Uncovering the

of the most successful business
profiles on Google

A best-practices study of over 50,000
business profiles on Google.



A strategic marketing
company focused
exclusively on travel and
tourism. We've worked
with hundreds of
destinations and
hospitality businesses
around the world to
create forward-thinking
content marketing
solutions.



In addition to more fraditional agency
services, we provide support across a

wide variety of Google Products, to to

Improve exposure, conversion, quality
and accuracy of information about the
destination and the businesses within.



Q\ SAMOA ~
VANUATY **

238+

Destinations in our
support program

74,500+

Businesses and PO
audited and
analyzed

5,000+

Businesses have
aftended in person
workshops



QOver

50,000

Google My Business listings
audited and analysed
globally.

More than

120

Google My Business listings
directly managed by
Miles across hospitality,
restaurant and retail.



What do the

ook like?



But first...
What's a business profile?



Business Profile in SERP




Business Profiles



Your business profile is the
single largest source

of organic (free) exposure
for your business online.



Information provided by Nicole Woods for Independence Visitor Center Corp.

Case Study

25,518,074

Annual Online
Audience

Including:

Welbsite visits, social
media views, search
exposures and maps
exposures



Case Study

22,542,336

Came from Google
products and
services, directly
related to the
business profile

Information provided by Nicole Woods for Independence Visitor Center Corp.



Of total online
audience

Information provided by Nicole Woods for Independence Visitor Center Corp.



The Local Pack

Result of a search
for a keyword + a
location



The Local Pack

But why
these three
business
profilese
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Hotel Finder

Hotel finder takes the
place of the local pack
when the search terms

iInclude stay, hotel,
accommodation, efc.

*We've also seen tests where this layout is
applied to other categories



Hotel Finder




Hotel Page



Better business profiles

drive more exposure
and more engagement



We want to help you maximise exposure
and engagement for your business profile
because It benefits everyone: your business,
locals, visitors and your destination.



Download

/’rhe Google
My Business
App



@ Some Features Vary!



Info Tab

Verification and Completeness



35% <1%

Of the listings audited, 35% But less than 1% of top
were unverified, and performing listings are
(therefore) unmanaged. unverified.



Make Sure You've Claimed
Your Business

Search for your business in
maps and look for this icon.

f you see it - you'll need to claim your
business listing to get access to many of the
features.




7o 0%

Of audited listings are No top performing business
incomplete, missing some profiles have incomplete
basic information information



business.google.com/create/pvp

Start with this link: Sign in with account which will Enters the unique verification
https://business.google.com/create/pvp “own" the Iis’ring. code provided to yOuU, process
is completed.

If you need help getting verified
Great South can help you!


https://business.google.com/create/pvp
https://business.google.com/create/pvp

Make sure your
information
complete and
accurate.

Check Your:

]

M H i Ny B

Business Name
Address

Phone Number(s)
Website(s)

Hours



Top Performer Secrets

NAP Consistency






Name
Address
Phone






MO/ Local
Yext
Whitespark
Etc.

Search:
Location Data
Management
fools



Accurate Hours
are critically
important



Hours are the most commonly
missing item

437

Of incomplete listings
INn our audit were
Mmissing hours.




A NEW Update Message




A NEW Detailed Hours Options

—

— Regular
hours

—More hours

\ SpeCiC”

nours



A NEW Detailed Hours Options

CAccess ) C Brunch ) CDeIivery) C Drive Through ) C Happy hours ) C Kitchen )
C Online service hours ) ( Pickup ) C Senior hours ) C Takeout )




“*More hours”

Only appear

under whatever
you have set as
your regular hours.




Keep “Special hours” up to date



A NEWER Hours Interface

Observed a beta
test of revised hours
entry interface “in
the wild” the last few
months. Be on the
lookout for changes
in the coming
months that will
simplify hours entry
across multiple days.



Holiday Hours Reminders

Don’t ignore hours update
reminders like these. If you
don’t positively confirm
your hours, (even if they're
the same!) Google will
show a warning in your
listing.



Hotel check-in/out times




Top Performer Secrets

Service Areas



Service Area Businesses



Service Areas




Top Performer Secrets

Categories, Attributes &
Description






4,031

English
categories

currently
+80 vs. 2020



Example Categories

Basket supplier
Bird control service
Bouncy Castle Hire
Cat Hostel

Gravel Pit

Goldfish Store
Hubcap Supplier



Check for new categories too



Adding relevant categories
can significantly expand
where your business shows
uUp, and provide access to
additional features.



Afttributes







A NEW Hotel Attributes




A NEW Hotel Attributes

~~






A Recent attributes

Recent changes as a result of
COVID-19 have intfroduced
new tags for restaurant and
retail which directly affect
whether businesses appear in
map searches. Look for:

or (No contact delivery)
or @urbside pickup>




A NEW health & safety atiributes

Even more recently very
specific health and safety
attributes have been added,
including:

(Mosk required )

(Reservo’rions required )

(S’roff get temperature checks)

(S’rcff wear marks )

(Tempero’rure check required )




A NEW Online Attributes

New attributes available
based on your
category(s) - eg beauty,
fitness, education &
coaching.

e Online classes
e Online appointments
e Online estimates




Business Description



A NEW Opening Date in Local Pack

Triggered by the
Opening Date field in
the info tab in the
Dashboard.

Positive for consumer
trust!



Maximising Relevance

1. Add additional
categories

2. Check forrelevant
attributes

3. Use business
description

4. Encourage reviews
(more on this later!)



Top Performer Secrets

Menus, Services & Products



Depending on your
business category, you
Ccan Use menus,
services or products to
expand the content in
your business profile.






Accommodations may
have limited access to
some of these features -
but, if you are also an
event or wedding venue,
you can add those
categories to get access
to “services”



A NEW Services Layout






Products




CTA Buttons






Depending on your categories, you may
have access to more than one of these
features.



Bookings Tab

Booking & Reservations Options



Now is a really good
time to enable online
booking and purchases
through your GMB
profile.







You can only do this if your
category has the

“Bookings” option AND
you're using one of the
integrated providers.




qgoogle.com/maps/reserve



https://www.google.com/maps/reserve/partners

Tourism providers

There are many ‘

new ftourism
specific platforms,
talk to your

provider, or
consult the ‘

partners list before
you implement a
new one.




Hotel
infegrations are
handled through
OTA platforms,
but you can

| infegrate your
own direct

booking

platform.

goodqle.com/hotels/pariners



https://ads.google.com/hotels/partners/

Availability

feed
+

PPC Bid

-\lo PPC Bid



Holiday Homes are now
integrated into hotel
search - but only through
a limited set of providers
including Bookabach,
Holiday Lettings, Rentals
United, or TripAdyvisor.



Ratings, Reviews and Replies



~Cus’romer reviews are

posted by users
directly to your
Business Profile. They
appear wherever your
profile appears, and

are the source of your
“star rating”.



1.3.2.0 ¢
57%

Of consumers would
only consider using @
business If it has 4 or
more stars.

BrightLocal: https://www.brightlocal.com/research/local-consumer-review-survey/



https://www.brightlocal.com/research/local-consumer-review-survey/

https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent

You should be
targeting an
average rating of
4.4 or higher to
maximise
conversion.


https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent

You should be
targeting a review
volume of 100+ to
maximise growth

https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent



https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent




Review Signals



Changes to Google Explore

Customer reviews
also now appear
prominently in maps
under “Explore”



Top Performer Secrets

Calculating your rating “vector”



Rating “Vector”

44 Overall Calculate the average
score for your last 15
4.53 Lost15 reviews and compare
it fo your overall
/ average.
On the rise

Great!



4 04 Overall
4.42

—_—

Holding Steady
No Worries

Rating “Vector”

Calculate the average
score for your last 15
reviews and compare
it fo your overall
average.



Rating “Vector”

44 Overall Calculate the average

score for your last 15
4.1 0 Lost15 reviews and compare

it fo your overall
\ average.
Downward frend
Better find out why!



Top Performer Secrets

Responding To Reviews



Reply to 30% of
reviews to achieve
80% higher
conversion rates
than businesses
than businesses
that reply to 10%

https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent



https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent

O

_

Know when reviews are posted






Keep responses to
negative reviews short
encourage them to
contact you offline.



Responding to Negative Reviews

No reply = you don'’t care

Be polite, professional & friendly
Encourage them to contact you offline
Provide specifics on who to contact & how

Don’t offer discounts or freebies - it opens the
door for others to take advantage

Every complaint has a lesson to teach about how
to improve your products, services or
communication

807%

of unhappy
customers were
won over with the
right response

Reputology poll






Flagging Reviews

Spam and fake content
Off-topic

Restricted content
lllegal content

Sexually explicit content
Offensive content

Hate speech
Harassment and bullyjhg

Impersonation
Conflict of Interest

e

Content attributed to another
individual, company or
organisation.

Reviewing your own business

Current or former employment
experience

Competitors trying to
manipulate your ratings



Flag as inappropriate



Getting Help with Reviews

There are ways to get
help through GMB
support, but manage
expectations,
particularly right now.

support.google.com/business/gethelp


https://support.google.com/business/gethelp

Review Dispute Services

If you can’t get rid
of reviews and
you're convinced
they're fake -
there are services
you can use, but
remember that
there are no
guarantees.



A NEW Manage Reviews tool

support.google.com/business/workflow/9945796



https://support.google.com/business/workflow/9945796

(support.qooqle.com/ business/workflow/9945796



https://support.google.com/business/workflow/9945796

Top Performer Secrets

Encouraging Positive Reviews



Asking for Reviews

https://www.brightlocal.com/research/local-consumer-review-survey/



https://www.brightlocal.com/research/local-consumer-review-survey/

Set up a “short name” for
your business. Short names
are unigue, and have to
be based off :

display name

existing branding

current custom URLs

name of your linked website



g.page/YourShortname g.page/YourShortname/review



http://g.page/YourShortname
http://g.page/YourShortname/Reviews

marketingkit.withgoogle.com



https://marketingkit.withgoogle.com/

Posts Tab

©

Posting Content




Posts appear with
your business
profile and
provide a huge
amount of organic
(that means freel)
visibility for your
business.



<18%

Of our 50,000 audited
listings listings were
actively using posts,
and less than 50%
have used a post ever.



Posts are:

Free: no cost per click

Trackable: with views and clicks
or with your own analytics codes

Visual: include images or videos

Engaging: include direct links to
your website or buttons



A\ NEW Posts Don’t Expire

Posts no longer expire
after 7 days!

Also check that you
don’t have old
irelevant posts
showing






Book

Order online

N

Learn more

Call now



Median views per
week is about 3,000.
Average interaction
rate is about 1%.

This is between a banner ad
at.5% and a PPC ad at 2%



Top Performer Secrets

Using Posts Effectively



Use an attention grabbing photo
- bright colors, simple, single
subject.

Focus your message on the first
100 characters.

Add your own tracking codes o
your call-to-action button.



Best Practices for using GMB Posts:

e Keep two posts live at a time to
maximize view rate for your
content. More than two will reduce
viewability of your oldest post.

e Posts also appear as part of the
explore panel (see left)



Event-type posts have the
best overall performance*
for our directly-managed
profiles. Events have the
greatest number of
available options and are
presumably viewed as more
timely.

*ymmy



A COVID-19 POST TYPE

New COVID-19 update
post type, which has
imited opftions but is
pinned to the top of
your profile, allowing
other posts below as
normal.

This is a great place to
reassure customers
about safety.



Messaging Tab

=

Communicating directly with
customers



Messaging allows customers to
connect with you directly (and
privately) through your business
profile with questions and
concerns.



A NEW Web Messaging













Top Performer Secrets

Messaging Best Practices



Messaging is a great way to connect
directly with customers, but before
you commit consider these things:

e Make sure you or someone you designate is
prepared to answer quickly. You don't need to
answer after hours, but how quickly you respond
can be important NOTE: If you don't respond within
24 hours you risk having the feature disabled.

Because it's now part of the app & desktop - you
can have multiple users/devices assigned 1o
answer questions

e Conversations aren’t public - but remember they
can be screen-captured



Top Performer Secrets

Monitoring Questions & Answers



(Not even in GMB!)

uestions & Answers
IS a public feature
which appears as
part of your Business
Profile. Anyone can
ask, and answer
questions about
your business.




Yes! Q&A

(SERP)




70,000,000+ Local Guides Worldwide

700,000+ Places Added/Mo.

Median Response 20 min.






But... they often
get answered
faster by Local
Guides than
they do by the
businesses, and
the Guides
aren't always
right.



Questions & Answers is also
generally full of some pretty crazy
stuff - so it's worth checking your
listing.

What possible penalty does she face?



What possible penalty does she face?






95% <15%

Of our 50,000 audited Have answers from the
listings had questions from business owner
customers



—

Make sure you
have noftifications
on and check
your answers
frequently.






After you've
provided your
OWN ANSWErS,
report the bad
answers in your
profile.



Post Your Own Questions & Answers!




Photos Tab

Managing Your Visual
Representation



Photos are a key
part of how
potential
customers make
decisions about
your business.



Businesses with

3 7 7% more than 100

. images have
H|ghe.r significantly
conversion higher conversion
rates.

https://searchengineland.com/new-research-shows-strong-link-between-google-my-business-photo-quantity-and-search-performance-320199



https://searchengineland.com/new-research-shows-strong-link-between-google-my-business-photo-quantity-and-search-performance-320199

They also have
291 % higher

Higher exposure rates
exposure suggesting that

photo volume (and
frequency) is an
important ranking
signal.

https://searchengineland.com/new-research-shows-strong-link-between-google-my-business-photo-quantity-and-search-performance-320199



https://searchengineland.com/new-research-shows-strong-link-between-google-my-business-photo-quantity-and-search-performance-320199

They also have higher
exposure rates -
suggesting that
photo volume (and
frequency) is an

Add 4-5 photos per
month for a

10-30%

Lift in exposures for important ranking
your business signal.

https://searchengineland.com/new-research-shows-strong-link-between-google-my-business-photo-quantity-and-search-performance-320199



https://searchengineland.com/new-research-shows-strong-link-between-google-my-business-photo-quantity-and-search-performance-320199

Top Performer Secrets

Photo Best Practices



1. INFORMATIVE

What would a potential visitor want to
know or see about this place?

Consider the scope, the scale and
the context of the place you're
capturing.




eye-catching? Consider color,
contrast, saturation, lighting, focus

1. INFORMATIVE

What would a potential visitor want to
know or see about this place?
Consider the scope, the scale and
the context of the place you're
capturing.

2. ATTRACTIVE

What makes this photo

and leading lines.



1. INFORMATIVE

What would a potential visitor want to
know or see about this place?
Consider the scope, the scale and
the context of the place you're
capturing.

2. ATTRACTIVE

What makes this photo

eye-catching? Consider color,
contrast, saturation, lighting, focus

and leading lines.

3. RECENT

Customers want to know what

things look like right now, the're
looking for reassurance - yes, this

place is open, yes it's safe, etc.




This photo is good! It's both

. . : This photo is bad. It isn’'t attractive -
informative and attractive. Easy to . : :
. s off-kilter horizon, muddy colors, and it
understand what it is, where it's taken o : : )
) isn't particularly informative -
from, bright colors good contrast,

good framing. unreadable signs/context.



111,277 views 10,757 views



Photo Best Practices

Only upload photos you
created or own the complete
rights to.

Upload at least 4K images
(3840x2160).

Don’t use filters - limit your edits
to brightness, color, contrast &
saturation.

Avoid seasonal images, unless
that's relevant to the location
you're shooting.



Photo Best Practices

e Keep your vertical and
horizontal lines as straight as
possible.

e Shoot mostly horizontal images
- the products make much
better use of them than portrait
images.

e Interiors without people are
preferred to those with people.
Avoid identifiable faces & PlII, or
have release forms.



Top Performer Secrets

Flag poor quality & irrelevant
images for removal






Top Performer Secrets

Use 360s and Virtual Tours To
Atiract Customers



360 degree imagery via Google
Street View is an important tool for
businesses, travelers and
destinations. Increasingly customers
are expecting to be able to “look
around” your business before they
decide to Visit.

A Especially true in 2020!



Free App

You can also
connect your
360s into virtual
fours that allow
customers to take
a walk through
your business.




Ricoh Theta V (About $400)









google.com/streetview/hire



https://www.google.com/streetview/hire/

Add 360s to your blog/website



Measuring Exposure &
Engagement



~nsigh’rs reporting fracks

customer exposures
and engagement
inside Google’s
platform - you can’f
get these numbers
anywhere else.



Audit Benchmark: 45% direct, and 55% discovery




Audit Benchmark: average exposures per month (was) 115,091




Audit Benchmark: conversion rate is 4.8%




Calculate your conversion rate

Total actions

15200 —

Total views

196,000

- \

7.75%



Average conversion rate (views vs. customer actions)

is just below 5%. High performers are up to 10%, low
performers are 3% or below.

N y
”'"' TSVARN]

i




Good indicator of intent!




Plan staffing and marketing




These reports are all available in the app




(Web Version Only)



(Web Version Only)



(Web Version Only)



A NEW Insights Formatting



A NEW Insights Formatting



Top Performer Secrets

Download Historical Insights



Date range options for
iInsights are limited to a
roling week, month or
quarter. Which means,
you can’'t compare
any data older than 90
days.



Build your own long-term reporting




Download Historical Insights (Web Only)







Best Practices

0,

Claiming Other Listings




Google Maps is
certainly the primary
source of business
Information, BUT...
Facebook = 38%
Your Website = 32%
Apple Maps = 16%

Article by Search Engine Land:
https://searchengineland.com/google-maps-the-
dominant-local-search-tool-followed-by-faceboo
k-and-yelp-325699#:~:text=1t%275%20n0t%20a %20
secret%20that,Survey%20consistent%20with%20tra
ffic%20data



https://searchengineland.com/google-maps-the-dominant-local-search-tool-followed-by-facebook-and-yelp-325699#:~:text=It%27s%20not%20a%20secret%20that,Survey%20consistent%20with%20traffic%20data
https://searchengineland.com/google-maps-the-dominant-local-search-tool-followed-by-facebook-and-yelp-325699#:~:text=It%27s%20not%20a%20secret%20that,Survey%20consistent%20with%20traffic%20data
https://searchengineland.com/google-maps-the-dominant-local-search-tool-followed-by-facebook-and-yelp-325699#:~:text=It%27s%20not%20a%20secret%20that,Survey%20consistent%20with%20traffic%20data
https://searchengineland.com/google-maps-the-dominant-local-search-tool-followed-by-facebook-and-yelp-325699#:~:text=It%27s%20not%20a%20secret%20that,Survey%20consistent%20with%20traffic%20data
https://searchengineland.com/google-maps-the-dominant-local-search-tool-followed-by-facebook-and-yelp-325699#:~:text=It%27s%20not%20a%20secret%20that,Survey%20consistent%20with%20traffic%20data

Market Share

Globally, Apple’s
market share is around
11% - Waze isn’t as
popular in NZ so could
be a little higher here.



facebook.com/business




fripadvisor.co.nz/Owners




Apple have
made huge
Investments in
Improving their
Maps in 2020



Business Listings

Whilst not used as often,
youU may have a
business listing here
which is worth paying
attention tfo.

Information comes from
Apple Maps or
Tripadvisor (in NZ)



Head to Apple Maps
Connect & sign in with
an Apple ID

https://mapsconnect.apple.com/



https://mapsconnect.apple.com/










Update Info



Thank you!



Yes,
A panda made
this.



Links available here:
hitps://milesparinership.co.nz/greatsouth/



https://milespartnership.co.nz/greatsouth/
https://milespartnership.co.nz/whanganuigdmo



