect you to a local tech.” Show

a filter and a thermostat. Say the three steps. Add one safety line. End

with your call line twice: “Phoenix help line: 602Ɨ555Ɨ0100, open 8–6.

Calls may be recorded.” Put the number and hours large on screen for

the last three seconds. YouTube viewers often sit back; big text matters.

In Google Ads, create a Video campaign with the Leads goal. Pick

Video action as the subtype. In Assets, add a call assetwith your tracked

brand number. Set its schedule to your hours so the call button shows

only when you answer. Also add a location asset (your Google Business

Profile) so you can get local lift and a call option in some placements.

For the Final URL, send people to your callƗoptimized pagewith a big

tapƗtoƗcall button at the top, your hours, and your ZIPs. The page must

load in under two seconds on a phone.

Target by locationfirst. Choose your service cities only. For audiences,

start with customsegments based on search intent (peoplewho recently

searched for “ac repair,” “ac not cooling,” “hvac near me”). You can
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also use inƗmarket audiences for “Home Repair Services.” Keep it small.

YouTube will findmore under the hood.

PickMaximize Conversions bidding if you already track call conver-

sions in Google (calls from ads and calls from your website). If you are

new, start with tCPA only after you have 30–50 call conversions across

two to three weeks. If you don’t have clean call tracking yet, start with a

low budget and focus on building that first. The systemwill only chase

what you tell it.

Write a calm headline and long headline that match the video. “AC

Not Cooling? Phoenix Help 8–6.” In the description, repeat your hours

and city. The overlay button should say “Call Now” or “Get Help” and

lead to your call page onmobile. On somemobile views, the call asset

gives a call button right below the video. On desktop and TV, viewers

will click to the page or scan your number on screen and call later. Plan

for both.

Use dayparting. Run the campaign only when you answer. YouTube

can spend fast. Protect your acceptance rate by respecting 8–6 (or your

true hours). If you can add evening coverage during heat waves, extend

schedule then, and shorten later.

Add sitƗelinks only if they help callers. “Service Areas,” “Hours,”

“Request Callback.” Do not add “Blog” or “About” for this campaign.

Action formats should not send people into reading loops.

Measure with a YouTube number. Put it in the call asset, on the video

end card, and at the top of your call page. In your phone logs, compare

calls during your ad schedule to calls at other times. True YouTube calls

rise during and right after your ads. On mobile, many will tap the call

asset; on desktop, manywill visit the page then call during lunch or after

work. Use offline conversion uploads (Accepted Call) so the system

learns who becomes revenue.

Tighten your audiences and placements if you see drift. If your

searchƗbased custom segment gets weak, add negative topics like “HVAC
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careers,” “HVAC school,” and “manuals.” Keep the video the same if

talk time is strong. Change only what wastes spend.

Blend with Community posts on your YouTube channel. Post “We’re

live 8–6 with AC help” with your number and hours. Pin a comment on

your own videos with the number. Organic posts plus action ads move

together. People trust the channel more when they see both.

Avoid traps. Do not run at night if you close at 6. Do not send traffic to

a slow site. Do not skip the call asset and hope viewers find your number

in the description. Do not make the video fancy and vague. Clear beats

clever. One problem per video. One city per campaign at first.

A realƗstyle run looks like this. You launch a Video action campaign in

Phoenixwith your 20Ɨsecond clip. You add a call assetwith 602Ɨ555Ɨ0100

and schedule 8–6. You target a custom segment of people who searched

“ac repair,” “ac not cooling,” and “hvac repair near me” in the last

seven days. You set Max Conversions at $50/day. Day one, the call

asset gets three calls. Two pass 90 seconds. Day two, you see most calls

come 4–6 p.m., so you lift bids 10% then. Day four, you add “ac leaking

water” to your audience and post a Community note with your number.

That afternoon, your YouTube number logs seven calls. Five pass. You

keep the same clip for two weeks, then shoot a new one that opens on a

thermostat for fresh eyes. Your cost per accepted call stays within target,

and your agents like the tone of these callers because they saw and heard

the steps first.

YouTube action formats work when you stack the pieces: clear video,

call asset on, fast page, tight geo, clean hours, and accepted calls fed

back as conversions. Do that, and YouTube becomes another steady lane

of highƗintent calls that plays well with Search andMaps.
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S6. Creative angles & hooks for calls

A good ad is not fancy. It is clear. In the first second, the viewer should

know the problem, that you are local, and that calling you is the next

step. When you build social ads for calls, think like this: problem first,

proof second, action last. Say the pain out loud. Show one small fix.

Point to the phone. That is your hook.

Start with a “now” moment. People stop scrolling when you name

what they feel. “AC not cooling?” “Water under the sink?” “Fridge isn’t

cold?” Use big onƗscreen text and your voice. If you have five words to

spend, spend them here. Right after the hook, give one safe microƗstep.

Hold up a dirty filter. Point to a thermostat set to cool and auto. Show a

breaker flipped off and on once. Small steps prove you are useful. They

also calm the viewer. A calm person listens longer and is more likely to

call.

Make it local before you ask for the call. Local words raise trust.

“Phoenix dust clogs filters.” “Tempemonsoon hits tomorrow.” “Mesa

heat wave today.” You do not need a long story. One local line is enough.

Then you say the number and hours, slow and clear. “In Phoenix? Call

602Ɨ555Ɨ0100, 8 to 6. Calls may be recorded.” Put that line on screen for

the last three seconds so people can copy it with sound off.

You do not need wild ideas. You need angles that match daily life. A

few strong ones can carry a whole season. The problemƗfirst angle is the

workhorse: “AC blowing warm?” The seasonƗtime angle rides weather:

“110° by noon—do these two checks now.” The safetyƗfirst angle builds

trust: “Smell burning? Stop and call a pro.” The local proof angle shows

you belong: “We helped three homes in 85008 today.” The tiny promise

angle keeps it real: “TwoƗminute check on the phone. If still stuck, we

connect you.”

Use your hands and simple props. A clean filter next to a dirty one says

more than a paragraph. A shot of a thermostat with “COOL” and “AUTO”
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turned on tells the story without words. A sticky note with your number

on the frame looks human. Real beats polished. People trust “real” and

call more often.

Write your opening like a text to a friend. “ACnot cooling? Try this fast.

Replace a dirty filter. Flip the breaker off and on once. Set cool + auto,

wait five minutes. Still warm in 85008/85016/85018? Call 602Ɨ555Ɨ0100,

8–6.” That is the whole script. Speak it slowly. Smile. Do not rush the

number. You can swap “AC not cooling” for “leaking water,” “no heat,”

“strange noise,” or “thermostat blank.” Same frame, different pain.

Match your hook to the platform. On Instagram Reels and TikTok, the

first frame decides everything. Start with big text. On YouTube, people

will give you twomore seconds. You can open with your face and then

cut to the prop. On Facebook, a short caption above the video helps. “If

your AC blows warm today, try these checks. If you’re still stuck, tap to

call. We answer 8–6.”

Keep different hooks in a small box and rotate them. You do not need

50. You need 5–8 that you can swap weekly. You can keep the same

call line each time. The number and hours stay the same. Only the first

second changes. A filter shot this week. A thermostat shot next week.

A breaker shot the week after. This keeps eyes fresh without changing

your promise.

Speak to timing. Ads work best when your agents can pick up. Say

it out loud: “We answer 8 to 6.” People call at the times you name. If

you have extra staff from 4–6, put that in your copy during hot weeks:

“Shortest wait 4–6 today.” Little clues like this guide behavior and fill

quiet hours.

Use helpful “what not to do” lines as hooks. “Do not push a stuck

fan with a stick. Call a pro.” “Do not open live panels.” Safety hooks

stand out because they protect people. They also protect your brand and

reduce refunds from risky DIY that went wrong.

Borrow stories, not hype. “Ana in 85008 called. Filter looked like a
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sweater. New filter + 5Ɨminute wait fixed it. If you try that and it’s still

warm, call 602Ɨ555Ɨ0100, 8–6.” Short, true stories work better than

hard claims. They feel like a neighbor talking, not a commercial.

Make bilingual versions if you can serve them. Record the same clip in

Spanish. Keep the number and hours the same. Put “Se habla español

8–6” on screen. Only run that ad if you truly have SpanishƗspeaking

agents ready. Disappointment leads to short calls and complaints.

Bring in UGC (user videos) as an angle. Ask a happy caller to record

a 20Ɨsecond story: name, ZIP, problem, and outcome. End with your

number card. A real voice saying “They picked up fast in 85008” is gold.

You can run that as an ad with their okay. Keep it simple. Keep it short.

Test hooks like a school science class. Change one thing and watch.

Two videos, same script and number, different first three seconds. Run

each for three days with the same budget. Watch connected talk time

and accepted calls by ad. The winner earns the next slot. The loser goes

back in the box for later. This “one change at a time” habit saves money

and nerves.

Do not overcomplicate. No flashing arrows. No ten emojis. No tiny

text. No “limited spots” nonsense. People smell tricks. Tricks make

calls short. Clear help makes calls long. Long calls pass timers. That is

the goal.

Here are five simple scripts you can use today.

“AC not cooling? Replace a dirty filter. Flip the breaker off and on once.

Set cool + auto and wait fiveminutes. Still warm in 85008/85016/85018?

Call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.”

“Water under the sink? Shut off the angle valve under the sink,

handƗtighten loose trap joints, place a towel. If it keeps dripping in

85008, call 602Ɨ555Ɨ0100, 8–6. We’ll connect you.”

“Heat won’t start? Set thermostat to heat + auto. Check the furnace

switch (it looks like a light switch). Replace a very dirty filter. Still cold

in 85016? Call 602Ɨ555Ɨ0100, 8–6.”
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“AC leaking water? Turn system off so it can thaw. Replace the filter.

Check for ice on the line. If you see ice in 85018, call 602Ɨ555Ɨ0100, 8–6.”

“AC buzzing outside? Do not push the fan. Turn it off. In Phoenix, call

602Ɨ555Ɨ0100, 8–6. We’ll connect you to a licensed tech.”

Use the same skeleton for other home niches too. Pest: “Ants in the

kitchen? Seal sugar, wipe trails, check under the sink. Still seeing lines

in 85008? Call…” Garage doors: “Door stuck halfƗopen? Pull the red

cord only when the door is down. Don’t pull if it’s up. Still stuck? Call…”

Creative angles are not art shows. They are open doors. Make that

door easy to see. Put your number right on it. Tell the truth about when

you answer. Show one small fix so people trust you. Then invite them in.

The call will feel easy because youmade it easy.

S7. Warm retargeting to calls

Warm retargeting means you ask again, but kinder. You show a short,

clear ad to people who already watched your video, visited your call page,

filled a form, or messaged you. They know your name. They know your

voice. They might be stuck right now. A gentle nudge with a phone

number can turn “thinking” into “calling.”

Start by building the right warm lists. On Meta, make an audience

of people who watched at least 50% of your videos in the last 7 days.

Make another of people who visited your call page in the last 7 days.

Make a third of people who opened your lead form but did not submit

in the last 14 days. Make a fourth of people who submitted a lead form

but did not connect on the phone. If you use server events, add a list

of accepted callers from the last 14 days so you can exclude them. On

TikTok and YouTube, build similar lists: viewers who hit 50% watch

time, site visitors, and recent engagers.

334



PAID MEDIA — SOCIAL

Keep these lists small on purpose. Warm means recent. A 7Ɨday

window usually beats 30 days for calls. You can have a “warm” (7 days)

and a “cool” (30 days) group, but spendmost on warm. People forget

fast. They also move apartments, travel, and fix things. The hot window

is short.

Set clean exclusions. Always exclude recent accepted callers and

people who replied STOP to texts. Exclude ZIPs you don’t serve. Exclude

people under your age rules if your buyer needs homeowners. Exclusions

save money and goodwill.

Run warm ads only when agents can answer. If you answer 8–6, run

8–6. Warm traffic calls fast. Don’t invite a call at 10 p.m. if nobody is

there. You can have a separate afterƗhours retargeting ad that offers a

morning callƗback form. Keep the consent text next to the button. Keep

it short.

Use a softer voice and a shortermessage. They already know you. Start

with a simple line: “Still stuck?” Follow with one safe check or a local

note: “Dust storm today—filters clog fast.” End with the call line: “In

85008/85016/85018, call 602Ɨ555Ɨ0100, 8–6. Calls may be recorded.”

That is enough. Do not repeat a long howƗto. Save that for new people.

Match the person’s last step. If they watched your “AC not cooling”

video, show a warm ad about that. If they visited your “leaking water”

page, show that one. Most platforms let you build video view audiences

by video, and URL audiences by page. Use that to keep themessage close

to their pain. Close beats broad.

Pick a retargeting number so you can see this lane clearly. Use it in

the warm ads and on the page you link to. In your phone system, label

it “Warm Retargeting.” After a week, compare average talk time and

acceptance for warm vs. cold. Warm is often 20–40% better. That tells

you it’s working even if the volume is smaller.

Help people in their real day. Use short time hooks. “We have room

4–6 today.” “Answer time is fastest before lunch.” “First cold snap this
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weekend—call now to avoid Monday rush.” These tiny cues raise calls

at the right hours. They also level your staffing.

Keep frequency calm. Warm does not mean “hammer.” Aim for 1–2

impressions per day per person in the hot 7Ɨday list. If you hit someone

10 times in two days, they will hide your ad or leave rude comments.

Lower your daily cap and spread your spend across the week.

Build a recovery lane for leads who did not connect. If a person filled

your lead form but youmissed them on the phone, a warm ad can bring

them back. “Sorry wemissed you. If you’re still stuck in 85008, tap to

call now. We answer 8–6.” Keep the tone kind. People hate feeling like

just another lead. A simple apology wins hearts andminutes.

Give proofwithout bragging. In warm ads, one line from a neighbor

helps: “Ana in 85008: ‘They picked up fast and got us cool by dinner.’”

Keep it short, no last names. End with the same call line. Warm viewers

already liked you. Proof reassures them that calling is safe.

Use dayƗbyƗday retargeting during storms or heat waves. On the first

hot day, your cold ads teach the steps. On day two, your warm ads say,

“Still warm? Call now.” On day three, yourwarmads say, “Wehave extra

techs today from 3–6.” With each day, the nudge gets a little stronger.

People who tried on day one are ready by day three.

Measure like a grownƗup. Look at cost per accepted call fromwarm

retargeting. If it beats your cold cost by a lot, increase warm budget

slowly. Do not drain cold to feed warm, or your warm pool will dry up

next week. A simple rule: keep 10–20% of your social budget for warm.

If warm keeps beating cold by 30%+ for two weeks, push it to 25–30%

during peak weeks.

Tie warm ads to your office hours posts and your Lives. When you

run a 5 p.m. Live Q&A, show a warm Story at 4:30 that says, “Live in 30

minutes. If you’re still stuck, you can also call now, 8–6.” Some people

will call instead of typing in chat. That is success.

Avoid traps. Do not stalk people for months. Do not show the same
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warm ad every day. Swap the first frame weekly. Keep the number and

hours the same. Do not promise “urgent” if you don’t have extra staff.

Do not push calls at lunch if nobody can pick up. Warm is about fit, not

force.

Warm retargeting works because it feels like a polite tap on the

shoulder. “Hey, still need help? We’re here.” Say it in simple words.

Make the call a oneƗtappath. Respect theperson’s time. Theywill respect

yours with a longer, calmer call that passes the timer.

S8. Offline Conversions API (Meta/TikTok)

Platforms learn fromwhat you send them. If you send clicks, they chase

clicks. If you send any call, they chase any call. If you send accepted

calls, they learn to find more people who become accepted calls. The

Offline Conversions API is how you tellMeta and TikTokwhat happened

after the tap. Think of it like a daily report card you hand in: “These calls

were good. These were not.” When you do this, your costs drop over a

few weeks, and quality rises.

You do not need to know code to understand the flow. There are four

steps: collect, match, send, and check.

First, collect the right data during and after the call. Your call system

should store the caller’s phone number, the time the call started, the

tracking number they dialed, the result (Accepted, Rejected, Too Short,

Out of Area, No Answer), and any click IDs your site captured, like a

fbclid (Meta) or ttclid (TikTok). If the call started from a lead form, you

may also have a name or ZIP. You do not need to send names. Phone +

time is usually enough to match a call. Keep a simple morning export of

yesterday’s calls with those fields.

Second,match calls to the platform’s idea of the person. Meta and
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TikTok both support severalmatch keys. Phone number is the strongest

for calls. The platforms ask you to hash the phone numbers (a oneƗway

scramble) before sending. Most tools do this for you. If you have a click

ID (fbclid or ttclid) from the landing page, that helps too. More match

keys = higher match rate, but do not sendmore than you need. Phone

and time, or phone and click ID, are enough.

Third, send the events to the platform. You can do it in two ways. The

first way is a daily batch: every morning, push all “Accepted” calls from

yesterday to Meta and TikTok through a connector like Zapier, Make,

your call platform’s native integration, or a small script your dev sets up.

The second way is near realƗtime: when a call is marked “Accepted” in

your system, you fire a serverƗtoƗserver event within minutes. RealƗtime

is great, but daily works fine to start. Name your event something clear,

like“AcceptedCall.” InMeta,map it to a standard event (LeadorContact)

and name it so you can see it in reports. In TikTok, send “Lead” or

“SubmitForm” with an event set name so you can track just accepted

calls.

When you send each event, include: event name (AcceptedCall), event

time (in seconds), action source (“phone_call”), value (optional, like

100 for an accepted call), currency, and your match keys (hashed phone,

click ID, etc.). Your tool will format this. You just need to check the boxes

once.

Fourth, check the platform’s dashboard. In Meta’s Events Manager

and TikTok Events Manager, you’ll see your server events. The tools

will tell you yourmatch rate (howmany events matched a person) and

if there are errors. Fix time zone issues if events show up on the wrong

day. Fix hashing if match rate is near zero. Keep things steady for two

weeks, then begin to use these events for bidding. In Meta, include

“AcceptedCall” in the Conversions column for your call campaigns. In

TikTok, do the same in your campaign’s optimization goal.

Keep your signal clean. Only send Accepted (or “Qualified”) calls
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to train the system. Do not also count any call over 10 seconds. That

muddies the math. If youmust send a second event for reports, keep it

out of the Conversions column used for bidding. Teach the system with

the cleanest truth you have.

Respect privacy. Hash the phone numbers. Do not send names or

addresses. Do not send any note text. Do not sendminors’ data. Keep

your upload inside the time window the platforms allow (usually within

7 days of the event) so they can tie it to the ad.

Set up deduplication if you also use pixels. SometimesMeta or TikTok

will see a browser event (like a form submit) and a server event (like an

accepted call) with the same event ID. If those represent the same step,

you should mark themwith the same event_id so the platform knows

to count once. If they represent different steps (a form, then later an

accepted call), give them different IDs so both can count in reporting,

but only the accepted call goes into your bidding conversion set.

If you cannot set up the API today, do a manual test first. Export

yesterday’s accepted calls as a CSV and useMeta’s Offline Events upload

and TikTok’s Offline Events upload. Map the phone and time fields.

Check which ones match. This will show you if your basic data is clean.

Once you trust the mapping, move to a daily push.

Watch what happens over two to three weeks. Cost per call may wiggle

at first. Then you should see more impressions in the hours and ZIPs

that bring accepted calls, and fewer elsewhere. If quality drops, check

your feed: did someone change your label names? Did values go to zero?

Fix the feed, keep going.

Tie this back to your creative. If a certain hook drives accepted calls

and the platform can see that, it will favor that ad. If a flashy ad earns

cheap clicks but few accepted calls, it will fade. That is what you want.

The machine should help youmove budget from “lookers” to “callers.”

The Offline Conversions API is not scary. It is just a way to tell the

truth every morning. “Here are the calls that counted.” When you do,
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your ad account stops guessing and starts learning like you do—call by

call.

S9. Incrementality tests (geo‑split & holdouts)

It’s easy to spend money and see more calls. It’s harder to prove the

ads caused the lift. That is what incrementalitymeans. You run a fair

test to see howmany extra accepted calls came from your ads, not from

weather, season, or luck. You don’t need a lab. You need a clean split,

patience, and a notebook.

Pick two areas that look alike. They should have similar homes,

weather, and search habits. In Arizona, you might choose Phoenix East

and PhoenixWest (or Phoenix vs. Tempe if your buyer serves both). In

Florida, it might be Tampa North vs. Tampa South. If you only serve

one city, split by ZIP groups that match on income and housing type.

The key is “sideƗbyƗside” life.

Set your test period. Two weeks is a good start. Longer is better if

storms or holidays are coming. Write down the dates. Promise yourself

you won’t move the goalposts midƗtest.

Choose the channel to test. Let’s say you want to testMeta call ads.

Keep your Search ads steady in both areas. In Test Area, runMeta call

ads 8–6 with your best creative. In Control Area, run noMeta ads at all.

Do not sneak in extra TikTok or YouTube in Control. The idea is to hold

everything steady except the one thing you want to measure.

Use different tracking numbers by area and channel. In Test, your

Meta ads use 602Ɨ555Ɨ0100. In Control, you use noMeta number because

you run no Meta ads. Your Search ads in both areas use their own

numbers. Your phone system labels each call by area and channel. Now

you can count accepted calls by bucket without guessing.
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Record a preƗperiod baseline. For oneweek before the test, write down

accepted calls per day in both areaswithoutMeta. This shows you how

the areas behave without the channel. If East always beats West by a

little, you’ll know not to call that new lift later.

Run the test. In the twoƗweek test period, keep Meta on in Test

and off in Control. Keep Search stable in both. Every morning, write

down accepted calls by area and channel. Also note weather spikes and

weekends.

Do the math in plain words. First, see the change in Test: “Accepted

calls in Test after minus before.” Next, see the change in Control: “Ac-

cepted calls in Control after minus before.” Finally, subtract the Control

change from the Test change. That last number is your incremental

accepted calls fromMeta. If Test went up by 60 and Control went up by

10 (because weather warmed), your lift is 50 accepted calls. If you spent

$2,500 onMeta, your cost per incremental accepted call is $2,500 ÷ 50 =

$50.

Check that the lift is not a oneƗday fluke. If all the lift came from one

Saturday dust storm, run the test another week or swap the areas. Make

West the Test and East the Control for twomore weeks. If lift appears

again, you have a real result.

Watch for spillover. People live in East and work in West. They might

see your ad in Test and call from Control later. That can blur results.

Keep your geo tight. Use city lines or careful ZIPs. If spillover is heavy,

try a timeƗbased holdout instead: runMeta Monday–Thursday, pause

Friday–Sunday; compare those days to the same days last week. It’s not

as clean, but it helps.

Avoid season shocks. Do not start an incrementality test the week

school starts or on a holiday. Do not run it across a huge storm front

that only hits one side. If weather hits unevenly, pause the test and try

again the next normal stretch.

Be honest with the outcome. Sometimes the lift is small. That does not
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meanMeta is bad. It maymean Search is already catchingmost intent,

and social adds only a bit. Sometimes the lift is big, but the calls are

short. That is not a win either. Use your accepted calls for the math, not

raw calls.

Once you see lift, scale with care. If your test shows $50 per incremen-

tal accepted call, and your target is $80, you can raise budget in that area.

But raise by 20% each week and watch the number. Most channels wear

out if you jump too fast. Your goal is a steady extra 5–10 accepted calls

per day, not a oneƗday spike.

Document your test. Write what you did, the dates, the areas, the

budgets, and the result. Save the call logs. The next time someone asks

“Does TikTok help?” you can show the book, not your gut.

Here’s a simple story. Week 0 (baseline): East has 100 accepted calls;

West has 95. Week 1–2 (test): you runMeta in East only. East has 160;

West has 105. East rose by 60;West rose by 10 (weather). Incremental lift

is 50 accepted calls. Spend was $2,500. Cost per incremental accepted

call: $50. You swap sides for twomoreweeks. West lifts by 48 at a similar

cost. You conclude Meta adds 45–55 accepted calls every two weeks at

~$50 each in hot weeks. You keepMeta, plan budgets around heat waves,

and stop guessing.

That is incrementality. Two buckets. One change. Count accepted

calls, not feelings. Then spend like a grownƗup.

S10. Platform policy checklist

Policies keep people safe and keep your account alive. If you follow a

few simple rules, your ads will keep running, and your calls will keep

coming. Think of this checklist as a set of guardrails. Stay inside them,

and you will be fine.
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Be honest about who you are and what you do. Use your real

business name on your page and in your profile. Do not pretend to be

a manufacturer, a warranty center, or the only option in town. If you

connect callers to licensedpros, say that. Donot say“factory authorized”

unless it’s true. Your landing page should show the same name, number,

hours, and city as your ad.

Avoid personal attributes in copy. On Meta, TikTok, Snap, and

YouTube, you cannot say things like “Are you a 50ƗyearƗold homeowner

with bad credit?” Do not call out age, race, religion, health, or finances.

Instead, speak in general: “Phoenix homeowners” is okay inmany cases,

but “Are you a homeowner with…?” is risky. When in doubt, remove

“you” and talk about the home or system instead of the person.

Do not make false claims. No “guaranteed in 30minutes” unless you

truly do that every time. No “free tuneƗup” if there is a fee. No “24/7” if

you do not answer at night. If you run out of slots, change the ad. Ads

must match reality. Calls get longer when you keep your promises.

Stay away from banned or restricted verticals unless you are fully ap-

proved. Some categories have extra rules: credit, housing, employment,

health, and political topics. On Meta, those are Special Ad Categories

with tight targeting limits. If you’re in home services, you are usually

outside those, but be careful if you touch financing or home loans. If you

are not sure, keep your message about repairs, not money.

Show safety. Do not teach risky steps. Do not open live electrical

panels on camera. Add a safety line when needed: “Smell burning? Stop

and call a pro.” Platforms like safety language. So do people.

No beforeƗandƗafter photos of people for health or body changes (if

you ever work in a health niche). For home services, you can show a dirty

filter vs. clean filter. That is fine. Just make it real, not fake.

Keep your landing page clean. Do not hide the phone number. Do not

autoƗplay sound. Do not block the page with a popƗup before the number.

Show a short consent line near any form: “By submitting, you agree we
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may call or text you about this request. Message/data rates may apply.

Reply STOP to end.” Link your privacy policy in the footer. Keep the

page fast on phones.

Respect consent and STOP. If someone gives you their number, you

can call or text about that request. If they say STOP, you stop. Sync your

suppression list across tools. Donot upload STOPnumbers into lookalike

seeds. Do not cold text people who did not ask. Platforms punish spam.

Carriers will flag you. Trust is worth more than onemore call.

Do not use clickbait. No fake “limited spots.” No weird emojis to trick

taps. No lies. If you use urgency, make it real: “Heat wave today. Extra

agents 4–6.” That is enough.

Keep ad account health tight. Turn on twoƗfactor login. Verify your

domain. Keep your page business info complete. Answer comments

kindly and moderate spam. A clean page helps with reviews and with

support if you need help.

Watch comments. If someone posts a phone number in comments,

hide it to protect them. Remove dangerous advice from strangers (“Stick

a pencil in the fan”). Report fake accounts that copy your page. Keep the

room safe.

Know what to avoid in copy. Bad: “Are you a senior with a broken

AC?” Better: “AC not cooling in Phoenix? Try these checks.” Bad: “We

guarantee it in 30minutes.” Better: “We answer 8–6 and connect you

today in most cases.” Bad: “We’re the only licensed techs in the city.”

Better: “We connect you to licensed local techs.”

Handle reviews the right way. Do not pay for reviews. Do not trade

gifts for reviews on platforms that ban it. You can ask kindly after a job.

You can reply to all reviews. Keep replies short, kind, and free of private

details.

Use call recording the right way. You can say “Calls may be recorded

for quality” in the ad (if there’s room), on the page, and at the start of

the call. Ask: “Is it okay to continue?” Keep the notice clear and early.
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Laws vary by state. When in doubt, announce it and get a “yes.”

Appeal the right way if you get a rejection. Read the reason. Fix the

problem if it’s real (wronghours, risky claims). If it’s amistake, submit a

short, calm appeal. Include a screenshot of your page showingmatching

hours and city. Avoid angry language. People on the other side are trying

to help.

Remember your branding. If you run as a brand, keep your name and

number the same across your page, your ads, your site, and your Google

Business Profile. If you use a tracking number in ads, list your main line

as an additional number on GBP. Stability avoids flags.

A simple rule closes this list. If a line in your ad would feel awkward to

say out loud to a neighbor on their porch, don’t write it. If your landing

page would make a neighbor squint and frown, fix it. Platforms want

the same thing your caller wants: clear, safe, honest help. When you

give that, your ads pass review, your calls last longer, and your business

grows without drama.
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Paid — Display, Native & Programmatic

S1. Native (Taboola/Outbrain) call‑first flows

Native ads look like articles on big news and lifestyle sites. They sit

under a story with a small “Sponsored” tag. People click because the

headline feels like news or a tip, not a hard ad. For payƗperƗcall, native

works when you keep the path short and honest: a clear headline, a clean

“howƗto” article built for phones, and a big call button that never hides.

Your job is to help first, then invite the call. Do not trick people with fake

stories. That only creates short calls and refunds.

Begin with the shape of your flow. A person sees your native tile. The

tile has a real photo and a headline in plain words, like “Phoenix: AC

BlowingWarm? 3 Checks Before You Call.” They click and land on your

call article. This page loads fast, shows the three checks with photos

you took yourself, and gives a safety line. At the top and bottom, a large

“Call Phoenix Help: 602Ɨ555Ɨ0100 (8–6)” button sits ready. Onmobile,

keep a sticky call bar at the bottom so the number is always one thumb

away. Near the button, add your consent note: “Calls may be recorded

for quality.”

346



PAID — DISPLAY, NATIVE & PROGRAMMATIC

Write the article like a neighbor. Keep each step short. “Filter: if

you can’t see light through it, replace it.” “Breaker: off and on once.”

“Thermostat: cool + auto; wait 5 minutes.” Add onewhat not to do: “If

you smell burning or hear buzzing, stop and call a pro.” Mention your

city early. “Phoenix dust clogs filters fast.” Local words make trust rise.

Trust makes calls longer.

Choose your headlinewith care. The best headlines name the problem

and the place. “Phoenix Homeowners: AC Not Cooling? Do This First.”

Avoid clickbait like “YouWon’t Believe…” or “OneWeird Trick.” Those

get cheap clicks and angry readers. Angry readers tap back fast, and your

buyer rejects those calls. Keep it simple. Promise help. Deliver it.

Use real images. A clean filter next to a dirty one. A thermostat with

“COOL” lit up. A breaker panel door closedwith your finger pointing to

a single breaker label. No stock photos of sweaty people. Real beats fake.

Compress images so the page loads in under two seconds on a phone.

Set up tracking before you buy traffic. Give this page aunique tracking

number just for native. Add UTM tags to the URL so you can see the

network, campaign, and site in your reports. Turn on dynamic number

insertion (DNI) so you can also track by site or headline if you want. Now

your call log can show “Taboola— CNN— ‘AC not cooling’ headline”

next to each call. Later, you can keep what pays and pause what doesn’t.

Target geo and devices tight. In Taboola or Outbrain, pick only the

cities or ZIPs you serve. Start mobileƗonly because calls happen on

phones. Add desktop later if you have a strong callback form. Set your

daypart to your agent hours. If you answer 8–6, run 8–6. Raise bids

during 4–6 p.m. if you see many accepted calls then. Lower or pause

during lunch if your team is thin.

Use context to stay relevant. Place your ads on local news, weather,

and home content. Avoid celebrity gossip and politics. Those clicks

rarely call. Both networks let you block topic groups and single sites.

Start with an allowlist of 30–50 highƗquality sites that are big in your
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city, then grow it. If a site sends short calls, block it. If a site sends long

calls, add similar sites.

Control frequency and recency. On native, people can see the same

tile many times. Set a cap so one person sees your ad only 2–3 times

per day. Use a recencywindow so you pay to reach people who clicked

a similar topic in the last few days. Many networks let you do this with

“interest recency” or “retargeting lookƗalikes.”

Keep budgets and bids safe at first. Start with a daily budget you can

lose while you learn. Think $50–$150/day in one city during season. Bid

to winmidƗtier placements, not the very top click. Top slots can bring

cheap clicks but poor intent. It’s better to buy fewer, better clicks that

turn into long calls.

Measure the right numbers. Do not brag about clickƗthrough rate. It

does not pay you. Watch call rate per session, connected talk time, and

accepted vs. rejected by site and headline. In your call tracking, tag a

call as “Accepted” when your buyer takes it. In your native dashboard,

pause headlines and sites that send short, rejected calls. Feed winners

more.

Test only one change at a time. Start with two headlines on the same

article. Keep the photo the same. After two days, keep the winner. Next,

test two photos with the same headline. After two days, keep the winner.

Then test a new first step on the article: swap breaker and thermostat

order. Watch talk time. Small, steady tests beat random guesses.

Respect policy. Mark “Sponsored” clearly in your CSS. Do not pretend

to be a news site. Do not borrow a news logo in your page banner. Do

not quote fake “experts.” Keep the tone helpful and honest. Networks

check pages. If they see tricks, they can ban your account.

A short example shows the flow. OnMonday, a person on a Phoenix

news site sees your tile: “Phoenix: AC Not Cooling? 3 Checks Before

You Call.” They tap. The page loads fast. They try your steps. It is still

warm. They see “Call Phoenix Help: 602Ɨ555Ɨ0100 (8–6)” in a sticky
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bar. They call at 4:45 p.m. Your agent answers. The call runs 2:08.

Your buyer accepts it. In your report, you see it came from “Outbrain—

LocalNews.com—AC Not Cooling v2.” You keep that tile and pause the

one that said “StopWarm Air With These Tips” because those clicks had

short talk time. By Friday, your cost per accepted call is within target.

You raise budget 20% from 3–6 p.m., wheremost long calls happen. You

holdmornings flat. The phone stays steady because your page and hours

match your ad.

Native is slow power. It does not spike like Search. But with a clean

article, a big number, tight geo, and patient tuning, native becomes a

steady lane of calm, ready callers who have already tried the safe steps.

That is the kind of caller who passes timers.

S2. Google Display Network call conversions

The Google Display Network (GDN) shows image and responsive ads

across thousands of sites and apps. Display clicks are colder than Search

because people are not typing a problem. But if you target well, write

simple creative, and send clicks to a fast call page, display can add

lowƗcost calls that still pass your buyer’s timer. Think of GDN as “tap to

call after a quick read,” not “callƗonly.”

Set your goal around calls. In Google Ads, make sure your account

tracks two call conversions: “Calls from ads” (for call assets where

supported) and“Calls fromwebsite” (tapsonyourphone linkon the site).

For GDN, you will rely on “Calls from website,” because most display

placements do not have a native call icon. Add a Google forwarding

number or use your own tracking number and an event to log the tap.

Set aminimum duration (like 90 seconds) for your call conversion so

Google optimizes toward long calls. Keep form fills as a secondary goal
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only if you truly use them.

Build Responsive Display Ads that look like a real tip card. Use one

clean image: a filter, a thermostat, or your city skyline with your logo

in a corner. Write a short headline: “Phoenix AC Help.” Write a longer

headline: “AC BlowingWarm? Try 3 Checks.” Write descriptions that

match your call page: “Replace a dirty filter. Flip breaker once. Set cool

+ auto. Still warm? Call 602Ɨ555Ɨ0100, 8–6.” The ad button can say “Get

Help” or “Call Now.” On a click, send people to your call page, not your

homepage.

Make the call page the hero. At the top, show “Call Phoenix Help:

602Ɨ555Ɨ0100 (8–6)” with a tel: link. Put the three steps right below.

Add ZIPs served. Put a tiny callback form below that with consent text.

Keep the page fast. Minify code. Compress images. A slow page kills

calls.

Target context and placement, not broad people buckets. Start with

Managed Placements: pick 20–50 highƗquality sites locals read (news,

weather, home). Add Topics like “Home Improvement,” “Heating &

Cooling,” and “Local News.” Avoid huge broad audiences at first. Add

InƗMarket “Home Repair” only after you see stable calls. Exclude Kids

content and Games. Exclude “Parked domains,” “Error pages,” and

“Sensitive content” in site category options.

Filter appswith care. Many app placements show lots of accidental

taps. If you see short calls from apps, exclude them. Start withmobile

web and desktop web. Add a few trusted apps later if they prove

themselves.

Set geo to your cities only and choosePresence targeting. Set schedule

to your agent hours. If you want to run late for retargeting only, create

a separate campaign for that, and change the page to show amorning

callback form after hours.

Use bidding that matches your data. If you have zero call conversions,

start withManual CPC and watch placement reports like a hawk. Once
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you have 20–30 “Calls from website” in a month, test Maximize

Conversions. If that holds, try tCPA set to your cost per call target.

Always feed back Accepted Calls with an offline import so the system

learns the truth over time.

Watch thePlacements report daily at first. Sort by cost. If a site spends

$50 and sends only short, rejected calls, exclude it. If a site spends $20

and sends two long calls, star it and find similar sites. Keep pruning and

planting. After two weeks, you will have a clean allowlist that pulls its

weight.

Use frequency caps. Limit impressions to 2–3 per person per day to

avoid annoying people. Add a viewable CPM bid tweak only if you care

about viewability; for calls, clicks matter more. Still, you can require

50% viewability to avoid junk.

Add a small retargeting ad group for people who visited your call page

in the last 7 days. Show them a calm card: “Still stuck? Tap to call. 8–6.”

Keep its budget small. Warm clicks call more.

Measure viewƗthrough conversionswith caution. Display reports will

show calls that happen after someone saw an ad but didn’t click. These

can be noisy. Focus first on clickƗthrough calls and your phone log. Use

viewƗthrough as a hint, not proof.

An example makes it clear. You build a responsive display ad with a

filter photo, headline “Phoenix AC Help,” and description “AC blowing

warm? Try 3 checks. Still stuck? Call 602Ɨ555Ɨ0100, 8–6.” You target

local news, weather, and home sites onmobile web from 8–6. You send

clicks to a fast call page with a big number. In week one, you see many

accidental taps from a game app. You exclude apps. In week two, most

calls come fromweather and news. Two sites send long calls; one sends

short ones. You block the bad one. You add two similar sites. By week

three, your cost per accepted call is close to target, and you raise bids

10%4–6 p.m. because talk time is best then. GDN is now a steady helper,

not a money drain.
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Display will never beat Search for intent. But with a clean call page,

tight placements, and careful pruning, it can add lowƗcost, real calls to

your mix.

S3. Programmatic audio with call CTAs

Programmatic audiomeansbuying 15–30 secondaudio ads on streaming

radio and music apps through a platform. Think about people using

Spotify, iHeart, or podcast apps on their phones. They hear your short

message, see a small banner on the screen, and can tap it. Onmany apps,

that tap can open your call page or even a phone dialer link. If a person

is home and stuck, they will call right then. Audio also sticks in the head,

so some will call after the ad ends if you say the number clearly twice.

Plan your audio like a mini phone script. Open with the problem right

away. “Phoenix homes: AC not cooling?” Say your city in the first line.

That local word is the hook. Give two safe checks quickly. “Replace a

dirty filter. Flip the breaker off and on once.” Give one safety stop. “If

you smell burning or hear buzzing, stop.” Then invite the call with your

number and hours twice. “Call 602Ɨ555Ɨ0100. We answer 8 to 6. That’s

602Ɨ555Ɨ0100.” Speak slowly. Smile. People can hear your tone.

Keep the spot 15–20 seconds. Long spots costmore. Short, clear spots

work if you are local and helpful. If you buy 30s, add one more line with

your city’s reality: “Dust storms clog filters fast here.” Do not cram five

points. People are cleaning, cooking, or driving. They will remember

one thing: the number and the hours.

Use a vanity number only if it is easy to say and you can track it. If you

don’t have one, your standard local number is fine. Say it twice the same

way. Do not change numbers across ads in the same area. Keep it steady

so recall grows.
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Ask your platform for mobileƗweighted supply with companion

banners. On a phone, a small banner often shows with the audio. That

banner should say, “Phoenix AC Help” and show “Call 602Ɨ555Ɨ0100 •

8–6.” Link it to your tel link if supported or to your call page. If you

must pick one, use the call page andmake it light. Some apps block tel

links; a fast page works everywhere.

Target by geo first. Pick your cities or ZIPs only. Add daypart tomatch

your agent hours. Audio is strong in early morning and late afternoon.

Try 7–10 a.m. and 3–6 p.m. in season. Avoid late night. People may

listen, but they cannot call you if you’re closed.

Layer context if your platform allows. Choose “Weather,” “Home,”

and “News.” Avoid music with heavy explicit tags if you do not want

your brand there. You can also exclude certain genres. Keep it simple at

the start and let your call log tell you where to lean.

Set frequency caps. Hearing your spot once or twice a day is enough.

Hearing it ten times will annoy people. A cap like 3 per day per person

keeps your tone friendly.

Use a unique audio number. If you can, buy a cityƗspecific tracking

line that you only say in audio. Put the same number on the companion

banner and on the call page you use for audio clicks. In your phone

system, label it “Programmatic Audio.”

Measure calls in two lanes. First, clickƗtoƗcall from the companion

banner. Second, audio recall calls where people dialed after hearing the

spot. Many platforms allow “audience exposed” lift studies. But your

real check is your phone log by hour. When the ad runs 7–10 a.m., do

you see a bump in audio number calls 7–11 a.m.? Do those calls last? If

yes, keep going.

Tune the script by listening to recordings. If callers sound confused or

ask “What do you do?” your ad is not clear. Make your promise smaller:

“TwoƗminute check. If still stuck, we connect you to a licensed tech.” If

callers from 9–10 a.m. say “I’m at work, call later,” shift your daypart
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to 7–9 a.m. and 4–6 p.m. Work with human reality.

Coordinate with weather. When a heat wave hits, add lines to your

spot: “110° today—replace your filter tonight.” Raise budget for 3–6

days. Then pull back when the wave passes. Audio works best when it

matches the week.

Avoid traps. Do not read your phone number too fast. Do not bury

the number once in the middle. Do not run cityƗwide if you only serve

three ZIPs. Do not forget the recording line on the call: “This call may

be recorded for quality. Is it okay to continue?” Do not run audio if you

cannot answer; you will anger people and waste money.

A small example shows the shape. You buy 30,000 impressions in

Phoenix for one week, 7–10 a.m. and 3–6 p.m. Your 20Ɨsecond spot

says the problem, two checks, your number twice, and your hours. The

companion banner links to a slim call page with the same number at

the top. Your audio number logs 22 calls in those windows. Fourteen

pass 90 seconds. During the same week, your Search calls hold steady.

You can say audio added incremental calls. You keep the script, shorten

the opening by one second, and buy the next week during the next heat

spike. You now have another steady line feeding your buyer.

Programmatic audio is not about fame. It is about catching a neighbor

at the right moment with a kind, local voice and a number they can

remember. Do that, and you will hear the difference in your recordings.

S4. Contextual targeting & allowlists

Contextual targeting means you place ads next to content thatmatches

the topic, not the person. This is simple and strong, especially now

that tracking cookies fade. For payƗperƗcall, context matters because

people reading a weather alert or a home fix article are closer to
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calling than someone reading celebrity news. You can also build

allowlists—handƗpicked sites and pages that keep quality high and junk

out. Think of context and allowlists as your seat picker. You choose the

seats where your ad belongs.

Start by listing contexts that match problems you handle. For HVAC,

the best contexts are “Weather,” “Local News,” “Home & Garden,”

“DIY,” and “Real Estate.” When heat spikes, weather and news soar.

When things calm down, DIY holds steady. In your buying tool (Display,

native, or programmatic), choose these topic groups first. Avoid

“Politics,” “Entertainment,” and “Celebrities.” Those clicks are curious,

not ready.

Make a starter allowlist of 30–100 domains that locals read. Include

your city’s top news site, the top weather site, the newspaper, local TV

station sites, and two or three national sites with strong local reach. Add

home sites with real howƗto content, not clickbait. You can also allowlist

highƗquality ad exchanges or sellers you trust. If a network offers a

“premium news bundle,” test it.

Check sites for ads.txt and seller.json. These files show if a site sells

ads openly and through which partners. Clean sites have them. Avoid

sites with no transparency or with long lists of shady resellers. Your

buying tool or verification partner can help flag bad supply.

Use pageƗlevel contextwhen you can. Some platforms let you target

pages that mention “AC not cooling,” “air conditioner leaking,” “ther-

mostat,” and your city name. That is gold. Put higher bids there. Lower

bids on broad topic pages.

Turn on site category exclusions. Block “Mature,” “Gambling,”

“Tragedy & Conflict,” and “Sensitive Social Issues.” These do not fit

yourmessage and can depress call quality. Also block “Parked domains,”

“InƗvideo,” and “Error pages.” Keep “News” on if you are careful. News

drives weather traffic. If a certain news subƗsection causes problems,

block that section only.
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Watch forMFA (madeƗforƗadvertising) sites. These sites have dozens

of ad slots, slideshows that bait clicks, and random content stuffed with

keywords. They can pass basic checks and still be junk. Signs of MFA:

long, weird domain names, too many “Next” buttons, and low time on

page in your analytics. If a site sends many clicks but almost no calls,

block it. Build a “Junk” list and add to it weekly.

Build your allowlist by performance, not by brand name. A famous

site can still send junk clicks if your ad sits in the wrong widget. A small

local weather blog can send long calls. Trust your call log. Tag calls

by site or placement when your tool allows it. Keep the sites that bring

accepted calls. Drop those that don’t.

Keepmobile first. Most calls come from phones. If a site’s mobile

layout hides the companion banner or makes the “Call” button tiny, put

that site on a “desktop only” list or drop it. Visit your own ad on that site

with your phone. If you can’t find your button, neither can a neighbor.

Set frequency caps by site. If one site has a sticky slot that shows your

ad too much, cap impressions at 2 per day per user there. More is not

better. It just wastes spend and annoys people.

Match context to theweek. Before a heat wave, raise bids on weather

and news contexts. During a calm week, move budget to DIY and Home

topics. When school starts and parents are busy, tighten your allowlist

to only the top 30 sites that always perform. Your money goes where life

goes.

Coordinate context with your creative. On weather pages, open with

“110° today.” On home pages, open with “AC not cooling?” On local

news, open with the city name. Use the same number and hours across

all. Only the first line changes.

Measure accepted calls per 1,000 impressions by site and topic. This

simple metric shows which context truly works. A site with low CTR but

high calls per 1,000 impressions may be a keeper. A site with high CTR

but low calls per 1,000 is likely an attention trap.

356



PAID — DISPLAY, NATIVE & PROGRAMMATIC

An example: you start with topics Weather, News, and Home Im-

provement, and a 50Ɨsite allowlist. In week one, LocalNews.com,

BigWeather.com, andDIYHome.org sendmost accepted calls. A celebrity

site sends many clicks and zero calls. You block it. In week two, a heat

wave hits. You raise bids on Weather by 25% and pause DIY for three

days. Calls rise at the same cost per accepted. In week three, you lower

Weather and bringDIY back. You swap your first line tomatch the calmer

week. Over a month, your allowlist shrinks to 35 winners that you trust.

Your phone log is steady. That is context done with care.

Context and allowlists are not flashy. They are amap and a fence. With

them, your money sits in the right seats, your ads feel like help, and the

calls that come in are the ones your buyer wants.

S5. Pre‑bid brand‑safety filters

PreƗbid brandƗsafety filters are shields you set before you buy an

impression. They block risky pages and fake traffic so your ads do not

show in bad places and your budget does not feed bots. In programmatic

buys, you can add these shields from vendors like Integral Ad Science

(IAS), DoubleVerify (DV), andHUMAN, or from builtƗin tools in your DSP.

In payƗperƗcall, these filters do more than protect your name. They also

lift call quality, because junk impressions tend to bring junk clicks and

short calls.

Think of three buckets: safety, suitability, and fraud. Safety blocks

truly unsafe stuff: adult, illegal drugs, terrorism, hate speech. Suitability

lets you tune gray areas: crime news, accidents, tragic events, and

political content. Fraud filters catch bots, invalid traffic (IVT), and sites

built just to farm ad dollars (MFA).

Turn on core safety first. In your DSP, select “Exclude Adult & Explicit
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Sexual,” “Exclude Hate/Insult,” “Exclude Malware/Phishing,” and

“Exclude Illegal Drugs.” Keep these hard blocks on always. They will

reduce cheap supply. That is fine. You are buying calls, not random

clicks.

Set suitability to “moderate.” Many real people read news. Weather

alerts often sit next to crime headlines. If you block all news, youmay

loseyourbestweatherpages. Startwith“ExcludeTragedy/Conflict”only

for creative that would feel wrong there (like a happymusic ad). For a

calm helpmessage, you can allow general news but block subƗcategories

like “War” or “Mass Casualty” if your vendor offers that level. Test,

listen to your calls, and adjust. If callers mention scary content, tighten

it.

Enable fraud filters at the highest level your budget allows. Choose

“PreƗbid IVT” and “Sophisticated IVT.” Turn on “MFA site” blocking

if your vendor has it. Check “appƗads.txt required” to avoid fake apps.

Require “ads.txt authorized sellers” on web. These two checks alone

cut a lot of trash. Add “SPA” (supply path optimization) to buy only

from direct or preferred exchanges and sellers. Fewer hops mean fewer

games.

Use viewability as a soft guard, not a hard gate. A call can happen even

if 50% of your display ad is viewable for one second. Setting a strict

80%/10s viewability filter can shrink supply so much that your local

campaign can’t spend. Start with a basic “50% viewable” preƗbid and

then look at postƗbid viewability reports. If a site is always low and sends

no calls, block it at the site level.

Filter by language and location. If you run in Phoenix in English,

block nonƗEnglish pages unless you also run Spanish creative and have

SpanishƗspeaking agents. Set your geo to Presence only. Use IP quality

filters to block proxy/VPN trafficwhen possible. People hiding their true

location often do not call.

Set app store and content rating filters for inƗapp buys. Block apps
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rated for young kids. Block categories like “Games—Arcade” if those

taps never call. Allow “Weather,” “News,” and “Home” apps first.

Check the app site listweekly; block lowƗquality ones.

Add siteƗlevel blocks when your call log says to. PreƗbid filters are

blunt tools. They block classes of risk. Some sites will slip through and

still be bad for you. If you see short calls from “upworthyƗclone.biz,”

block that domain. Keep your own blocklist growing. It is your second

fence.

Beware of overƗblocking. If you turn every dial to “max strict,” you

will spend nothing or pay huge CPMs that never turn into calls. Start

with core safety and fraud. Allow news. Watch performance. Tighten

only where needed.

Check supply paths. The same site can come through five resellers.

Pick the direct path (publisher → primary exchange) when you can. Your

DSPmay have a “preferred deals” or “curatedmarketplaces” tab with

clean paths. Use those. Clean paths meanmore real humans and fewer

surprises.

Monitor preƗbid logs and postƗbid reports weekly. Your vendor

dashboards will show what they blocked and why. Your DSP will show

where you bought. Your call tracking will show which buys led to

accepted calls. Put these three views together. If a filter blocked half

your impressions on a great local news site during a heat alert, check the

category that triggered it. Youmight need to allow “Tragedy/Conflict”

for that one line of creative, or youmight whitelist that one section after

a quick test.

Align filters to creative tone. If your ad is a calm safetymessage, it can

sit next to most news without harm. If your ad is playful, block heavy

news to avoid bad fits. This is not just brand talk. A bad fit lowers trust

and shortens calls.

A short story makes it real. You launch a programmatic display buy

with core safety and fraud filters on, language set to English, and a light
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viewability guard. You allow news and weather. Week one, you see calls

rise from local news and weather sites. You also see a chunk of spend

on “funfactsƗslides.com.” Calls from that site are five seconds long. You

block it. Week two, your vendor releases an “MFA block” switch. You

turn it on. Your CPM goes up a little. Your calls per 1,000 impressions go

up a lot. Cost per accepted call drops 18%. You keep that setting. In week

three, a heat alert hits and your safety filter flags “Tragedy/Conflict”

for a weather story about heat deaths. Your ads miss a key hour. You

adjust suitability to allow weather emergency coverage for that week

only. Calls recover. You write this in your runbook so the team knows

what to do next time.

PreƗbid filters are not setƗandƗforget. They are dials you turn with your

phone log in hand. Start safe, keep supply clean, and tune for fit. When

your ads sit in the right places, real neighbors see them, trust them, and

call with calm voices. Calm voices pass timers. That is why we do this.

S6. Frequency caps & fatigue control

When the same person sees your ad too many times, their eyes glaze

over. They stop paying attention. This is called ad fatigue. On your side,

you will see more money spent, fewer calls, and shorter talk time. Good

news: you can control this with frequency caps and a simple rhythm.

Think of frequency like salt in a recipe. A little makes the dish

better. Too much ruins it. For payƗperƗcall, a good starting point for

prospecting (new people) is nomore than two impressions per person

per day, and no more than seven per week. For warm retargeting

(people who watched your video or visited your call page), aim for one

to two impressions per day for seven days, then stop if they still don’t

call. These are not laws. They are safe first steps. You will tune them

with your phone log.

How do you know you are pushing too hard? Watch four signals. First,
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your cost per accepted call creeps up day by day while spend stays the

same. Second, average talk time falls even though your targeting and

hours did not change. Third, call rates per 1,000 impressions drop.

Fourth, comments on social start to say“I’ve seen thisfive times.” When

two or more of these show up, you have fatigue.

Set caps in the tool you are using. In Google Display, most DSPs, and

native networks, you can set perƗuser caps by day and week. Start with

2/day and 7/week for prospecting. In retargeting ad groups, set 1/day

and 5/week. Use ad scheduling so you only spend during your agent

hours. This alone can fix half of fatigue because you stop showing when

people can’t call.

Plan your recency window. Recency is “how long after an event we

still show ads.” For warm retargeting, a 7Ɨdaywindow is usually best

for service calls. After that, interest fades. For cold prospecting, you do

not need recency rules—frequency caps do the job.

Rotate your first second often. You do not need a brandƗnew ad every

day. But you should swap the opening shot or headline weekly. One

week, show the dirty vs. clean filter. Next week, open on the thermostat.

The number, hours, and city stay the same. Only thefirst second changes.

This keeps attention without changing your promise.

Tune by hour. If you see fatigue in the morning (low calls per 1,000

impressions), lower morning bids and raise late afternoon bids. People

notice “helpnow”adsmorewhen they arehomeand feeling theproblem.

Your own logs will show the sweet spot. Often it is 4–6 p.m. in summer

for HVAC.

Give people a rest. If someone watched your video to 95% and did not

call after three days, pause them for four days. Let them breathe. Then

show one gentle nudge: “Still stuck? Call 602Ɨ555Ɨ0100, 8–6.” Many

tools let you build this “coolƗdown” with audience rules. It feels kinder

and often works better.

Protect recent callers. Exclude numbers you just spoke with. If your
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system can upload “Accepted Call” events eachmorning, use those to

exclude accepted callers for 14–30 days. Also exclude numbers that

texted STOP. Do not chase people who asked you to stop. That is both

badmanners and a risk.

Control creative fatigue with a tiny library. You do not need 50 ads.

Keep six to eight pieces you can rotate. Three problem hooks (“AC not

cooling?”, “AC leaking water?”, “Strange AC noise?”). Two season

hooks (“110° today” and “first cold snap”). Two UGC stories. Record all

in one afternoon. Now you can swap one each week without stress.

Use caps per site and per app. In display and native, one site can show

your tile again and again. Cap to two per day on that site. If an app causes

many accidental taps and short calls, exclude the app from prospecting

and keep it only in warm retargeting, or drop it fully.

Watchweather. During a heat wave, people need more reminders, but

they also call faster. You can loosen caps a bit (for example, 3/day for

three days) if your accepted call rate stays high. When the heat wave

ends, tighten back to normal the next day.

Measure the shape of fatigue, not just the totals. Break your report

into frequency buckets. Many DSPs show results by “users who saw 1

ad,” “2–3 ads,” “4–6 ads,” and so on. Look at accepted calls per 1,000

impressions in each bucket. You will often see the best return at 1–3

views, with a sharp drop after 5. Set your caps just before the drop.

Here is a simple real story. You run native ads in Phoenix with a 2/day,

7/week cap. Week one is great. Week two, your cost per accepted call

starts to rise. You check the frequency buckets. Many users are at 4–6

views with poor call rates. You lower caps to 2/day, 5/week, and you

swap the opening photo. You also shift 20% of budget to 4–6 p.m. Calls

per 1,000 impressions go back up, and cost per accepted call drops below

week one. You write a note in your runbook: “In heat weeks, keep caps

at 3/day for 3 days; otherwise 2/day, 5/week.” Now the rule lives on.

One last tip: keep yourmessage calm. When ads get loud or pushy,
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fatigue hits sooner. Short, kind lines like “Try these checks. Still stuck?

Call 8–6.” age well. With gentle words, you can show an ad a fewmore

times before people tune out. Gentle earns minutes, andminutes clear

timers.

S7. Creative specs for tap‑to‑call

Your admust do two simple jobs: be easy to read and be easy to tap. That

is it. Fancy design does not win calls. Clear design does. Here is how to

build creative that works across display, native, and programmatic and

turns into calls on phones.

Start with the shape. On phones, vertical and squarewin because they

fill more of the screen. Aim for 9:16 (vertical) and 1:1 (square) versions

of your image or video. On web banners, also make a landscape version

(about 1.91:1). Keep the message the same on all: the problem, the city,

and the call line.

Make the number big and bold. Put it on screen for the last three sec-

onds of any video. On images, make it the largest text. Use highƗcontrast

colors so the number stands out. Dark text on a light background works

well. Avoid tiny thin fonts. Pick a clean, thick font so the digits do not

blur on small screens. Write your hours next to the number: “8–6.” Add

the city too: “Phoenix.”

Keep words short. The best ad can fit on an index card. “AC

not cooling? Try 3 checks. Still stuck in 85008/85016/85018? Call

602Ɨ555Ɨ0100, 8–6.” That is the whole message. You do not need long

paragraphs or a pile of emojis. On social, your caption can repeat the

number and city. On banners, the image text should be enough.

Show one helpful visual. Hold up a clean filter next to a dirty one.

Point to a thermostat set to “cool” and “auto.” Show a breaker with
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your finger near it, not inside the panel. Real photos beat stock. People

recognize real. Snap these shots on a phone in bright, even light. Crop

tight so the important part fills the frame.

Keep videos short. 15–20 seconds is enough. Hook in the first second

(“AC not cooling?”). Show two or three safe steps. End with the call

line and hours, both spoken and on screen. Add captions because many

people watch with sound off.

Make the tap easy. If you send people to a page, put a big Call Now

button at the very top. The buttonmust be easy to hit with a thumb. On

phones, a good tap target is roughly the size of a fingertip. The button

should use a tel: link to open the dialer. Right next to the button, show

your hours so people know someone will answer. Do not hide the button

under a big image or a slow animation.

Add a sticky call bar onmobile pages. As people scroll, a thin bar at the

bottom should always show “Call 602Ɨ555Ɨ0100 • 8–6.” One tap opens

the dialer. This saves calls when people skim.

Keepfiles light. Heavy images and long videos load slowly on cell data.

Slow pages kill calls. Compress images so they look clean but load fast.

Keep videos short and simple so they start at once. Avoid tiny text in

videos; it gets mushy on low connections.

Use a clean CTA. In display and native, the button text can say “Call

Now” or “Get Help.” Don’t use “Learn More” if the plan is to call. On

social, use the Call button if the platform offers it. If not, link to your

call pagewith a clear “Tap to Call” header.

Keep safety in the frame. If you show a breaker, keep the panel shut

and talk about flipping one breaker off and on once. If you talk about

smells or sounds, add “If you smell burning or hear buzzing, stop and

call a pro.” Safety lines build trust and lengthen calls.

Use consistent numbers. The number on the ad should match the

number on the page and the number your phone system expects for that

source. If they differ, people get confused and hang up. Use one clean
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tracking number per source and show it everywhere in that path.

Include a small recording notewhere it fits. On pages, near the button,

write “Calls may be recorded for quality.” On the call, say the notice and

ask for okay. In ads, space is tight; you can keep the ad short and handle

the notice on page and phone.

Test on real phones. Send the ad to your own device. Tap. Does the

dialer open? Does the page load fast? Can you read the number without

squinting? If you have to pinchƗzoom to read the number, it is too small.

Fix it before you spendmoney.

Keep a starter kit on hand. Make these once and reuse them: one

square and one vertical image with your number and city, one 15–20

second video with the three steps and the call line, one fast call page

with a big button and a sticky bar. With this kit, you can run on most

networks and be ready for heat waves in minutes.

A quick example shows why specs matter. You run a display ad with

a tiny number tucked into the corner. People click, but few call. You

rebuild the image so the number fills the bottom third, the city is in

the headline, and the hours sit next to the number. You compress the

file so it loads fast. You swap the landing page header so “Call Now

602Ɨ555Ɨ0100” is the first thing. Next day, calls per 1,000 impressions

double, and average talk time rises. The change took one afternoon, not

a new budget.

Clear, big, and fast beats fancy. That is the creative spec for tapƗtoƗcall.

S8. Post‑view vs post‑click attribution

“Who gets credit?” is a hard question in ads. A personmay see a banner

on a weather site at 8 a.m., click a search ad at 4 p.m., then call at 4:05

p.m. Which one created the call? If you are not careful, both channels
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will claim it. Your reports will look great, but your bank account won’t.

You need a simple, honest way to count.

There are two kinds of credit to understand. PostƗclick credit means

the person clicked your ad before they called. PostƗview creditmeans the

person saw your ad (no click) and later called. Many tools call postƗview

a “viewƗthrough conversion.” PostƗview is easy to abuse because seeing

an ad does not always cause the call. People see ads all day. Some were

going to call anyway. So we treat postƗview as assist, not the main hero.

Pick one primary rule and write it down. A clean plan looks like this.

First, count accepted calls that came after a click inside a 7Ɨdaywindow

as yourmain wins. This covers Search, social clickƗtoƗcall, display clicks

to your call page, and so on. Second, allow postƗview assists only when

the call happened within a short window (for example, 6–24 hours)

after the view and there was no other click in between. Third, do not

use viewƗthrough events as bidding goals. They are for learning, not for

steering.

Use your phone log as the source of truth. Your ad platforms will

each try to claim calls. Match calls to clicks yourself using your dynamic

number insertion (DNI) and your UTM tags. If the same call could belong

to two channels, give it to the last click first. If there was no click, check

for a qualified view in the last 6–24 hours, and log an assist for that

channel. Keep this simple. Write it in your runbook so future you knows

the rule.

Set attribution windows to match your reality. In Google Ads for

display, a common safe window is 1Ɨday view and 7Ɨday click. In social,

use 1Ɨday view and 7Ɨday click as well. For Search, many teams use 7Ɨday

click only. These are starting points. If you sell urgent help (AC repair),

long windowsmake no sense. Few people wait a week to call. Shorten

windows if viewƗthrough claims look fishy.

Watch for double counting. If you let each platform keep its default

settings, the same call can count three times: once in Google, once in
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Meta, once in your DSP. Your own report to the business should count

it once. Keep a simple spreadsheet or dashboard that merges calls by

caller number + time and shows the last click channel. If there was no

click, show the last qualified view and tag it as an assist.

Do small holdouts to sanityƗcheck viewƗthrough. Choose a city or a set

of ZIPs and turn off display for one week while Search stays on. If calls

stay the same as the week before, your display viewƗthrough claimswere

likely smoke. If calls dip while spend and Search stay steady, display

probably adds some lift. Bring it back and note the lift size for future

reports.

Report layers, not guesses. In your weekly note, show: total accepted

calls, accepted calls by last click channel, and accepted calls with a view

assist (no click). If you want to give viewƗthrough some credit in your

internal ROI math, cap it (for example, give it 20–30%weight) and say

so. Never let pure viewƗthrough be themain reason to scale a channel.

Make channels earn scale through lastƗclick calls and incrementality

tests.

Align offline importswith this plan. When you upload “Accepted Call”

events to Google or Meta, be clear which conversion action you include

in optimizing and which you keep only for reporting. Feed the accepted,

clickƗbased calls as the main goal for bidding. Keep viewƗthrough flags

out of the goal set. The machine should learn from calls that truly tied

to the ad, not from every impression on a busy news day.

Check crossƗdevice reality. Some people see a YouTube ad on TV, then

call from their phone later. You will miss some of that without fancy

tools. That is okay. This is why we use incrementality tests (geo splits

and time holdouts). If a channel shows lift in those tests, keep it, even

if click data is thin. If it never shows lift, stop it, even if the platform’s

viewƗthrough chart looks shiny.

Keep your rules steady for a full season. Do not change windows every

week. If you do, your charts lie to you. Set the windows, run the plan for
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a month, and adjust only if your calls say so.

A short example shows the path. You run Search and native. Your

report shows 200 accepted calls this week. Your lastƗclick view says 140

from Search, 30 from native clicks, and 30 from “no click.” In the 30

“no click,” you check views. Twelve called within 12 hours of a native

impression with no clicks. Youmark those as native assists. Eighteen

had no impressions you can tie, so you leave them direct. You scale

native a bit because it also passed a geo holdout. You do not scale a

display network that claimed 80 viewƗthrough calls because, in your log,

those people clicked Search later. Your bank account and your buyer

both thank you.

Clear rules end fights. Count once. Trust last click for calls. Let

viewƗthrough help, not lead. Use holdouts to check yourself. That is

how you stay honest in a noisy world.

S9. Site placement testing SOP

A site placement test is a clean way to learn which websites and app

placements send real calls, not just clicks. You do not need fancy math.

You need a list, a plan, and discipline. Here is a simple SOP (standard

operating procedure) you can follow every time.

First, build a starter list. Pick 30–50 sites that locals read: your city’s

top news site, local TV station sites, the main weather site, a few home

and DIY sites, and maybe a couple of real estate sites. Add them as

managed placements in your display buy, or target them through your

native network’s site list. Turn on your preƗbid brandƗsafety and fraud

filters. Exclude kids’ apps, games, parked domains, and MFA junk. Keep

the geo to your service cities and set your schedule to your agent hours.

Second, set a test budget that can give each site a fair try. A simple
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rule is to aim for $50–$150 of spend per site over 3–7 days, or until you

see three accepted calls from that site—whichever comes first. If your

cost per accepted call target is $60, a $150 cap per site gives room for a

win without risking a blowout.

Third, hold creative steady. Use one clean image ad and one clean text

line across all sites. The message stays the same: the problem, the city,

the number, and the hours. The landing page stays the same: fast, with

“Call Now” at the top and a sticky bar. We hold these steady so the site

itself is the variable.

Fourth, tag calls by site. Use DNI to pass the site name into your call

record, or use a separate tracking number for the group of placements if

your tool supports it. At least, pass UTM source/placement so you can

filter calls later. Without clean tags, you are guessing.

Fifth, watch calls per 1,000 impressions and accepted rate per site.

Do not chase CTR. A site with low CTR can still send good calls if the few

clicks are right. Your daily check is simple: howmany calls, howmany

hit the timer, and howmany were accepted by the buyer.

Sixth, make keep/kill decisions with a small rule. Keep a site if it hits

one of these: three accepted calls in the test window at or under your

target cost, or one accepted callwith strong average talk time and signs

it will scale (for example, it sits in a top local news section during a heat

wave). Kill a site if it spends the cap with zero accepted calls or if calls

are all short and out of area. If data is thin, extend the test, but do not

sink endless money into “maybe.”

Seventh, grow an allowlist. Move kept sites into your “Core” allowlist.

Shut off or exclude the rest. In week two, add 10–20 new sites that look

like your winners (more local news, more weather, more home). Repeat

the test. Each round, your allowlist gets stronger.

Eighth, test sections inside big sites. On a large news site, theWeather

page may work great, while Entertainment sends junk. Many DSPs let

you target placements by section or keyword. Bid higher for Weather
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and Local News. Bid lower or exclude other sections. This one change

can cut waste by half.

Ninth, test times. Some sites do better at lunch. Others do better after

work. Use hour reports to shift bids by time on the sites you keep. Raise

bids in the twoƗhour windows that send the longest calls. Lower in weak

windows. Keep changes small and give them time.

Tenth, document everything. Make a simple sheet with columns:

Site, Section, Impressions, Spend, Calls, Avg Talk Time, Accepted,

Cost/Accepted, Keep/Kill, Notes. Notes can say “Strong 4–6 p.m.,”

“Short calls, likely teens,” or “Great during heat wave only.” Share

this sheet with your team and update weekly during season, monthly

out of season.

Keep your filters on. Even good sites sell through many paths. Use

ads.txt only supply. Prefer direct or preferred sellers. KeepMFA blocks

on. If a good site slips in via a bad reseller and sends junk, block that

path.

Do not forget the phone. Listen to a few calls from each top site. Do

callers sound local? Do they mention the page they came from? If many

callers say “Iwas reading theweather,” that is a clue to lean intoweather

pages.

Here is a quick example. Week one, you test 40 sites. By Friday, 12

sites have at least one accepted call under target. Eight have three or

more. You keep those 12 and build a new allowlist called “Phoenix Core.”

You add 15 new sites that look like the winners. Week two, you repeat.

You now have 20 solid sites. You notice most wins come fromWeather

and Local News sections. You increase bids on those sections by 20%

4–6 p.m., and you lower bids on general “Lifestyle.” Cost per accepted

call drops, and your buyer asks for more volume. You can answer “yes”

because you have a plan, not a hunch.

A clean SOP makes testing calm. Same setup each time. Same rules.

Same sheet. Your team can run it without drama, and your allowlist gets
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better every month.

S10. Fraud monitoring (IVR spam/honey pots)

Not every call is real. Bots, bad actors, and even bored teens can hit your

tracking numbers. Some call farms run IVR spam that pushes digits fast

to trick your system into a “qualified” state. Some scrape numbers off

pages and “test” themwith autoƗdialers at 2 a.m. If you let this run, you

pay for junk, your buyer gets angry, and your reports get messy. You

need simple tools to spot it and stop it.

Start with a picture of normal. In your phone system, a normal day of

real calls has voices that say hello, a few seconds of silence while they

connect, and then steady speech. The numbers come from real area

codes in your city or nearby. The calls last past your timer when the fit

is right. They spread across the day, with peaks in late afternoon. Write

this down, so you can spot weird patterns.

Now learn the signs of spam. Spam calls are often very short, like

3–12 seconds. They come in bursts, many in a row, sometimes at odd

hours like 1–4 a.m. They come from numbers that change every call, or

from the same number over and over. Youmay hear no voice, then hang

up. In some cases, you will hear fast DTMF tones (beeps) pressed in a

pattern, like “1Ɨ1Ɨ1Ɨ1” or “1Ɨ2Ɨ3Ɨ4,” as a bot tries to pass your IVR. Some

will press your “press 1 to connect” instantly, faster than any human

could.

Add a small challenge to your call flow to catch bots. A simple test is,

“To reach a tech, please press 7, then the # key.” Humans can do this

easily. Many bots cannot. Change the number once a week so a recorded

bot cannot learn it. If the caller presses thewrong sequence or presses

too fast (under, say, 300milliseconds), send the call to a dead end and

371



UNDISCOVERED PROFITS : PAY PER CALL MASTERY

mark it as “Challenge Failed.” Do not count it as a lead. Do not send it

to your buyer. This one change can cut a lot of IVR spam.

Use a voice prompt too. Have your IVR say, “This call may be recorded.

Please say your ZIP code.” If there is no speech and only tones, fail the

call. If speech is present but does not match a ZIP, route to a live agent

only if you want to save edge cases. Most bots cannot speak a real ZIP.

Watch caller ID patterns. If many spam calls come from the same

prefix or the same carrier block, add a temporary rate limit: “Only allow

one call per five minutes from the same number” or “block more than

three failed calls from the same /24 IP or carrier trunk per hour” (your

provider can help you set this based on their logs). Keep a block list

and a gray list. Block numbers that hit you 20+ times in a day with fails.

GrayƗlist numbers that look odd and watch them.

CheckSTIR/SHAKEN info if your carrier shows it. Calls in theU.S. come

with an attestation level (A, B, or C). It is not perfect, but many spam

calls come with no attestation or a low one. You can weigh that in your

rules. For example, if a call fails your challenge and has no attestation,

drop it at once.

Set up two or three honeyƗpot numbers. These are tracking numbers

you never publish. If they ring, something is wrong—someone is

warƗdialing blocks of numbers, or a vendor leaked your numbers. Point

these numbers to a silent IVR that logs the call, asks for a random

challenge (“press 9, then #”), and records. If a honeyƗpot gets hit, look

at the time, the carrier, and the pattern. Share the proof with any traffic

partners you suspect. Ask for refunds if their traffic caused it. Rotate or

retire tracking numbers that get hammered.

Mark and refund fake leads fast. If your buyer sees awave of short, odd

calls, pull the recordings and tags. If you see IVR spam, tell the buyer you

are blocking it and that you will credit those calls. Fix it within 24 hours.

This keeps trust high. Then plug the hole with a new IVR challenge or a

block.
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Keep an eye on night calls. If you are closed, a burst at 2 a.m. is

almost always junk. Do not run ads at night. If junk comes anyway, your

numbers have been scraped or hit by a bot. Use your honeyƗpots to catch

the pattern and add a night block that drops calls after one ring.

Teach your agents to listen for tells. If a call connects and there is a

long beep and then silence, they should hang up and mark it spam. If

there is a recordedvoice loop that doesnot answerquestions, they should

hang up. Do not waste minutes on clear spam. Minutes are money.

Log repeating short calls from the same number. If the same number

calls ten times with 6Ɨsecond calls, block it. If that number later calls for

real and leaves a voicemail, you can remove the block. Most real people

do not hit you ten times in one hour with six seconds.

Share spamfingerprintswith your partners. If a certainDTMFpattern

shows up, tell your call platform. Many have shared block rules for

known bot patterns. Ask your carrier to enable any call firewall features

they have. Some can filter known robocall sources upstream.

Review spam reports weekly. In your dashboard, add a line for

“Challenge Fails,” “Short Calls under xx seconds,” and “Night Calls.”

Your goal is for those lines to trend down or stay low. If they jump, find

the change that caused it: a new number, a new placement, or a new

vendor.

Here is a short story. On Tuesday night, your honeyƗpot number rings

40 times between 1 and 2 a.m. All calls are 8–10 seconds. The CDR shows

one carrier trunk. You add a rule to block that trunk at night and to

require “press 7 then #” on all lines. You also add a voice ZIP test in

daytime. OnWednesday, junk drops to near zero. You credit three bad

calls to your buyer from Tuesday and explain what you fixed. Thursday,

real calls behave as normal, and your accepted rate rises because bot

noise is gone.

Fraud control is not about turning into a detective. It is about a few

simple gates and habits. Add a small challenge. Block patterns. Use
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honeyƗpots. Act fast when you see a spike. Keep your buyer in the loop.

Clean lines make clean calls, and clean calls pass timers.
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Partner Channels — PPCall Networks &

Marketplaces

S1. How to evaluate a PPCall network

A payƗperƗcall (PPCall) network is a middle layer. They bring you buyers,

rules, and payouts. You bring them calls. When it works, both sides win.

But not all networks are the same. Some are careful and clear. Some

are messy and vague. Your job is to sort them before you send a single

call. You can do this with a simple check that fits on one page. Keep your

words plain. Ask for proof. Trust, but verify.

Start with the offer itself. Ask what verticals the network really fills

today, not what they hope to fill next quarter. If they say “HVAC repair,”

ask for the exact service list. Do they take central air only, or also

minisplits and window units? Do they handle emergencies, tuneƗups, or

both? Ask for geo by city or ZIP. A clean network can list target ZIPs and

hours on day one. Vague answers here cause short calls later.

Ask about acceptance rules in simple terms. You want the call

timer, the “who we accept,” and the “who we reject.” A clear answer

sounds like this: “We accept ownerƗoccupied homes in Phoenix ZIPs
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85008/85016/85018. Call must be 90 seconds from IVR connect. No

renters, no outƗofƗarea calls, no brand warranty claims.” If you hear,

“Send calls and we’ll figure it out,” slow down. Rules on paper prevent

refunds later.

Check payouts and net terms. You will see three common shapes: paid

per accepted call after a timer, paid per live transfer, or paid per booked

appointment. Pick the one that matches your flow. Then ask, “When

do you pay?” NetƗ7 or netƗ15 is normal for steady partners. NetƗ30 can

work if you have cash on hand. Anything longer is a red flag unless the

rate is much higher and the buyer is rock solid. Ask for their payment

history with other partners. Good networks do not fear this question.

Look at their QA and compliance story. Ask if calls are recorded, how

long they keep them, and how you will get access to the recordings for

disputed calls. Ask if they require a recording notice and DoƗNotƗCall

handling. A strong network will show you a short script and tell you how

they grade calls. They will also ask you for your consent language on

pages and in your IVR. If they do not care about consent, do not run with

them.

Ask about number provisioning and caller ID. The best networks will

give you tracking numbers or let you bring your own. They should

support STIR/SHAKEN, branded caller ID where possible, and a plan

for blocked or flagged numbers. If they say “we recycle numbers every

week,” be careful. Constant number swapping can hurt answer rates.

Review reporting. Youneed daily stats by source: total calls, connected

calls, average duration, accepted vs. rejected, reject reason codes, and

payout totals. Ask for a sample CSV and a dashboard screenshot. If they

cannot show you a real report, they will not show you real problems

either.

Check their buyer mix. One buyer is a concentration risk. More than

three to five buyers in the same vertical is safer. Ask, “What share of

volume goes to each buyer?” If 90% goes to one, you are riding on that
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one. If they say, “We will addmore buyers later,” note that and plan a

small test until they do.

Ask for a test plan in writing. A real network can outline a sevenƗday

pilot with a risk cap. It looks like this: “Pilot up to 100 calls or $5,000

in cost, whichever comes first. Target acceptance rate 60%+, timer at

90 seconds. We review daily. If we hit targets, we add 20%more budget

each week.” If they will not put this in writing, pause.

Get two references. Ask to speak to an active publisher and an active

buyer in your vertical. Keep the call short and kind. Ask about onƗtime

pay, fair disputes, and how fast the network fixes issues. If the network

cannot provide references, that is a signal.

Do a small “fraud poke.” Ask how they handle robocalls, IVR spam,

and duplicates. A good answer includes an IVR challenge (press key + #),

duplicate windows (no repeat payout within 30 days for the same caller),

and honeyƗpot numbers to catch bots. A weak answer here means you

will pay to clean their pipes.

Look for simple, human support. Ask who your dayƗtoƗday contact is

and how to reach them. Ask how fast they reply when calls go sideways.

A response time SLA of “within 2 business hours during agent hours” is

fair. If they say “email us and we’ll get to it,” you may be alone when

you need help most.

Here is a short example. You meet “BrightCalls Network.” They

say they do HVAC in Phoenix. You ask for the ZIPs, hours, timer, and

reject reasons. They send a oneƗpage PDF with 85008/85016/85018, 8

a.m.–6 p.m., 90Ɨsecond timer, reject reasons include outƗofƗarea, wrong

service, warranty, and noƗanswer. They list three buyers, with share

45/35/20. They offer netƗ15 and show a dashboard screenshot with call

IDs, durations, and grade codes. They give you two references. They

propose a 100Ɨcall pilot with a $5,000 cap and daily checkƗins. They

require you to announce recording and keep consent logs for 2 years.

This is a strong start. You still test small, but you test.
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Now the flip side. You meet “Rocket Leads.” They say, “Send calls

nationwide. We pay great.” They cannot list ZIPs, hours, or reject

reasons. They promise netƗ45 “because of our buyers.” They have no

reporting demo and no references. They say “our terms are standard”

but will not email them. You thank them andmove on. Saying “no” here

is how you stay in business.

Your evaluation does not need big words. It needs clear ones. What do

you accept, what do you reject, how do you pay, how do we fix problems,

who answers when things break? When a network can answer these in

one page, your calls will be safer and longer. When they cannot, save

your budget for someone who can.

S2. Onboarding SLAs & acceptance rules

Onboarding is the first handshake. It sets the tone for the whole deal.

A good start has two parts. First, you agree on SLAs—service level

agreements. These are simplepromises about speed, access, and support.

Second, you agree on acceptance rules—what counts as a paid call and

what does not. Put both in writing. Keep the language plain. If a middle

schooler can read it, you did it right.

Begin with the SLA for setup. Agree on how fast both sides will move.

A clean SLA looks like this. The networkwill send the IO (insertion order)

within one business day. You will return it signed within one business

day. The network will provision tracking numbers within one business

day after that. You will point numbers live within one business day after

you get them. Thenetworkwill give youdashboard loginswhennumbers

go live. If either side misses a step, the other side pauses launch until

that step finishes. Simple deadlines keep launch from dragging.

Agree on an SLA for support. During agent hours, both sides reply
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to critical issues in under two hours. Critical means “no calls getting

through,” “payouts vanished,” or “buyers refusing all calls.” Less

urgent items like “can we try a new ZIP?” get sameƗday responses. List

names, emails, and phone numbers for the people who handle each type.

Put this list in the IO. If those people change, update the list by email.

Define access to recordings and data. You need a promise that you

can download or stream call recordings for at least 30 days, and that

the network will keep them for at least 180 days. You also need daily

exports of call stats: call ID, time, caller number (masked if needed),

tracking number, duration, grade (accepted/rejected), and reject reason

code. Agree on a CSV format up front so your tools can read it.

Nowwrite acceptance rules like a recipe. Start with the timer. Pick a

number that matches the buyer’s real needs. Ninety seconds is common

for local service. Some verticals use 120 seconds. Write, “A billable call

is a unique inbound call that lasts at least 90 seconds from buyer answer

or IVR connect, whichever comes later.” If transfers are paid, write, “A

billable transfer is a call connected to buyer’s live agent for at least 60

seconds, regardless of IVR time.”

List who is in scope. Keep it short. “SingleƗfamily homes and condos

in Phoenix ZIPs 85008/85016/85018. OwnerƗoccupied only. English and

Spanish.” If renters are okay, say it. If mobile homes are okay, say it. If

postcodes change by season, list a link to a live sheet.

List who is out of scope. “Out of area. Calls about new installs only.

Brand warranty claims. Landlords calling for properties outside ZIP list.

Commercial buildings. Jobs. Vendors.” This saves fights later. Themore

clear you are now, the fewer refunds you argue about later.

Define duplicates. “Duplicate is the same caller number to the same

buyer within 30 days. Duplicates are not billable.” If the network routes

to several buyers, define networkƗlevel duplicates too: “Same caller

across any buyerwithin 7 days is a nonƗbillable duplicate.” Pickwindows

that fit your price and volume.
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Define bad line items that do not count. “NoƗanswer by buyer. Busy

signals. Dropped calls by carrier. IVR spam and robocalls.” If your

IVR has a challenge, write, “Callers that fail the IVR challenge are

nonƗbillable.” If the network wants proof, agree on how you share logs.

Define your obligations too. “Publisher must announce call recording

at the start of the call and ask for consent. Publisher must display

clear consent text on all forms that may lead to callbacks. Publisher

must honor DNC and STOP requests and keep a suppression list.” Good

networks expect this. It keeps both sides safe.

Add caps and hours. “Buyer caps 30 calls per day, 8 a.m.–6 p.m. local

time. Network will not route outside these hours. Overflow will be

returned to publisher IVR for backup buyer or voicemail.” Caps prevent

piles of short calls when the buyer is closed.

Put a small refund window in the rules. “Network may reject a call

within seven calendar days of call date bymarking a clear reason code in

the dashboard. After seven days, the call is locked and billable.” Without

a window, you get surprise clawbacks weeks later. That kills cash flow.

End with a simple path for changes. “Changes to ZIPs, hours, timer,

or caps must be made in writing by email and confirmed by both sides.

Changes take effect the next business day unless both sides agree to

sameƗday changes.” This stops the “we told you on the phone” fights.

Here is a clean example. You onboard “BrightCalls.” The IO shows

setup SLAs and support contacts. Acceptance rules say 90Ɨsecond timer,

Phoenix ZIPs, ownerƗoccupied only, English and Spanish, no warranty

calls, no commercial, 30Ɨday buyer dupes, sevenƗday network dupes,

sevenƗday reject window. Caps are 20 calls per day, 8–6. Overflow

goes back to your IVR. Recordings are kept six months. You announce

recording at the start and keep consent logs for two years. Everyone

signs. You launch with calmminds because the rules are clear.

Onboarding is not scary. It is a long handshake where both sides say,

“Here is how we will treat each other and the callers.” Write it down.
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Keep it simple. Keep it kind. Then hold to it when the phone gets busy.

S3. Test protocol (pilot → scale)

A test is a small promise. You promise to send a few calls. The network

promises to grade them fairly and pay on time. If both sides keep that

promise, you scale. If not, you stop. A clear test protocolmakes this easy.

It fits on one page and keeps everyone calm when the first week gets

bumpy.

Start with scope. Pick one vertical, one city, and one buyermix. Do not

test five things at once. Say, “HVAC repair, Phoenix, three buyers via

BrightCalls.” Set a time window. Seven to fourteen days is fine. Also set

a volume or spend cap. For example, “Up to 100 calls or $5,000 inmedia

cost, whichever comes first.” This cap protects your cash if results are

slow.

Pick your test KPIs. Keep them simple. Use accepted rate, average

connected talk time, cost per accepted call, and dispute rate. Write your

targets. For example, “Accepted rate at least 60%, average talk time at

least 2:00, cost per accepted call under $70, dispute rate under 10%.”

These match the buyer’s timer and your payout math.

Set reporting rhythm. Agree to a daily checkƗin by noon with a short

note: calls yesterday, accepted, rejected with top reasons, and any fixes.

Also agree to a 15Ɨminute call on day three and day seven. On those calls,

listen to two recordings together and make one change, not ten. One

change at a time lets you see what worked.

Plan your call flow before day one. Route calls to Buyer A first, Buyer B

second, Buyer C third. Set caps per buyer. If Buyer A wants 12 calls, lock

them at 12. Overflow falls to B, then C. Make sure your IVR challenge is

on and that you announce recording. Make your backup plan clear: if
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all buyers are full or down, calls go to voicemail with a “we will call you

back” line and a consent capture, or they go to a safe backup buyer who

pays less. Never let calls ring out.

Launch with tight media. Use exact and phrase search in your city,

call ads and call assets, and a fast call page. Run only during 8–6. Avoid

broadmatch and wide display buys on week one. Keep your keywords

close to “ac not cooling” and“ac repair phoenix.” Clean targetingmakes

clean tests.

Log everything. In your sheet, record each call with time, source,

tracking number, duration, buyer routed, accepted or rejected, and the

reason code. Add a notes column for strange cases. This is your truth

when you review.

Make fixes fast. If outƗofƗarea calls show up on day one, tighten your

geo to presenceƗonly and remove “interest” location. If warranty calls

show up, add “warranty” as a negative and add a quick question in your

IVR: “Is your unit under brandwarranty? Press 1 for yes, 2 for no.” Route

“yes” to a separate line or end kindly. If renters keep calling and the

buyer wants owners only, add, “Do you own your home?” to your script

and IVR. Use these small gates to keep calls clean.

Decide “go” or “noƗgo” with math, not hope. On day seven, if you hit

targets, scale by 20% the next week. If you missed one target by a little,

try onemore week with one change and the same cap. If youmissed by a

lot, stop, pay what is due, and write what you learned. It is okay to stop.

The test did its job.

Scale in steps. Do not double overnight. When you hit target for a full

week, raise the daily cap by 20%. If it holds for three days, lift again. Add

a new hour window or twomore ZIPs only after the base is steady. Add a

new buyer only when your overflow is full and healthy. Protect answer

times. Flooded buyers reject more calls.

Use holdouts if you can. Keep 10–20%of your city on your direct buyer

line without the network for the test week. Compare accepted rates, talk
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time, and payout per call. If the network beats or matches direct and

pays on time, great. If not, you know where to put your next dollar.

Set a dispute plan for the test. Agree to flag and resolve rejects within

the sevenƗday window. Listen to five disputed calls together. If the

network is fair and quick to credit clear mistakes, trust goes up. If they

drag or change reasons, note it and reduce your risk.

Here is a small example. You plan a sevenƗday pilot, 100 calls max,

$5,000 cap. Targets are 60% accepted, 2:00 talk time, under $70 per

accepted. Day three, accepted is 52%. You listen to calls and see a flood

of warranty questions. You add “Is this a brand warranty claim?” to

the IVR and route “yes” to a kind end. Day five, accepted is 62%. Day

seven, accepted is 65%, cost per accepted is $58, and disputes are 6%

with clear reasons. You lift daily caps by 20% for week two. You keep

your rhythm: one change, then watch. Two weeks later, you add two

new ZIPs and raise by another 20%. The test did not feel wild. It felt

steady. That is the goal.

A test is not a bet. It is a small, careful walk. You look where you step.

You keep notes. You turn only when the ground is firm. Then you go a

little faster. That is how you scale without breaking the phone.

S4. Quality feedback loops

A feedback loop is a circle. Calls come in. You grade them. You share

what you see. You change one thing. Then youwatch the next set of calls.

If you keep the circle tight and kind, quality climbs. Buyers stay happy.

Refunds drop. You do not need a big team. You need a simple routine

you follow every week.

Start with the raw pieces. You need recordings, reason codes, and a

shared view of the data. Recordings let you hear what really happened.
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Reason codes tell you why calls were accepted or rejected. A shared view

(a dashboard or a sheet) shows daily counts by source, by buyer, and by

reason. If the network cannot give you these, build what you can on your

side and keep asking them tomeet you.

Make grading simple. Use a scorecard with five yes/no checks. Did

we state the recording notice and get okay? Did we confirm the city or

ZIP early? Did we find the right service fast? Did we transfer smoothly

within oneminute? Did we avoid banned claims? Each “no” is a point to

fix. Keep the card short so graders can do ten calls in an hour. Ten calls

a day is enough for steady learning.

Pull small, real samples. Each morning, listen to five calls from the

last 24 hours: two accepted, two rejected, and one random. If you

hear the same problem twice, act that day. If renters are calling and

getting rejected, add the owner question in the IVR and in the ad copy.

If outƗofƗarea calls slip in, check your geo settings and the buyer’s ZIP

list. If agents forget the recording line, coach them in a quick huddle

and post the script by their screens.

Share what you changed with the network the same day. Write short

notes, not long emails. “We added ‘Are you the homeowner?’ in IVR at

10:05 a.m. We blocked warranty keywords. Expect acceptance to rise

this afternoon.” Ask them for their notes too. “What are your top reject

codes today?” If you speak daily, small fires never become big ones.

Build a simple “BOR” (Buyer Outcome Report) each week. It is a

oneƗpage note you send every Monday morning. It shows last week’s

accepted rate, top reject reasons with counts, five call IDs as examples,

and the one or two changes youmade. It also lists what you will try this

week. “We will test 4–6 p.m. bid increase. We will add a Spanish video

onWednesday.” The BOR keeps everyone looking at the same facts. It

builds trust.

Close the loop to your media. If the network says, “We got 20

wrongƗservice calls frompeoplewith brandwarranty,” youdo two things
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that day. First, update your ads and pages to say “We connect you to

local techs; brand warranties may require brand support.” Second, add

“warranty” and “customer service” as negative keywords in Search.

Watch your next day’s calls. If the problem drops, note it.

Turn reject reasons into “fix kits.” For each common reason, write

what you change in the ad, the IVR, and the script. “Out of area” fix kit:

tighten presence geo, name ZIPs in ad and page, ask ZIP at the top of

the call, and add amap to the page that shows served areas. “Jobs” fix

kit: add “jobs” negative keywords, block “jobs” in native topics, and in

the IVR say, “If you are calling about jobs, press 9,” then give a polite

message and end the call in under 30 seconds.

Build a calmcoachinghabit. Once aweek, gather agents for 20minutes.

Play one good call and one tough call. Praise what worked. Fix one line

that did not. Keep notes in a shared doc. Next week, check that the fix

stuck. Short, steady coaching beats long lectures. It also keeps agent

morale high, which callers hear.

Use transcripts if you have them. Many phone tools can turn speech

to text. Search the text for words that match reject reasons: “warranty,”

“apartment,” “out of area,” “job.” Build a small chart that shows these

words by source and by hour. If “apartment” spikes at noon from native

traffic, change the native article and the lunch shift script. This is

“transcript mining.” It sounds fancy, but it is just searching for words

you care about.

Keep one change per day. It is tempting to change five things. Don’t.

Make one change andmark the time. Look at the hours after that change.

Did acceptance move? Did talk time change? If yes, keep it. If no, roll

back and try a different lever tomorrow. One change at a time makes

learning visible.

Say thank you when the network helps. If they rush a refund on a clear

mistake, say thanks. If they send you five good recordings with notes,

say thanks. Small kindness makes the next hard talk easier.
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Here is a loop in action. Monday, accepted rate is 52%. Top rejects

are “warranty” and “out of area.” You add a warranty filter line in the

IVR and tighten geo to presenceƗonly. You change ad text to name ZIPs.

By Tuesday afternoon, accepted rises to 60%. You send a BOR with the

change time and results. Wednesday, rejects shift to “no answer by

buyer.” You tell the network. They add a backup buyer for 4–6 p.m.

Thursday, accepted hits 66%. Friday, you coach agents to ask the ZIP

first and get a clear “ok” to record. Next week opens above 65%. The

loop worked because you kept it small, daily, and kind.

Quality is not a speech. It is a habit. Five calls a day. One change a day.

One page a week. Share often. Fix fast. Praise by name. Over time, your

lines get cleaner, your calls get longer, and your refunds get rare.

S5. Dispute & refund cadence

Disputes will happen. A caller will be out of area. A buyer’s line will ring

out. A storm will break a carrier route. If you do not plan for this, small

problems become big fights. A clear dispute and refund cadence turns

heat into steps. It protects cash flow and keeps the friendship alive.

Begin with time. Set a dispute window in your IO. Seven calendar days

is fair in local service. It gives the buyer time to review andmark rejects

while the details are fresh. After the window closes, calls lock and are

billable. If a buyer wants 14 days, you can agree if their reporting is

strong and fast, but do not go longer without a better rate or a holdback

plan. Long windows hurt your cash.

Agree on valid reasons to reject. Keep the list short and clear. Out of

area. Wrong service. Under timer. Duplicate within window. No answer

by buyer. IVR spamor robocall. Fraud (with proof). Anything else should

be rare and need a talk. If a buyer tries to add “we were busy” as a reject,
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push back kindly. Busy is why caps exist.

Define proof. Ask the network to attach the recording, the reason code,

and a short note to each reject. If it is out of area, a ZIP spoken on the

call helps. If it is a duplicate, show the prior call ID and date. If it is no

answer by buyer, show the carrier log or a short clip where the line rings

out. Proof stops guessing and short emails.

Set a daily mark. The network should mark rejects by noon each day

for the prior day’s calls. You review that afternoon. If you disagree, you

reply that day with call IDs and your note. Many small fixes can be done

in 24 hours, not at the end of the month. Fast loops keep totals small

and tempers cool.

Pick aweekly trueƗup. On Friday, the network sends a summary: total

calls, accepted, rejected by reason, net billable, and pending items. You

both agree on the week’s total and note any items still under review. If

there is a lot under review, set a short huddle for Monday morning to

clear them.

Decide howmoneymoves. Many teams use “credit on next invoice.”

If you bill weekly, credits fromweek one reduce week two’s bill. If a big

error happened (for example, a carrier bugmade 20 calls deadƗair), ask

for a sameƗweek credit memo or a wire if the amount is large. Do not let

credits pile up for months. That is how small shops get squeezed.

Use a ticket for each dispute. Give it a number. Put the call IDs inside.

Put dates and notes inside. Close it when both sides agree. Do not spread

disputes across random emails. Tickets prevent lost threads. A shared

Google Sheet works if both sides keep it up. A support tool works even

better.

Set a cap on rejects. A healthy line should not see huge reject rates.

If rejects go over a set line in a week (for example, over 20%), agree to

pause or reduce caps while you fix the root cause. This protects both

sides. The rule keeps you from throwing goodmoney after bad traffic,

and it keeps the buyer from drowning.
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Tie disputes to fixes. Each cluster of rejects should lead to one change.

If “noanswerbybuyer” showsup ten times in twohours, ask thenetwork

to add a backup buyer or change dayparting. If “wrong service” jumps,

add a step in your IVR and change ad copy. Log the change time and

check the next day. Do not just trade credits. Fix the leak.

Make exceptions rare, clear, and mutual. Sometimes a freak day

happens—power outage, fiber cut, or a new agent who hung up by

mistake. When the cause is clear and the pattern is short, you canmake

a oneƗtime exception and credit a small set of calls outside the normal

window. Write it down. Thankeachother. Moveon. Donot let exceptions

become policy.

Watch for bad patterns. If one buyer rejects daily for odd reasons, but

others do not, that buyermay be having cash issues or staffing problems.

Reduce their cap fast. If one traffic source sendsmany disputes, pause it.

The cadence should reveal pattern shifts before they hurt you.

Be polite and firm. Use short, calm notes. “Call 123Ɨ456 at 10:14 was

marked out of area. Caller said 85008 twice. Please review.” If you are

wrong, say so and learn. If they are wrong, ask for the credit and leave

the door open. You will work together again tomorrow.

Here is a simple week. Monday–Thursday, you send 80 calls. The

networkmarks 12 rejects: five out of area, three warranty, four noƗan-

swer by buyer. You check recordings. Two “out of area” were actually in

85016. You reply with call IDs. The network agrees and flips two rejects

to accepted. For the four “no answer,” the buyer’s line shows a tech

outage from 2:10 to 2:40 p.m. The network credits those by policy. On

Friday, the weekly sheet shows 80 total, 62 accepted, 6 valid rejects, 12

credited, 62 billable. You pay on netƗ15. Over the weekend, you add “Is

this a brand warranty?” to your IVR. Next week, warranty rejects drop

to one. You note it in your runbook. The loop holds.

Disputes do not need to be fights. With a short window, clear reasons,

proof, and a weekly rhythm, they become small bumps you fix together.
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Themoney stays clean. The friendship stays warm. The callers get help.

That is the real win.

S6. Diversifying buyer mix

Relying on one buyer is like driving with one headlight. It works on a

calmnight. It fails themoment the road turns. A buyer can hit their daily

cap. A phone queue can back up. A manager can change rules without

warning. If all your calls flow to that one place, your income rises and

falls with their day. Diversifying your buyer mix fixes this. You spread

calls across several good buyers so no single problem stops your day.

You also match each call to the buyer who fits it best, so more calls pass

the timer and get paid.

Start by drawing a simplemap. Onpaper, write Buyer A, Buyer B, Buyer

C. Under each name, add four plain facts: cities or ZIPs they want, hours

they answer, what they pay, and how often they accept. Do not guess.

Ask for these inwriting. If Buyer A pays $120 and accepts 55%, and Buyer

B pays $105 and accepts 75%, Buyer B may be worth more per dial. A

simple way to think about this is “effective value per call.” You take the

payout andmultiply by acceptance. In this story, Buyer A feels like $66

per call, and Buyer B feels like $78 per call. That tells you who should

get first shot in the ZIPs they both want.

Now plan your flow. You can use three simple styles. The first style

is a “waterfall.” You try Buyer A first. If they are closed, capped, or

say no, you fall to Buyer B. If B cannot take it, you fall to C. The second

style is “roundƗrobin.” You spread calls one by one across A, B, and

C in a repeating pattern so nobody gets starved. The third style is

“scoreƗbased.” Your router checks the caller’s ZIP, language, and time,

and sends the call to the buyer with the best fit for that exact mix. Most

teams begin with a small waterfall while they learn, and thenmove to

scoreƗbased once they know the patterns.
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Whatever style you pick, protect your day with clear rules. Set daily

caps for each buyer and respect them. If Buyer A asks for 20 a day, do

not send 30. OverƗstuffed queues make agents miss calls, and missed

calls turn into rejects. Add a “heartbeat” check on each line. If calls to

Buyer B ring for more than, say, 20 seconds without answer, flip that

lane to “overflow” and try C. When B clears, you can flip back. Your goal

is to keep live callers with live agents.

Keeppayments in themix too. A buyerwhopays a little less but pays on

time can be better than a buyer who pays high and pays late. Track what

each buyer owes you. Watch howmany days pass before cash arrives. If

one buyer slides, lower their share before your card bill comes due. A

simple guard is “no single buyer more than half of this week’s volume.”

That way, one bad payer cannot sink you.

Add skill and language as you grow. If a buyer has SpanishƗspeaking

agents, send Spanish callers there first. If a buyer handles heat pumps

but not gas furnaces, route those calls to the right place. You can collect

the key fact in your IVR with one kind question. “Para español, presione

2.” Or “Is your system a heat pump? Press 1 for yes.” These simple forks

addminutes to talk time because people feel known.

Test new buyers with tiny caps. Do not hand a new buyer half your day.

Give them five calls a day for three days. Listen to recordings. Watch

acceptance and agent tone. Are they kind? Do they pick up fast? Do they

reject fairly? If yes, raise to ten a day. If no, stop and try another buyer.

A “microƗcap” test keeps risk low.

Use time of day to your advantage. Maybe Buyer A crushes 8–2, and

Buyer B shines 2–6. Give A the early window by default, and B the late

window. You will see this in your phone log. Calls stay longer when the

buyer has people at the desk and fewer voicemails.

Make overflow a habit, not a panic. The best time to set overflow paths

is before you need them. For each buyer, decide where overflow goes.

If A fills, send to B. If B also fills, send to C. If C fills, send back to your
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IVR for a clear message and a callback option with consent. Say, “We’re

helping other neighbors right now. If you’d like a call back today, press

1.” Then actually call back within your promised time. Overflow helps

you keep trust.

Keep a human view. Buyers change. A new team lead can improve

answer times overnight. A broken phone system can ruin a morning.

Send a kind note when something goeswrong. “We saw four noƗanswers

9:10–9:30. We overflowed and will try you again at 9:45.” This is not

nagging. It is how partners win together.

Here is a simple example. You run HVAC calls in Phoenix. You have

three buyers. Buyer A pays $120, accepts 55%, wants 85008 and 85016.

Buyer B pays $105, accepts 75%, wants 85008, 85016, 85018, and speaks

Spanish. Buyer C pays $95, accepts 70%, will take all three ZIPs late in

the day until 7 p.m. You set scoreƗbased routing. In English before 2 p.m.,

85008/85016 go to A first, with B as backup. In Spanish any time, all

three ZIPs go to B first. From 2–6 p.m., 85018 goes to B first. After 6

p.m., overflow goes to C until 7 p.m. You cap A at 20, B at 25, C at 10. You

listen daily. By week two, you see B’s acceptancemakes themath strong,

so you shift twomore afternoon calls to B and hold A at mornings. No

one buyer owns you. No caller waits on a dead line. Your income line

flattens and rises.

Diversifying is not about chasing a crowd. It is about building a calm

bench. Each buyer plays theminutes where they are strong. You write

the plan. You stick to the plan. You adjust the plan when the phone tells

you to. That is how you keep the lights on when one headlight burns out.
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S7. Exit to direct buyer strategy

Networks are training wheels. They help you start, learn the rules, and

meet demand fast. But long term, most teams want some direct buyers

too. A direct buyer is the company that answers the phone and does the

work. When you go direct, you often earn more per accepted call, get

paid faster, and have more control over quality. You also take onmore

duty: cleaner consent, stronger QA, and tighter support. You do not need

to jump all at once. You canmove in safe steps.

Begin by getting stable with a network. Aim for four to eight weeks

where you hit your targets: steady accepted rate, clear recordings, low

dispute rate, onƗtime pay. Save your best proof. Save five recording clips

where your script was clean and the caller was in scope. Save a weekly

summary showing accepted rate, average talk time, cities served, and

hours answered. That is your proof packet. It is what a direct buyer will

want to see.

Next, map the direct buyers you want, without touching anyone in

your network’s book. Read your contract. If it says you cannot contact

their buyers, do not do it. There is plenty of market beyond any one

network’s list. Look for local brandswith real licenses, good reviews, and

live phones. Write down their names, ZIPs, hours, and what they seem

to offer. You can find them by searching “AC repair + city,” scanning

Google Business Profiles, and listening to your own callers who say, “We

tried Brand X but the line was busy.” You are building a list from scratch,

not poaching.

Get your house ready for a direct pilot. Tighten your consent lines

on pages and calls. Clean your IVR so recording notice comes first and

ZIP confirmation happens early. Prepare a miniƗSLA for support: who

answers their emails, whoflips caps in a rush, who sends the daily report.

Direct buyers will judge you by how easy you are to work with.

Reach out simple. A short email to the owner or service manager is
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enough. “We run local call flows in Phoenix. We help neighbors with AC

problems find licensed techs. We can send 5–10 live calls a day in your

ZIPs. We pass only calls that fit your rules. We record for quality with

consent. Here is a oneƗpage summary and three sample recordings. If

you like, we can run a 7Ɨday pilot with a small cap.” Do not promise the

moon. Promise small and true.

Offer the same clean test you used with the network. Seven to fourteen

days. Clear timer. Clear reject reasons. Daily checkƗins. A cap of maybe

five to ten calls a day to start. You want them to say “yes” fast. You also

want to keep risk low for both sides. Simple wins.

Pricewith facts. If networks pay you $120 for an accepted call in 85008,

and your cost per accepted call is $60, youmight ask a direct buyer for

$140 andnet terms of netƗ7. Whywould they paymore than the network?

Because they get you directly: faster changes, cleaner fits, and nomiddle

fee. If they push back, you canmeet in themiddle. Sometimes a direct

buyer will not pay more than your network. But even at the same price,

faster pay and fewer disputes may raise your profit.

Run the pilot like a pro. Label their number cleanly in your system.

Send only the ZIPs and hours they handle. Make them first in your

waterfall for those windows. Keep a backup buyer ready in case their

line goes down. Send a short daily note with counts and one recording

link. Ask a human question, like “Any calls we should change?” Show

you care.

Do not cut the network in the dark. Keep your network lanes alive as

your safety net. Move only a slice to the direct buyer. If the pilot fails,

you can redirect calls without stress. If the pilot wins, you can lift the

direct cap by 20% each week while lowering network share in those ZIPs.

Keep some network volume for new tests and for overflow. A bench is

still useful when you go direct.

Stay fair. Do not steal a network’s buyer. Do not route to a direct buyer

in ZIPs the network bought traffic for, if your contract bans it. Growth
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built on broken trust breaks later. Build new supply for your direct work.

Use a separate tracking number and campaign names so you can show

clean walls if anyone asks.

Raise your own bar. Direct buyers will notice sloppy things faster. Fix

them before they do. If your recording notice is late, move it to the first

line. If your Spanish hold music is English, replace it. If your page loads

slow on older phones, strip heavy scripts. These small steps make you

look like a partner, not a vendor.

Think beyond price. A direct buyer may want more than calls. They

may want booked windows or a twoƗminute warm intro with two

qualifying questions. If you can do that safely and within your ethics,

price it and test it. If not, say so. Saying “no” to a bad fit keeps the door

open for a “yes” later.

Here is a clear story. Jay runsHVAC calls through a network in Phoenix.

After six solid weeks, he builds a proof packet: accepted rate 64%,

average talk time 2:05, top ZIPs 85008/85016/85018, five recording

clips with clean consent and quick transfers. He emails “Cool Air Pros,”

a local brand with strong reviews. He offers a 7Ɨday pilot, five calls a day,

90Ɨsecond timer, netƗ7 pay, and a $140 payout. Cool Air says yes. Jay

sends only those ZIPs and hours to Cool Air first, with his network as

backup. Day three, one call hits “no answer.” Jay overflows the next

two to the network and tells Cool Air. They fix their line. By day seven,

accepted rate is 68% and pay is on time. Jay raises the cap to seven calls

a day the next week and lowers network share in those ZIPs. He keeps

the network for overflow and for new tests in a nearby city. He did not

burn a bridge. He built a new one.

An exit to direct is not a jump off a cliff. It is a footbridge you build

board by board: proof, list, pilot, scale. You keep one hand on the old

rail while you reach for the new. When both rails feel solid, you walk.

That is how you gain control without losing sleep.
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S8. Compliance guardrails with partners

Good partners help you grow. Great partners help you stay clean while

you grow. Compliance guardrails are simple rules you both agree to

follow so callers are treated with care, laws are respected, and money

does not end up in a fight. You do not need legal words to get this right.

You need clear habits and a few hard “no’s.”

Start with consent. Every page that can lead to a call or a callback

should say, in plain view, that the person agrees to be called or texted

about their request, that message and data rates may apply, and that

they can reply STOP to end texts. On the phone, start with “This call may

be recorded for quality. Is it okay to continue?” Wait for a yes. This is

not a script trick. It is basic respect. It also protects both sides when a

dispute comes later.

Keep a living record. Save call recordings for at least six months. Save

source logs, UTM tags, and routing notes for two years if you can. Save

consent texts and form time stamps. If a partner asks, “Where did this

call come from?” you should be able to show the page, the ad, the time,

and the city. This builds trust and ends most arguments in minutes.

Honor “do not call” and “STOP.” If a caller asks not to be called again,

add their number to your suppression list that same day. Sync that list

to your dialer, your SMS tool, and any partner who calls back on your

behalf. Do not send that number to any buyer again. If you trade lists or

forget to sync, you will get complaints and fees. A clean list is money in

the bank.

Protect your numbers. Use registered tracking lines and keep caller ID

clean. Do not spoof brands. Do not cycle numbers daily to dodge flags.

When a carrier flags a number as “spam likely,” open a ticket with your

phone provider and fix it: steady hours, real answer times, clear scripts,

and STIR/SHAKEN turned on. Carriers and callers both prefer honesty.

Write downwho youwill not call. Nominors. No schools. No hospitals.
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No lists you did not earn. No cold texts. If a partner ever asks you to

“just push the numbers,” say no. If someone offers you a list that “opted

in somehow,” pass. You only work with people who asked for help now.

That is the core of payƗperƗcall.

Set simple data rules with each partner. Share only what you need to

connect the call and get paid: caller number, time, city, and result. Do

not send names, notes, or extra personal details unless the caller gave

them for this job. When you send files, use a safe method, like a secure

portal or SFTP. Do not email raw CSVs around the team. If a partner

emails you a big list of old numbers, do not call it. Reply kindly and

explain your rule.

Know your recording rules by state. Some states need one person to

know a call is recorded. Some need both. The safest path is to always

announce at the start and ask to continue. Your script already does this.

Do not bury the notice in minute two. Put it first, always.

Add a simple breach plan. If a file leaks or a phone tool is hacked, you

will tell partners within 24 hours, rotate the numbers, and lock down

access. You will list what was in the breach and how you fixed it. You

will not hide it. Bad news fast is good news later.

Use audit rights as a promise, not a threat. In your contract, say

both sides can ask for proof: call logs, caps, hours, reject reasons, and

payment notes. When a partner asks, show them. When you ask, expect

the same. People behave better when they know they may be asked to

show their work.

Flag red lines. If a partner asks you to lie in ads (“Say you’re the

factory”), hide the recording notice, run afterƗhours calls into a dead

line, or ignore STOP, you should say no and put it inwriting. If they push,

step away. A lost deal is cheaper than a fine or a bad name.

Keep your message honest. Do not promise 24/7 if you close at six. Do

not say “guaranteed in 30minutes” if that is not true on busy days. Do

not squeeze people with fake timers on pages. Clear words make longer
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calls because trust is higher. Longer calls pass timers.

Match talk and click. Your ad and page should match the service and

city you route to. If you say “Phoenix AC help,” send them to a line that

serves Phoenix, not Tucson. If a partner changes their hours or ZIPs,

update your page that day. A mismatch is not just a bad look. It becomes

a refund.

Make rules for disputes. Agree on a sevenƗday window to mark rejects.

Ask for a recording and a reason code on each reject. Share creditsweekly.

Tie each cluster of rejects to one small fix. These habits are part of

compliance because they show you act on what you learn.

Teach your team. Write a oneƗpage “howwe stay clean” doc. It says

we announce recording first, we confirmZIP early, we avoid risky advice,

we never take payment info, we end fast if the call is out of scope, and

we are kind. Read it every month. New agents learn it in week one.

Keep a kindness test. If a line in your ad would feel wrong to say on

your neighbor’s porch, do not run it. If a page would make your mother

squint and ask, “Is this real?”, fix it. This simple test is not a joke. It is a

fast way to catch risky ideas before they go live.

Here is a realƗstyle day with guardrails on. You add a new direct buyer

for 85018. You update your page to say “Serving 85008/85016/85018,

8–6.” You keep your consent line by the button. You put the recording

notice first in your IVR. You add “Are you the homeowner?” to save both

sides time. You run 20 calls. Two callers say “Please don’t call me back.”

You add them to your suppression list at once. One call was out of area;

you show the recording and ZIP to the buyer and both agree it should

be rejected. On Friday, you send a oneƗpage note with numbers, three

quick clips, and one small change for next week. The buyer thanks you.

Nothing felt risky. Nothing was hidden. Youmade money the same way

you earned trust: with simple, clean steps.

Compliance is not a brake. It is a lane line. It keeps you out of the ditch

while you drive at a steady speed. With guardrails, partners pushmore
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calls your way, carriers treat your numbers well, and neighbors stay

neighbors, not complaints. That is how you grow for years, not weeks.
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Funnels, Pages & CRO for Calls

S1. Mobile‑first layouts & tap zones

Most payƗperƗcall visitors come from a phone. They are hot, worried,

and using one hand. Your page must be built for that moment. Think

“thumb first.” If a person cannot see the phone number and tap it with a

thumb in the first second, you will lose a lot of good calls. MobileƗfirst

layout is not about fancy design. It is about clear words, big tap targets,

and fast load.

Start at the very top of the page. The first thing a person should see

is your call line. Place the phone number large and plain, and make it

a live tapƗtoƗcall link. Right next to it, show your hours. When people

know you are open, they call longer and calmer. If you serve certain ZIP

codes, put them right under the number. This stops outƗofƗarea calls

at a glance. Under the number, write one short line that sets the right

promise: you connect the caller to a local, licensed pro, and calls may be

recorded for quality. If you say it early, trust rises.

Make themain button big enough for a fingertip. A good tap zone is

about the size of a thumb. Onmost phones, thatmeans a tall buttonwith
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real padding, not a tiny link. Leave space around the button so a shaky

hand can still hit it. Use clear words like “Call Now” or “Tap to Call.” Do

not use “Learn More.” The person is not in school; they need help.

Keep the top of the page light. Large sliders and heavy videos slow

things down. Slow pages cost you calls, because people tap the back

buttonwhen nothing happens. Use one clean photo that proves the topic.

A thermostat set to “Cool” and “Auto” is enough. A clean filter next to a

dirty one is enough. Compress the image so it loads fast on aweak signal.

Your number should always load first, even if the photo takes a second.

Think about the “reach zone.” On big phones, the bottom half of the

screen is easier to touch with a thumb. Put a sticky call bar at the bottom

that follows as the person scrolls. It can be a thin strip that shows “Call

602Ɨ555Ɨ0100 • 8–6” with a tap action. If someone skims to read the

tips, the button is always there when they are ready.

Use large, simple text. People read with one eye while they fight a

problem. Use short lines and short words. A good test is to read the page

out loud. If you run out of breath, your sentences are too long. If you

squint to see the number, your font is too small. Dark text on a light

background is best in the sun and in a hot kitchen. Avoid light gray on

white. It looks pretty to a designer and invisible to a tired person.

Place the helpful steps near the top, but keep them short. Most callers

just need to try one or two safe checks before they call. Write them like

you would tell a neighbor. “Replace a dirty filter. Flip the breaker off

and on once. Set cool + auto and wait five minutes.” Add one safety line:

“If you smell burning or hear buzzing, stop and call.” Then place the call

button again. Do not hide the number after a long story.

Respect one hand. Forms with ten fields are not oneƗhand friendly. If

you must have a form, keep it below the call line, and ask for as little as

possible. Name, phone, ZIP is enough for a callback. Put the consent

text right next to the button in plain words. Tell them you will call or

text only about this request and that they can reply STOP to end. If you
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offer a form, give it a clear headline like “Request a Callback” so it never

confuses the main call path.

Build for real eyes and ears. Some callers will have low vision or be in

a dim hallway. High contrast helps. Some will have sound off. If you use

a short clip, add captions. If you use icons, add words next to them. A

picture of a phone without the word “Call” can be missed in a rush.

Trim all extra clicks. Do not make people open a menu to find your

number. Do not bury hours on a “Contact” page. Do not make a lightbox

appear before the number. PopƗupswreck trust when someone is already

stressed. Keep the path clean: see number, read one line, tap to call.

Write for local life. If heat and dust are a thing in your city, say it.

“Phoenix dust clogs filters fast.” If storms roll in at 3 p.m., mention it.

“Monsoon today. If the AC leaks after the storm, call.” Local words tell

a caller, “This page is for me.” That small feeling adds seconds to talk

time. Those seconds pass timers.

Plan for leftƗhand and rightƗhand use. Many people hold the phone

in one hand and tap with the thumb of that same hand. Make sure the

bottom sticky bar’s call button sits in the center or spans the width,

not tucked in a small corner. If you add a second button like “Request

Callback,” do not put it right next to “Call” where a thumb can hit the

wrong one.

Keep your header small. A giant logo is not a reason to call. A giant

phone number is. If you want your name at the top, make it a small,

clean line. Use the precious space for what gets used: number, hours,

ZIPs.

Make errors kind. If a caller starts a callback form and leaves a

field empty, show a big, friendly message near the field, not a red

screaming banner. “Please add your ZIP so we can route you. We serve

85008/85016/85018.” Kind words keep people on the page.

Test on real phones. Do not trust a desktop preview. Send the page to

your own phone. Use your thumb only. Stand in the sun. Try it with one
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bar of signal. Ask a friend to do the same. If either of you has to pinch

and zoom, something is wrong. Fix it before you buy traffic.

Check the little things that save money. Put the number in plain text,

not baked into an image, so scripts can swap it for tracking. Make sure

the tap opens the dialer, not a strange app. Make sure the number on the

page matches the number your router expects. If you show one number

and route another, people hang up.

A short story shows why this matters. Two pages go live on the same

day. Page A hides the phone number under a sticky promo bar and loads

a giant slideshow. Page B shows the number big, with hours and ZIPs,

and a sticky call bar at the bottom. After a week, both got the same clicks.

Page A made many bounces and short calls. Page B made longer calls

andmore “accepted.” The only real difference was layout and tap zones.

When people can see and reach the number fast, they call with a calm

voice and stay on the line.

MobileƗfirst means respect. Respect the thumb, the eye, the slow

signal, and the small moment when someone needs help. Build for that,

and your pages will turn clicks into good calls without tricks.

S2. One‑tap IVR connect vs callback form

In payƗperƗcall, speed is the secret. A person with a problem wants to

talk now. Your job is tomake the shortest safe path from tap to help. You

have twomain paths. One is a oneƗtap connect to your IVR and then to a

live agent. The other is a fast callback form that triggers your dialer to

call the person right away. Both can work. Each has a time and place.

A oneƗtap IVR connect is the purest path. The caller taps the number,

hears your short greeting and consent line, answers one or two simple

questions, and gets sent to the right buyer. This path wins when agents
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are ready, the service is urgent, and the caller is near the phone. It shines

in hot hours, like 4–6 p.m. on summer days for HVAC. It also shines

when your buyers keep steady answer times and your acceptance rules

are clear. The fewer steps, the fewer dropƗoffs.

Keep the IVR tiny. Say who you are and what will happen. “Thanks

for calling Phoenix AC Help. This call may be recorded for quality. Is it

okay to continue?” Wait for yes. Then ask one or two routing questions.

“Please say or enter your ZIP code.” “Press 1 if your system is not cooling,

2 for other.” Do not stack ten questions. Every extra step loses people.

Your goal is to collect just enough to send the caller to the right agent

and pass the buyer’s timer.

A callback form is a good friend when voice lines are busy, when you

are after hours, or when people may be in a place where they cannot talk

yet. The formmust be very short. Ask for first name, phone, and ZIP.

Put the consent text right by the submit button in plain words. Promise

a call within a clear time, like “We will call you in under twominutes”

during open hours, or “Wewill call you at 8 a.m.” after hours. Keep your

word. Your dialer should ring your agent and the caller right away. If

the agent misses, queue a retry and send a short text that says you are

calling from your number now and that they can reply STOP to end.

Which path should sit at the top? Most times, the oneƗtap connect

should be themain button during your open hours. It is the least friction.

It proves that a real person will answer. It sets a helpful tone. If your

buyer’s timer starts on connect, your short IVRmust move quickly to a

human. Each second before the agent answers is a second you cannot

use later. Keep the IVR lean and aim for handƗoff in under 30 seconds.

Use the callback form as a stable second option. Place it below the

main call button so shy people still have a way to get help. Some callers

hate talking to robots. Some are at work and cannot speak. A form gives

them a path. It also gives you a way to service after hours. On your sticky

call bar, add a small “Call at 8 a.m.” link after closing that scrolls to the
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form. People like clear timing. It sounds honest because it is.

There aremoments when the form should be the star. If a buyer opens

late or has light staffing, you can leadwith“Request a 2ƗMinuteCallback”

for the first hour of the day. If a storm knocks out phones in one part of

town, you can shift to formƗfirst to avoid wasting taps. If your cost per

accepted call spikes because buyers keepmissing live calls, a form can

keep callers warm until lines clear. The trick is to tell the truth. If the

form is slower, say when you will call. Then do it.

Design both paths for real fingers and real stress. Make the call button

large and high contrast. Make the form fields big and forgiving. If

someone types a sevenƗdigit phone bymistake, show a kind error near

the field, not a red wall. “Please enter a 10Ɨdigit number so we can reach

you.” Keep the submit button text specific. “Request Callback Now” is

better than “Submit.”

Listen to your calls to see which path wins by hour. You may find that

oneƗtap IVRmakes longer calls at 5 p.m., while formsmake better calls

at lunchtime. You may see that certain ZIPs prefer a live connect and

others prefer a promise and a ring back. Use your daily notes to move

the main button up or down as needed. Do not set and forget. A small

change at the right hour can lift acceptance a lot.

Be strict about consent. On live calls, say the recording line first and

ask to continue. On forms, place the consent line next to the button in

clear words. Mention that messages and data rates may apply and that

STOP will end texts. Treat callback numbers with care. Do not reuse

them for other offers. Stay focused on the help they asked for.

Map clear routes behind each path. For oneƗtap IVR, set rules to send

the caller by ZIP, hour, and language to the right buyer. Add a heartbeat

check to overflow if a line is down. For callbacks, set the same rules in

your dialer. If the person asked for Spanish, route to a SpanishƗspeaking

agent. If they entered a ZIP you do not serve, send a kind text that you

do not cover that area and do not call. Respect saves time and trust.
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A simple story shows the choice. At 4:30 p.m., it is 110°. Jay’s page

shows “Call 602Ɨ555Ɨ0100 • 8–6” as the main button. The IVR says the

recording line, collects ZIP, then connects to an agent in 12 seconds.

Calls run long. At 7:15 p.m., the same page shows “We open at 8 a.m.

Request a callback” with the short form. People fill it and get a text that

the team will call at 8:00. At 8:05 a.m., the dialer calls each person in

order. Most answer. They remembered because the page told them the

time. Both paths worked because each fit the hour.

OneƗtap connect and a fast form are not rivals. They are tools. Use the

one that makes the caller feel helped in that moment. Keep each step

short, honest, and easy to reach with a thumb. Watch the phone log. Let

the log tell you which one should lead today. Do that, and both paths

will sendmore accepted calls, with fewer refunds and fewer sighs.

S3. Trust elements for publishers (no fake badges)

If you are a publisher, not the service brand, your page must be extra

clear about who you are. People do not like tricks. Platforms do not

either. You do not need to pretend to be a big company to earn trust. You

need to be transparent, helpful, and steady. Real beats fake every time.

Start with a simple “who we are” box near the top. Two or three lines

is enough. “We connect neighbors in Phoenix to licensed, independent

HVAC pros. We do not do the repair. We help you reach someone fast.

Calls may be recorded for quality.” These words set the right frame.

They stop confusion later on the call. They also protect you in disputes,

because you said what you do.

Avoid fake seals, fake “as seen on” logos, and fake “Google certified”

badges. These are not only dishonest. They can get your ads blocked. If

you want a seal, it must be one you truly earned and that relates to your
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role. For example, you can show “Secure site” if you use TLS (the lock

icon). You can show a small “Verified phone line” note if your carrier

set up branded calling. You cannot paste a TV network logo unless that

network actually wrote about you. If you ever feel “Maybe this looks too

good,” remove it.

Use proof that is true and fresh. If you say “Helped 312 Phoenix callers

thismonth,” youmust be able to showhowyou counted, and the number

should update. If you show amap of ZIP codes served, keep it current

when buyers change their areas. If you show “average wait time,” check

it daily. A low, honest number beats a fake zero. People can hear the

truth in your voice later.

Explain “how it works” in three steps. Keep it simple. Tap to call. We

ask your ZIP and connect you to a local, licensed pro. If they are busy,

we set a callback. Add one short line on consent and recording. This is

not a slogan. It is a tiny contract between you and the caller. When both

sides know the steps, calls feel smoother and last longer.

Show safety and respect. Place the recording notice on the page and

at the start of the call. Show your hours before the click. Make your

privacy policy a real page, not a blank shell. Say what you collect (phone,

ZIP), why you collect it (to route your call), andwhat you never do (never

sell your number to random lists). Use plain words. If a 12ƗyearƗold can

understand it, you did well.

Use real photos you took. A clean filter next to a dirty one on your

counter. A thermostat set to “Cool” and “Auto.” A phone in a hand

with your number on screen. Do not steal brand photos. Do not add

other company logos to your page. If you include people in photos, make

sure you have their OK and keep them generic. Faces are nice, but not

required.

If youmention “licensed pros,” say how you check. You do not need

long details. One line is enough. “We check license numbers against the

state site.” If you do not check, do not claim it. Instead, say “We connect
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you to local pros” and leave out the word “licensed.” Trust comes from

honest limits, not big claims.

Add a light “Why we exist” note near the bottom. “It’s hard to reach

a live person when things break. We help neighbors reach a local pro

faster. We get paid by our partners when a call fits their rules. There is

no extra cost to you.” This little paragraph does a lot. It tells the truth

about money. It sets expectations. It lowers fear. People like to know

the deal.

If you want to show ratings, be careful. Do not copy Google or Yelp

stars for a buyer unless you have permission and you clearly label whose

rating it is. Do not place someone else’s stars next to your logo. An

easy, clean path is to show review snippets of your page or service if

you truly have them, or keep reviews off and focus on clear steps and

hours. A simple “People say we answered fast” with no proof is worse

than nothing.

Keep your contact details real. Even as a publisher, list an email for

support. If a caller had a bad experience, they need a place to say so.

Answer kindly. A fast “We hear you and we will look into it” wins more

trust than a wall of silence.

Match every claim in your ads to your page. If the ad says “8–6,” the

page must say “8–6.” If the ad says “Phoenix only,” the page must

list Phoenix ZIPs. If the ad says “sameƗday help,” train agents to avoid

“tomorrow” unless a caller asks for it. Every tiny mismatch chips away

at trust and shortens calls.

List the brands you do not represent, if you touch one brand’s name

on the page. If you say, “We connect you to pros who work on Brand X,”

add “We are not Brand X and not endorsed by Brand X.” Better yet, avoid

brand names unless your buyers asked you to include them. Focus on

the problem, not the logo.

End with simple social proof that fits your role. “We’re a small team

in Phoenix. We’ve helped neighbors reach local techs since 2023.” That
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line is humble and strong. Humble says “real.” Real makes calls last.

Here is a quickpictureof a cleanpublisherpage. At the top, a large“Call

Phoenix AC Help: 602Ɨ555Ɨ0100 • 8–6.” Under it, “We connect Phoenix

neighbors to licensed, independent HVAC pros. We don’t do repairs.

Calls may be recorded.” Then three steps: call, share ZIP, connect. Then

three safe checkswith small photos. Then the call button again. A simple

“Why we exist” note sits near the bottom. A clear privacy link sits in the

footer. No fake seals. No borrowed logos. The page feels like a neighbor’s

porch, not a billboard. That quiet honesty turns into longer talks and

fewer refunds.

Trust for a publisher is not a sticker. It is the sum of small, true things:

clear who you are, clear what you do, clear how you get paid, and clear

respect for the caller’s time and data. Do those, and both callers and

partners will stick with you.

S4. Microcopy, urgency & ethics

Small wordsmove big numbers. The tiny lines on your page, in your IVR,

and in your texts can add seconds to calls and keep people calm. This is

microcopy. It works best when it is clear, kind, and honest. When you

add urgency, it must be real. False pressure breaks trust and shortens

calls. Ethics is not a side note. It is the frame that holds everything up.

Start at the top with your main line. Use plain, neighbor words.

“AC not cooling?” is better than “Experiencing HVAC performance

degradation?” Follow with a calm promise. “Try these two quick checks.

If you’re still stuck, tap to call. We answer 8–6.” These lines set the

tone. They teach and invite. People do not feel tricked. They feel helped.

Help turns into minutes. Minutes pass timers.

Write the call button like a door, not a puzzle. “Call Now”works. “Tap
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to Call” works. “Get Help Now” can work. “Learn More” does not. The

job is tomake the next step obvious. If you add hours on the button, even

better: “Call Now • 8–6.” It stops afterƗhours taps and later refunds.

Place the recording notice in the first breath of the call. “Thanks for

calling Phoenix AC Help. This call may be recorded for quality. Is it okay

to continue?” Wait for “yes.” Do not rush past it. Do not hide it late in

the call. Clear consent early is both ethical and smart. People who feel

informed stay calmer. Calm callers explain better. Better explains pass

your buyer’s rules.

Use soft, short prompts in your IVR. “Please say or enter your ZIP

code.” “Press 1 if your system is not cooling, 2 for other.” If a caller

makes a mistake, be kind. “I didn’t catch that ZIP. Please try again.” Do

not scold. Angry IVRs push people to hang up.

Write safety lines that protect, not scare. “If you smell burning or

hear buzzing, stop and call a pro.” This is enough. It warns but does not

frighten. Do not write “Your house may burn down.” Fear words can

spike taps but lead to short, shaky calls and later regrets.

Use urgency only when it is real. Weather can be real urgency. “110°

today. Replaceyourfilter tonight.” Staffingcanbe real urgency. “Fastest

answer 4–6 today.” Hours can be real urgency. “We close at 6; call

before dinner.” These lines guide people without faking. Do not use fake

countdowns or “only 3 spots left” on a service page. People sense a trick

and hang up early.

Make copy local and human. “Serving 85008/85016/85018” tells

someone you are ready for them. “Neighbors helped today: 7” can

work if you update it daily and keep it modest. A giant counter is often a

lie. A tiny, true number says you are real.

Keep form microcopy honest and kind. Next to the button, write,

“By tapping, you agree we may call or text you about this request.

Message/data rates may apply. Reply STOP to end.” This line lowers

fear. It shows you know the rules. Under the fields, guide the hand. “ZIP

409



UNDISCOVERED PROFITS : PAY PER CALL MASTERY

helps us route you fast.” If you ask for email, say why. If you do not need

it, do not ask. Short forms convert better and feel safer.

Treat errors as chances to help. If someone enters a ZIP you do not

serve, say, “Sorry, we don’t serve that area yet.” Offer a link to a national

brand directory or to city services if that fits. Do not scold. Do not try

to force a call out of scope. OutƗofƗscope calls become refunds and bad

feelings.

Keep texts short and respectful. If you use a callback workflow, your

first text can be, “We’re calling now from 602Ɨ555Ɨ0100. If you miss

us, we’ll try again in 5 minutes. Reply STOP to end.” If you need

to reschedule, “Sorry we missed you. Would you like a call at 8 a.m.

tomorrow? Reply YES or STOP.” No emojis. No lateƗnight messages.

Respect the clock and the person.

Use bilingual microcopy if you serve it. Put “Se habla español 8–6”

near the top if you can answer in Spanish. Record a Spanish IVR greeting.

Do not write Spanish if you cannot answer in Spanish. That is a form of

trick, even if unintentional.

Match tone to themoment. Whenheat spikes, be brisk and clear. When

a storm passes, be calming. “We’re here. Try these steps. Call if you

need us.” Small tone changes make a big difference in how long people

stay.

Test small, often. You do not need fancy tools to test microcopy.

Change one line. Mark the time. Watch the next day’s calls for average

talk time and acceptance. If the line “We answer 8–6”moves calls from

night to day, keep it. If “Call now for fastest help”makes calls shorter

because people rush, soften it. Write changes and results in a simple log.

Keep ethics as your guard. Ask yourself before you publish a line: is it

true today? Will it still be true on Friday? Would I say this tomyneighbor

face to face? If the answer is no, rewrite. Avoid hype words like “only,”

“best,” “guaranteed,” unless you can prove them for every call. Avoid

shame words like “Don’t be dumb, call now.” Respect pays you back in
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minutes.

A little story helps. Twopages run the sameweek. Onehas a red banner

that says, “Hurry! Only 5 spots left today!” The other says, “We answer

8–6. Fastest answer 4–6 today.” The first page gets more taps in the

morning but many short calls, andmore refunds when buyers hear the

caller quoting the fake line. The second page gets steady calls in the late

afternoon, andmost pass the timer. The words did the work. One set of

words pushed. The other set guided. Guidance wins.

Microcopy is the voice of your funnel. If that voice is kind, clear,

and honest, people will follow it. If that voice is pushy or fake, people

will push back or hang up. Your choice shows up in your phone log.

Choose words that respect the human on the other end. Your timers,

your payouts, and your sleep will all improve.

S5. A/B testing plan & sample sizes

A/B testing is a fair race. You show version A to some people and version

B to other people at the same time. You change one thing. You watch

which version sends more good phone calls. Then you keep the winner.

That is it. This simple habit can raise your acceptedƗcall rate and lower

your costs without guessing.

Start with one clear goal. In payƗperƗcall, the best goal is accepted

calls, not clicks. You can also watch average connected talk time and

cost per accepted call. If your buyer pays only for calls over a timer, talk

time is a strong early signal. When you pick one goal for the test, write it

down. Say it out loud to your team. “We are testing which hero section

sends more accepted calls.”

Choose one change. Do not try three things at once. Good first changes

are the first line on the page, the image at the top, the size and position

of the call button, or the hours shown near the button. For example,

version A says, “AC not cooling? Try 3 checks.” Version B says, “Phoenix
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AC not cooling? Try 3 checks.” That small local word canmatter.

Set your test window. Most teams test for 7–14 days, because call

volume and weather swing by day. A full week includes weekday and

weekend patterns. If you run big budgets or you get many calls each day,

you can end sooner—but only after you have enough data to trust the

result. If a storm or outage hits midƗtest, note it and extend your test.

Split your traffic fairly. Use a 50/50 split between A and B. Let your

tool do it, or create two nearƗidentical campaigns that land on A and B.

Keep everything else the same: geo, hours, bids, and audiences. Run

both at the same time. Do not run A onMonday and B on Tuesday. That

is not a fair race.

Decide your sample size before you start. This means “how many

outcomesdoweneedbeforewe call awinner.” If youare testingaccepted

rate (the share of calls that pass the buyer’s rules), you need a certain

number of calls in each version to tell a real difference from noise. As a

simple rule of thumb, if your baseline accepted rate is about 60%, you

will need roughly 350 calls per version to be confident about a 10Ɨpoint

change (for example, 60%vs. 70%). If youwant to spot a smaller change,

like 5 points (60% vs. 65%), youmay need around 1,200–1,400 calls

per version. If your baseline is lower or higher, the exact number shifts,

but the idea holds: the smaller the change you’re hunting, themore calls

you’ll need. If your volume is low, test bigger changes (like a new first

line, a much bigger button, or adding hours next to the number) so you

can see a clear win with fewer calls.

You can also set a “stop rule” based on accepted calls collected. Many

teams use “at least 100 accepted calls per version” as a minimum before

picking a winner. If your daily accepted calls are 30 and your split is

50/50, you’ll hit 100 per version in about a week. If your accepted calls

are 10 per day, plan on two weeks.

Pick guardrails so a bad test does not hurt you. For example, decide

that if either version’s cost per accepted call gets 30%worse than your
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usual for two days straight, you stop the test early and pick the other

version. Write the rule and follow it.

Track the right source of truth. Your ad platform will show clicks

and page visits. Your phone system will show calls, durations, and

accept/reject. Tie them together with UTMs and dynamic number

insertion so every call says which version it came from. When in doubt,

believe the phone log. That is where your money comes from.

Run the race. Let both versions live through a full cycle. Heat waves,

lunch breaks, and rush hours all change behavior. If the week is bumpy,

do not jump at dayƗone numbers. Wait for your sample size or your stop

rule.

Choose the winner with calmmath. If B sends more accepted calls at

a lower cost per accepted call and talk time is steady or longer, ship B.

Then archive A with a note. Writewhat you changed,when you changed

it,what happened, andwhat you will try next. Keep a simple “test log”

so the team does not repeat old tests or forget wins.

Do not stack tests. After you ship B, wait a day or two so numbers

settle. Then plan your next single change. Good sequences look like this:

week 1 test the first line; week 2 test the main image; week 3 test adding

hours next to the number; week 4 test the sticky call bar style. Each win

adds up.

Respect season. Tests that win in July heat may not win in October.

Tag your test log with season and weather notes. When the weather

shifts, reƗtest key parts. Use the same fair rules. You will learn faster

than any competitor who sets and forgets.

Use sanity checks. If a version “wins” on clicks but not on accepted

calls, it’s not a real win. Pretty words and pictures can raise taps and

lower talk time. Your test goal is accepted calls. Stick to it.

Here is a full, simple example. Baseline accepted rate is 60%. You run

two page headers for 10 days in Phoenix heat. Version A says, “AC not

cooling? Try 3 checks.” Version B says, “Phoenix AC not cooling? Try
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3 checks.” Everything else is the same. You record 780 total calls to A

and 820 to B. Accepted calls are 456 for A (58.5%) and 574 for B (70.0%).

Cost per accepted call is $68 for A and $55 for B. Median talk time is 2:08

for A and 2:11 for B. B is the clear winner. You ship B on day 11. You write

in your log: “Local word in first line lifted accepted rate +11.5 points and

cut CPA 19%. Keep city naming in header for Phoenix weeks.” Next test:

“Add hours ‘8–6’ next to number.”

A/B testing isnotmagic. It is a tinyhabit: one change, fair split, enough

calls, honestwinner. When youdo itweek afterweek, your page becomes

a quiet machine that turns taps into long, accepted calls without tricks.

S6. Privacy, consent text & clickwrap

People want help, but they also want respect. Privacy and consent are

how you show respect in writing and on the phone. Clear words protect

callers, protect you, and make partners trust you more. This section

gives you simple patterns that fit real laws and real life. It is guidance,

not legal advice. For final rules in your state or niche, talk to qualified

counsel.

Start on the pagewhere the call begins. Put your main consent near

the button, in plain language, at normal text size. Do not hide it in a

tiny gray footer. A clean line looks like this: “By tapping Call Now, you

agree we may call or text you about this request. Message/data rates

may apply. Reply STOP to end. Calls may be recorded for quality.” These

words say what you will do and what the person can do. They follow the

Federal Trade Commission’s longƗstanding advice to make disclosures

clear and conspicuous, near the action they relate to. The FTC’s “.com

Disclosures” guidance says disclosures should be easy to find, easy to

read, and not buried; it applies to mobile pages and apps too. Federal
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Trade Commission+1

Use clickwrap, not “hopeƗwrap.” Clickwrapmeans the personmust

click a button or check a box next to clear terms. Do not rely on tiny

links far away or text that says, “By using this site, you agree…”. Put

the consent right by the button. If your flow needs a checkbox, make it

unchecked by default, add the consent text next to it, and don’t let the

form submit until it’s checked. If you link to a privacy policy, put the

link right there, not hidden three screens down.

Say the recording line at the start of the call. On the phone, make

the first spoken line: “Thanks for calling. This call may be recorded for

quality. Is it okay to continue?” Wait for “yes.” Do not bury the notice

later. Different states have different recording rules, but announcing

early and getting a verbal okay is a safe, respectful practice across the

U.S. If the caller says no, end kindly or continue without recording if

your system allows and your policy and state law permit.

Keep your DoƗNotƗCall and STOP lists synced. When someone asks

not to be called, add their number to your suppression list the same day.

If they text STOP, do not text again. This is not only respectful; it also

aligns with consumerƗprotection expectations in the U.S. Your dialer,

SMS tool, and partners should all honor the same list.

Be careful with leadƗgen consent rules. In late 2023, the FCC adopted

rules to stop sites from using one broad consent to contact a consumer

on behalf of many “partners” at once. The rule aimed to require

oneƗtoƗone consent that clearly names the seller who will contact the

consumer. In 2025, a federal appeals court vacated part of that order

and sent it back to the FCC, creating uncertainty while the agency

considers next steps. Because this area is moving, the safest practice

for now is what most callers would want anyway: keep consent specific,

name the brand(s) who may call or text, and do not hide long lists of

“marketing partners” behind a tiny link. If you operate a comparison

site, list the exact companies someone will hear from, or obtain consent
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separately for each. This keeps trust high nomatter how the court case

ends. Federal Communications Commission+1OrrickKrieg DeVault LLP

National Mortgage Professional

Give notice at collectionwhen you gather data in a form. If you ask for

name, phone, and ZIP for a callback, say why you need each. “ZIP helps

us route you to a nearby pro.” If you serve California residents, a “notice

at collection” and a link to your privacy policy are standard expectations

under California privacy law; many teams follow this pattern for all

states because it is simple and respectful.

Avoid dark patterns. Do not hide the cost of service. Do not trick

people into accepting texts with confusing double negatives. Do not use

countdown timers unless they are real. The FTC has warned that unclear

or manipulative designs can be treated as deceptive. The safe rule: if a

line would feel awkward to say faceƗtoƗface on a porch, don’t print it on

your page. Federal Trade Commission

Mask personal data in heatmaps and session replays. Tools like

Microsoft Clarity and Hotjar offer default masking of user inputs.

Clarity masks sensitive content by default and lets you configure more

strict masking so PII is never sent to their servers. Hotjar suppresses

keystrokes by default and shows asterisks instead of typed characters,

with options to further suppress content. Turn these protections on, test

them, and document them. This respects your visitors and reduces risk.

Microsoft LearnMicrosoft Clarityhelp.hotjar.comHotjar

Store proof. Keep call recordings for months, keep consent logs for

at least a year, and keep simple audit trails that show which page, ad,

and number each call came from. When a partner asks, “Where did this

number come from?”, you can show the path. This ends most disputes

in minutes.

If you use texts, space them right. Send a short confirmation when

someone requests a callback: “We’re calling now from 602Ɨ555Ɨ0100.

Reply STOP to end.” Do not text late at night. Do not text again if they
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do not answer and did not ask for more texts. Keep texts focused on the

service they asked about.

Write consent in plain language. Skip legalese. Keep it at one or

two sentences. Keep font size normal. Keep color highƗcontrast. Keep

it next to the button. This is what regulators mean by “clear and

conspicuous,” and it is what people appreciate on a small screen. Federal

Trade Commission

A short example ties it together. Your page shows “Call Phoenix AC

Help: 602Ɨ555Ɨ0100 • 8–6.” Right below, it says, “By tapping Call Now,

you agree we may call or text you about this request. Msg/data rates

may apply. Reply STOP to end. Calls may be recorded.” On the phone,

your IVR opens with the recording notice and asks for consent. Your

heatmap tool masks typed fields by default. Your SMS sends one short

status message only when someone requests a callback. Your privacy

link is in the footer and near the button. Everything is easy to see and

easy to understand. Nothing is hidden. That is privacy that works in the

real world.

S7. Page speed & Core Web Vitals

A slow page kills calls. People tap, nothing happens, and they go back.

Speed is part of trust. When your page loads fast, the number appears

fast, the button works fast, and the call starts fast. Google’s CoreWeb

Vitals are common speed and UX targets that also line up with how

people feel on a phone. Three matter most for your call pages: Largest

Contentful Paint (LCP) for loading, Interaction to Next Paint (INP) for

responsiveness, and Cumulative Layout Shift (CLS) for visual stability.

Google’s guidance says aim for LCP ≤ 2.5s, INP ≤ 200ms, and CLS ≤ 0.1

at the 75th percentile of real users. If you hit these, the page will feel
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snappy, and your call button will be easier to tap. web.dev+2web.dev+2

Google for Developers

Make the first paint light. The top of your page should be simple: your

number, hours, and one small image. Do not put a huge slideshow or

an autoƗplaying video at the top. Those push LCP over the limit. If your

hero image is big, compress it. Modern image formats likeWebP or AVIF

are smaller than old JPEGs. Your goal is to have the number and button

show in under two seconds on a weak cell signal.

Load thirdƗparty scripts with care. Every extra tag slows the page.

Analytics, chat widgets, popups, and A/B tools each add weight. On a call

page, cut the list to what youmust have. If you keep a tag, load it after

the main content. If you use a tag manager, set it to load nonƗcritical

scripts deferred so the number shows first. A fast, quiet page turns into

longer calls and fewer bounces.

Stop layout jumps. CLSmeasures howmuch the pagemoves while it

loads. If your number jumps down because a late font or banner loads,

peoplemisƗtap. Fix this by settingwidth andheighton images, reserving

space for banners, and loading fonts in a careful way. If you use a web

font, use a fontƗdisplay: swap strategy or host fonts locally so they show

quickly and don’t shove things around later. Keeping CLS ≤ 0.1 prevents

these annoying jumps. web.dev

Make taps respond right away. INPmeasures how long the page takes

to react when someone taps or types. If a person taps “Call Now,” the

dialer should open almost instantly. Slow scripts, heavy click handlers,

and large bundles can delay this. Keep your JavaScript light. Remove

unused code. Avoid big libraries if a few lines of native JavaScript will do.

Test on a cheap Android phone, not just your fast laptop. If the button

feels sluggish there, it will feel sluggish for your users too. Google made

INP a Core Web Vital in 2024, replacing FID, so it matters more today.

web.dev

Keep the network short. Use a good host close to your users. Turn on
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HTTP/2 or HTTP/3. Use compression (gzip or Brotli). Set long cache

times for static files like images and CSS so repeat visitors load faster.

Preconnect to the domains youmust hit, like your CDN, so the browser

starts handshakes early. These small network wins add up.

Reduce page weight. Aim for a lean page under 200–300 KB of HTML,

CSS, and JS combined before images. Your hero image can add a bit

more, but keep it compressed. LazyƗload anything below the fold, like

secondary images or maps. Do not lazyƗload your phone number; that

must show instantly.

Make critical CSS inline and tiny. Put only the styles needed for the

first screen in the HTML. Defer the rest. This helps the number and

button style appear at once. It also avoids a flash of unstyled text that

can cause layout shifts.

Measure with real tools. Use PageSpeed Insights and Lighthouse to

get lab scores and field data. Look at the CrUX field numbers if available

for your page. Check both mobile and desktop, but trust mobile first. If

yourLCP is 3.4s onmobile, fix it before youworry about desktopbragging

rights. Google’s docs explain how themetrics are defined and why the

75th percentile matters. web.dev+1Google for Developers

Fix the top three blockers first. In most call pages, these are oversized

images, renderƗblockingCSS/JS, and slow thirdƗparty tags. Compress the

hero image. Inline the critical CSS. Defer or remove nonƗcritical scripts.

Then reƗtest. Do not try ten fixes at once; you won’t know what worked.

One or two changes, thenmeasure again.

Watch speed by hour. At 5 p.m., cell networks may slow under load. If

your “good” LCP is right at 2.5s at noon, it may drift to 3.2s during rush

hour. Leave headroom. Design for fast even on a bad day. Your callers

will feel the difference.

Tie speed to outcomes. After each fix, watch call rate per 100 visits,

talk time, and accepted calls. A faster page should raise all three. If speed

scores go up but calls do not, check that your number is still obvious and
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your button still big. Speed does not replace clarity. It supports it.

An example brings this home. Your page loads in 4.0s onmobile and

has a CLS of 0.25 because the hero image and a web font push the layout

down. Many people misƗtap. LCP is slow because the hero image is 1.2

MB. You compress the image to 120 KB, set width/height, inline critical

CSS for the header, and switch fonts to system fonts. You defer a chat

widget to after user interaction. Next day, mobile LCP is 1.8s, CLS is 0.03,

and the “Call Now” tap feels instant. Calls per 100 visits jump, talk time

rises by 15 seconds, and accepted calls improve. You did not change your

ad. You changed your speed.

Fast pages are kind pages. They respect the caller’s time and phone.

They show the number now, not later. They respond when tapped. That

respect turns into minutes, andminutes turn into money.

S8. Heatmaps & session replays for call UX

Heatmaps and session replays are like watching people use your page

over your shoulder—without guessing and without invading their

privacy. A heatmap shows where people tap and how far they scroll.

A session replay shows a videoƗlike playƗback of how one person moved,

tapped, and hesitated on your page. Used well, these tools help you spot

and fix themoments when callers get stuck. Used carelessly, they can

capture private data. Youmust set them up right.

Startwith privacyfirst. Turn onmasking in your tool before you record

a single visit. In Microsoft Clarity, masking is on by default and you

can expand it so sensitive content never leaves the user’s browser. In

Hotjar, keystrokes are suppressed by default; typed characters appear

as asterisks, and you can further suppress elements so personal details

are never captured. Keep these protections on, and document them in
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your privacy policy. This lets you learn without storing what you should

not see. Microsoft LearnMicrosoft Clarityhelp.hotjar.com

Decide what you want to learn this week. Ask one small question. “Do

people see the number?” “Do people scroll past the call button?” “Do

mobile visitors misƗtap because the layout shifts?” When you have one

question, the reports become clear. If you try to learn ten things, the

videos will feel like a firehose.

Run a click (or tap) heatmap on your main call page for a week. On

mobile, look for taps on the number, the top button, the sticky call bar,

and any text that looks tappable but is not. If you see many taps on a

phrase like “8–6,” that means people think it is a button. Turn it into a

button or change the style so only the real button looks tappable.

Run a scroll heatmap to see how far people go. If only 40% of visitors

reach yourfirst set of “try this” steps,move those steps higher. If almost

nobody reaches the form, but lots of people tap “Call Now” at the top,

the form can be a backup. Let the data shape the page. Your goal is to

make the first screen domost of the work.

Watch session replays in short batches. Choose ten sessions that

lasted at least 20–30 seconds. Watch on mobile view. Look for rage

taps—tapping the same spot many times—which often means the

button is blocked, the page is moving, or a script is slow. If you see

rage taps on the call button, check your JavaScript and your CLS. Fix the

cause, not just the symptom.

Look at devicemix. Ifmost rage taps happen on cheap Android phones

or on older iPhones, test on those devices. Some fancy effects break on

older browsers. Your callers do not all use the newest phone. Design for

the middle.

Use filters. In Clarity and Hotjar, you can filter sessions by device,

country, page, or referrer. Filter tomobile, your city, and this page.

Watch only those. Ten focused videos tell you more than 100 random

ones.
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Tune your sticky call bar with what you see. If many people scroll and

then stop above the fold, make sure the sticky bar is present, not hidden.

If the bar blocks important content on small screens, make it thinner. If

people tap the wrong item in the bar, simplify it so it has one big action:

“Call 602Ɨ555Ɨ0100.”

Check form friction if you use a callback form. Watch where people

drop. If they fail onZIP, addahelper like“Weserve85008/85016/85018.”

If they fail on phone, add a friendly hint: “10Ɨdigit number helps us reach

you now.” If many people start and stop, your main call button may

be too low or too small. Move the call path up and make the form the

backup.

Use heatmaps to test copy. Make two versions of the first line and

see which one gets more taps on the number or the button. If “Phoenix

AC not cooling?” gets more taps than “AC not cooling?”, keep the local

word. Heatmaps can guide small copywinswithout a full A/B rig, though

you should still confirmwith call logs.

Watch afterƗhours behavior. If many people visit when you are closed

and tap the number anyway, add “We’re open 8–6” near the button

and offer a clear “Request a callback at 8 a.m.” option. Session replays

will show lateƗnight visitors hunting for help. Meet them halfway with a

promise and a plan.

Mind your data limits. Do not try to record every session forever.

Sample enough data to answer your question, then turn the knob down.

Many tools even suggest capturing only sessions longer than 30 seconds

to avoid junk. This keeps storage small and reduces risk. help.hotjar.com

Share short clips with your team. One 45Ɨsecond replay showing a

person rageƗtapping the call button says more than a long email. Then

fix the issue and watch a few new sessions to confirm the fix worked.

Make it a weekly habit: pick one problem Monday, fix by Wednesday,

verify by Friday.

Keep ethics in every step. Tell visitors you use analytics to improve the
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site in your privacy policy. Mask inputs. Do not try to record passwords,

credit cards, or any sensitive text. Do not use recordings to spy on people.

Use them tomake the call path kinder and faster.

Here is a realƗstyle story. Your phone log shows short calls frommobile

on hot afternoons. In Clarity, tap heatmaps show many taps on your

hours text and on a small icon near the top, not the big button. Replays

show the page jumping when the hero image loads; the button slides for

a moment, and thumbs miss. You compress the hero, set fixed image

sizes, and increase the button height. You add “Open 8–6” to the button

text and remove a second, tiny icon. Next week, rage taps drop, CLS falls,

and accepted calls rise. Nothing else changed. The tools showed you

exactly where the friction was. You removed it.

Heatmaps and replays are honest mirrors. They show what people do,

not what wewish they would do. If you respect privacy, ask one question

at a time, and ship one fix at a time, these tools will make your path to a

call smooth and calm—and that calm turns into longer, better calls that

pass the timer.
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Monetization, DQ Recovery & Cross‑Sell

S1. Map reject reasons to alternate buyers

Not every call gets paid on the first try. Some callers are out of area.

Some rent, not own. Some want a brand warranty. Some call after hours.

These calls are oftenmarked “DQ” (disqualified) or “rejected.” Many

teams treat DQs as dead. That is a mistake. A DQ is still a person with

a real problem. If you plan ahead, you can help them and still earn fair

revenue—withoutbreakingany rules youagreed towithyourmainbuyer.

The key is tomap each common reject reason to a safe second place to

send the caller.

Start by making a simple list of your top reject reasons from the

last 30 days. You will see the same few again and again: outƗofƗarea,

wrong service, warranty claim, renter vs. homeowner, commercial vs.

residential, duplicate recent caller, and “no answer by buyer.” Now, for

each reason, choose one alternate path that truly fits. This is not about

squeezing money from anyone. It is about fit. When the fit is right, the

caller gets help, call time is longer, and refunds drop.

OutƗofƗarea is the easiest one to save. If your main buyer only takes
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Phoenix ZIPs 85008/85016/85018, but the caller is in 85301, you can

route them to a nationwide marketplace buyer who covers that ZIP.

Keep this clean: only route after you confirm the ZIP in your IVR and

only if your IO says you may route outƗofƗarea calls elsewhere. If your IO

bans it, do not do it. A simple spoken line works well: “It looks like your

ZIP is 85301, which is outside today’s service zone. We can connect you

to a partner who serves your area. Press 1 to continue, or 2 to end.” This

keeps consent clear.

Wrong service happens when someone needs plumbing, not AC, or

they want a tuneƗup when your buyer only takes repairs. If your contract

allows, you can map “wrong service” to a sister vertical buyer. For

example, if the caller says “there’s water under the sink,” your IVR can

offer, “Press 3 for plumbing help.” Themoment they choose it, switch

to a plumbing partner line. If your buyer bans crossƗvertical routing, you

can still save the caller with a free resource and a callback option, but

you should not monetize it.

Warranty claims are common. The caller says the unit is under a brand

warranty and wants factory service. Most repair buyers will reject these.

Do not fake it. Tell the truth: “Brand warranties are handled by the

manufacturer’s service center.” Your backup here can be two choices.

One, give the brand’s service number and wish them well. Two, with

consent, offer a home warranty quote buyer or amaintenance plan

buyerwho sells plans (if your IO allows). Be careful: a warranty sales

pitch right after a rejection can feel pushy. Use gentle words: “If you’d

like, we can connect you to a plan provider for future repairs. This is

a separate offer. Press 9 to hear it.” If they do not press, end the call

kindly.

Renter vs. homeowner is another big one. Some buyers want owners

only. If the caller is a renter, you can route to a property maintenance

buyer that serves tenants (if available) or to a portable appliance repair

service (for window units, for example). You can also send a short SMS—
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with consent—saying, “Ask your landlord to call this number so we

can help today.” Often the landlord calls back, and that second call is

payable.

Commercial vs. residential splits can be saved by mapping to a

commercial buyer. A simple IVR fork helps: “Press 1 for a home, 2

for a business.” If they press 2, send them to your commercial partner.

If you do not have one, end kindly and invite them to leave a voicemail

for a nextƗmorning callback from a commercial directory partner, if your

IO allows.

Duplicates happen when someone calls again within your buyer’s

noƗpaywindow (for example, 30 days). Do not try to sell them something

random. It breaks trust. Instead, offer a selfƗhelp microƗguide and a

callback window for a second look with a different buyerwho accepts

duplicates after a shorter window (for instance, seven days). Make sure

this is allowed in both contracts. If not, end kindly and send a help link

by text with consent.

“No answer by buyer” can be turned into a win with a backup buyer in

your waterfall. If your first buyer rings out for 20 seconds, overflow to

Buyer B. If B is also full, record a polite voicemail and offer a sameƗday

callback window. Never send a live caller into a dead line twice.

Tomake all this work, tag each call as soon as the reason appears. Your

IVR or agent script should collect the fact early: ZIP, service type, owner

vs. renter, home vs. business, warranty yes/no. Pass that tag to your

router. This tag is the switch that picks the alternate path. Keep the

number of tags small so the IVR stays short.

Keep your contracts in mind. Some buyers allow alternate routing

of outƗofƗscope calls. Some do not. Some networks want you to drop

outƗofƗscope calls. Read the IO. When in doubt, ask for permission in

writing. Your reputation is worth more than one extra payout.

Watch your math. A good alternate path should earn less than your

main buyer but still cover costs. If your main buyer pays $120 per
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accepted call and you accept 60%, your effective value per call is $72. An

alternate buyer at $70 but with 80% acceptance can be strong for DQs.

Do small tests. Keep a daily report that shows DQs saved and dollars

earned. If a path hurts caller trust or raises refunds, drop it.

Here is a small example. In one week, you send 200 calls to HVAC

Buyer A. SeventyƗfive are accepted. FiftyƗfive are DQ: 20 outƗofƗarea, 15

warranty, 10 renters, 10 wrong service. You mapped outƗofƗarea to a

national marketplace, renters to a tenantƗfriendly buyer, wrong service

to plumbing, and you chose no monetization for warranty—only a

helpful SMS with the brand number—because your IO bans warranty

crossƗsell. Of the 40 DQs you routed, 22 were accepted by alternates.

Your DQ save rate is 40%. Your partner is happy (fewer refund requests),

callers are helped, and your revenue per total call rises. No rules were

bent. It felt calm because you set the map before the week began.

A DQ is not the end of the road. It is a fork. If you design the forks

with care—one reason, one safe path—you will help more people, keep

buyers happy, and build a steadier business.

S2. IVR branching into second‑chance offers

Your IVR is a guide at a fork in the road. A caller taps your number.

They hear a kind voice. In a few seconds, the IVR learns who they are

and what they need. If the main path will not work, the IVR can offer

a secondƗchance path that fits. This is how you save DQs without long

calls or hard sells. The trick is to keep the IVR short, clear, and fair.

Begin with trust. Your first line should be the recording notice and a

simple question: “Thanks for calling Phoenix AC Help. This call may be

recorded for quality. Is it okay to continue?” Wait for “yes.” Do not rush

past this. It shows respect and keeps you safe.
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Ask only what you need to route well. Two pieces of info do most of

the work: ZIP and service type. You can collect both in under 20 seconds.

“Please say or enter your ZIP code.” Then: “Press 1 if your system is not

cooling, 2 for other.” If youmust filter owners, add: “Do you own your

home? Press 1 for yes, 2 for no.” Each question should be simple, with

one or two choices. Avoid longmenus.

Now design your secondƗchance branches. Think of them as safe exits,

not detours. If the ZIP is out of area, offer the outƗofƗarea partner: “We

don’t serve ZIP 85301 today. Press 1 to connect to a partner who does.

Press 2 to end.” If the caller chooses 1, connect them. If 2, end kindly:

“Thank you. We hope this helps.” Do not force people down an alternate

path.

If the caller presses 2 for “other” and then says “water under the sink”

to the agent, that is a wrong service. You canmove that check into the

IVR with one more quick branch: “If you are calling about plumbing,

press 3 now.” If they press 3, switch to your plumbing partner. This

keeps the HVAC queue clean and the caller happy.

Warranty needs a very light touch. If the caller says “it’s under brand

warranty,” your IVR can offer help without pushing a sale: “Brand

warranties are handled by the manufacturer. We can text you their

number. Press 1 to receive it, or 2 to hear a separate offer for future

repair plans.” If they press 1 and you have SMS consent from the page

or the IVR, send the number. If they press 2, connect to a plan buyer

only if your IO allows. If not allowed, end kindly after sending the brand

number.

Renters canget a clear fork too. “If you rent yourhome, press 2.” When

they press 2, give them the best true help you can. “We can connect you

to a tenantƗfriendly service, or we can text your landlord a link to call us

now. Press 1 to connect, 2 to invite your landlord.” Both choices serve

the real situation. Do not pretend they are homeowners.

“No answer by buyer” should not be the caller’s problem. Your IVR
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should watch the heartbeat. If a buyer’s line rings past 20 seconds or

returns a busy code, reroute the call at once: “All agents are busy. One

moment while we connect you to another local pro.” If no one can take

the call, offer a callback window in the IVR itself: “We can call you back

between 4 and 6 today. Press 1 to confirm.” Get clear consent and then

keep the promise.

Keep themenu tiny. People hate trees with ten branches. Your main

menu should have at most three options. Your secondƗchance prompts

should be short and plain. If you need several forks, use a branching

flow that only shows the fork when it matters. For example, you do not

ask about renters until someone says they rent.

Build a bot test into your IVR so secondƗchance offers don’t become

a spammagnet. Use a simple challenge: “Please press 7 and then the

pound key.” Humans can do this; most bots cannot. If the caller fails or

presses too fast, end the call and mark it. Do not route these to partners.

Make optƗins clear for any separate offers. If you plan to connect to a

plan seller or to send a text with a link, say that this is “a separate offer”

and ask them to press a key to continue. Keep recordings. Keep logs.

SecondƗchance should feel like a helpful option, not a trick.

Test your branches with real people. Ask friends to call, pretend to be

out of area, say they rent, say “warranty,” and so on. If they get lost,

your wording is wrong. Fix it before you buy traffic. Also test in both

English and Spanish if you serve both.

Measure secondƗchance wins by outcome, not by offers shown. Track

howmany DQ callers took an alternate path, howmany connected, and

how many were accepted and paid. If a branch shows the offer often

but rarely pays, either the offer is wrong for your crowd or the wording

needs work. Tune one line at a time.

Here is a full example. It is 110°. A caller from 85301 taps your number.

Your IVR gets consent, collects their ZIP, and sees they are out of area. It

offers the outƗofƗareapartner. Theypress 1. They connect in four seconds
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and speak to a live agent. The call runs twominutes and ten seconds. It

pays. A second caller says the unit is under warranty. The IVR offers a

brand number by text and a separate plan offer. They press 1. You text

the brand number and end kindly. Nomoney here, but the caller feels

helped. A third caller is a renter. They press 2, choose “invite landlord,”

and enter the landlord’s number. Your system sends a text saying, “Your

tenant asked us to call. If you’d like help today, call 602Ɨ555Ɨ0100, 8–6.”

The landlord calls and qualifies. This is a new, paid call you would have

lost.

A short, fair IVR with secondƗchance forks turns dead ends into side

roads. Keep the choices honest. Keep the words simple. Put the caller

first. When you do, your DQ rate goes down, your partners smile more,

and your day feels easier.

S3. Post‑call SMS/email drip (with consent)

Some callers hang up before they reach a live person. Some call after

hours. Some say, “Let me think,” and never come back. A gentle

followƗup can bring them back—if you have consent and if you respect

their time. A short SMS or email drip turns “almost” into “yes” without

pressure. The goal is not to spam. The goal is tohelp at the rightmoment.

Start with consent the right way. On your page, next to the call or

callback button, place a clear line: “By tapping, you agree wemay call or

text you about this request. Msg/data rates may apply. Reply STOP to

end.” On the phone, your IVR can also ask: “May we text you updates

about this request?” Only send texts if the caller said yes on the page

or on the call. Store that yes with a timestamp. If the person says STOP

later, stop. Sync your STOP list to your SMS tool and your dialer.

Keep your list clean. Do not add random numbers. Only people who
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asked for help and gave consent should be in your drip. Dirty lists cause

complaints and blocks. Clean lists make money.

Plan short drips by situation, not onebig blast. Thinkof three common

cases: missed/afterƗhours, outƗofƗarea, and “needs a second try.” Each

gets its own tiny sequence.

Missed/afterƗhours is the most common. The moment a missed call is

logged or a form comes in after closing, send one SMS: “Sorry wemissed

you. We answer 8–6. Would you like a call at 8 a.m.? Reply YES or STOP.”

If they reply YES, confirm: “Got it. We’ll call from 602Ɨ555Ɨ0100 at 8

a.m.” Then call at 8 a.m. sharp. If they do not reply, do not keep poking

all night. In the morning, send one more message at 8:05: “Calling now

from 602Ɨ555Ɨ0100.” That’s it. Nomore messages that day.

OutƗofƗarea gets a helpful link, not a pitch. Right after the call ends,

send: “We don’t serve your ZIP today. Here’s a partner who does: (link).

Or call 602Ɨ555Ɨ0100 8–6 for tips.” If you have a partner and your

IO allows it, the link can include your tracking so you earn when they

connect. If you do not, send a free help page. Never fake a local fit.

“Needs a second try” covers short calls and “I’ll call back” cases. An

hour after the short call (during open hours), send: “Still warm? Try

these two checks: replace a dirty filter, set COOL + AUTO. If still stuck,

call 602Ɨ555Ɨ0100 before 6. We’ll get you to a local tech.” This message

does three things: it helps, it repeats the number, and it sets hours. Many

people respond to this because it feels like a neighbor reminder, not a

sales push.

Keep the timing kind. Do not send messages at night. Follow local

time. For most home service, 8 a.m. to 7 p.m. is safe. If you schedule a

morning callback, send one reminder fiveminutes before the call and

one “calling now”message at the exact time. Do not send fivemessages.

Emails can back up SMS for people who prefer them. Use the same

pattern: short subject (“AC not cooling? We can call at 8 a.m.”), short

body, big “Call Now” link or a “Confirm callback” link. Email is slower
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than SMS; use it as a gentle backup or for a followƗup guide after a job is

done.

Segment by reason. If a call was rejected as “warranty,” do not

send offers that clash with that. Instead, send the brand’s service

number and one tip about dust filters. If a call was rejected as “wrong

service,” send the right service link. If a call was “no answer by buyer,”

apologize: “We couldn’t reach an agent at 3:10. We’re ready now till 6.

Call 602Ɨ555Ɨ0100.” Polite truth builds trust.

Write like a person. Short, small words win. “We answer 8–6.” “Call

now for fastest pickƗup 4–6.” “Reply STOP to end.” Do not use emojis.

Do not shout. The tone should match how you would text a neighbor

who asked for help.

Measure what matters. Track reactivation rate: the share of people

who call back and are acceptedwithin 72 hours after yourmessage. Track

optƗout rate and complaints. If optƗouts rise, your timing or wording is

off. If complaints appear, stop and fix. Keep cost per accepted call for

your drip. If it beats or matches your cold cost, keep it. If not, trim the

drip.

Rotate the number wisely. Use a clean tracking number for SMS that

matches the number you tell them to call. If your text says you will call

from 602Ɨ555Ɨ0100, call from that number. People ignore numbers they

don’t recognize. Label the number “Drip Reactivation” in your phone

system so you can see how well it works.

Be careful with links. Use short, clear links that point to your fast call

page. Do not send long tracking strings that look scary. If you must use

tracking, hide it behind a short, safe domain you own. Test the link on

older phones. It should open fast and show the number at the top.

A tiny A/B test can help. Test two first messages for one week: “We

answer 8–6. Want a call at 8 a.m.?” vs. “Want help at 8 a.m.? We’ll call

from 602Ɨ555Ɨ0100.” Watch which one gets more YES replies andmore

accepted calls the next morning. Keep the winner.
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Here is a day in this system. At 5:32 p.m., Maria calls, then hangs up

at 25 seconds. At 6:01 p.m., your system sends, “Sorry wemissed you.

We answer 8–6. Want a call at 8 a.m.? Reply YES or STOP.” At 6:05, she

replies YES. At 7:55 a.m., she gets “We’ll call from602Ɨ555Ɨ0100 at 8:00.”

At 8:00, your agent calls. The call runs 2:14 and is accepted. No tricks.

Just a gentle promise kept.

PostƗcall dripsworkbecause they respect howpeople live. They remind

without nagging. They guide without pushing. When you do themwith

consent, clear hours, and a human tone, they turn nearƗmisses into paid

calls—slow and steady.

S4. Confirmation‑page offers (non‑competing)

A confirmation page is what a person sees after a form submit or after

they end a call flow. Most teams waste this page. They show “Thanks”

and nothing else. You can do better,without stepping on your buyer’s

toes. A good confirmation page gives helpful next steps and shows

nonƗcompeting offers that fit the problem. Done right, it adds a little

extra revenue and a lot of trust.

First, define “nonƗcompeting.” If the main buyer handles AC repair, a

nonƗcompeting offer is something that does not take away that repair

job. Safe ideas are small, helpful addƗons the buyer does not sell or

care about: air filter subscriptions, thermometer batteries, a free home

energy checklist, a simple leak alarm for underƗsink areas, a surge

protector for electronics, or a “weather alert” signup. If your buyer

sells maintenance plans, do not push a different plan on this page. If

they sell filters, do not push another filter seller. Read your IO. If it bans

all postƗclick offers, respect it.

Make the top of the page about the promise you just made. If they
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booked a callback, show the exact time and number. “We’ll call you at

8:00 a.m. from 602Ɨ555Ɨ0100.” Add “Change time” and “Cancel” links.

If they just ended a call, show “If you get stuck again, call 602Ɨ555Ɨ0100,

8–6.” This anchor keeps trust high.

Then offer one or two tiny, clear extras. Keep them below the main

promise. Use small cards with a short headline, a few words, and a

“Learnmore” or “Get” button. Examples help:

If the caller had “AC not cooling,” you can show “Get clean filters on

a schedule.” The click can go to your own simple page or a partner link.

Disclose if you may earn a commission: “Wemay earn a small fee if you

buy.” Use plain words. Do not hide it.

If the caller had “water under the sink,” you can show “Place a $10

leak alarm under the sink.” Link to a page that explains how to place it

and where to buy. This does not steal work from your buyer. It prevents

bigger problems later andmakes you look like a grownƗup helper.

If the caller had “pests,” you can show “Seal food in tight containers”

or “Door sweeps stop ants.” Link to a simple guide. If you have an

affiliate offer, disclose it. If you don’t, send a free guide. Not every link

must pay. Some should just help.

If the caller is outƗofƗarea or after hours, the confirmation page can

offer a directory link to partners who serve that ZIP, if your IO allows.

Again, be honest about affiliate fees.

Add one free resource that builds your name. A oneƗpage PDF with

“3 quick AC checks,” “Storm prep checklist,” or “How to read your

thermostat” can sit on this page. Offer it with a oneƗclick download. Do

not force an email. Add your number and hours in the PDF footer. People

bookmark helpful things and call later.

Keep the page fast and light. Your job is not to trap the person here.

Your job is to make the wait before the callback feel safe and to give one

or two helpful options. No popƗups. No timers. No “spin the wheel.”

That stuff hurts trust and can hurt your main buyer relationship.
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Match the offers to the city and season. In Phoenix in July, filters and

thermostat batteries make sense. In October, heater filter sizes matter

more. During monsoon, leak alarms and surge protectors feel timely.

Use a simple rule in your page logic: show offer Awhen temp > 95°, offer

B when heavy rain is forecast. Keep it simple: two or three rules, not a

hundred.

Track clicks with care. Use clear UTM tags so you can see which offers

people like. Do not autoƗredirect. Let the person choose. If an offer gets

traffic but causes complaints, remove it. If an offer gets few clicks, test

a new headline or image, then decide.

Write in akindvoice. “While youwait, here are two simple thingsmany

neighbors find useful.” That line feels like a friend, not a pitch. Follow

it with two small cards. End with “Need anything else? We answer 8–6

at 602Ɨ555Ɨ0100.” Your number should always be the star.

Ask your buyer what offƗpage items they like you to show. Some

buyers love filter reminders because it reduces emergency calls caused

by clogged filters. Some like weather alerts because it steadies demand.

When you bring them ideas first, they often say yes to more than you

expect. If they say “please don’t show X,” do not show X.Write it in your

rules.

Here’s a simple story. After a hot day, your page shows a thankƗyou

with “We’ll call at 8:00 a.m. from 602Ɨ555Ɨ0100.” Below, two cards

appear. One says “Get clean filters on a schedule (wemay earn a small

fee).” The other says “Free: 3 quick AC checks” with a download. Ten

percent of visitors click the filter card; a few buy. Twenty percent

download the checklist. Some of them call again the next week when

the heat spikes. Your buyer never complains because the offers do not

compete. Your extra income is small per person but steady over the

season.

A confirmation page is not a cash register. It is a quiet counter where

you set out helpful items while keeping the main promise front and
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center. When you treat it that way—clear promise, small extras, no

tricks—you add value for the caller, protect your buyer, and build a little

side stream that takes pressure off your ad budget.

S5. Warm transfer vs scheduled callback upsells

A warm transfer means your agent stays on the line and introduces the

caller to the buyer right away. A scheduled callbackmeans you set a time,

confirm it by text or email, and the buyer or your team calls the person

later. Both paths can lift revenue if you use them at the right moments.

Your job is to pick the path that fits the human on the phone, the hour of

day, and the buyer’s staffing. When youmatch these pieces, more calls

pass the timer, and fewer good leads fall through the cracks.

Start with the warm transfer. This is the fastest, cleanest handƗoff.

The caller taps your number, hears your short recording notice, answers

one or two quick questions, and then meets a live agent at the buyer.

Your agent stays on the line for 15–45 seconds, says the caller’s name

and ZIP, repeats the problem in one sentence, then steps away. That

short “bridge” keeps trust high. It also avoids the awkward “hello? who

is this?” that can cause hang ups.

A simple warmƗtransfer script helps:

“Thanks for calling Phoenix AC Help—this call may be recorded for

quality; is it okay to continue? Great. Can I get your ZIP? 85016, thank

you. Is your system not cooling? Got it. I’m connecting you to a licensed

local tech now. I’ll stay on amoment to introduce you.”

When the buyer answers, your agent says:

“Hi, this is Jay with Phoenix AC Help on a recorded line. I have Maria

in 85016 with an AC not cooling. Maria is on the line. Maria, this is Cool

Air Pros. I’ll drop off now—thank you both.”

Then the agent mutes or drops. The buyer and caller talk. The buyer’s
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timer starts only after they answer. The caller feels safe because they

werenot “thrown”across a phone system. Theywerehanded to ahuman

with a name. This is why warm transfers usually get higher acceptance

and longer talk time than blind transfers.

Usewarm transferwhen three things are true. First, your buyer is open

and answering. Second, the problem is urgent (no cooling, leak, strange

noise). Third, the caller is ready now. In these hours, warm transfer is

king. It turns “I need help” into “I’m talking to help” in under a minute.

Now look at scheduled callbacks. This path wins when lines are busy,

when you are after hours, or when the caller cannot talk right now. A

callback flow needs to be very short. Ask for first name, phone, and ZIP

only. Confirm a time slot that is real. Send a clear text right away:

“We’ll call you at 8:00 a.m. from 602Ɨ555Ɨ0100. Reply STOP to end.”

At the set time, your dialer rings your agent and the caller. If the caller

misses, try once again fiveminutes later, then stop. Do not chase people

all day. People like exact times and short promises. When you keep the

promise on the dot, show rates go up.

There is also amiddle path: “call me in fiveminutes.” If a buyer queue

is red for a moment, offer the caller a nearƗterm ring back. You say,

“Lines are tied up for a minute. I can ring you back in five. Is that okay?”

If they say yes, send the text, tag the record, and make the call in five.

This keeps the caller warm, and you avoid dead air.

How do you choose? Let your phone log tell you. If buyers answer

90% of the time from 3–6 p.m., make warm transfer the default in that

window. If mornings are slow to answer, put a “request a 2Ɨminute

callback” button on the page from 8–9 a.m. If Friday at 5:30 is a zoo,

push more people into exact Saturday morning slots. You can even

change the main button text by hour. At noon it can say “Call Now.”

At 7 p.m. it can say “Request 8 a.m. Callback.”

Price and payout also differ. Many buyers paymore forwarm transfers

because your agent has confirmed the basics and kept the caller calm.
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For example, a warm transfer over 60 seconds might pay $160, while a

scheduled, kept appointment might pay $110. Math shows the tradeƗoff.

Imagine 100 callers in one day. With warm transfers, suppose 70% are

accepted at $160. That is 70 × $160 = $11,200 in revenue. With scheduled

callbacks, suppose 60 callers agree to schedule, 70% show (42), and

80% of those are accepted (about 34). At $110 each, that is 34 × $110 =

$3,740. Warm transfers win by a lot in this example. But if your buyer

often misses live calls, scheduled slots can “save” many people who

would otherwise leave. In some verticals, the keptƗappointment payout

is higher than the general call payout. Always check the IO.

Do not forget agent effort. Warm transfer needs a trained voice and a

clean handƗoff. Your agent needs a checklist on the screen: consent said,

ZIP confirmed, service confirmed, buyer name ready, and a oneƗline

summary. Keep the bridge under 30–45 seconds. If the buyer takes

too long to answer, your system should fall back to a callback offer or a

second buyer. Do not waste the caller’s patience.

Make both paths safe. Announce recording first. Confirm the time

zone for any appointment. Do not book a time the buyer cannot honor.

Do not promise “first in line” if that is not true. Get SMS consent before

you text. Include STOP. Respect STOP. If you do those small things every

time, your scheduled calls feel as honest as your warm transfers.

Use small tests to tune. For two weeks, try “call now” as the main

button 8–6, and “request 8 a.m. callback” after 6. Track accepted calls

per 100 visits, show rates for 8 a.m. calls, and refunds. If afterƗhours

visitors keep tapping “call” even when closed, move the callback option

higher and add “We open at 8 a.m.” right on the button. If show rates

lag, test a reminder at 7:55 a.m.: “We’re calling from 602Ɨ555Ɨ0100 at

8:00.” Watch numbers, not hunches.

One last tip: treat callbacks as a promise to a person, not a bucket on

a calendar. If you commit to 12 slots at 8 a.m., have 12 agents or a wait

line that answers fast. A broken promise here hurts more than a missed
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ring at 5 p.m. People get ready for that morning call. When you call on

time and speak kindly, many thank you. ThankƗyou voices stay longer.

Longer stays pass timers.

Warm transfer and scheduled callback are not enemies. They are tools

you switch by hour, by staffing, and by the caller’s life. Pick the right one

in the moment, and both will lift your accepted calls and your payout

per day.

S6. Lead recycling windows & rules

Lead recycling means giving a caller another fair chance to connect,

but only within clear limits and only with consent. Many people do not

convert on the first try. They were driving. They were at work. The baby

was crying. If you call back kindly at a better time, they will pick up and

pass the timer. The secret is to set windows and rules before you start,

then stick to them. That keeps your numbers high and your complaints

low.

Think of four windows. The fresh window is the first two hours after

the first call. Thewarmwindow is the rest of the first day. The aging

window is days two to seven. The stale window is days eight to thirty.

After thirty days, most homeƗservice needs are solved or forgotten. For

each window, write down what you will try, how many times, and by

which channel.

In the fresh window, speedmatters. If someone hung up at 25 seconds

or your buyer missed them, you can call back once within 5–15 minutes.

You can also send one short text if you have SMS consent: “Sorry we

missed you. We answer 8–6. Want a call at 8 a.m.? Reply YES or STOP.”

If they reply YES, great. If they do not reply, do not pester them. Try one

more call within two hours while you are open, then stop until the warm
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window.

In the warmwindow, try one more call near the common “free” time

for your area—often 12–1 p.m. or 4–6 p.m. Try one text that offers a

helpful tip and invites a call: “Still warm? Replace a dirty filter and set

COOL + AUTO. Still stuck? Call 602Ɨ555Ɨ0100 before 6. Reply STOP to

end.” Keep it short and kind. If they do not answer, do not keep calling.

Move to the aging window.

In the aging window, people decide. Many will pick up if you catch

them at home in the evening or earlymorning. Offer one early slot (“Can

we call at 8 a.m.?”) and one earlyƗevening slot (“Can we call at 5:30?”).

If they say yes, keep your word. If they ignore both, assume they are

done for now.

In the stale window, almost no one converts. If you must try, make

it one last message: “Was the AC fixed? If not, we answer 8–6 at

602Ɨ555Ɨ0100.” If they do not reply, archive the record. Do not try again

on day 31 unless the caller reaches out. That restraint keeps your brand

clean.

Set themax attempts by day and by channel. A safe plan for home

service is one to two calls and one text on day one, one call or one text

on day two, and atmost twomore touches in days three to seven. Emails

can be fewer because people check them later. If someone ever says

“don’t call,” stop that day. Add them to your suppression list. Sync that

list to your dialer, SMS, and email tool.

Always log the reason you are recycling. “No answer by buyer” calls

get the fastest second try. “Caller hung up at 10 seconds” may get a

helpful text but not a immediate call if that often signals misƗdials.

“Asked to call later” gets a polite reminder at the time they gave.

“Warranty” should get no recycling if your IO forbids it. Your log should

also track outcomes: reƗconnected, accepted, refused, STOP, wrong

number. Clear logs stop you from trying the wrong thing twice.

Match hours to people. Do not call at night. For most areas, 8 a.m.
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to 7 p.m. is safe. If you set a morning callback, send a fiveƗminute

reminder and then call exactly at the time. If they miss, try once more

after five minutes and then stop. People hate being chased. They like

being respected.

Recycling can be routed to a different buyer if the IO allows. Maybe

your main buyer missed the call twice. In the next window, try your

backup buyer who answers late afternoons better. Tell the truth if the

caller asks: “We work with several local teams; everyone is licensed.

We’re connecting you to the first available right now.” This rescues

good people from bad timing.

Keep this habit safe. Get and store consent time stamps for any text.

Include STOP in every text. Do not change the original reason the

person gave you. If they asked for AC help, do not pitch new windows or

unrelated offers in your recycle drip. Serving the same need is ethical

and also works best.

Now themath. Suppose you have 200 DQs eligible for recycling this

week after you remove DNC and STOP. In the fresh window, you reach

50%when you try again quickly. That is 100 contacts. If 40% of those

turn into accepted calls, you get 40 accepted right away. At $90 payout,

that is 40 × $90 = $3,600. In the warm window, you reach another

25% of the remaining 100. That is 25 contacts; if 35% accept, that’s 9

accepted for 9 × $90 = $810. In the aging window, maybe you reach 15%

of the remaining 75 (11 contacts) and 30% accept (3–4 accepted) for

about $270–$360. The stale windowmight add one or twomore at a

lower alternate payout (say $60), adding $60–$120. Add it up and you

are near $4,700–$4,900 in extra revenue from calls many teams would

have thrown away. The exact numbers will vary, yet the lesson stands:

fast, kind second tries pay.

Quality control keeps this smart, not spammy. Every Friday, review

five recycled calls. Were people surprised? If so, you missed consent

or timing. Did agents open with the recording line again? They should.
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Did a buyer reject a recycled call with “duplicate within 30 days”? If

your IO defines dupes that way, route that person to a buyer who allows

shorter windows, or stop. Adjust the plan andwrite it down so next week

is cleaner.

Lead recycling is respect turned into revenue. You give people a better

time to talk. You call when you said you would. You stop when asked.

Done this way, the second hello feels as helpful as the first, and your DQ

pile turns into a steady, honest stream of accepted calls.

S7. Tracking secondary revenue

Primary revenue is the payout you get when your main buyer accepts a

call. Secondary revenue is everything else that can happen after that

first moment: a DQ routed to an alternate buyer, a kept appointment

payout from a callback, a small commission from a filter order on your

confirmationpage, a reactivated callerwho returns tomorrowandpasses

the timer, or a maintenance plan sold by a partner with a revƗshare you

agreed to. If you do not track these pieces, you will not see their value.

If you track them with care, you can grow them without confusion or

double counting.

Start by giving every call a call_id the instant the phone rings. That id

never changes. It follows the person through every branch—even if you

later text them, schedule them, or route them to a new buyer. Store that

call_id with the tracking number, UTM tags, timestamp, ZIP, and the

first outcome (accepted, rejected, no answer, hangup, etc.).

Next, think of revenue like a little ledger with line items. The first

line itemmight be “Primary call payout,” with fields: date, buyer, rule

(timer or transfer), accepted flag, payout amount, and invoice id. If the

call was DQ and later routed to an alternate buyer, add a second line
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item under the same call_id: “Alternate buyer payout,” with its own

date, buyer, acceptance, payout, and invoice id. If the person clicked a

filter card on your confirmation page and you earn a $6 commission,

add a third line item: “Affiliate confirmation card,” with status pending

until the network pays you, then locked. If you texted the person next

morning and they called back and passed the timer, you can log that as

“Reactivation accepted,” with the payout and the buyer.

When you report, sum line items, not call_ids. A single call_id can

have $0 on the first line and $75 on the second (alternate buyer), plus

$6 on a third (filter). Your revenue for that original call_id is then $81.

If the first line was accepted for $120, and you also sold a $6 filter, the

total is $126. This method prevents double counting because each event

is its own line with its own date and proof, but the report also shows the

full picture by call.

Set status fields so you don’t spend money you do not have. Many

partner payments lag. An affiliate network may take 30–60 days to pay

andmay reverse some orders for returns. Keep those secondary lines in

pending until the money posts to your bank. Move them to locked only

when the payment hits. Your margin report should show both “booked”

and “cash” so you never confuse the two.

Keep a small dictionary of branch names. “ALT_OOA” can

mean outƗofƗarea alternate buyer. “ALT_PLUMBING” can mean

wrongƗservice → plumbing. “DRIP_REACT” canmean SMS reactivation.

“CONF_CARD_FILTER” canmean the filter card on the thankƗyou page.

Use the same names in your phone log, your page UTM tags, and your

payout ledger. When namesmatch across systems, recon is fast.

Reconcile weekly. Every Friday, export your week of line items and

match them to the buyer dashboard and any partner statements. If

“ALT_OOA” shows 22 accepted calls in your log, the partner should

show the same. If they show 20, find the two that differ. Sometimes

a call hit their timer but violated a rule. Sometimes you misƗtagged a
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ZIP. Fix the source, not just the cell on a spreadsheet. Clear mismatches

while memories are fresh.

Use a few simplemetrics to see if secondary work is pulling its weight.

“DQ save rate” is the share of DQ calls that later produced any revenue.

“Secondary revenue per 100 calls” shows howmuch extra money you

make from your side paths. “Average days to cash” tells you if you are

tying up cash too long. If “DQ save rate” is under 10%, your branches

are weak. If “days to cash” is 60+ for most of your secondary dollars,

you need to keep it small or change partners so you don’t starve cash

flow.

Do cohort views. Group calls by week, by vertical, by city, or by source,

and see howmuch secondary revenue each group produces by day 7, day

14, and day 30. This shows if your SMS drips and confirmationƗpage

cards work best in heat waves or in calm weeks, and whether certain

sources create more DQs that can be saved.

Avoid leakage. If you let two branches fire for the sameDQ at once, you

can break rules and lose trust. A safe rule is “one active secondƗchance

path per DQ call_id at a time.” For example, don’t send the outƗofƗarea

caller to both a directory link and amarketplace buyer on the same day.

Pick one path, give it 24–48 hours, then end it or try a second different

path if allowed. Log the choice in the ledger.

Keep compliance right in the ledger. Store the consent timestamp for

any SMS drip that led to revenue. Store the recording link for any warm

transfer that got paid. If a partner questions a line item, you can click

the link and hear the exact “ok to continue” and the ZIP. Fast proof gets

fast credits and keeps relationships strong.

Let’s do a simple, clear example with numbers. In one month, you

handle 1,000 calls. The main buyer accepts 600 at $120, so primary

revenue is 600 × $120 = $72,000. You have 400 DQs. You route 120 of

those to an alternate buyer at $75 each, for 120 × $75 = $9,000. Your

confirmation page sends 20 small filter orders at $6 each, for $120
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(keep these pending until paid). Your SMS reactivation brings back 50

people who later pass the timer with the main buyer, adding 50 × $120

= $6,000. Your total booked revenue is $72,000 + $9,000 + $120 +

$6,000 = $87,120. Your secondary share is roughly $15,120 of that total,

or about 17%. Seeing that 17% tells you the secondƗchance work is worth

it. It also tells you to keep a cash cushion since some of that 17% pays

slower.

Finally,make the view easy to share. A oneƗpageweekly chart can show

primary revenue, secondary revenue, DQ save rate, and average days to

cash. Add a tiny note with one clip link where a secondƗchance call went

great. This keeps the team proud and focused on the right knobs.

Secondary revenue is not “extra junk.” It is the natural tail of a clean

phone funnel. Track it like a grownƗup: one call_id, many line items,

clear names, and cash vs. booked. When you can see it, you can grow it

without guessing.

S8. Pricing models & payout expectations

Pricing in payƗperƗcall should be simple to read and fair to both sides.

Your price needs to cover yourmedia and ops costs, pay you a profit, and

make sense for the buyer’s close rate and job value. The cleanest way to

get there is to pick a pricingmodel that fits the work, then use math to

set your floor and your ask. Keep the words plain. Keep the rules short.

When both sides can do the math on one napkin, trust goes up.

There are a few commonmodels. The first is per accepted callwith a

timer. The buyer pays when the call lasts longer than a set time and is in

scope. This is themost commonmodel in local service. The second is per

live transfer: you bridge the caller to a buyer agent and the buyer pays if

the agent keeps them for, say, 60 seconds. The third is per booked
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appointment (kept): you get paid when the person shows up for a

scheduled visit or phone appointment. The fourth is revenue share: rare

in local emergency service, more common in finance or legal; you get a

percentage of the job or sale. Some dealsmix these: a lower acceptedƗcall

fee plus a bonus for a kept appointment, or different fees by ZIP or by

hour.

Timers and rules shape price. A longer timer (like 120 seconds vs. 60)

is harder to hit and should pay more. Tighter scope (owners only, no

warranty, only threeZIPs) shouldpaymore thanwide scope. AfterƗhours

calls are harder to staff; if a buyer wants them, they should pay more.

Lower acceptance from the buyer should raise your ask because you eat

more rejects. These are levers you can write into a rate card.

Do themath for your floor. Add up your costs per day: media, tracking

numbers, software, agent time. Divide by the number of accepted calls

you expect. Then add the margin you need to grow. Here is a simple

example. You spend $3,000 on media in a week and create 100 total

inbound calls. Your acceptance is 60%, so you expect 60 accepted calls.

Yourmedia cost per accepted call is $3,000 ÷ 60 = $50. Add $5 per call

for ops (IVR, tracking, agent time). Your total cost per accepted is $55.

If you want a 40%margin, your floor payout is $55 ÷ (1 − 0.40). That is

$55 ÷ 0.60 = $91.67. Round up. A fair ask is $95–$100 per accepted call

with your current rules. If a buyer offers $80 and tight rules, the math

says no. If they offer $110 with a longer timer, that can still work if your

acceptance stays steady.

Match model to vertical and hour. For emergency AC, per accepted

call with a 60–90 second timer is straightforward. For insurance or

solar, where calls are longer and schedules matter, per transfer or

per kept appointmentmay be better. For B2B, kept appointments are

common. For seasonal spikes when buyers are drowning, per transfer

at a premium can be right because your warm intro saves them seconds

they do not have.
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Set tiers that reward good behavior. You can say, “$100 per accepted

at ≤90 sec timer. If your acceptance stays ≥65% for seven days, rate

moves to $110. If your line misses more than 10% of calls in a day, we

lower the cap or shift overflow.” You can also add ZIP tiers: higher pay

for longƗdrive rural ZIPs or for heavyƗcompetition downtown ZIPs. Keep

tiers simple—two or three, not ten—so everyone can follow them.

Decide on net terms early. Many healthy local buyers pay netƗ7 or

netƗ15 once trust is built. Networks often start at netƗ30 and move to

netƗ15 after cleanmonths. If a partner asks for longer, ask for a small

holdback instead (for example, pay netƗ15 with a 10% holdback released

at day 45). That is safer for both sides than netƗ45 or netƗ60. Early in a

deal, offer a small prepay option or a card on file for a pilot. Paying two

weeks faster is often worth a few dollars less per call because it protects

your cash.

Think about bonuses and surge pay. During a heat wave, ask for a

+$10–$20 surge for certain hours if you can supply more volume. For

Spanish calls, ask for a small premium if you have bilingual staff. For

kept appointments, ask for a small bonus if show rate crosses a mark. If

a buyer wants more volume at lunch on Fridays, price those slots a bit

higher. This is normal. Drain time costs money.

Guard against soft rules that become unpaid work. If a buyer wants

“only homeowners” but never asks you to check, your acceptance will

fall and your margin will go with it. Put checks in the IVR or script and

get a price that matches. If a buyer wants long timers and narrow scope

and slow pay, say no. You cannot fixmath with hope.

Set overflow rateswith care. Your backup buyer may pay less. That

is okay. If the difference is small, you still win by keeping callers out of

dead air. If the gap is huge, you may be better off ending politely and

inviting a callback. Write the overflow order in your IO, with caps per

day, so you are never guessing where to send a live person.

Keep compliance costs in your price. Recording, consent language,
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DNC syncing, branded caller ID work, and STIR/SHAKEN setup are part

of doing it right. They are not free. Fold them into your ops cost. If a

buyer asks for special disclosures or special routing, include that setup

in your firstƗmonthmath.

Review price with outcomes, not feelings. After two weeks, look at

accepted rate, average talk time, and refunds. If acceptance is high and

refunds are low, you can ask for a small raise ormore caps. If acceptance

is low, offer to fix the call flow and hold price until acceptance rises.

Buyers like partners who bring proof and a plan, not just a new rate.

A small story makes this real. You start at $95 per accepted call,

90Ɨsecond timer, Phoenix85008/85016/85018, 8–6. Weekone, accepted

is 62%, refunds are 6%. You hit yourmargin. Week two, you add Spanish

lines in the afternoonandpropose$105 in thatwindow. Thebuyer agrees

for a fiveƗday trial. Accepted stays above 60%. You keep the premium. A

month later, the buyer wants 7–8 p.m. calls for a new night crew. You

run a twoƗweek test and ask $120 in that hour with a 60Ɨsecond timer

and a 10% higher cap. It works three nights out of five. You keep those

hours on nights when your log shows high showƗup. You did not pull a

price from thin air. Youmatched rules, hours, andmath.

Price is a sentence that says, “Here is the work, here are the rules, here

is the risk, here is the reward.” Keep the sentence short. Do the math in

the open. Reward good behavior on both sides. When the words and the

numbers line up, payouts feel fair, and the line stays busy for months,

not days.
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Analytics, QA & Optimization Loops

S1. Acceptance‑rate dashboard & alerts

An acceptanceƗrate dashboard is your control room. It shows what is

happening right now, what went well yesterday, and what broke this

morning. When built well, you can spot trouble in minutes and fix it

before it burns a day. You do not need fancy software to start. A simple

spreadsheet or a basic BI tool can show the truth if you feed it clean data

and choose the right views. The goal is clear: see accepted calls rising,

rejected calls shrinking, andmoney steady.

Begin with the core numbers. Every row in your data should represent

one call. Each row needs: a unique call ID, the time and date, caller

number (masked if needed), tracking number, source and campaign

(use UTM tags or labels), IVR branch taken, buyer routed, talk time

from buyer answer or IVR connect, whether the call passed the timer,

whether the buyer accepted or rejected, the reject reason, and the payout

amount if accepted. If you run secondƗchance flows, add a field that

marks“original”versus“recycled”soyoucan trackbothwithoutmixing

them up.
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From those rows, make simple, honest metrics. Your acceptance

rate is accepted calls divided by total connected calls. Your timer pass

rate is calls over your timer divided by connected calls. Your average

connected talk time is the average seconds for connected calls. Your cost

per accepted call comes from your ad ormedia spend divided by accepted

calls, but do not show cost if the dollars are not in your sheet yet; that

just confuses people. When in doubt, chart things you can prove today:

counts, durations, reasons, and acceptance.

Nowmake the views humans can read fast. The first view is “Today

so far.” It shows, by hour, calls, accepted, acceptance rate, average

talk time, and top reject reason. Put this at the top of your dashboard.

If acceptance drops at 10 a.m., you see it right there. The second view

is “Yesterday by hour.” You can spot weak windows like lunch where

agents were thin. The third view is “SevenƗday trend,” with a simple

line for accepted calls per day and a line for acceptance rate. The fourth

is “By buyer,” a table showing accepted, acceptance rate, timer pass

rate, and “no answer by buyer” count. The fifth is “By source,” with

the same columns. The sixth is “Top reject reasons,” with counts and

percentages, and a sparkline that shows whether a reason is rising.

Add “By IVR branch.” This is where you learn which branch sends

strong calls. For HVAC, branches like “No cooling,” “Leaking water,”

and “Strange noise” often perform better than “TuneƗup.” If “TuneƗup”

is always short, your copymay be pulling the wrong crowd or your buyer

may not want those jobs. The branch report lets you fix one line in the

IVR or one line on the page and see if it works.

Use colors to help the eye. Green means on target or rising. Yellow

means watch. Redmeans act now. Keep the color rules simple so they

never change week to week.

Set alert rules so you do not need to stare all day. A good alert is

simple and rare. You can start with five. First, trigger a “drop alert” if

acceptance rate falls more than 10 percentage points compared to the
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last sevenƗday average for two hours in a row. Second, trigger a “buyer

down” alert if “no answer by buyer” hits three in ten minutes. Third,

trigger a “reject spike” if any single reject reason doubles versus the

same time yesterday. Fourth, trigger an “outƗofƗarea surge” if more

than 20% of calls in the last hour are outƗofƗarea; this often means a geo

or campaign setting drifted. Fifth, trigger a “timer fail” alert if timer

pass rate falls under your floor (for example, under 70%) for an hour.

Alerts should go to a small group by email or chat. Include the top row

of the related table in the alert so a human can act in one minute.

Tie each alert to a play. If acceptance drops, listen to two calls from

the last twenty minutes and check the reject table. If “warranty” spiked,

add a quickwarranty filter in the IVR for the next hour and change one ad

line thatmight be pulling warranty traffic. If “no answer by buyer” fires,

flip overflow on for that buyer andmessage themwith the timestamps.

If “outƗofƗarea” fires, check your campaign location settings; switch to

“presence” only if needed. If “timer fail” fires, check agent intros and

IVR length; shave ten seconds where you can.

Make hourly views local. Always show the hour in the caller’s time

zone if your routing is geoƗbased. This prevents a lot of “why is lunch

dead?” confusion that is really a timeƗzone mismatch.

Add a “Top 10 calls to review” card. Choose calls that are either barely

under the timer, rejected with a vague reason, or part of a spike. Make it

one click to play the recording. A manager can review these in fifteen

minutes and spot the pattern fast.

Layer a “Health bar” at the very top. It is a tiny strip that shows

green if three things are true: accepted calls today are within 10% of

the sevenƗday pace, acceptance rate today is within five points of the

sevenƗday average, and “no answer by buyer” is under your threshold.

If any fails, the bar is yellow. If two fail, it is red. This sillyƗsimple bar

keeps your team aligned.

Keep your data fresh. RealƗtime is nice, but fiveƗminute or fif-
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teenƗminute updates are enough. If your feed lags an hour, mark it

right on the dashboard so no onemakes a bad call on stale data.

Do not drown in tabs. One page with six clear views beats ten pages of

charts. If you want more, add a second page for “deep dives”: by ZIP, by

creative, by device. Only go there when a top card says, “something’s

off.”

Document your targets. Right under each title, print the target in small

type: “Target acceptance ≥ 60%,” “Timer pass ≥ 70%,” “Avg talk time

≥ 2:00.” If targets change, change the text. Hiding targets in someone’s

headmakes teams guess.

A short example shows the power. At 9:50 a.m., the alert pings:

acceptance fell from a sevenƗday average of 63% to 50% for two hours

straight. The reject table shows “warranty” doubled from 8% to 17%.

You listen to two calls. Both callers say “brand warranty.” You check

Search terms. A new broad match caught “AC warranty phone” queries.

You pause that ad group and add “warranty” as a negative. You also

add a tenƗsecond warranty fork in your IVR. By 11:30 a.m., acceptance

is back to 62%. You note the fix in the dashboard footer so future you

remembers.

A dashboard is not art. It is a window and an alarm. Pick the few things

that matter and wire them to actions you can take in minutes. When you

do that, problems become bumps, not cliffs.

S2. Call scoring & transcript mining

A call is a story told in a fewminutes. Some stories are clear and calm.

Others are messy and short. Call scoring is a way to read those stories

the same way every day, so you can fix patterns, coach agents, and raise

acceptance. Transcript mining is a way to search those stories at scale,
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so you can catch trends you would never hear by listening to a handful.

Both are simple if you keep the rules short.

Start with a fiveƗpoint scorecard. Each point is a yes or no. First, didwe

say the recording notice and get a clear “okay” near the start? Second,

did we confirm the ZIP early? Third, did we confirm the service match

quickly (“not cooling,” “leak,” “noise,” or “other”)? Fourth, did we

transfer or connect within sixty seconds once a fit was clear? Fifth, was

the tone kind and clear, without risky claims or brand misrep? Each

“yes” is one point. A perfect call scores five. A shaky call scores three or

less. Keep the card on one screen for graders and agents.

Choose ten calls a day to score. Two accepted, two rejected, and six

random mixed across hours and sources. If volume is high, make it

twenty. The goal is not to grade every call. The goal is to create a small,

steady sample that points to the real problems. If you see the same “no”

twice in a day, you act that day. Score in fifteen minutes early, not as

homework at night.

Write a tiny notewhen you score “no.” If the recording notice was late,

paste the timestamp. If ZIP was never confirmed, write “ZIP missing.”

If transfer took twominutes, write “slow handoff.” These little notes

become your weekly coaching plan.

Now turn to transcripts. Many call systems create text from speech.

The text is not perfect, but it is good enough to search for words that

matter. Make four word lists. The first is goodƗfit words: “not cooling,”

“no cool,” “stop cooling,” “blowing warm,” “water leak,” “flood,”

“buzzing,” “smell burning,” and your main city and ZIP names. The

second is badƗfit words: “warranty,” “apartment,” “renting,” “job,”

“franchise,” “customer service,” “corporate,” “install only.” The third

is risk words: “guarantee 30 minutes,” “free,” “factory,” “we are

brand,” “we cover everything.” The fourth is empathy words: “sorry,”

“understand,” “I can help,” “we’ll get you to someone.” Put these lists

in a simple table you can update.
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Run daily searches across transcripts for the badƗfit list. Chart counts

by source, hour, and IVR branch. If “warranty” spikes on native in

the morning, change the morning headline to call out “repairs out of

warranty” or add a warranty fork in the IVR to guide people kindly. If

“apartment” spikes from one source, adjust targeting or add a renter

fork that routes to a buyer who can help tenants, if allowed.

Search for the goodƗfit words to see which sources bring real problems.

If “blowing warm” showsmost often from Search and “no cool” from

native weather sites, move budget to those places when heat rises. If

“buzzing” pairs with short calls, add a safety line in your page and IVR

that tells people to power down and call, which often leads to calmer

talk and better acceptance.

Use timing from transcripts too. Two timing numbers matter. The

first is “time to problem,” the seconds from call start to the caller’s

first clear problem statement. When agents open slowly or read long

intros, time to problem grows, patience shrinks, and acceptance falls.

The second is “time to handoff,” the seconds from the clear problem

to the buyer connection. If this creeps up, acceptance falls. You can

approximate both by searching for the first mention of key words, but

listening to a few calls daily is still best for timing.

Search for risk words weekly. If “we are brand” appears in any

transcript, coach at once. The agent likely meant “we work with local

pros who fix Brand X,” but the phrase matters. You need to keep brand

claims accurate. If “guarantee 30minutes” shows up, remove that line

from any script or ad unless your buyer truly guarantees it at all hours.

Create a “top ten phrases” card. Each week, list the tenmost common

problem phrases from accepted calls. Share themwith the media team.

Use them in headlines. If the market says “AC blowing warm,” do not

write “HVAC performance issues.” Words that match callers lift trust,

minutes, and acceptance.

Turn scores into coaching. Pick one theme a week. If ZIP confirmation
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ismissing on 30%of graded calls, run a tenƗminute huddleMonday: play

one good example, one miss, and practice saying, “Can I get your ZIP so

I can route you fast?” Set a reminder to check this line onWednesday.

If it sticks, pick a new theme next week. One theme at a time beats ten

slides no one remembers.

Tie scores to acceptance by agent and by hour. If one hour drags, you

may be thin on staff, or folks are hungry and rushing. If one agent scores

low on “handoff speed,” sit with them for fifteenminutes and tighten

the bridge. Praise out loud when a habit sticks. People copy what gets

praised.

Do not weaponize the score. The score is a lamp, not a hammer. If

agents fear it, they hide mistakes. If they see it helps them pass more

calls and get fewer angry callers, they will ask for more clips to learn

from. Keep the tone kind in reviews.

Here is a realƗstyle loop. Your weekly average score is 3.8/5. The

most common “no” is “handoff within 60 seconds.” The transcript

search also shows that “apartment” rose from 6% to 12% this week,

mostly from native. You fix two things. First, you coach the bridge

to be one sentence and a name, not a mini speech. Second, you add a

renter fork in the IVR and change one native article line from “home”

to “ownerƗoccupied home.” Next week, your average score is 4.2, and

accepted rate climbs six points while “apartment” mentions fall by half.

You did not guess. You read the story and changed one line at a time.

Scoring andmining are quiet tools. They tell you what people say and

what you say. When those words line up, calls feel smooth, and smooth

calls last. Lasting calls pass timers. That is why this work matters.
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S3. Cohort analysis by source & IVR branch

A cohort is a group of calls that share something in common. It could

be the week they happened, the ad or source that brought them, the IVR

branch they chose, or the city they came from. Cohort analysis means

you compare groups over time so you can see patterns that averages

hide. When you do this with sources and IVR branches, you learn which

paths bring steady, long calls and which paths need a fix or a pause.

Start with timeƗbased cohorts. Group calls by week, then track each

week’s acceptance rate, average talk time, timer pass rate, and refund

rate for the next seven days. If week 28 had a heatwave and did great, but

week 29 fell, you can ask “what changed?” Maybe a headline changed,

maybe a buyer cut hours, or maybe a new city came online. A simple line

chart by week is enough to spot drift.

Next, build source cohorts. For each source or campaign, compute

accepted calls per 100 visits, acceptance rate, average talk time, cost

per accepted (if you have cost), and top three reject reasons. Do this for

the last seven days and the last thirty days. Put these in a small table

that sorts by accepted per 100 visits. The top row gets more budget. The

bottom row gets a fix or a pause.

Add IVR branch cohorts. Each branch tells you about the caller’s need.

“No cooling,” “leak,” “noise,” “tuneƗup,” “maintenance plan,” and

“other” are common. For each branch, compute the same set: accepted

rate, talk time, and reject reasons. Now cross branch by source. This

is the sweet spot. You will learn that Search calls on “no cooling” pass

at 70% and native calls on “leak” pass at 65%, while native calls on

“tuneƗup” pass at only 30%. That last rowmay not be worth the money

unless you have a buyer who wants tuneƗups and pays fairly.

Make a simple “branchmix by source” chart. Show the share of each

branch for each source. If one source sends 50% “other,” your copy is

too vague or your audience is too broad. Tighten both. If one source
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sends a balanced mix of “no cooling,” “leak,” and “noise,” keep it.

Look at cohorts by hour. Calls at 4–6 p.m. often pass more than calls

at 8–10 a.m., because people are home and ready to talk. If a source only

does well at one hour, daypart it. If a branch only works at one hour,

move it higher in your page or IVR in that window.

Do city cohorts. Group by ZIP or city. Compute accepted per 100 visits,

acceptance rate, and refund rate. If a ZIP drags, check the buyer coverage

there. If one city wins for native but not for Search, adjust bids by city.

Heat and weather move by ZIP and day. Your cohorts should, too.

Add a “DQ save cohort.” For each reject reason, show howmany you

saved with alternate buyers or drips, howmuch that earned, and how

many days to cash. If “outƗofƗarea” saves well with a partner at $75,

keep the branch. If “warranty” saves almost nothing and annoys callers,

stop trying to monetize warranty; just help and end politely.

Keep the math plain. Use simple rates per 100 visits or per 1,000

impressions to compare sources. Use acceptedƗcall share by branch to

compare branches. Fancy stats are not needed to decide “move budget

from A to B” or “put ‘no cooling’ at the top of the IVR.”

Write one sentence for each cohort table. “Search + No Cooling drove

45 accepted calls thisweek at 72%acceptance.” “Native +TuneƗUpdrove

10 accepted calls at 28% acceptance; top reject was ‘wrong service.’”

“OutƗofƗarea saves produced $900 at $75 each, average pay in nine days.”

These short notes make your decisions easy.

Make one change per weak cohort. If “Native + TuneƗUp” is weak, try

removing “tuneƗup” lines from the top article for twodays. If acceptance

rises for native overall, keep the change. If not, restore the line and try a

separate page for tuneƗups linked only from cheaper placements or for

seasons when buyers want them.

Use cohorts to protect cash. If one source shows a slow rise in refunds

week over week, lower its cap right away while you audit. If one branch

shows a quick rise in “no answer by buyer,” shift its overflow order so
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fewer calls wait on that line.

Compare cohorts across seasons. Make a sheet with last summer’s

weekƗbyƗweek cohorts next to this summer’s. If this summer’s Search is

weaker in week 30 while native is stronger, adjust faster. If IVR branch

“noise” is stronger this year, move it up in your copy. Season is a teacher

if you write down what it said last time.

A simple examplehelps. You lookat four cohorts for the last sevendays.

“Search + No Cooling” shows 180 calls, 130 accepted (72%), average

talk time 2:15, top reject “out of area” 6%. “Native + Leak” shows 90

calls, 58 accepted (64%), talk time 2:05, top reject “wrong service” 10%.

“Native + TuneƗUp” shows 60 calls, 17 accepted (28%), top reject “wrong

service” 35%. “Search + Noise” shows 40 calls, 28 accepted (70%). You

decide three things. First, increase Search budget for “no cooling” and

“noise” by 20% in 4–6 p.m. Second, change your native article headline

to remove “tuneƗup” and add a “maintenance plan” link only on the

confirmation page so it does not pull topƗofƗfunnel traffic. Third, add

one IVR line: “Press 4 for maintenance plans,” and route it to a buyer

who wants those. In two days, native acceptance rises, and your main

buyer stops complaining about “wrong service.” The cohorts told you

where to push and where to tuck.

Cohorts are groups with a lesson. Group the calls in ways that match

how you buy traffic and how callers choose in the IVR. Read the lesson

once a week. Change one thing. Read again. This rhythm keeps you out

of arguments and in the numbers.
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S4. Experiment backlog & prioritization

Ideas arrive all day. Change the headline. Add hours next to the number.

Shorten the IVR. Try a new buyer order. Test a Spanish video. Without a

system, ideas fight each other and die in email threads. An experiment

backlog turns noise into a line. You list, score, pick, run, and learn. You

do not need a lab coat. You need a small table and a promise to run one

change at a time.

Open a shared sheet called “Experiments.” Each row is one idea.

Give it seven plain fields. First, a short title, like “Add hours on the

button,” “Move ZIP ask earlier,” or “Warranty fork in IVR.” Second, the

hypothesis in one sentence, like “Showing hours near the button will

increase daytime calls and reduce night taps.” Third, the owner—the

personwhowill make the change andmeasure it. Fourth, themetric and

goal, like “accepted calls per 100 visits up by 10%,” or “timer pass rate

up by five points.” Fifth, the effort, written as small, medium, or large.

Sixth, the risk, written as low, medium, or high. Seventh, the score.

Use a simple score so you can sort rows. ICE works well at this level.

Impact is how big the win could be if it works, from 1 to 10. Confidence

is how sure you are, from 1 to 10. Ease is how simple it is to ship, from 1

to 10. Score equals Impact + Confidence + Ease. If you prefer, you can

multiply, but addition keeps the numbers clean. You do not need debates

about decimals. The goal is to see what to do next.

Estimate impact with recent facts. If your transcript mining shows

many “after hours” taps, “add hours on the button” likely has high

impact. Give it an 8 or 9. If your IVR shows many “warranty” rejects,

“warranty fork” can be a 7 or 8. If an idea is a hunch with no data, give it

a 3 or 4. That does not mean “never.” It means “not now.”

Estimate confidence by past tests and examples. If you have seen a

similar change help, give confidence a 7 or 8. If it is new territory, give

it a 4 or 5. Be honest. OverƗconfidence leads to wasted weeks.
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Estimate ease by real work. A copy change on the page is a 9 or 10. A

small IVR line is a 7. A redesign is a 3. A new buyer contract is a 2. A

platform migration is a 1. Small, highƗscore items should float to the

top.

Sort by score. Pick the top one or two that do not clash. Do not run

three things that hit the samemetric in the same funnel at once. If you

must run two, put them on different parts of the system, like one in the

IVR and one in the postƗcall drip, or in different cities. The aim is to keep

reads clean.

Write a tiny plan. State the change, the start time, the end time, the

sample size target, and the stop rules. If it is a page test, split 50/50 and

run seven days or until you hit 100 accepted calls per version. If it is an

IVR change, mark the time and compare the next three days to the last

three days for the affected branch. If it is a buyer order test, limit it to

one ZIP for three days. Put these details in the row.

Run the test. Update the rowmidƗwayonly if a stop rule fires, like “cost

per accepted up 30% for two days.” When done, write a short result:

win, loss, or inconclusive. Paste one chart. Paste one recording link if it

helps. Then write “next.” If it won, ship it everywhere it fits. If it lost,

archive it and pick the next row. If it was close, tweak and reƗtest once.

Keep the backlog tidy. Every Monday, close or archive rows older than

a month. Move “wins” to a “Shipped” tab with dates so you can revisit

later in a new season. Move “losses” to “Learned”with a oneƗline lesson.

A clean backlog keeps the team from retesting old dead ends.

Limit howmuch you run at once. A good rule is “one live A/B on pages,

one live IVR change, one routing test” at any time. If a fourth idea arrives,

put it in the backlog and score it nextweek. Work in progress limitsmake

tests finish faster.

Use the backlog in your weekly review. Pick the top item together.

Assign the owner. Confirm themetric and goal. Agree on the stop rule.

This fiveƗminute habit stops scope creep and keeps the team rowing the
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same way.

Be kind to losers. Most ideas will not win big. That is normal. A losing

test is not a waste if it was cheap and taught you something. Thank the

person who pushed it. Ask what they learned. Move on. Your win rate

will rise when the team is not afraid to try.

Here is a simple scene. Three ideas sit on top. “Add hours on button”

scored 26 (Impact 9, Confidence 8, Ease 9). “Warranty fork in IVR”

scored 22 (8, 6, 8). “Spanish sticky bar” scored 21 (7, 7, 7). You pick the

hours change for thisweek. You run it for seven days 50/50. Accepted per

100 visits rises 12%, night taps fall 40%, and refunds drop. You ship it.

Next week, you pick “warranty fork.” You add one line to the IVR, watch

warranty rejects drop, and see acceptance rise. By the third week, you

add the Spanish sticky bar during 3–6 p.m. in two ZIPs with bilingual

agents. Each tiny win stacks. The backlog and the score kept the order

clear.

An experiment backlog is a small notebook of bets. Score them. Pick

one. Run it. Learn. Repeat. In a month, your funnel will feel smoother.

In a season, it will feel like a machine.

S5. Weekly review cadence & actions

A weekly review is your tuneƗup. You stop the car for thirty minutes,

lift the hood, andmake one or two small adjustments before you drive

another week. The meeting should be short, steady, and focused on

actions. You do not need a long slide deck. You need the dashboard, two

recordings, the backlog, and a notepad.

Hold themeeting the same day and time eachweek. Mondaymornings

work for many teams because you can catch weekend drift and set the

plan before the phones heat up. Keep the group small: one person for
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media, one for ops/IVR, one for QA/training, and one for buyer success.

If a buyer joins, even better—fifteen minutes of their time can save you

fifteen refund emails.

Open with the “Today so far” dashboard for two minutes. Read the

health bar. If anything is yellow or red, call it out and assign a quick

check right after the meeting. Do not dig in now. The weekly review is

for last week and this week’s plan.

Shift to “Last week in one page.” Show total calls, accepted calls,

acceptance rate, average talk time, top three reject reasons with counts,

and the three sources with the most accepted calls. Show one line for

DQ saves and the dollars from secondƗchance paths. Keep this to two

minutes. The point is context, not a lecture.

Listen to two recordings for five minutes. Choose one accepted call

that shows the script and IVR working, and one rejected or timerƗfail

call. As you listen, keep the scorecard in mind. Did we say the recording

notice first? Did we get ZIP early? Did we reach the problem fast? Did

we transfer in under a minute? Was the tone kind? Stop after each and

name one line to keep or fix. If you find a script bug, write the exact new

line in the notes.

Review the “Top reject reasons” table for three minutes. If one

reason rose, decide one action. If “out of area” rose, tighten geo to

presenceƗonly and add the ZIP list to the page header for a week. If

“warranty” rose, test a filter line in the IVR and change one ad. If “no

answer by buyer” rose, adjust caps and overflow windows for that buyer

this week and tell themwhy. Write the action and the owner next to each

reason.

Check the cohort highlights for four minutes. Read one sentence for

each top cohort: “Search + No Cooling kept 70% acceptance,” “Native +

Leak improved twopoints after theheadline change,” “Native +TuneƗUp

still weak.” For one weak cohort, choose a fix and a stop rule. If it is

native tuneƗup traffic, remove the tuneƗupmention andwatch three days.
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If it fails again, pause that tile for a week. Write it down.

Open the experiment backlog for five minutes. Sort by score. Pick the

top fit for this week. Confirm the owner, metric, start time, sample size

or end date, and the stop rule. Close the loop on last week’s experiment

with one line: “Won, shipped,” or “Lost, archived,” and the lesson. Keep

the backlog moving. This is the heartbeat of improvement.

Assign a tiny coaching plan for the week. Based on the two calls

and the scorecard trend, choose one theme for agents. It might be

“ZIP first,” “shorter bridge,” or “don’t say ‘we are brand.’” Plan a

tenƗminute huddle tomorrow with two clips. Put a reminder on the

calendar. Coaching is part of optimization, not extra work.

Plan buyer touches for five minutes. If one buyer was down or slow,

schedule a short checkƗin. Share two clips: one that went great, one that

failed due to no answer. Bring a plan: “We shifted overflow 3–5 p.m.;

can you add one seat then?” If one buyer excelled, send a thankƗyou and

ask if they can take 10%more in their strong hour. Small, steady touches

build trust.

Close with a short “who does what by when.” You should have five

to eight lines: tighten geo and add ZIPs to header (Ops, today), add

warranty fork (Ops, tomorrow 10 a.m.), change native headline (Media,

today), raise Search bids 4–6 p.m. for “no cooling” (Media, today), test

“hours on button” in City B (Media, start Wednesday), coaching huddle

on “short bridge” (QA, Tuesday 9 a.m.), buyer A overflow 3–5 p.m. (Ops,

today), and share BOR Friday (Success, Friday 9 a.m.). Put these in a

shared doc with checkboxes.

End themeeting on time. People will show up next week if you respect

the clock and ship results. If you run long every time, folks will hide.

Between meetings, keep a daily fiveƗminute pulse. Look at the

dashboard at noon. If an alert fired, fix it and write two words in the

weekly doc so you remember to share. If nothing fired, smile and get

back to work.
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On Friday, send a BOR (Buyer Outcome Report) to key partners. One

page is enough: counts, acceptance, top rejects, two clips, one change

youmade, and one change for next week. This keeps buyers in the loop

and lowers surprise disputes.

Every month, run a slightly longer review. Check seasonƗoverƗseason

cohorts. Refresh your experiment backlog scores. Retire old wins that

stopped working. Add one bigger project to the plan, like “switch to

system fonts,” “compress hero images,” or “Spanish IVR for 3–6 p.m.”

Make the big work live next to the small wins, not instead of them.

A simple story shows the rhythm. Monday, your weekly review spots

that “warranty” rejects rose to 14%. You add a tenƗsecond warranty fork

to the IVR and change one native line. You also pick “hours on button”

as the week’s test. Tuesday, you coach the bridge to be one sentence.

Wednesday, you raise Search bids 4–6 p.m. for “no cooling.” Thursday,

the dashboard shows acceptance rising back to the 60s and “warranty”

dropping to 8%. Friday, your BOR shares the clips and the fix. Next

Monday, you pick the next experiment. Nothing felt frantic. You did

small things that stacked.

A weekly cadence is not about meeting. It is about momentum. See

the truth, hear the people, change one thing, and write it down. Do that

fifty times a year. You will run past teams who wait for a perfect month

to make a perfect plan that never ships.
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Scaling, Team & Operations

S1. Hiring & training VAs/agents

Scaling a payƗperƗcall shop is not only about more ads or more numbers.

It is about people who can guide callers with calm voices and clean steps.

Hiring and training your VAs (virtual assistants) and agents is how you

turn clicks into trustedminutes on the phone. You do not need a huge

office. You need clear roles, simple tools, steady coaching, and a kind

culture that expects high standards.

Start by writing a short job story, not a long job post. Say what the

work feels like. “You will answer or place short calls. You will read a

simple script, ask for consent to record, collect a ZIP code, and route

callers to a local buyer. Youmust speak clearly, type simple notes, and

treat people with respect. We coach you every week. Wemeasure your

average handle time, transfer speed, acceptance rate, and kindness.”

Plain truth attracts the right people and turns away those who want

“easy money.”

Find candidates where helpers gather. Good VAs often hang out in

online groups for remote work, customer service, or language learning.
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Ask for a oneƗminute voice note about a simple topic, like “tell me how

tomake tea.” The voice note shows clarity, tone, and pace better than

any resume. If you need Spanish or another language, ask for a short

note in that language too.

Keep the hiring path tight. Step one is the voice note. Step two is a

short quiz: write the opening line that asks for consent to record, and fix

three broken lines of a script. Step three is a 15Ɨminute live role play. In

the role play, you pretend to be a caller with an AC problem. They must

say the recording line first, ask for ZIP, confirm the issue, and hand off

within aminute. Score each step yes/no. People who pass all three are

ready for training. People who pass two can try again next week. People

who pass one are not a fit right now.

Set up a simple home kit. Agents need a quiet space, a wired internet

connection if possible, a headset with a mic, and a backup plan if power

drops (phone hotspot or a nearby coworking pass). Give them a short

checklist: test mic, test dialer login, test the “Call Now” page in a

browser, and check that the recording notice plays first. Ask them to

record a 30Ɨsecond sample on your system before day one so you can fix

sound issues early.

Onboarding should last five days, not five hours. Day one is your

culture, your promise to callers, and your script basics. Play two golden

calls and explain why they worked. Day two is tools: the dialer, the IVR

map, the buyer list, and how to log notes. Day three is practice: ten role

plays with different “quirks” like renter vs. homeowner, outƗofƗarea,

warranty, or no answer by buyer. Day four is shadowing a senior agent

live for two hours, then doing live calls for one hour while a coach listens

in. Day five is review and a short quiz: write the recording line, list the

three top reject reasons, and list what you say for each. Finish with a

welcome and their first week’s schedule.

Define the few numbers that matter. Train to four: time to consent

(should be in the first sentence), time to ZIP (inside the first 20 seconds),
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time to handoff (under 60 seconds once a fit is clear), and kindness

(no rush, no sighs, no risky claims). Explain how these numbers tie to

acceptance rate and payouts. When agents see that saying “Is it okay to

continue?” at the start protects them and raises minutes, they own it.

Keep scripts on one page. Put the opening lines at the top in big font.

Put the fork prompts below (“Do you own your home?” “What ZIP are

you in?” “Is it not cooling, leaking, or noisy?”). Put the bridge line to

buyers near the bottom. Use highlights to show words that must never

change, like the recording notice. Everything else can have two or three

approved variations so the agent can sound natural.

Coach tone more than volume. A slow, steady tone calms callers in

heat and storms. Teach a simple breath rule: inhale while the phone

rings, smile, then speak. Smiling changes the sound. It is not a trick; it

is a tool to keep your own nerves down in rush hours.

Build a buddy system. Pair each new agent with a steady hand for the

firstmonth. The buddy checks on themat the start of each shift, answers

small questions fast, and listens to two of their calls each week. Buddies

prevent tiny problems from growing. They also grow into team leads

later.

Make quality easy to see. Use a fiveƗpoint scorecard: consent said, ZIP

confirmed, fit found, handoff speed, safe language. Grade ten calls per

agent each week. Share one clip where they earned a “yes” on all five.

Share one clipwhere one “no” happened and how tofix it. Keep feedback

short and kind: one praise, one fix, done.

Plan your shifts around the phone, not around “9 to 5.” Acceptance

peaks when people are home and when buyers answer. In many home

service lines, 8–10 a.m. and 4–6 p.m. are key. Staff those hours first.

Keep a small onƗcall list for sudden spikes. Ask early birds to check

equipment at 7:45 a.m. so the 8:00 a.m. rush is clean.

Protect your people from burnout. Heat waves bring floods of calls.

Give agents fiveƗminute breath breaks every hour. Rotate the hardest
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queues. When someone handles three tough calls in a row, send them

a quick “you did great on that last one” note with the call ID. Small

kindness keeps the voice steady.

Write a short “what to do when” sheet. If a buyer does not answer in

20 seconds, say “Please hold while I connect you to another local pro.”

If the caller says “warranty,” read the approved line and stop, do not

try to sell. If the caller asks “Are you the brand?”, say, “We connect you

to local licensed pros who work on that brand,” and never say you are

the brand. Keep these “whens” on one page and update it when things

change.

Plan growth before you need it. Keep a bench of candidateswho passed

the voice note and quiz so you can hire fast for season spikes. CrossƗtrain

bilingual agents so you can cover days off without gaps. Have one senior

agent trained on the IVR editor so small wording fixes do not wait on a

developer.

Celebrate wins with facts. Share a short note each Friday: accepted

rate, top reject reason that fell, a clip of a great bridge, and a kind review

from a caller or buyer. Thank people by name. People domore of what is

noticed.

Here is a simple week. OnMonday, two new agents start. They hear

two great calls, take the quiz, and do role plays. On Wednesday, they

shadow live. On Thursday afternoon, each takes ten real calls with a

coach listening. They pass. Friday, the teammeets for tenminutes. They

hear a clip where the agent got consent first, ZIP at 00:12, and a smooth

handoff. Everyone nods. Next week, those two handle a small slice of the

4–6 window, while their buddies watch. Calls get longer. Acceptance

goes up. Nothing fancy happened. You hired with care, trained with

calm, and kept the human touch. That is how you scale without breaking

the voice on the line.
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S2. SOPs, runbooks & versioning

SOPs and runbooks are how you teach your brain to the team and keep it

there when days get busy. An SOP (standard operating procedure) says

“how we do this job.” A runbook says “what we do when X happens.”

Versioning is how you keep these pages clean, current, and trusted. You

do not need a heavy system. You need short, living documents, clear

names, and a simple rule for changes.

Start with the jobs that happen every day. “Launch the morning

phones.” “Handle a live call.” “Route overflow.” “Add a new tracking

number.” “Update the IVR line.” “SendFriday’sBuyerOutcomeReport.”

For each job, write one SOP with a simple title. Put the title in plain

words. “Opening Phones 8:00 a.m.” is better than “Telephony Morning

Operations.” One page per job keeps it easy to see and easy to share.

Write SOPs so a new person can follow themwithout asking a senior

for help. Begin with a short purpose line. “This SOP ensures our lines

are live at 8:00 a.m., recorded, and routed to open buyers.” Follow with

stepƗbyƗstep sentences. Use short words and short steps. “Log into

dialer. Check status is ‘Ready.’ Play a test call to the main IVR. Listen for

recording notice.” Add small checks inside the steps. “If test call fails,

see Runbook: Phones Down.” End with a quick “Done when” line: “You

are done when test call passes, IVR status shows green, and buyers A/B

are green in the router.”

Runbooks cover the “if this, then that” moments. “Buyer not answer-

ing.” “Reject spike in next hour.” “OutƗofƗarea surge.” “Warranty

surge.” “Carrier error code shows up.” Each runbook starts with

symptoms. “Calls to Buyer A ring for 25 seconds. ‘No answer by buyer’

rejects appear.” Then comes the action path. “Turn on overflow toBuyer

B. PingBuyerAwith timestamps. If no change in 30minutes, lowerBuyer

A cap by 50% and keep overflow. Note change in the dashboard footer.”

Keep runbooks short, with one small branch per cause. After the crisis,
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add a note to prevent the next one. “Add a 20Ɨsecond heartbeat check to

flip overflow automatically.”

Use versioning that anyone can follow. Put the version and date at

the top of each SOP and runbook: “v1.3— 2025Ɨ08Ɨ10— Owner: Jay.”

Keep a tiny change log at the bottom. “v1.3—Added Spanish test call

at open. v1.2—Updated IVR test step.” When someone updates a doc,

they change the version and log the change. This is your audit trail. It

builds trust and saves time when someone asks, “When did we change

this line?”

Keep an owner on each doc. The owner is not the only person who

edits. The owner is the one who guards clarity and checks that the steps

still match reality. Owners review their docs monthly. If a doc is stale,

the owner marks it “needs update” and fixes it. Stale SOPs are worse

than none.

Store SOPs and runbooks where people live. If your team lives in a

shared drive or a wiki, put the docs there. Link the SOPs from the places

people use daily. For example, link the “Opening Phones” SOP from

the morning checklist in your chat. Link “Buyer Down” runbook from a

small “?” icon in your routing tool. If the doc is hard to find, it will not

be used.

Make microƗSOPs for scripts and IVR lines. Create one page for

“Recording Notice and Consent” with the exact words in English and

Spanish. Create one page for “ZIP Ask” with two approved variants.

Create one page for “Buyer Bridge Line.” Link these inside the call SOP.

Whenyouupdate a line for a legal or buyer reason, update thatmicroƗSOP,

bump the version, and it will flow everywhere the link appears.

Plan a simple release process for changes. EachWednesday at 2 p.m.,

you review proposed doc changes in a tenƗminute huddle. You pick what

ships, who edits, who tests, and when it goes live. On Thursday at 9 a.m.,

the change goes live. On Friday, you note the result. If it caused harm,

you roll back to the last version in two clicks. This “small batch” release
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keeps the team calm and the docs clean.

Write “why” in the doc. After a step, add a small note that explains

the reason. “Ask ZIP early so we can route to the right buyer and avoid

outƗofƗarea rejects.” People follow rules better when they know the

reason. Also, when the reason changes, you will feel the need to change

the step too. That keeps alignment.

Use screenshots and short clips for tricky parts. If your dialer has a

setting that often confuses new people, paste a small screenshot with a

circle around the right button. If your IVR editor has a save quirk, record

a 30Ɨsecond clip. These tiny visuals save dozens of questions.

Tie SOPs to training. When a new agent starts, they read the “Handle

a Live Call” SOP, watch two call clips, and do a role play. When they pass,

youmark the SOP as “trained” in their record with the date. When the

SOP changes, your system can ping everyone who was trained on the old

version so they can read the new line and reƗsign.

Connect SOPs to numbers. On your acceptance dashboard, link the

“Top five SOPs to check” if a metric drops. If timer pass rate falls, link

the “Opening Script” and “Bridge Speed” SOPs. If outƗofƗarea rises, link

the “Geo Settings” SOP. This makes the docs tools, not just files.

Keep a “parking lot” for doc ideas. Teammembers can drop notes like

“Make a runbook for thunderstorm power cuts” or “Add Spanish ‘ZIP

ask’ variant.” Review these weekly. Assign owners. This habit lets the

floor teach the book.

Guard your doc voice. Keep words short. Avoid jargon. Use the same

names everywhere: call it “recording notice,” not “monitoring disclo-

sure” in one place and “recording disclosure” in another. Consistent

words make teaching easier.

An example shows how this saves a day. It is 9:15 a.m. “No answer

by buyer” alerts fire. The ops person opens the “Buyer Down” runbook.

They switch overflow on, send timestamps to the buyer, and lower the

cap by half. They paste a note in the dashboard footer. At 10:00 a.m., the
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buyer says their line is fixed. Ops restores caps. Later, the team adds a

step in the runbook: “If two such days happen in a week, hold a checkƗin

call.” The doc got used, it worked, and it got better. That is versioning

that matters.

SOPs and runbooks are your second brain. Versioning is your memory.

Keep them small, alive, and easy to find. When people can trust the page

in front of them, they do not freeze in hot moments. They act, then

improve the page for the next person. That is how you scale with calm

hands.

S3. Financial controls & AR tracking

Money is the air that lets your phones breathe. When cashflow is smooth,

you can buy traffic, pay people, and sleep at night. When cash is shaky,

even a good week feels scary. Financial controls and AR (accounts

receivable) tracking keep the air flowing. You do not need complex

software to start. You need simple rhythms, clean invoices, clear roles,

and a weekly look at what you are owed.

Begin with separation of duties. One person should create invoices

and trackwho oweswhat. A second person, or at least amanager, should

approve credits and disputes. A third person should be the one who

moves money or checks bank deposits. In a small shop, one personmay

wear two hats, but try to avoid one person doing all three. Separation

lowers mistakes and temptation.

Invoice on a rhythm that matches your net terms. If your buyers pay

netƗ15, send invoices weekly onMonday for the prior Monday–Sunday.

If they pay netƗ30, still send weekly, but note the due date clearly. Use

the buyer’s preferred format (PDF, portal upload, or CSV) and include

details: date range, total accepted calls, payout per call, line item totals,
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credits, and the net due. Attach the CSV of call IDs with durations and

reason codes. Clean invoices get paid faster.

Keep a simple AR aging report. List each buyer, each invoice number,

the date sent, the due date, the amount, and the days outstanding:

current, 1–15, 16–30, 31–45, 46+. Update this every Friday. Color

amounts that are past due. If a number moves into 16–30, send a kind

reminder with the invoice attached: “Just checking on invoice 1023, due

Aug 5. Please advise status.” If it moves into 31–45, call the AP contact

and copy your buyer contact. If it hits 46+, pause new tests for that

buyer and lower caps until payment arrives. Do not fund others with

your savings.

Match payments to invoices the day money hits the bank. Mark

the invoice as paid and attach proof (a remittance advice or a portal

screenshot). If a payment is short, check the credit memo. If a credit

looks wrong, open a ticket with the buyer that day and include call IDs

and your proof. Small gaps are normal; long gaps are not.

Track disputes and credits in one place. Each week, the buyer disputes

a few calls. You review and agree or push back. Those credits should

show up on the next invoice as “credit applied.” Keep a simple ledger:

date of dispute, call IDs, reason, agreed credit amount, and the invoice

on which it was applied. If credits stack beyond two weeks, ask for a

separate credit memo so you do not carry the weight forever.

Forecast cash two ways: by invoice and by trend. By invoice means

listingwhat is due next week and theweek after. By trendmeans looking

at your last eight weeks of collections and using that average for the next

month. Use the lower of the two for planning. Build a small cash cushion

of at least two weeks of media + payroll. If a buyer pays late, you can still

breathe.

Protect your spendwith preƗset caps tied to payment behavior. A buyer

who always pays on time can have a higher daily cap. A buyer who slips

gets a lower cap until they catch up. Be polite and clear: “We’ll happily
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lift caps to 30 per day once invoice 1023 clears.” This is not punishment.

It is survival.

Separate booked revenue from cash collected. Booked revenue is the

total of accepted calls for the week times the payout. Cash is what hits

the bank. Watch both. Celebrate booked when you share wins internally.

Plan spends on cash. The gap teaches you who is safe to scale with.

Reconcile partner networks and affiliates the same way. Many pay on

netƗ30 or netƗ45 and have reversals. Keep those in a “pending” bucket

until they pay. If a partner’s reversals spike or their days to pay stretch,

cut their share before it hurts. A small “risk score” for each payer helps:

1 for slow, 3 for steady, 5 for fast. Expand volume where the score is

high.

Lock down approvals for big changes. No one person should be able

to double a buyer’s daily cap, change a payout in the IO, or wire money

without a second set of eyes. Create a tiny “two keys” rule: any change

over $5,000 weekly impact needs two people to sign off in chat or email.

Pay your people and vendors on time. Late payroll or late vendor fees

ruin focus. Set your own payments to land a couple of days after your

usual collections day. If you collect onWednesdays, pay on Fridays. If a

week is tight, tell your team the truth early and cut spend for two days.

Never hide money issues. Teams can handle truth; they cannot handle

silence.

Mind taxes and reserves. Set aside a small % of each week’s cash for

taxes in a separate account so the quarter does not surprise you. If you

owe sales tax or telecom fees in your area, know the rules and put that in

your price. Ask a local accountant to review your setup once a year. This

small cost saves big pain.

Watch fraud and chargebacks. If a buyer claims fraud often without

proof, push for recordings and logs. If a partner refuses to pay on vague

reasons, reduce their share. If your card or ad accounts see odd spikes,

pause and audit. Money leaks travel fast; your controls must travel
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faster.

Here is a calm weekly rhythm. Monday morning, you send last week’s

invoices with call CSVs attached. Wednesday, you check the bank. Two

buyers pay on time; you mark their invoices paid. One payment is short

by $600. You check the credit ledger and see a valid credit from a “no

answer by buyer” outage; you are fine. Friday, you update the AR aging.

One invoice slid into 16–30. You send a gentle nudge with the invoice

attached and lower that buyer’s cap by 10% for the next week. You also

update your cash forecast: next Wednesday looks light by $2,000. You

trimMonday’s ad spend by 10% and keep payroll safe. No panic. Just

steady steps that keep air in the room.

Financial controls are not about saying “no.” They are about knowing

“when” and “howmuch,” so you can say “yes” to the right growth. With

clean invoices, a weekly aging view, quick matching, and simple caps

tied to payment, you will scale without starving your team.

S4. Legal counsel & insurance

Running payƗperƗcall means you touch voice, data, and people in stress-

fulmoments. Most days are smooth. Somedaysbringa letter, a threat, or

a “what do we do now?” Legal counsel and insurance are the guardrails

that keep one bad day from becoming a bad year. You do not need a big

law firm on speed dial. You need a friendly lawyer who knows ads and

calls, and a few rightƗsized policies that match your risk.

Start by knowing what your lawyer helps with. Your contracts with

buyers and partners (IOs andMSAs) set who pays when, how disputes

work, and what is in or out of scope. A lawyer can keep the language

fair: clear rules for accept/reject, a short dispute window, and limits on

liability. They can help you add “we are not the brand” language to your
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pages, clean consent lines, and a safe recording script. They can also

advise on privacy notices, DoƗNotƗCall handling, and data sharing terms

between you and partners.

Find counselwho speaks small business. Ask for someonewhohandles

marketing, telephony, or consumer protection matters. You want plain

talk, not Latin. Use a small retainer if you can, with a clear response time

for quick reviews. When you need deeper help—like a demand letter,

a trademark issue, or a data incident—you can step up hours for that

month.

Use counsel early, not late, for these moments. First, when you draft

your standard IO and partner terms. Get them right once so you do

not start every new deal from scratch. Second, when you add a new

vertical with special rules (like legal, finance, or health). Ask what extra

disclosures to use. Third, when a partner pushes risky language (“say

you’re the factory”). Have your lawyer write a firm but friendly reply.

Fourth, when someone sends a scary letter. Do not reply in anger. Call

your lawyer. Share facts. Let themwrite the response.

Now insurance. At minimum, most shops carry general liability. It

covers slips, trips, and some thirdƗparty claims. But since you sell calls

and content, two more matter a lot: professional liability (E&O) and

media liability. E&O (errors and omissions) helps if someone claims

your service caused a loss, like “your agent told me wrong.” Media

liability helps if someone claims your ad or page defamed them or used

amark improperly. Many carriers bundle media with E&O formarketing

firms. Ask your broker.

Cyber liability is also key. It helps if your tools are hacked, data is

leaked, or a partner sues after an email breach. It can cover legal help,

notices, and some fines, depending on your policy. It is not only for big

companies. One bad password can cause a spill.

If you have staff, you may needworkers’ comp by law. If you hire VAs

as contractors, ask your lawyer and accountant what rules apply in your
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place. Mislabeling people can be costly. If you own or lease gear or space,

ask about property coverage.

RightƗsize your limits. A small shopmight start with $1M per claim /

$2M aggregate for E&O/media, and $1M for cyber. If you sign a contract

with a big brand, theymay ask for higher limits. You can often buy an

umbrella to add extra on top. Do not promise limits you do not have.

Read your policies once with a highlighter. What is covered? What

is excluded? Many media policies exclude promises of results (“we

guarantee 20 calls”). Do not promise what your policy will not back.

Many E&O policies require you to use contracts with your clients. Use

your IO every time.

Make a simple incident plan. If a data leakhappens,whodecides to pull

the plug, who talks to counsel, who talks to partners, and whowrites the

notice? Keep a oneƗpage plan with phone numbers. If a carrier flags your

numbers as spam, who opens the ticket, who flips to backup numbers,

and who alerts the buyers? Bad days feel smaller when the steps are on

paper.

Keep logs and proof. Save recordings for months. Save consent logs

for at least a year. Save dispute notes and credits for two years. If a fight

comes, you will have a calm pile of facts. Your lawyer can use facts. They

cannot use “I think.”

Train your team on safe words. Never claim “we are the brand.” Never

say “guaranteed 30 minutes.” Never collect payment card numbers.

Never add someone to a drip without consent. Keep the recording notice

first. Keep STOP in every text. This is not fear. This is respect.

Think about names. Choose a brandname that does not confuse people

or poke a giant. “Phoenix AC Help” is safer than “Trane Repair Team”

if you are not Trane. A lawyer can run a quick name check and help you

avoid future pain.

Use counsel for small reviews, not just big storms. Before you show a

press page or a partner feature, ask for a quick look. Before you add a
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new offer on the confirmation page, ask if a small disclosure is needed.

This habit costs little and saves much.

Here is a calm example. A large buyer sends you an IO with a clause

that says, “Publisher guarantees 95% acceptance, agrees to indemnify

for any and all claims, and agrees to unlimited liability.” You send it

to your lawyer. They mark edits: “Publishers will use commercially

reasonable efforts; acceptance rates vary by season. Indemnity limited

to thirdƗparty IP claims caused by Publisher’s content. Liability capped

at fees paid in prior 60 days.” You send the redline back with a friendly

note. The buyer accepts two of three changes. You sign. Two months

later, a caller claims you “promised 30minutes.” Your recording shows

you did not. Your media policy covers you. Your lawyer sends a polite

response. The matter ends. Nothing blew up because you set guardrails

early.

Legal and insurance do not make sales. They make sales safe. A small

retainer, a few rightƗsized policies, and a oneƗpage plan keep you steady.

You will move faster when you know a bump in the road will not send

you off the cliff.

S5. New‑vertical launch framework

Adding a new vertical is exciting. It is also risky if you rush. A clean

framework turns a big idea into small, safe steps. You do not need

months of research. You need a 14Ɨday plan, one city, one buyer, one

page, one IVR, and a small budget with a hard cap. You keep notes. You

learn fast. You scale only when the numbers and calls feel steady.

Day 0 is the choice. Pick a vertical that fits your skills and tools. If you

already run HVAC, pest control or plumbing is close. If you run home

services, appliance repair is near. If you run insurance, home warranty
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or roadside help is near. Close neighbors share language, hours, and call

flows. Far jumps take longer. Start close.

Write the “job to be done” in one sentence. “A stressed person needs

a live human to fix [problem] today.” List the top three problems people

say in that vertical. For pest, they say “ants in kitchen,” “roaches,”

or “wasps in yard.” For plumbing, “leak under sink,” “toilet clog,” or

“water heater no hot water.” These words become your page and IVR.

Pickone test city. Choose ametrowith enoughdemandandbuyerswho

answer. Avoid the rare edge cases in week one. If you choose Phoenix

again, you know the heat and the hours. If you choose a new city, write a

tiny city sheet: common ZIPs, time zone, storm season, language mix.

Map one buyer. Find a network or direct buyer who will take five to

ten calls a day for seven days, with clear rules and a 60–90 second timer.

Get the IO in writing. Write the acceptance rules on one page: scope,

ZIPs, hours, rejects, timer, and duplicates. Set netƗterms that you can

stand. Set a test cap of calls or dollars, whichever comes first.

Build one mobileƗfirst page. Keep it like your best HVAC page, but

swap the words and images to match the new vertical. Use the same

consent line and the same sticky call bar. Put “Call [City] [Vertical] Help:

[number] • [hours]” at the top. Add three quick checks that are safe, like

“seal food,” “wipe sugar,” and “use door sweeps” for ants. Add your

hours and ZIP list. Keep the page under 300 KB and test speed.

Build one IVR. Open with the recording notice. Ask for ZIP. Offer three

branches that match the top problems. “Press 1 for ants, 2 for roaches, 3

for wasps.” If renters are a factor, add “Press 4 if you rent.” Map renter

flows to a safe end or to a partner if allowed. Keep the IVR under 30

seconds to the handoff.

Train agents for oneday on thenewwords. They already knowconsent,

ZIP, and bridge. Teach them the new safety lines. Teach themwhat not

to promise. Let them listen to two sample industry calls if you can find

them. Practice five role plays: “ants,” “roaches,” “wasps,” “renter,”
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and “out of area.”

Set your dashboard filters before launch. Add the new vertical and city

to your views. Prepare an alert for “wrong service,” since people may

call for jobs your buyer does not take. Prepare an alert for “no answer by

buyer,” since a new buyer’s line can surprise you.

Set budget and stop rules. For a 14Ɨday test, set a budget of what you

can lose without pain. Maybe $3,000 total, $200 a day, hard cap. Set

your target accepted rate (for example, 55%+ in week one), timer pass

rate (70%+), and cost per accepted (under your floor math). Set a stop

rule: if cost per accepted is 30% over target for two days, pause and fix.

Day 1–2 is learning. Use exact and phrasematch on clear intent search

terms (“exterminator near me,” “ant removal [city]”), a small native

test on a howƗto article, and your call page. Run 8–6 only. Listen to

five calls each day. Expect weird edges. Fix one thing a day. If “renter”

floods, add a renter fork in IVR and change one ad line. If outƗofƗarea

rises, tighten geo and add ZIPs on page. Do not try to scale yet.

Day 3–4 is fit. If acceptance is climbing and the buyer answers, add

two hours where your logs show demand. If acceptance is weak, roll

back the last change and try a different one. Do not add a second buyer

yet unless the first is truly full or slow. Keep notes.

Day 5–7 is stability. Aim for a full weekday run where accepted rate

meets target, timer passes are steady, and refunds are under 10%. Share

a short “week one”notewith your buyer: counts, acceptance, top rejects,

and what you changed. Ask them if the calls fit. If they say “more ants,

fewer wasps,” tune the IVR order and page copy.

Week 2 is scale if numbers hold. Raise daily caps by 20%. Add a backup

buyer with a small share in overflow. Add one more ad group or one

more native placement. Keep your alerts on. Keep listening to five calls

a day. Add onemore agent hour in the strong window.

Watch cash. If the buyer is on netƗ30, keep the daily cap lower until

you know they pay. If a network runs this vertical for you, watch their
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reversal and pay times during the test. Do not let “excitement” outrun

“paid.”

At the end of 14 days, decide with math. If accepted rate met target,

cost per accepted is healthy, refund rate is low, and cash terms are fair,

lift volume by another 20% and write the new SOPs. If one part lagged,

fix it and run one more week with the same cap. If two parts lagged and

you tried three clean fixes, pause and write what you learned. It is okay

to stop. You will be better next time.

Write the new SOPs and runbooks. Make “Handle a Pest Call” with the

new lines. Make “Pest IVRMap v1.0.” Make “Buyer Down—Pest.” Train

agents on the new pages. Add “Pest” to your weekly dashboard and add

one pest clip to the coaching huddle.

A small example helps. You launch “Phoenix Pest Help.” Day one,

“ants” calls pass often; “wasps” calls are short. Youmove “ants” to be

the first IVR option and change the page line to “Ants in kitchen? Try

these 2 steps, then call.” Acceptance rises. Day four, “renter” calls are

many. You add “Press 4 if you rent” and a polite route: “Please ask your

landlord to call us at 602Ɨ555Ɨ0100.” Next day, three landlords call and

pass. Week two, you add a backup buyer for afternoons. Caps rise by

20%. By day 14, accepted rate sits at 60%, cost per accepted is $58, and

refunds are 7%. You scale calmly.

A new vertical is not a leap of faith. It is a small bridge you build in

two weeks: one city, one page, one IVR, one buyer, one budget, and

one change a day. Keep your rules, your tone, and your proof. When

the bridge feels solid, invite more cars. That is how you grow without

shaking the whole road.
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