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Use this whether you work with us or not

Home Services
Growth Blueprint

How UAE home-service companies win more direct
jobs without wasting budget

“Homeowners don’t want a brand story. They want
the headache handled properly.”

We built this to help DTC home-service brands see where good jobs are being lost —
and what their marketing should make clearer before a buyer chooses someone else.
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HOW TO USE THIS BLUEPRINT

Select the diagnostic path that matches your current challenge.

www.pledgemc.com |

If you want to understand
how homeowners choose

If you want to see what
the numbers are telling
you

If you want to think about
apps, direct demand, and
customer ownership

If you want to sense-
check budget and event
choice

Hello@pledgemc.com |

Q

WhatsApp: +971 56 971 961 2

If you want to see where
good jobs are being lost

If you want to understand
why good companies still
lose the job

If you want to understand
repeat value, referrals,
and AMCs

If you want a practical
self-check
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MEDIA CONSULTANCY

WHAT HOMEOWNERS NEED TO KNOW
BEFORE THEY CHOOSE YOU

Sometimes the job is urgent. Sometimes it's maintenance or improvement. In all three cases, people
want the same thing: a company that understands the job, explains it clearly, and makes the next step

feel safe.
Q, What they look for first © What makes them hesitate
v Is this the kind of job you actually handle well? x Vague scope.
v Do you cover my area? x  Weak or generic reviews.
v How quickly can you help? x Unclear inspection or callout logic.
v Do | understand what'’s included? x  Poor communication.
v Do | trust you to fix this properly the first time? x  No clear service promise.

x  No sign that you actually understand the issue.

© What gets them to message

A clear offer, clear communication, and enough confidence that the problem will actually get handled
properly.

ii What your buyers are silently asking

72 Have you seen this kind of issue before? 2 Do you understand what'’s actually causing it?
2  What exactly do you do when you arrive? 2  What's included and what isn’'t?
72 How fast can you come? 2 If the issue comes back, what happens then?

If the page doesn’t make the offer, the service promise, and your understanding of the job clear, some buyers won't message at all — and others
will compare you against someone who explains it better.
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WHERE MOST GOOD JOBS ARE LOST

Don't fix the part that feels most painful. Fix the stage where you're losing the most good jobs.

The biggest weak point is not always the one with the biggest upside.

In home services, people move quickly. Sometimes the need is urgent, sometimes it's maintenance, and sometimes
it's an upgrade. In all three cases, the buyer usually compares a few providers fast and chooses the one that feels
easiest to trust. That means your numbers can tell you a lot — but only if you look at the whole path, not just the lead
count.

They notice the offer Stage 1

If weak: The service angle is too broad or not relevant enough.
Owned by: The ad and the offer.

Check: Does the message clearly speak to the kind of job they think they have?

They compare providers Stage 3 - Key

If weak: The buyer is now comparing you to 3-5 other companies.
Owned by: The company’s communication, scope clarity, and confidence.

Check: When they compare speed, scope, service promises, and professionalism,
do you sound easier to trust?

The job happens Stage 5

If weak: The issue is usually qualification, scheduling, or expectations not matching
reality.

Owned by: Ops.

Check: Are the right jobs reaching the team, and are the promises realistic?

They click or message Stage 2

If weak: The message got attention but didn’t build enough trust.
Owned by: The message and the proof.

Check: Is the service, area, and next step obvious fast enough?

They decide who to book Stage 4

If weak: The issue is usually not awareness anymore — it's trust, clarity, or speed.
Owned by: The handoff and the response process.

Check: How quickly do you reply, how clearly do you explain the issue, and how
easy is it to book?

The customer comes back Stage 6
If weak: The first job happened but not enough trust was built for the next one.
Owned by: Service experience and retention.

Check: Do customers come back, refer others, or disappear?

W CTRis weak B Messages healthy, bookings weak Y Leads not converting
Means: The service angle, urgency, or proof isn’t Means: Ads worked. Comparison or handoff stage is What you see: You're getting leads, but most don't turn into
landing. where you lose them. real booked work.
Focus: The ad and the service promise. Focus: Scope clarity, callout or inspection clarity, What that usually means: The team may be focusing on
reply speed. the wrong weak point. The biggest upside may still sit

10k 500 120 20 3

See Ad Click Message Book Repeat

earlier — where better trust, clearer communication, and a
stronger service promise improve everything underneath.

Where to focus first: Find the stage where the largest
number of good opportunities stop moving.

At first glance, the team may obsess over the 20 bookings or the 3 repeat jobs.
But the biggest upside may actually sit earlier — if better trust, clearer
communication, and a stronger service promise turn 120 messages into 200, the
whole flow improves.

Key lesson: Don’t just fix the weakest number. Fix the stage where the
biggest number of good jobs is being lost.
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WHAT THE NUMBERS ARE TELLING YOU

Pick the right service type first. An emergency plumbing job, an annual AC clean, and a landscaping upgrade do

not behave the same way.

€ 1. Start with the service type

Use the right benchmark for the kind of job you're selling.

Urgent repair

Planned maintenance

Meta CTR 0.8%—-1.3% Meta CTR
1.5%*+ is strong
Google CTR
Google CTR 8%—15%

Healthy range

Click / WhatsApp

Lead to booked

Qs 2. How to read the numbers
If CTR is weak:
{4 Means

The angle, urgency, or offer is not
landing.

5%-10%

Click / WhatsApp

Lead to booked

30%—-50%

If CTR is healthy but
messages are weak:

J Means

The trust, scope, or next step is not
strong enough.

@, 3. What weak numbers usually mean

00 Weak Meta

The service angle is too broad
The urgency is too weak

the proof isn’t convincing enough

Prove it to yourself

Write down: CTR

Messages/calls

(G Weak Search

Ad doesn’t match service or urgency
well enough

Query mix is too broad

Page doesn’t do enough after the click

Booked jobs

Repeat/referrals

Improvement | care

1.0%-1.8% Meta CTR 1.2%—-2.0%
6%—-12% Google CTR 5%—-10%
8%—-15% Click / WhatsApp 6%-12%

20%—-40%

If messages healthy but
bookings weak:

4 Means

The issue is usually comparison,
response speed, or qualification.

(© Weak Conv.

Company isn’t explaining issue clearly
enough

Scope is unclear
Response speed is poor

Buyer trusts someone else more

Reply speed

Then ask: "Which number weakens first? And which stage gives the biggest upside if we improve it?"

www.pledgemc.com |

Hello@pledgemc.com |

WhatsApp: +971 56 971 9612

Lead to booked

15%-30%

If bookings healthy but
repeat weak:

4 Means

The issue is usually service quality,
service promise, or retention.

=2 Weak Repeat

The issue was solved once, but the
company didn’t build enough trust for
the next job

Opportunity Highlight

That’s usually where the real

opportunity sits.
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WHY GOOD COMPANIES STILL LOSE THE JOB

Once someone messages 3-5 providers, the job usually stops being about who ran the best ad and starts
being about who feels clearest, safest, and easiest to trust.

For AC cleaning, pest control, plumbing, deep cleaning, pool care, garden work, and most other home services, buyers aren’t
trying to find the most clever company. They’re trying to solve a problem properly without getting burned.

That means the job usually goes to the company that feels: e Clearest e Fastest e Easiest to trust e Easiest to deal with

@ What they compare immediately

» Who replied first

» Who understood the issue best

» Who explained the scope clearly

» Who sounded professional

» Who made it clearest that the problem would actually get solved

» Who felt least risky to book

< What stronger companies say that weaker ones avoid

Weaker Providers Often

X Dodge pricing questions

X Make the scope vague

X Avoid committing to what's included

X Sound impatient or unsure

@ Why understanding the issue matters so much

A lot of trust is built in the first reply.

If one company says:
“ves yes, we do this”
and another says:

“that sounds like X, it's common when Y happens, and here’s how
we handle it,”

the second one usually wins trust fast.

The buyer is not just judging the service. They are judging whether
the company actually understands the issue and knows how to solve
it properly.

Stronger Companies

C < L < X

Explain the service clearly

Explain what they think the issue is
Make the next step obvious

Say what's included

Explain what happens if the issue comes back

"For many of these jobs, the buyer isn’t trying to find the smartest company. They’re trying to solve the issue properly, without
hassle, and without having to deal with it again." The job usually goes to the company that feels easiest to trust — not the
one with the smartest ad.

ifi Prove it to yourself

Message 3 competitors pretending to be a buyer. Then compare:

"If you’d choose someone else, your buyers probably

reply speed ¢ scope clarity ¢ professionalism ¢ service promise ¢ how well they seem to are t0o."

understand the issue

www.pledgemc.com | Hello@pledgemc.com | WhatsApp: +97156 971 961 2
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e — 0 This page is most relevant if a meaningful share of your work currently comes through superapps, marketplaces, or third-party platforms. If
most of your work already comes direct, skim this page and move on.

IF APPS ARE FILLING YOUR CALENDAR BUT
NOT BUILDING YOUR COMPANY

Marketplaces can help fill the calendar. But if too much of the work comes through someone else’s platform,
you're still renting the customer relationship.

Apps and marketplaces make growth feel easy: they bring traffic, they create trust quickly, and they fill jobs.

But they also keep the relationship thin. The customer trusts the platform first, not your company. That makes it harder to build
repeat jobs, annual packages, referrals, and long-term margins.

1& What the apps are good for W What they don’t give you

+ Filling empty capacity ¥ A memorable company

+ Catching people who need something right now X Direct repeat demand

¥ Real ownership of the relationship
+~ Making discovery easy

X Room to protect your margins
v Creating first-touch trust

X The second and third job without paying again

= What stronger DTC operators do differently @ What this means

They use direct demand to build: The goal is not to quit the apps tomorrow.

e U T The goal is to stop depending on them as the only way jobs

- Annual packages / AMCs appear.

-> Reuvisit / support confidence

-> Referrals from one happy homeowner to the next

Apps help fill the calendar. Direct trust helps you own the customer.

B Prove it to yourself
Look at the last 20 jobs and ask:

» How many came from apps or marketplaces? » How many came back directly?

How many were one-and-done because the relationship was never really

» How many could have turned into repeat work or a package? yours?

If every job starts somewhere else, growth is easier — but margin and loyalty are weaker.
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WHY ONE GOOD CUSTOMER IS WORTH MORE THAN ONE JOB

If the first job is all you ever get, the marketing looks weaker than it really is.

£ Where the real value comes from B Example

In home services, long-term value usually comes from one
or more of these: Scenario A — one-off job

& Repeat maintenance One AC cleaning at AED 450. At a 35% margin, that
gives about AED 158 gross profit.
5% Another service later If CAC is AED 220, the first job looks bad:

Seasonal return work AED 158 - AED 220 = -AED 62
#  Annual packages / AMCs

2. Referrals to neighbours, family, or friends Scenario B — relationship built

The same household later buys:

2 more AC cleanings = AED 900 revenue
Not every service repeats in the same way 1 tune-up = AED 600 revenue

L

) At a 35% margin, that adds about AED 525 gross
@ AC, pest, pool, garden, and upkeep services can profit.

drive repeat work and contracts

Total revenue: AED 1,950

J Plumbing, handyman, and emergency fixes often Total gross profit: AED 683
rely more on recall and referrals

Net after same AED 220 CAC: AED 463

< Cleaning and routine care may sit somewhere in

between
In other categories, the second value may come through a second service,
. - “ . . o seasonal return work, an annual package, or a referral — not always the exact
The question is not “does this category have classic LTV~ same service. The point is the same: one good customer is often worth much
The question is: What does repeat value look like in this more than one job.
service?

Bottom Line

If customers never come back, that's usually not just a marketing problem.
It's a service and retention problem too.

8 Prove it to yourself

Look at the last 20 customers and ask:
» How many used you again? » How many could reasonably have become repeat customers,
package clients, or referrals

» How many bought something else later?
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How much budget is enough to learn anything useful?

It's not about a magic minimum. It's about choosing an event you can generate enough of to teach the platform something.

The Event Ladder

[ 3 Click
@ Landing page view
@ WhatsApp / Call / Form
v Qualified lead
[[A]] Booked job

@& Too little spend

The platform never learns enough.

Y= Choose the event that fits the service

Why this matters

If booked jobs are too rare to train the system, choose the next event up first — usually calls,
WhatsApp starts, or leads.

[ Example
Budget Calculation Outcome Projection
Cost per WhatsApp AED 35 120 Starts (1 in 4

: 30 Qualified
al
Target Volume x 120 starts Qualify)

30 Quialified (1 in 2 Book) 15 Jobs
Base Budget ~ AED 4,200
Result 15 Booked Jobs

*That’s usually a more realistic launch model than trying to optimize directly to booked jobs on day one.

® Too much spend too early

You widen into weaker demand before the offer and handoff are proven.

@ Urgent repair

Calls / WhatsApps usually make the most

sense first

® Planned maintenance ® Repeat /| AMC offers
Leads / WhatsApps / booking starts can work Often need more trust-building before booked jobs
well become the right event

B Prove it to yourself

Pick one service and ask:

» What event can | actually generate enough of this month?

» Is booked jobs the right event, or one step too deep?

» Is the offer and handoff strong enough to justify more budget yet?

www.pledgemc.com | Hello@pledgemc.com |
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The 20-minute check that shows where jobs are slipping away

& If you only do one thing this month, do this.

@ If you already run ads

1 Check "Answer Rate" in CRM

» Pull last 20 leads
» How many were answered?

» If less than 70%, stop spending until fixed

2 Secret Shop Your Team

» Did they pick up in <3 rings?
» Did they ask for the booking?

3 Check Follow-up Speed

©® Are leads called within 5 minutes?

© Every minute delay = 10% drop in booking

4  Review "Price Objections"

© Are they really price, or lack of trust?

@ The Golden Rule of Home Services

Need to fix your leaky funnel?

Home Services Growth Blueprint (UAE)

@ If you don’t run ads yet

©® Check Google Business Profile: Are latest
reviews replied to?

©® Are photos real work or obvious stock images?

@ Is the phone number sticky and clickable on
mobile?

@ Does the hero section clearly state WHAT you
fix?

©® Isthe service area clearly defined?

@ Askafriend to find your "Emergency” number
in 5 seconds.

You aren't selling the service, you are selling speed and relief. "The first company to answer the phone usually gets the job."

We can audit your intake process and find where revenue is leaking.
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