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How to use this toolkit

Treat this as a menu, not a script. Start with the foundation, then activate the content, offers, and
partnership pieces that match your market.

Practical rule: every location should have one main promise, one core audience, one hero offer, and
one simple next step.

7-day quick-start rollout

Day 1: claim or verify the Google Business Profile, add categories, services, hours, and booking
or contact details.

Day 2: publish one service landing page with a clear offer, pricing cue, FAQ, and one primary
CTA.

Day 3: connect the review link, QR code, SMS template, and thank-you email flow.

Day 4: set up Instagram and Facebook, and upload nine strong photos or short videos.

Day 5: choose one launch offer and one referral offer, then put both on locker signage and the
website.

Day 6: batch-produce 10 posts using the caption bank and video scripts in this guide.

Day 7: contact 10 local partners such as apartments, gyms, offices, cafes, or dry cleaners without
lockers.

Positioning by scenario

Scenario Positioning focus

Existing laundry or
dry cleaning business

Lead with speed, convenience, longer service hours, reduced counter pressure,
and new revenue from locker locations. Show how lockers fit the existing workflow
and make pickup easier for busy customers.

Locker-first founder Lead with convenience, neighborhood coverage, easy ordering, and clear
location-based offers. Keep the message simple: trusted service, no waiting, and
pickup when it suits the customer.

Premium garment
service

Use a more polished tone. Emphasize care, trust, garment handling, and
predictable turnaround rather than discount-first messaging.

Value-seeking
households or
students

Use a direct tone. Promote time savings, simple ordering, transparent pricing, and
first-order offers with a clear reason to try the service now.
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Core message and audience matrix

Laundry locker businesses perform best when the message matches the location type, service mix,
and customer routine. Use the matrix below to tailor the same core service to different local markets.

Audience What matters most Message angle and offer

Apartments Convenience close to home,
family routines, no extra errands

Message: drop off downstairs, collect when it suits
you. Offer: first-bag discount or resident launch
week.

Offices Workwear, dry cleaning, time
saved during the week

Message: keep work clothes ready without another
stop. Offer: weekday shirt or suit package.

Gyms Activewear, freshness, after-work
routine

Message: drop after training, collect clean gear
next visit. Offer: activewear bundle or sweat-to-
fresh plan.

Universities Low effort, student schedules,
pickup near class or housing

Message: laundry around your timetable. Offer:
student starter offer or exam-week express
promotion.

Retail and
transit

High foot traffic, fast errands,
impulse convenience

Message: add laundry to your usual route. Offer:
same-day or next-day convenience promo.

Hotels and
short stays

Guest convenience, overflow
laundry needs, trust

Message: reliable local care without guest hassle.
Offer: partner rate for guests or short-stay bundles.

Brand promise formula

[Business Name] helps [audience] get [service outcome] without [common frustration].

Example: "We help busy apartment residents get laundry done without another errand."

Example: "We help professionals keep workwear ready without lining up at a counter."

Brand routes

Brand
route

Best for Tone and visual cues

Premium
care

Dry cleaning, formal wear, high-income
areas

Refined copy, calmer colors, close-up
fabric shots, trust-first language.

Fast and
simple

Students, households, apartment residents,
value offers

Bright visuals, direct copy, visible pricing
cues, quick how-it-works content.

Eco and
local

Neighborhood brands, delivery-heavy
models, environmentally aware communities

Sustainability proof, reuse stories, route
efficiency, and community partnerships.

• 

• 
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Brand kit and locker-front visibility

The locker itself is a marketing asset. Customers should instantly understand who the brand is, what
the service does, and exactly how to use it.

Element What good looks like

Brand basics Choose one logo lockup, two primary colors, one accent color, one headline font
treatment, and one consistent photo style. Use them on lockers, the website, flyers, and
social posts.

Locker decal
essentials

Include the logo, color system, 4-step usage instructions, support number, website or
QR code, services offered, locker numbering, and payment direction where needed.

Call to action
placement

Put one clear CTA in every public-facing asset: order now, book pickup, get a quote,
scan to order, or leave a review. Too many CTAs reduce response.

Trust cues Use real photos of lockers, staff, garments, and locations. Add testimonials, turnaround
expectations, and support contact details anywhere new customers may hesitate.

Asset checklist before launch

Logo files in full color, white, and dark versions.

10 to 15 real photos: locker exterior, locker close-up, drop-off, pickup, staff, folded orders, hanging
garments, and local location shots.

Review link and QR code, website link, quote form, phone number, and primary support email.

One short line on turnaround, one short line on service area, and one short line on what makes
the brand different.

Digital foundation checklist

Most growth problems are not content problems. They are conversion problems. Make sure every
profile and page makes it easy to understand the service and take the next step.

Keep the main CTA consistent across channels. If the website says "Get Started," do not use "Book
Now," "Claim Offer," and "Order Here" randomly elsewhere.
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Channel or
page

What to include

Google
Business
Profile

Category, services, hours, service area, photos, messaging or call option, and updated
posts. Add the review link and respond to every review. This is the highest-intent local
discovery channel.

Website or
landing page

How it works, audience-specific benefits, services, pricing cues, FAQ, contact details,
service area, and one primary CTA. Use one page per main audience or location if
needed.

Order and
contact paths

Website button, phone, form, email, and QR on lockers or flyers. Every path should lead
to the same core action and the same offer.

SMS and email
flows

Welcome message, pickup reminder, review request, referral ask, reactivation message,
and seasonal offer reminder.

Tracking Profile views, clicks, calls, directions, form submissions, first orders, repeat orders, and
referral orders. Review weekly, not monthly.

Channel plan and weekly cadence

Not every operator needs every channel. The right mix is usually local search, one short-form social
channel, one community channel, and a reliable review and retention flow.

Channel Primary job Suggested cadence

Google Business Capture high-intent local searches
and build review proof.

1 profile post a week, photo refresh twice a
month, reply to every review within 48
hours.

Instagram and
Facebook

Show proof, explain convenience, and
stay visible in the local community.

3 feed posts a week, daily stories during
launch, 1 partner post a week.

Short-form video Explain how it works in seconds and
make the service feel easy.

2 to 3 short videos a week using the scripts
in this guide.

Email and SMS Drive repeat use, referrals, and
reactivation.

Automated after each order, plus 1
promotional campaign every 2 to 3 weeks.

Local
partnerships

Open new customer pools through
buildings, offices, gyms, and cafes.

10 outreach touches a week, 1 follow-up
wave, 1 activation promo once approved.

Simple operating rule

Awareness content should be visual and easy to understand.• 
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Conversion content should answer FAQs, show the process, and highlight one offer.

Retention content should ask for the reorder, the referral, or the review at the right moment.

The six content pillars

Repeat these six themes so the content stays consistent without becoming repetitive. Rotate them
based on location and season.

Pillar What to show Examples

1. Convenience 24/7 access, time saved, no waiting,
simple pickup

Quick demos, route-to-locker clips, "done
before dinner" posts.

2. Quality and care Folding, garment handling, dry
cleaning, stain care

Close-up garment videos, before and after,
quality-check shots.

3. Process and
trust

How it works from drop-off to pickup 4-step graphics, first-order walkthroughs,
pickup code demos.

4. Social proof Real customer feedback and
community adoption

Testimonial cards, resident quotes, office or
gym partner shout-outs.

5. Local community Nearby buildings, businesses,
events, and partnerships

Cafe partnerships, building launches, gym
activation photos.

6. Offers and
campaigns

Launch offers, referrals, bundles,
seasonal pushes

First-bag promo, coat-cleaning campaign,
student-week special.

What to avoid

Do not post only generic discounts. Price-led content without proof lowers brand trust.

Do not rely only on graphics. Mix real photos, short videos, testimonials, and how-it-works content.

Do not publish random trends that have nothing to do with local customers or the service promise.

Photo and video shot list

Batch these assets in one session to create a month of content quickly. Use natural light where
possible and keep backgrounds clean.

• 

• 

• 

• 
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Shot family Must-capture assets

Locker hero shots Wide shot of the locker bank, straight-on decal shot, side angle, and a close-up of
the QR code or instructions.

Customer flow Drop-off bag entering locker, staff collection, garment prep, return to locker, and
customer pickup with access code.

Service proof Folded stacks, hanging garments, stain treatment, quality check, labeled orders,
and delivery or route prep.

Audience-specific
scenes

Apartment lobby, office wardrobe, gym bag, campus setting, family laundry basket,
or travel guest use case.

Team and partner
scenes

Founder or staff intro, smiling handoff, building manager handshake, gym front desk,
cafe countertop flyer, or partner window sign.

Trust and retention Review screenshot design, thank-you card, loyalty offer visual, referral card, and
seasonal service reminder graphics.

Fast video formula

Hook in the first 2 seconds: "No more waiting at the counter."

Show the action immediately: scan, drop, lock, notify, collect.

End with one CTA only: "Try [Offer] this week at [Location or Link]."

30-day content calendar

This calendar assumes three feed posts a week, short stories almost daily, and one partner or proof
touch every week. Adjust for actual capacity.

• 

• 

• 
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Week Feed posts Stories or supporting actions

Week
1

1) Brand intro and location promise. 2) 15-second
how-it-works video. 3) First-order offer post.

Show behind the scenes, countdown to
launch, answer one FAQ each day.

Week
2

1) Testimonial or trust post. 2) Audience-specific
benefit post for apartments, offices, or gyms. 3)
Process or quality close-up.

Run a question sticker, repost any
partner mention, and push the offer
link.

Week
3

1) Referral promo. 2) Convenience reel with a real
route or customer routine. 3) Local partner spotlight.

Share a review, show locker usage,
and post a quick reminder before the
weekend.

Week
4

1) Seasonal service post. 2) Founder or team story.
3) Roundup post with CTA to order now.

Reply to DMs, repost user content, and
ask loyal customers for referrals or
testimonials.

Story prompts to reuse

"Today's pickup route in [Suburb]"

"What can go in the locker?"

"Most common first-order question"

"This week's offer ends Friday"

"New review from a local customer"

Plug-and-play caption bank

Replace the bracketed fields and keep the copy natural. The goal is clarity and local relevance, not
clever phrasing.

• 

• 

• 

• 
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Use case Caption template

Launch [Business Name] is now making laundry easier in [City or Building]. Drop off when it suits
you, pick up when it works for your day, and skip the extra errand. Try your first order with
[Offer]. [CTA link or contact].

How it works Laundry made simple: 1) drop off, 2) lock it in, 3) we take care of the rest, 4) collect when
ready. If you want laundry around your schedule instead of ours, start here: [Link].

Apartment
resident

If you live at [Building], your laundry routine just got easier. No extra drive, no waiting at a
counter, and pickup when it works for you. Use [Offer] this week at [Location].

Office worker Clean workwear without another stop on your commute. [Business Name] helps busy
professionals in [Area] keep shirts, suits, and everyday laundry ready with less effort.
Start here: [Link].

Gym
audience

Train, drop, repeat. If you are in and out of [Gym or Area], our locker service makes
activewear laundry simple. Use [Offer] for your first order this week. [Link].

Quality focus We care about the details: garment handling, neat folding, clear tracking, and a pickup
experience that feels easy from start to finish. Need a service you can trust in [Area]? We
are ready. [Link].

More captions for proof, urgency, and repeat use

Use case Caption template

Testimonial "[Short customer quote]." We love hearing how much easier laundry becomes when the
process fits real life. If you have been meaning to try us in [Area], this is your sign. [CTA].

Referral Know someone who would love a simpler laundry routine? Send them to [Business Name].
With our referral offer, you save and they save. Reply for details or start here: [Link].

Seasonal Season change equals laundry reset. From winter coats to spring dresses to weekly wash
and fold, now is the right time to get ahead. Use [Offer] before [Date]. [Link].

Partner post Now available for customers at [Partner Name]. We are excited to make laundry more
convenient for the [building, team, member, or guest] community. Welcome in with [Offer].

Reactivation If laundry has been piling up again, we can help. One order gets you back on track fast.
Use [Offer] this week and let us take one job off your list. [Link].

Founder
story

[Founder or Team Name] started [Business Name] to make laundry fit real schedules, not
force customers into ours. If you want a service that saves time and keeps things simple,
try us at [Link].
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Five short-form video scripts

These are designed for Reels, TikTok, Shorts, and native platform videos. Keep them simple, local,
and easy to act on.

Script Shot plan On-screen copy and CTA

1. How it works Show bag drop-off, locker close, staff
handling, and pickup.

Copy: "Drop. Lock. Done." CTA: "Try
[Offer] at [Location]."

2. Busy
professional

Phone calendar, workwear, locker drop,
pickup after work.

Copy: "Workday in, laundry out." CTA:
"Start in [Area] today."

3. Gym routine Gym bag, sweat gear, locker use, clean
gear return.

Copy: "From workout to fresh gear."
CTA: "Use [Offer] this week."

4. Before and
after

Pile of garments, folding or hanging, clean
finished order.

Copy: "What one order can fix." CTA:
"Book your first order."

5. Local proof Building exterior or partner site, locker shot,
happy user or testimonial screen.

Copy: "Now serving [Building or Area]."
CTA: "Scan or tap to order."

Editing rule

Keep most clips between 0.7 and 2.0 seconds.

Add captions because many viewers watch without sound.

Use one local detail on screen: suburb name, building name, gym name, or pickup area.

Review system and trust-building flow

Reviews are one of the strongest local growth levers. Ask consistently, make it effortless, and
respond quickly to the feedback that comes in.

Platform policy note: use honest review requests, direct review links, and QR codes. Do not
exchange discounts or gifts for Google reviews.

• 

• 

• 
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Step Best practice

When to
ask

Ask after a clearly successful order, after a second order, after a recovered service issue,
and after strong partner activations. The request should feel timely, not random.

How to ask Use a direct link or QR code, keep the request short, and tell the customer it only takes a
minute. Put the same review path in email, SMS, and physical signage.

How to
respond

Reply to every public review with gratitude, specifics, and an invitation to return. For
negative feedback, respond calmly, offer support, and move detailed resolution offline.

What not to
do

Do not make the review process hard. Do not wait a month to ask. Do not ignore criticism
that points to a real operations issue.

Review request templates

Use case Template

SMS review
ask

Thanks for using [Business Name], [First Name]. If your order went well, would you mind
leaving a quick review here? [Review Link]. It really helps local customers find us.

Email review
ask

Subject: Quick favor from [Business Name]. Hi [First Name], thank you for your recent
order. If we made your day easier, we would be grateful for a quick review here: [Review
Link]. Your feedback helps us improve and helps new customers feel confident trying us.

Reply to
positive
review

Thank you, [Name]. We appreciate you taking the time to share this. Glad we could make
laundry easier for you, and we look forward to helping again soon.

Reply to
negative
review

Thank you for the feedback, [Name]. We are sorry this order did not meet expectations.
Please contact us at [Email or Phone] so we can make this right and improve the
experience.

Offer ladder, loyalty, and referral ideas

A strong offer should reduce hesitation without training the customer to buy only when you discount.
Pair entry offers with retention offers.
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Offer Best for Notes

$10 off first
order

New customer acquisition Use a flat-dollar offer when order values are
moderate. It is easier to understand and stronger at
first glance.

Give $10 / Get
$10 referral

Local sharing and word of
mouth

Best when customers are clustered by building,
office, gym, or neighborhood.

Every 10th
order reward

Repeat household users and
regular dry cleaning

Use simple punch-style logic so the reward feels
visible and achievable.

Bundle pricing Operators selling both dry
cleaning and wash and fold

Increase order value by pairing services instead of
discounting one service alone.

Seasonal
campaign

Coat cleaning, spring garments,
back-to-school, exam periods

Tie the campaign to timing and a concrete
customer need, not a generic sale.

Corporate or
resident rate

Apartments, offices, and
partner channels

Keep the partner offer easy to explain and time-box
the launch period.

Offer design rules

Every offer needs an end date, one CTA, and one audience.

Display the offer on lockers, the website, Google profile posts, and the social bio link landing page.

Measure first orders, repeat orders, and average order value before keeping an offer long-term.

Local partnership playbook

Partnerships can grow faster than ads in local service businesses because they place the brand
inside an existing trust network.

• 

• 
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Partner type Why it works What to offer

Residential
complexes

Residents want convenience close to
home and building teams want useful
amenities.

Resident launch offer, onboarding flyer, QR
code poster, and a building-specific page
or message.

Offices Employees need workwear care and
time-saving services.

Corporate code, weekday pickup
message, and staff benefit promo.

Gyms and
fitness centers

Members already carry gear and value
routine.

Activewear bundle, desk flyer, locker-area
signage, and member-only intro offer.

Cafes and
retailers

Shared foot traffic and neighborhood
visibility.

Counter card swap, flyer exchange, co-
branded giveaway, or receipt offer.

Dry cleaners
without lockers

They can extend service hours without
installing their own infrastructure first.

Revenue share, white-label pickup, or co-
branded convenience offer.

Hotels and short
stays

Guests need urgent or convenient
laundry options.

Guest rate card, concierge script, and
same-day or next-day service promise if
feasible.

Partnership outreach templates

Use case Template

Outreach
email

Hi [Name], I run [Business Name]. We help [audience] in [Area] with easier laundry and dry
cleaning through convenient locker-based service. I think this could be a useful value-add
for your [building, office, gym, or business]. Would you be open to a quick chat next week
about a simple launch offer for your community?

Partner DM Hi [Name], quick idea. We help people in [Area] with easier laundry pickup and return, and I
think your [members, residents, guests, customers] would really value it. Would you be open
to a simple partner promo?

Partner
launch post

We are excited to partner with [Partner Name] to make laundry easier for the [residents,
staff, members, guests] community. Start with [Offer] here: [Link].

Follow-up Thanks again for considering this, [Name]. If helpful, I can send a one-page outline with the
customer benefit, launch offer, and how little setup is required on your side.

Customer communication templates

Strong communication increases repeat orders, reduces confusion, and keeps the brand feeling
responsive and professional.
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Use case Template

Welcome email Subject: Welcome to [Business Name]. Hi [First Name], thanks for getting started with
us. We are here to make laundry simpler in [Area]. If you need anything before your
first order, reply here and we will help. Start now: [Link].

Pickup-ready
SMS

Hi [First Name], your order is ready for pickup at [Location]. Access details: [Code or
instructions]. Thanks for choosing [Business Name].

Reactivation
SMS

Hi [First Name], if laundry has been piling up again, we can help. Use [Offer] this week
and get back on top of it. Order here: [Link].

Referral ask Hi [First Name], thanks for being a customer. If a friend in [Area] would love a simpler
laundry routine, send them this link: [Referral Link]. You both receive [Offer].

Seasonal email Subject: [Season] laundry reminder from [Business Name]. Hi [First Name], now is a
great time to take care of [seasonal items]. Use [Offer] before [Date] and we will handle
the rest. [Link].

Issue-recovery
follow-up

Hi [First Name], thanks for giving us the chance to put this right. We appreciate your
patience. If there is anything else we can do, reply directly to this message and we will
help.

Paid ads starter kit

Once the profile, landing page, and review flow are live, paid ads can amplify what already converts.
Start small, stay local, and track cost per first order.

Campaign
type

Starter idea Example copy

Local search
ads

Target high-intent phrases like laundry service
near me, wash and fold [city], dry cleaning
pickup [area], or laundry lockers [suburb].

Headline: Laundry in [Area], made
easy. Description: Drop off, lock, and
collect when ready. Try [Offer].

Meta lead or
traffic ads

Geo-target 3 to 5 km around locker locations,
apartments, offices, gyms, and key
neighborhoods.

Primary text: Save time on laundry in
[Area]. Simple drop-off, easy pickup,
and [Offer] for first-time customers.

Retargeting Retarget page visitors, form opens, or past
customers with testimonial and convenience-
led creative.

Copy: Still thinking about it? Let
[Business Name] take one more task
off your list this week.

Partner boost
ads

Boost co-branded posts for building launches,
gyms, or offices with a specific local audience.

Copy: Now available for [Partner
Name] members or residents. Start
with [Offer] here.
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Ad creative rules

Use real locker, garment, and location photos whenever possible.

Lead with one customer benefit: save time, 24/7 convenience, workwear care, or neighborhood
pickup.

Send traffic to a specific landing page, not a generic home page.

KPI dashboard and weekly operating checklist

What gets measured gets improved. Review these numbers once a week so content and offers stay
tied to real growth.

KPI Why it matters Target or question

Profile views and
clicks

Shows whether local discovery is
growing.

Are Google and social visits rising week
over week?

Calls, directions, and
form leads

Shows intent from local search and
profile traffic.

Which channels create actual
enquiries?

First orders Measures whether the offer and
conversion path work.

Which audience segment converts
best?

Repeat orders Measures retention and customer
satisfaction.

Are we turning trial into habit?

Review count and
rating

Improves trust and local conversion. Are we asking consistently and replying
quickly?

Referral orders Measures word of mouth and
customer love.

Which locations or customer types refer
the most?

Partner leads Shows whether partnership outreach
is compounding.

How many meaningful conversations
happened this week?

Weekly checklist

Post 3 times, publish 1 video, and refresh 1 Google Business post.

Ask at least 5 satisfied customers for a review through the approved link or QR code.

Send 10 partner outreach messages and 5 follow-ups.

Review top-performing content, worst-performing content, and which offer drove the most first
orders.

Check signage, locker decals, QR codes, and support details so public-facing assets stay clean
and usable.

• 

• 

• 
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90-day phasing

Phase Primary goal What to focus on

Days 1 to
30

Foundation and first
orders

Profiles, landing page, first offer, first reviews, first 12 posts.

Days 31 to
60

Repeat use and proof Referral launch, testimonial content, email and SMS flows,
review collection.

Days 61 to
90

Compounding growth Partnership activation, paid ads, audience-specific landing
pages, better reporting.

A final reminder

The best toolkit is not the one with the most content. It is the one that gets customized, used weekly,
and tied back to first orders, repeat orders, and local partnerships.

Use this guide as a working system. Remove anything you will not use in the next 30 days, and make
the remaining pieces specific to your location, audience, and offer.
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