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Become the brand people recognize

THE SERVICE
VEHICLE WRAP
PLAYBOOK

How home service operators turn their trucks into long-term
brand infrastructure, and why most wraps never get the chance.

BUILT ON THE 45 MPH TEST

THE COLD STANDARD
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WHY THIS PLAYBOOK EXISTS

MOST WRAPS DO NOT FAIL IN THE SHOP.
THEY FAIL AT 45 MILES PER HOUR.

Every week, service vehicles roll out of wrap shops looking great in the parking lot. Then they

merge into traffic and disappear.

Too much text. Too many colors. A tagline nobody can read. A phone number competing with the door trim.
We call these botched wraps, and they are rarely avinyl problem. They are a strategy problem. The wrap was
treated like decoration when it should have been treated like infrastructure: a permanent, working part of

how the business gets recognized, trusted, and chosen.

A wrap does not replace your marketing. It multiplies it. When a homeowner sees your truck in a neighbor's
driveway, then sees the same brand on your website, your estimate, and your crew's shirts, trust
compounds. That only happens when the wrap is built to communicate at driving speed.

A WRAP IS NOT DECORATION.
IT IS BRAND INFRASTRUCTURE.

This playbook gives you the standard we use to judge every wrap we design: the 45 MPH Test. Use it to
evaluate the trucks you run today, avoid the mistakes that quietly waste wrap budgets, and plan branding

that scales as your fleet grows.

No fluff. No trends. No inflated statistics. Just the fundamentals that decide whether your truck works for

you or simply carries ladders.
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THE STANDARD

THE &5 MPH TEST

At driving speed, a passing vehicle has about three seconds to communicate. The test asks one
question: inthose three seconds, does your wrap deliver the five things a future customer

needs?

'I COMPANY NAME

The single most important element. Large, high contrast, readable at distance. If a viewer remembers only

one thing, it must be who you are.

2 SERVICE CATEGORY

What you do, in plain words. Roofing. Pest control. Restoration. One category, not a menu.

3 BRAND PROMISE

One specific commitment about how you operate, one breath long. This is the element most wraps get

wrong, so it gets its own page.

ll' CONTACT PATH

One clear way to reach you. Here is the part most shops miss: if your web address is simply your business
name, a legible company name is the contact path. A missing phone number is not automatically a failure.

5 SERVICE AREA

A supporting element. It builds local trust, but when your name already signals local, it is not required.

A note on what is missing: this test never mentions daily impression counts. We do not sell wraps with traffic

statistics. A wrap either communicates in three seconds or it does not.
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THE ELEMENT MOST WRAPS GET WRONG

A LIST IS NOT A PROMISE.

Look at the side of most service trucks and you will find one of two things where the brand promise should
be.

The capability list. "Heating, Cooling, Plumbing & More." A list describes what the company sells. It asks the

viewer to do the work of figuring out why to care.

The generic filler. "Quality You Can Trust." Words so universal they belong to no one. Your competitor can run

the same line tomorrow, because it commits to nothing.

A real brand promise commits to how you operate, and it fits in one breath. It is specific enough that a

homeowner could hold you to it.

FAILS "Heating, Cooling, Plumbing & More" ad menu, not a message

FAILS "Quality You Can Trust" anyone can say it, no one can be held to it

FAILS "Your Satisfaction Is Our Priority" commits to nothing observable

PASSES A promise that names a behavior how fast you show up, what you guarantee, what you

never charge for

IF THE LINE DESCRIBES WHAT YOU SELL, IT IS A LIST.
IF IT COMMITS TO HOW YOU OPERATE, IT IS A PROMISE.
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ANATOMY OF A BOTCHED WRAP

WHAT FAILING LOOKS LIKE

Thisis areal audit of the most common wrap pattern in the trades: aname in script, alow contrast tagline, a

stock photo, a bullet list of services, and five colors competing for attention. Every individual element is
defensible. Together, they fail the 45 MPH Test.

WRAP AUDIT: WHAT'S WORKING AGAINST YOU

This design fails the 3-Second / 45-MPH Visibility Test.

LOW CONTRAST TAGLINE TOO MANY COLORS
The light gray text blends AND STYLES

into the white background Where Quality Matters . :L?;g[:i%:ptg:sr
and is easy to miss. =
Y (] attention and weaken
i ],rcy C I R brand clarity.

CLUTTERED WITH HEATING AND AIR CONDITIONING, INC.

EXTRA ELEMENTS

WASTED PRIME SPACE
The largest, most visible

The AC unit photo, - area on the van is
bullet list and multiple <& Residential I‘ unclierutlllzed and lacks
lines of text overwhelm « Installation 5 | a clear message.
the design. « Service Commer cial 'L —~

* Repair

\
877-724-0890
6GENERIC STOCK IMAGE 7 /
Feels overused and e — )
doesn't create trust = Tralt )]
or differentiation. PHONE NUMBER MISPLACED
= It's too low on the van and competes NO CLEAR HI.F‘RARCHY
with the black trim. It should be higher Your eyes don't know
and more prominent. where to look first.
The message gets lost.
THE RESULT THE OPPORTUNITY
Viewers can’t quickly identify who you are, Simplify the message. Strengthen the hierarchy. You have about 3 seconds
what you do, or how to contact you. Use fewer colors, remove distractions, and
d A H . -3 ; at 45+ MPH to make an
This wrap won't generate maximum place your key message higher so it's read in i : "
exposure or build brand recogpnition. 3 seconds at 45+ MPH. impression. Make it count.

SEVEN FINDINGS, ONE ROOT CAUSE: NO HIERARCHY. When everything on the panel asks for attention, nothing gets it. The viewer's

three seconds are spent deciding where to look instead of learning who you are.
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ANATOMY OF A WRAP THAT PASSES

WHAT PASSING LOOKS LIKE

This is the same company after the rebrand we designed and installed. Cover the logo with your thumb and you
can still pass the test from across the road.

{ mzcommﬂmus I" 112{{14:13?2.5165 ———
ArcticAir | r

ArcticAir

NAME FIRST. The company name reads from distance because it gets the size, the contrast, and the prime panel

space.
ONE CATEGORY. Heating and air. No bullet list of sub-services fighting for the same panel.
HIGH CONTRAST, FEW COLORS. Two brand colors on a light base. Nothing competes with the name.

PROMISE, THEN PHONE. The Cold Standard sits above a plain phone number, repeated on the side and on the rear.
Both hold at fifty feet, where a stopped driver actually looks.

Notice what is missing: clutter. Restraint is what makes a brand feel established.
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PERSONALITY IS NOT THE ENEMY

BOLD WORKS WHEN HIERARCHY
SURVIVES.

Simple does not mean boring. A wrap can be impossible to ignore and still pass the test, aslong as the five

elements stay in charge.

)

ONE BOLD IMAGE, ONE NAME, ONE CATEGORY LINE. Memorable, and still readable in three seconds. Personality earns attention.

Hierarchy converts it.

PROOF BEATS ADJECTIVES. A specificnumberonthedoordoes more work thanany sloganabout caring. If you have proof, print it.

Thatisabrand promise made visible.
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BEYOND THE VINYL

GRAPHICS DECORATE A TRUCK.
A SYSTEM BUILDS A BRAND.

A wrap works hardest when it matches everything else a customer sees: the website they check that night,
the estimate that lands in theirinbox, the shirt your tech wears at the front door. When those match, the
brand feels established. When they do not, the wrap is a one-off graphic.

That is why every WrapMasters project starts with Fleet-First Branding™: a visual identity system
that defines your colors, type, logo use, and messaging before any vinylis printed. The truck is usually the

first place it shows up. It is never the last.

2 ﬂmw

] 214.606.8664

st

st 1

THE WRAP AND THE BRAND BOOK THAT GOVERNS IT. When

the systemis documented, every future vehicle, uniform, and ad

follows the samerules.
SAME BRAND AT 45 MPH AND ON A PHONE SCREEN. The

truck starts the conversation. The website finishes it in the same
voice.
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FLEET BRANDING

THE SECOND TRUCK IS WHERE MOST
BRANDS START TO BREAK.

One wrapped vehicle creates visibility. A consistent fleet creates market presence.

The danger zone is vehicle number two. That is when the temptation appears to redesign, to add more
information, or to try anew color. Every change feels small. Together they dissolve the recognition the first
truck paid to build.

Recognition is built through repetition: same colors, same layout logic, same promise on every vehicle,
adapted to each vehicle type without losing the system. A box truck and a pickup should read as siblings, not

strangers.

NEVER REDESIGN PER VEHICLE

[
Adapt the system to the panel shapes. The blueprint decides, not the mood of the month.
° RESIST ADDING SERVICES AS YOU GROW
The category line stays singular. Growth belongs on your website, not your quarter panel.
° AUDIT THE FLEET YEARLY
Fading, damage, and outdated numbers erode trust quietly. A wrap is an asset only while it is maintained
like one.
o PLAN THE SYSTEM BEFORE VEHICLE ONE

Scaling is cheap when the blueprint already exists. Retrofitting consistency is the expensive path.
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BUYING SMART

WHY SIMILAR QUOTES DELIVER

DIFFERENT RESULTS.

Wrap quotes can look alike on paper and differ completely in outcome. The difference hides in four places:

design strategy, material grade, installation standards, and what happens after the install.

BRAND STRATEGY BEFORE DESIGN
If a provider starts with layout instead of questions about
your market, that is decoration, not infrastructure.

DESIGN FOR DISTANCE

Proofs shown at real viewing distance, not just a pretty

mockup on a screen.

PREMIUM CAST VINYL

Built for curves, weather, and clean removal years later.
Budget film looks identical on day one. It does not on day
700.

CERTIFIED INSTALLATION

Manufacturer certification protects the warranty and
the paint. WrapMasters is a 3M Preferred Installer, a
standard we chose because it is audited, not self-
declared.

AFTERCARE AND WARRANTY IN WRITING
Care guidance, coverage terms, and a name that

answers the phone when something needs attention.

WRAPMASTERS

SEVEN QUESTIONS TO ASK ANY
WRAP PROVIDER

What vinyl brand and product line will be
on my truck?

Who installs it, and what certification do
they hold?

Can | see your work on a vehicle that is
three or more years old?

What does the warranty cover, and who
honors it?

How will this design perform at 45 MPH?
Ask them to prove it.

What surface preparation and post-
heating process do you follow?

What happens at removal time?

Vague answers to any of these are the real red flag. Price is what
youpay once. Abotched wrap is whatyoudrive foryears.
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AUDIT YOUR OWN TRUCK

THE PARKING LOT TEST

Park your truck. Walk fifty feet away. Bring someone who does not work for you. Score one point

5 or helow

You are paying to drive abotched
wrap. Rebuild from the blueprint,
notthe vinyl.

for every yes.
01 Can they read the company name in under three seconds?
02  Can they tell what service you provide without guessing?
03 Is there one specific promise about how you operate?
04 Isthat promise one breath long?
05 Is there a clear contact path for both parked and passing viewers?
06 Are three colors or fewer doing the main work?
07 Does every element survive the question "would a passing driver catch this"?
08  Zerobullet lists?
09  Does the truck match your website and your uniforms?
10 Would you trust this company if it were not yours?
9to 10 6to 8
Yourwrap is working Good bones.Atargeted redesign
infrastructure. Maintain itand of one ortwo elements pays for
keep the fleet consistent. itself.

WRAPMASTERS
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GET YOUR TRUCK'S 45 MPH SCORE. FREE.

You do not have to guess where your wrap stands. Upload a photo of your truck's side or rear and

the WrapMasters Vehicle Wrap Audit scores it against the same 45 MPH Test standard used in this
playbook. Specific findings, not a sales pitch.

WRAPMASTERS.COM - FREE VEHICLE WRAP AUDIT

ABOUT WRAPMASTERS

For 25 years, WrapMasters has helped home service operators turn their vehicles into long-term brand
assets. Every project runs on the same standard you just read: Fleet-First Branding™ first, design for

distance, premium materials, certified installation.

25 Years 3M Preferred Best of Denton County
Designing, producing, and installing Manufacturer-audited installer Recognized by the community we
service vehicle wraps certification wrap for
WrapMasters
MOBILIZE

2105 Sadau Ct, Suite 120, Denton, Texas 76210

(214)552-5165 « wrapmasters.com « hello@wrapmasters.com

YOUR BRAND
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