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BUILD TRUST

BEFORE YOU
ASK FOR THE LEAD

A practical playbook for franchisors, franchise
consultants, and high-consideration businesses.

How to reduce buyer uncertainty, create organic demand,
and turn content into trust.

TRUST GETS YOU CONSIDERED. CLARITY GETS YOU CHOSEN.
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THE REAL PROBLEM IS
NOT ALWAYS LEAD
GENERATION

Sometimes the issue is not top-of-funnel volume. It is trust, clarity, or conversion.

01 | WHAT IS REALLY HAPPENING w=w J |

: Can
Many franchisors, consultants, and service ? it work? [trus?this?]
businesses think they need more leads. - 7
Sometimes they do. But often the bigger /
problem is that buyers still do not understand - - —
enough to feel confident moving forward. SRR - N
02 | COMMON SIGNS

Traffic is coming in but inquiries stay weak
Leads come in but are low quality

Prospects ask basic questions your
website should answer

Sales calls turn into education sessions

Buyers leave before they trust the next step

ae a@eh\

THE OLD PATTERN THE BETTER PATTERN
Wi,

Uncertainty

Questions

MORE TRAFFIC INTO CONFUSION IS NOT A GROWTH PLAN.
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WHY BUYERS
HESITATE

Most people are not saying no. They are saying: | am not sure yet.

U7 | WHAT UNCERTAINTY LOOKS LIKE

Buyers hesitate when they cannot picture ? s —— _/____
how this works, what it costs, who it is for, e

what support they will get, or what success

really looks like.

)2 | QUESTIONS BUYERS ARE QUIETLY ASKING

Who exactly am | dealing with? 2

How does this business actually work?
What will this cost me in time, money, or energy? N}

What happens after | buy or inquire?

Have people like me succeeded here?

Why should | trust this company? )

03 | THE RESULT Y, b

When a website leaves these questions /_"'<\-\_‘ —
unanswered, the buyer delays, compares, Yo — f_

7
or disappears. f T
k.

UNCERTAINTY SLOWS DECISION-MAKING MORE THAN LACK OF INTEREST.

3/21 MALFA CREATIVE



MALFA CREATIVE CONTENT / TRUST / SYSTEMS

THE TRUST GAP

The space between interest and confidence.
| WHATITIS

A buyer can be interested and still not be

ready. Between curiosity and commitment
there is a trust gap. That gap gets filled by
either education and proof — or by doubit.

I , -
N i THE B e ActinnJ

Interest { TRUST G AP Confidence J
55 ) (s A

[ Objections
Compari (
Lﬂrstractmﬂ <

02 | WHATPEOPLETRY TOFILLITWITH | O3 | WHAT ACTUALLY CLOSES IT

COMMON APPROACHES A BETTER APPROACH

Education

o More ads @ 0 \ ] /
o More forms I? ? o Rroot 7
( . €© Transparency
e More follow-up o Stories
o More pressure E © Context
@ Clearnext steps

Better question:
Not: “How do we get more leads?”
Instead: “How do we help the right buyer feel more confident?”

IF YOU DO NOT FILL THE GAP, THE BUYER FILLS IT WITH DOUBT.
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THE NEW BUYER
JOURNEY

People rarely move in a straight line anymore.

01 | THE OLD ASSUMPTION e
&

LE L]

This is how many businesses still I,
B l 9 i——

think buyers move.

el N

02 | THE REAL JOURNEY

? ESE;?L Lﬂ"‘i‘"&ﬂ | Website [ YouTube J‘I.;den

a8 w

P Q -> in -=5 B = |2 -9 ’ ~

— \

/ Review |_Email [ ebsite Again Founder Story l inquiry |’
| N v

‘*9-9 NM| -> [ a8 | -3 ,(01_:‘ . ;

— — - — - -

Your content often does sales work long before / Content mnssg:{im
your sales team ever speaks to the buyer. That Content “"‘dr“t:‘i“

: Builds Trust | | Uncertainty
means every touchpoint should reduce

uncertainty, not add to it. ffD

CONTENT IS PART OF THE BUYER JOURNEY — NOT JUST THE MARKETING PLAN.
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TRUST BUILDING
CONTENT

Useful content reduces uncertainty and helps buyers move forward.

'T | WHAT IS TRUST BUILDING CONTENT? -
Content that answers real questions, shows \ Iy r\ | 4 REALINFO
evidence, and gives buyers a clearer picture - D - | [ REALPEOPLE
of what it’s like to work with you — before s \ | [ REALPROOF
they ever reach out. 7§ N

02 | TYPES OF TRUST BUILDING CONTENT

PR & B &

FOUNDER REAL STORIES BUYER EDUCATION PROOF Flb‘:!'ﬁ EOS;'II?ERJT
PERSPECTIVE Customer or Answer the Case studies, ‘
Share your franchisee stories questions people testimonials, results Videos, podcasts,
experience, beliefs, that show the are already and real-world Q&As and helpful
lessons and what real experience searching before examples that content across
you're building. — including they contactyou. | support what YouTube, Linkedin,
challenges. you say. emai and your
website.

3 | THE RESULT

Buyers feel more informed, more confident
and more comfortable taking the next step —
because they already understand you, your
process and what to expect.

—

LESS UNCERTAINTY LEADS TO BETTER CONVERSATIONS AND HIGHER QUALITY INQUIRIES.
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CONTENT THAT

REDUCES UNCERTAINTY

Good content answers real questions before the first conversation.

07 | EDUCATIONAL CONTENT

Answers common buyer
guestions.

. [e] s
r GUIdESJ
(Explamersj

EXAMPLES

“What does a franchisee
do in the first 90 days?”

02 | PROOF CONTENT

\/ (Case Studies |
. / / ']
Shows evidence, examples, = How does support
Testimonials | =—
and outcomes. l m " actually work?”
03 | PEOPLECONTENT |,  (fomiersun)

Introduces the founder,
team, or franchisees.

[ Team J /
8 % ﬁranchisee Stories

“What does a client
experience look like?”

| ,

04 | PROCESS CONTENT

Explains how it works
and what happens next.

Step 3

“What should | know
before | inquire?”

05 | OWNERSHIP/ NV
OUTCOME CONTENT ~ ()~

Helps the buyer picture
success.

rnay in the Lifa 4
Einam:ial MudelJ :

( uitestyte impact |

“Who is this really
a fit for?”

USEFUL CONTENT BUILDS TRUST FASTER THAN PROMOTIONAL CLAIMS.
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YOUR WEBSITE IS PART
OF THE SALES PROGESS

A website should do more than look polished. It should make
the opportunity easier to understand.

BROCHURE WEBSITE BUYER-ENABLEMENT WEBSITE
O Lo €@ Business model
© Generic claims € People behind the brand
© servicelist € Proof and stories
o Stock phrases o Support explanation
© Leadform © Economics and fit
@ Little context © Clear next steps
\ |/
000
5 g \ |/
~ ~ Process I
___ \p— N
el GET A QUOTE

A site that only asks for the inquiry
leaves the education to the sales call.

YOUR WEBSITE SHOULD ANSWER QUESTIONS, NOT JUST COLLECT THEM.
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FOUNDER + EXPERT
VISIBILITY

People trust people before they trust logos.

01 | WHY IT MATTERS |/

N\
In high-consideration decisions, buyers want to  |=== ? I ,
hear from a real person with a real point of view. BRAND 2

Founder visibility and expert-led content make i
the brand feel more credible, human, and .
trustworthy.

What buyers
misunderstand
most

| WHAT TO TALK ABOUT Wh
y we

Why we built this bunlt this

What succes
really requnres

What buyers misunderstand most

hat support What | wuu’ld
What support actually looks like actually want to know
louks like before buarmﬁ
What | would want to know before buying
What success really requires

//

| WHAT IT DOES

Builds familiarity

-

Creates trust earlier
Adds differentiation

Makes the brand harder to commoditize

EXPERT VISIBILITY TURNS A BRAND INTO A TRUSTED VOICE.
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SOCIAL PROOF THAT
ACTUALLY MATTERS

Proof is not praise. Proof is context.
01 | WEAK TESTIMONIAL VS. USEFUL PROOF

WEAK TESTIMONIAL USEFUL PROOF
r_-ii :
| was worried about supportﬂ
“Great company. 47 and ramp-up. Here is what
’? H|ghly réecommen happened, what surprised me,
and how the system actually \ I 4
000« j F_LhEIpEd." ~

® Khkhhkx
&

02 | BETTER QUESTIONS TO ASK CUSTOMERS OR FRANCHISEES
o Why did you choose this brand?
a What were you nervous about? YOM eRvOuS

?
€ What did the first year really look like? ot

o What support helped most?
o What do you know now that you did
not know before?

The support

and onboarding
made the biggest
difference...

What helped
most?

What were

03 | WHY THIS WORKS s o
Specific stories reduce uncertainty b Z %0 : ”
because they give future buyers % ]
something they can picture, >
compare, and trust. >

THE BEST PROOF HELPS THE NEXT BUYER SEE THEMSELVES IN THE STORY.
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ORGANIC LEAD
GENERATION

COMPOUNDS WHEN
TRUST DOES

Organic demand is not passive. It comes from useful
content that keeps getting discovered.

01 WHAT ORGANIC REALLY MEANS 02 WHEREIT COMES FROM

It is not chasing strangers one Search answers

by one. It is building helpful assets YouTube videos

buyers can find when they are ready. Website pages
Email nurture

LinkedIn entry points

P " Ea‘;i"ou""s 04  THE TAKEAWAY

Case studies
Founder content
Comparison content
Evergreen videos

Organic lead generation works best
when your content keeps reducing
uncertainty after you publish it.

[ ]

BUILD ASSETS. NOT JUST POSTS.

11/21 MALFA CREATIVE




MALFA CREATIVE CONTENT / TRUST / SYSTEMS

BUILD A CONTENT
SYSTEM, NOT
RANDOM POSTS

One good buyer question can become a full
sequence of trust-building assets.

01 | START WITH ONE QUESTION 02 | TURN ONE IDEA INTO MANY ASSETS

Pick a real question your buyers ask * 1llong video
all the time. That question becomes ¢ 3 S!’IC:(I”'[;MDS
the seed for your content. ; % lé::, aﬁ in post
e 1FAQ page
e 1 sales follow-up asset
03 | WHY SYSTEMS WIN 04 | THE TAKEAWAY
* Less guesswork You do not need endless new ideas.
* More consistency You need a repeatable way to turn
* More reuse one idea into many useful assets.
e Better message alignment

,ﬂ'

X 2
/ s L”"-"% jhg%» ur@ Post
J &M B " E

Email Sales
FAQ P
Qfage Follow-Up Asset

ONE IDEA CAN BECOME SEVEN TRUST ASSETS.

12/21 MALFA CREATIVE




MALFA CREATIVE CONTENT / TRUST / SYSTEMS

WHY VIDEO
BUILDS TRUST
FASTER

Video helps buyers hear your tone, judge your
confidence, and understand your expertise.

(1 | WHAT VIDEO DOES ()2 | BETTER THANACLAIM

Shows tone
Builds familiarity

® ' « &
World-class support’ is just

L]

e Communicates nuance

L]

L

a claim. A founder explaining
support for four minutes

Reveals confidence feels believable.

Makes expertise feel real

03 \ VIDEO TOPICS THAT WORK 04 \ THE TAKEAWAY

* How the business works People trust people they can
 What support looks like see, hear, and understand

e What to expect first before they ever talk to them.
@

Mistakes buyers make

“World-class

support”

VIDEO LETS BUYERS MEET YOU BEFORE THE CALL.
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YOUTUBEISA
SEARCH ENGINE

FORTRUST

Helpful videos can keep getting discovered
long after you publish them.

01 ‘ WHY IT MATTERS oz ‘ WHAT TO PUBLISH

e Costs and investment
People search questions when they ® Support
are uncertain. Useful videos answer e Bemt_ﬂr'tiﬂ .
: ® ay-in-tne-lire
those questions at scale. e First 90 days
e Ownership reality

03 ‘ THE EXTRA BENEFIT

04 | THE TAKEAWAY

Your videos create searchable One useful video can be found by
transcripts and can also feed both people and search systems
Al-driven discovery. for months.

L

& - s
- ~ Bu_lltll1t a s
re
LQ franchise costs | ]—) - % Brighter Futu

SEARCHABLE VIDEO HAS A LONGER SHELF LIFE.
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LINKEDIN SHOULD

GCREATE INTEREST,
NOT DO ALL THE WORK

Short-form content should open the loop.
Deeper content should answer the bigger question.

01 | whatunkeonisror | () | SIMPLEPOST FRAMEWORK

¢ Hooks Broad — Narrow — Niche.

+ Points of view Start broad, narrow into the
e Trust signals real problem, and end with a
e Conversation starters specific takeaway.

03 | SENDPEOPLE DEEPER

04 | e Takeaway

Use short posts to point Short-form content should
b_uyers toward the article, create interest. Deeper content
video, case study, or FAQ should create confidence.

that does the heavy lifting.

NA LY

e,

DEEPER CONTENT

USE SHORT-FORM TO START THE JOURNEY.
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THE INQUIRY

IS THESTART,
NOT THE FINISH

A form fill is not the end of the journey. It is the point
where buyer education should continue.

01 WHAT HAPPENS NEXT MATTERS 02 A SIMPLE NURTURE FLOW

Someone can inquire and still be e Day O — welcome + process

uncertain. The best follow-up keeps e Day 2 — founder story
building clarity instead of just e Day 4 — business model
pushing for a call. e Day 7 — proof

e Day10 — FAQ

e Day 14 — next step

03 WHAT NURTURE SHOULD DO 04 THE TAKEAWAY

e Reduce uncertainty Follow-up should educate,

e Build familiarity not just chase.

e Prepare for the call

e Answer common questions \ | /

— ”~
/ — CaII 2 9
A
A

Al =) Proof
& Story I
Welcome I YA =
I | “
-
= A —

—
—
—
_—-

NURTURE SHOULD MAKE THE FIRST CALL EASIER.
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NURTURE KEEPS YOU
VISIBLE. BUYER
ENABLEMENT HELPS
THEM DECIDE

Visibility matters. But helping the buyer make sense
of the decision matters more.

01 NURTURE 02 BUYER ENABLEMENT
Nurture keeps you present over Buyer enablement gives people
time. It reminds buyers you exist the answers they need to evaluate
and gives them light reasons to the opportunity with confidence.
stay engaged.

03 EXAMPLES OF ENABLEMENT 04 THE TAKEAWAY
CONTENT‘ : The strongest content strategy
 Comparison guides does both: it stays visible and

e Expectation setting helps people decide.
e |nvestment explainers

Owner stories
Process maps

HELP THE BUYER MAKE SENSE OF THE DECISION.

MALFA CREATIVE
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MEASURE WHAT
ACTUALLY

MOVES TRUST

Do not stop at vanity metrics. Track the signals that
show whether content is making buyers more ready to talk.

01 DONOTSTOP AT VANITY METRICS 9 BETTER METRICS

Views and likes can tell you e Returning visitors
something, but they do not tell e Pages before inquiry
you the full story. e \/ideo watch time

e Content-assisted leads
e | ead source
* Sales cycle length

What content makes people Content brings people in.
?
gty ol Data tells you why they stayed.

/ —_ ) [ inquiry -....\ I /,,..
e 7 [ wateh Tlm; Retng g 9
™ Traffic °a%
I D o I A
ol : | X
I e = = = =il :/

MEASURE WHAT MAKES THE BUYER MORE READY.
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GCOMMON
MISTAKES THAT
SLOW TRUST

More content is not the answer if the content is not useful.

01 THEMISTAKES 02 WHAT THIS CREATES
e Posting without strategy e Confusion
e Generic promises e Hesitation
e No founder visibility e Low-quality inquiries
e Weak proof e Longer sales cycles
e No clear process
e No measurement
e Every CTA says book a call

03 THE BETTER MOVE 04 THE TAKEAWAY
Answer real questions before The goal is not more noise.
you ask for the conversation. The goal is more clarity.

\ 7

\.--'
]
i |

CLARITY BEATS CONTENT VOLUME.
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YOUR 90-DAY
TRUST-BUILDING
PLAN

You do not need to publish everything at once. You
need a system that helps the right buyer trust you faster.

01 DAYS1-30 02 DAYS 31-60
e Audit buyer questions e Create founder content
e Fix key website gaps  Build core FAQs
e Set up tracking e Publish proof assets
e Write nurture emails
03 DAYS61-90 04 FINAL THOUGHT
e Distribute and repurpose Trust is built step by step. The
e Measure what performs brands that win make the buyer
e Improve and repeat journey easier to understand.

TRUST GETS YOU CONSIDERED. CLARITY GETS YOU CHOSEN.
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YOUR NEXT STEPS

A simple plan to turn trust, clarity, and content into momentum.

07 | AUDIT THE GAPS ',

Review where buyer uncertainty is building
across your website, content, follow-up,
and discovery process. (

Content

Discovery

02 | PRIORITIZE WHAT BUILDS TRUST

Focus first on the content and proof that
answer real buyer questions: founder
visibility, owner stories, support clarity,
and economics context.

03 | BUILD THE SYSTEM e @ vosts

@) Linkedin

Turn one good idea into multiple trust -GW//- .
assets across your website, LinkedIn, |—>| & Email
email, and video so the right buyers
keep moving forward. =N

04 | KEEP THE MOMENTUM GOING

Measure what content gets attention,
what builds confidence, and what moves w
e {—

people closer to the first meaningful

conversation. ..
STAY CONNECTED @ WALFACREATIVE.COM
Follow Malfa Creative for more content on trust, Q. Lesly Harden
systems, and organic lead generation. 480-217-7662
Or connect with Lesly Harden on LinkedIn S 1
to keep the conversation going. B4 lesly@malfacreative.com

THE RIGHT CONTENT DOES MORE THAN ATTRACT ATTENTION.
IT REDUCES UNCERTAINTY AND MOVES THE RIGHT BUYER FORWARD.
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