
Make Sure You’ve Claimed 
Your Business
Search for your business in 
maps and look for this icon.
If you see it - you’ll need to claim your 
business listing to get access to many of the 
features.



Sign in with account which will 
“own” the listing. 

Start with this link: 
https://business.google.com/create/pvp 

Enters the unique verification 
code provided to you, process 

is completed. 

Verification Codes How To

business.google.com/create/pvp  

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


Uncovering the

Secrets
Of the Most Successful Business Profiles Online 
A best-practices workshop to improve your  business positioning  



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. C.A. Clark

GM Auckland Office



In addition to more traditional agency 
services, we provide support across a 
wide variety of Google Products, to 

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



238+
Destinations in our 
support program

74,500+
Businesses and POI 

audited and 
analyzed

5,000+
Businesses have 

attended in person 
workshops 



Programme 
overview 



Destination Optimisation 
& Operator Digital 
Capability



               Education & Training

               Content Capture

               Support

               Audit & Analysis

Four program 
components to help 
Samoa Tourism
understand, maximise 
and measure their digital 
marketing exposure.



               Audit & Analysis

66%

33%

Of business listings were 
incomplete 

Of audited listings are not 
on Google or Apple Maps

55% Of incomplete listings are 
missing a website

22% Only of business listings are 
Verified



               Education & Training



No Google Street View in Samoa!

               Content Capture



Street View is 
important for its visual 
aspects - helping 
potential visitors to 
discover and 
understand the 
destination prior to 
their trip...

Value of Street View



…but it also provides tremendous 
additional value. Updating the underlying 
map data layer - adding new roads, 
removing closed roads, updating road 
names, changes to traffic flow, improve 
directions, navigation and wayfinding for 
all users. 

Benefitting:

● Visitors
● Locals
● Business Owners
● Tourism
● Economic 

Development



               Content Capture



               Support

STA Contact
kristian@samoa.travel



milespartnership.co.nz/samoa-optimisation/

https://milespartnership.co.nz/samoa-optimisation/


We’re here to help you
maximise exposure and 

conversion
for your business online! 



How do consumers
research online?
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Your Advertising

Your Social 
Channels

Your Website



GOOGLE

        Air BnB

Wikipedia
Yelp

YouTube  Facebook

Your Social 
Channels

Your Website

Your Advertising



Important sources of 
information about your 
business!
❏ Google My Business
❏ Facebook for Business
❏ Instagram for Business
❏ TripAdvisor
❏ Apple Maps
❏ Samoa.Travel 
❏ Airbnb 



● Facebook has more than 2.7 billion monthly 

active users across mobile, desktop and app 

platforms

● 76% of surveyed 18-34 year old travelers who 

are weekly users of Facebook use Facebook 

for travel-related activities 

Facebook



● The Maps product generates 3 billion 
direct connections between businesses 
and users per month.
(Google’s Economic Impact data, 2019)

● 79% of consumers who use navigation 
apps as part of leisure travel use Google 
Maps.
(Skift Report, Deep Dive into Google, 2020)

● 67% of survey respondents cited use of 
Maps’ “Explore Nearby” feature as part of 
researching or booking a recent trip.
(Phocuswright, Travel Technology Survey, Q4 2019) 

Google & Google Maps



● TripAdvisor has 463 million unique visitors 

monthly across mobile, desktop and app 

platforms

● According to a customer survey in May 2020, 

have spent up to five hours in the last week 

planning their next trip post COVID-19

● 53% of respondents said they would do more 

research when planning their trip post 

COVID-19

Tripadvisor



Covid Recovery



Travel for Health & Wellness

78%
of respondents indicate 

wanting to travel in 2021 to 
relieve the stresses from 

2020

https://www.americanexpress.com/en-us/travel/fine-hotels-resorts/get-inspired/global-travel-trends

American Express Travel: Global Travel Trends Report

Extended Stays

54%
of respondents say that the 

freedom and flexibility of 
being able to live and work 
while traveling the globe is 
more appealing now than it 
was prior to the pandemic.

Privacy Focus

79%
of respondents said privacy 

was the most desirable luxury 
amenity

The Post-Pandemic Traveler



Lesser Known Destinations

69%
of respondents are interested 

in visiting lesser-known 
destinations

https://www.americanexpress.com/en-us/travel/fine-hotels-resorts/get-inspired/global-travel-trends

American Express Travel: Global Travel Trends Report

Backing local business

77%
agree that they want to be 

more conscious about 
supporting small, local 

businesses while traveling

Sustainability

68%
Of consumers agree they are 

trying to be more aware of 
sustainability-friendly travel 

brands to support

The Post-Pandemic Traveler



The Post-Pandemic Traveler

Digital is even more 
important now than it was 
pre-pandemic. Huge 
growth in e-commerce and 
digital channels during 
2020. 



86%
82%

of consumers say cleanliness will be very 
important when selecting an 
accommodation after COVID-19

say that the disinfecting of high-contact 
surfaces will be a very important 
consideration when deciding to book tours, 
activities and attractions

Source: https://www.tripadvisor.com/Covid19WhitepaperMay2020

Consumer Confidence

https://www.tripadvisor.com/Covid19WhitepaperMay2020


Facebook’s COVID-19 Update feature 
was created to help businesses share 
specific information related to pandemic 
circumstances and response. 

The functionality is the same as making a 
regular post on Facebook, but you can 
specifically indicate information is 
COVID-related. This type of post will 
have more visibility than a regular piece 
of content you’d share.  

You can access this feature via your 
business’s Facebook page (it needs to be 
a Business Page and not a profile).



Tripadvisor COVID-19 
Updates

Tripadvisor has added a COVID-19 
Response Center that allows 
businesses to share specific 
messages with consumers who are 
viewing businesses in the platform. 



NEW health & safety attributes

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

Mask required

Reservations required

Staff get temperature checks

Staff wear marks

Temperature check required



Visiting Friends and 
Relatives (VFR) will 
be the first to return, 
as we have seen in 
AUS, Cooks and 
globally.  Be prepared 
to give VFR reasons 
to visit your business. 



Platform Dominance



1. YouTube
2. Facebook
3. Google Search
4. Google maps
5. WhatsApp3 of the top 5 

most-downloaded apps are 
Google properties



Google’s 
Market Share:

94.61%
As of March 2021, 

specific to Oceania 
market



“Zero Click” Searches

“Zero clicks” 
includes actions 

taken in your GMB 
profile like click to 

call, ask for 
directions, etc. 



Google is the world’s most 
important online travel 

platform:

90%
Use Google at some 

point in their trip 
planning process

*2019 Consumer Travel Research, Phocuswright. Research of US, Canada, Australia, New Zealand & key Western European travel markets



What do the 
best performing 
business profiles 

look like? 



Google My Business listings 
audited and analysed 

globally. 

50,000
Google My Business listings 

directly managed by 
Miles across hospitality, 
restaurant and retail. 

150
Over More than



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.

25,518,074
Annual Online 
Audience

Including: 

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

Case Study



25,518,074
Annual Online 
Audience

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.

Case Study



85%
Of total online 

audience 
Information provided by Nicole Woods for Independence Visitor Center Corp.



Result of a search 
for a keyword + a 

location

The Local Pack



The Local Pack

But why 
these three 
business 
profiles? 



DISTANCE

PROMINENCERELEVANCE



Google My Business Signals33%



GMB “Signals” include:

● Primary GMB category
● Additional GMB categories
● Physical address in city of 

search
● Completeness of GMB 

listing
● Verified GMB listing

Google My Business Signals



Hotel Finder

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

include stay, hotel, 
accommodation, etc. 

*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



Free Marketing Academy
& GMB Check up Tool



Local Marketing Academy 
● Online library of educational and how-to 

materials specifically created for tourism 
businesses supporting various aspects of 
successful digital marketing.

● Businesses can track their progress through the 
content and earn “badges” for the quantity of 
content they read

● Academy contains “Ask a Question” feature 
that is monitored by the Miles team

● Content is updated and expanded on a regular 
basis by the subject-matter experts at Miles 
Partnership

●

b.link/samoamarketingacademy

https://b.link/samoamarketingacademy


b.link/samoatourismgmb 

https://b.link/samoatourismgmb


Free Facebook 
Learning Group



Go through the Guides 
section and post your 
questions for 
additional support

Support

www.facebook.com/groups/samoatourismonlinetraining/



Questions? 



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.

Skye Van den Oever
Digital Projects Lead



Online  
visibility



Search 



Other Players in Search
● Google: By far the biggest driver of online visibility for 

your business

● YouTube: Recommendation engine aims to show users 
other relevant content they might be interested in - all 
trying to keep users on the platform

● Bing: Default platform on Microsoft devices, as well as 
powering Cortana (think voice search) and Microsoft 
Edge. Other devices like Amazon’s Kindle and Apple’s 
web results for Siri and Spotlight Search, use Bing.

● DuckDuckGo: Still a choice for users who do not wish 
to be tracked online

● Yahoo: (Powered by Bing) 0.74% share of the market



Keyword + Location



How to.... ?

Why… ?

What… ?



Entity aka Brand or 
Business name



Entity aka Brand or 
Business name



The Local Pack

But why 
these three 
business 
profiles? 



DISTANCE

PROMINENCERELEVANCE



Google My Business Signals33%



Business profiles are shown in search 
& maps mobile & desktop 

business profiles 
drive more exposure 

and more engagement



GMB “Signals” include:

● Primary GMB category
● Additional GMB categories
● Physical address in city of 

search
● Completeness of GMB 

listing
● Verified GMB listing

Google My Business Signals



Make Sure You’ve Claimed 
Your Business
Search for your business in 
maps and look for this icon.
If you see it - you’ll need to claim your 
business listing to get access to many of the 
features.



Sign in with account which will 
“own” the listing. 

Start with this link: 
https://business.google.com/create/pvp 

Enters the unique verification 
code provided to you, process 

is completed. 

Verification Codes How To

business.google.com/create/pvp  

Contact STA to have your 
business added to Google 

Maps 

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


Download 
the Google 
My Business 
App



Some Features Vary!



Info Tab

Verification and Completeness



<1%
But less than 1% of top 
performing listings are 

unverified. 

23%
Of the 50,000 listings audited, 

23% were unverified, and 
(therefore) unmanaged. 



               Audit & Analysis

66%

33%

Of business listings were 
incomplete 

Of audited listings are not 
on Google or Apple Maps

55% Of incomplete listings are 
missing a website

22% Only of business listings are 
Verified



Make Sure You’ve Claimed 
Your Business
Search for your business in 
maps and look for this icon.
If you see it - you’ll need to claim your 
business listing to get access to many of the 
features.



0%
No top performing business 

profiles have incomplete
information

43%
Of audited listings are 

incomplete, missing some 
basic information



               Audit & Analysis

66%

33%

Of business listings were 
incomplete 

Of audited listings are not 
on Google or Apple Maps

55% Of incomplete listings are 
missing a website

22% Only of business listings are 
Verified



Make sure your 
information is 
complete and 
accurate. 

Check Your:

❏ Business Name
❏ Address
❏ Phone Number(s)
❏ Website(s)
❏ Hours



“For the past few months or 
so, Google seems to have 
been auto populating the 
services section of your 
Google My Business listing. 
It is believed that Google is 
pulling the services based 
on the content of your web 
site.”

Seroundtable.com

https://www.seroundtable.com/google-my-business-auto-populating-services-30929.html


Top Performer Secrets

Keeping on top of hours



Accurate Hours 
are critically 
important



Hours are the 2nd most 
commonly missing item

19%
Of incomplete listings 
in our audit of 50,000 
were missing hours.



        NEW Update Message



NEW Detailed Hours Options

Regular 
hours

More hours

Special 
hours



NEW Detailed Hours Options

Access Brunch Delivery Drive Through Happy hours Kitchen

Online service hours Pickup Senior hours Takeout



“More hours” 

Only appear 
under whatever 
you have set as 
your regular hours. 



Keep “Special hours” up to date



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. 

Holiday Hours Reminders



Hotel check-in/out times



Top Performer Secrets

Using Service Areas



Service Area Businesses



Service Areas



Top Performer Secrets

Categories, Attributes & 
Description



DISTANCE

PROMINENCERELEVANCE



4,031
English 
categories 
currently
+80 vs. 2020



● Basket supplier
● Bird control service
● Bouncy Castle Hire
● Cat Hostel
● Gravel Pit
● Goldfish Store
● Hubcap Supplier
● ...

Example Categories



Check for new categories too



Adding relevant categories 
can significantly expand 

where your business shows 
up, and provide access to 

additional features. 



Attributes





        NEW Hotel Attributes



        NEW Hotel Attributes





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

Dine-in

Takeout

Delivery  or  No contact delivery

Pickup  or  Curbside pickup

Recent attributes



NEW health & safety attributes

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

Mask required

Reservations required

Staff get temperature checks

Staff wear marks

Temperature check required



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

● Online classes 
● Online appointments
● Online estimates

 

        NEW Online Attributes



    Business Description



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

Positive for consumer 
trust!

NEW Opening Date in Local Pack



DISTANCE

PROMINENCERELEVANCE

    Maximising Relevance

1. Add additional 
categories

2. Check for relevant 
attributes

3. Use business 
description

4. Encourage reviews 
(more on this later!)



Top Performer Secrets

Menus, Services & Products



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



Menus



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”



NEW Services Layout



Products



Products



CTA Buttons



Products



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

Tip: Try adding “beer garden” if 
you’re a restaurant (and could 
legitimately claim that offering) 

to get access to products. 



b.link/samoatourismgmb 

    Further Help 

https://b.link/samoatourismgmb


Best Practices

Claiming and Updating Apple 
Maps Listings



Apple have 
made huge 
investments in 
improving their 
Maps in 2020



Whilst not used as often, 
you may have a 
business listing here 
which is worth paying 
attention to.
 
Information comes from 
Apple Maps or 
Tripadvisor (in NZ) 

Business Listings



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

https://mapsconnect.apple.com/

Claiming

https://mapsconnect.apple.com/


Claiming



Claiming



Claiming



Update Info



Best Practices

Search Engine Optimisation
(SEO)



But why 
these ten 
websites? 



AUTHORITYRELEVANCE

CRAWLABILITY
1. Relevance: Keywords 

& copy featured
2. Authority: Other 

websites linking to 
yours

3. Crawlability: More 
technical aspects that 
will be managed by 
your website platform

 ORGANIC SEARCH



Crawlability

Most common website 
platforms such as 
WordPress, Wix, Drupal 
& SquareSpace will 
handle this for you.



Relevance

● Create copy on your website that talks about 

each of the services / product you offer. 

Consider have each service on it’s own page. 

● Include a mix of text and images/video. Text 

should be at least 600 words per page. 

● Make sure to link to other helpful content on 

your site to keep users on your site and to help 

them find useful information easily

Organic Search



Authority

● Look for opportunities for other website to link 

to yours. 

● Check all relevant local listing websites 

(including Samoa.Travel) and make sure they 

include a link to your website

● Do not engage in buying links!!!

Organic Search



● Google also offers its 
own free website 
builder

● Available via your GMB 
Dashboard  

BONUS: GMB Website





Best Practices

Website Design Best Practices



Websites Best Practices

● Opt for simple navigation
● Use visual elements
● Include social media 

buttons
● Include photo gallery
● Mobile friendly
● Contact details
● Write strong calls to action 

& clear instructions on how 
to book



Best Practices

Optimising Videos for YouTube



YouTube ● YouTube Videos can be 
surfaced via web search, video 
search

● Or via the YouTube website or 
mobile app



● The Google ecosystem favours 
longer, more information-rich 
content than social channels.

● YouTube’s “Recommendation 
Engine” shows users similar 
videos 

● Titles: Be descriptive about 
what is in the video

● Descriptions: Same as above, 
the more detail the better

● Thumbnails: Use branded, 
eye-catching headings / 
graphics to stand out



● The Google ecosystem favours 
longer, more information-rich 
content than social channels.

● Titles: Be descriptive about 
what is in the video

● Descriptions: Same as above, 
the more detail the better

● Thumbnails: Use branded, 
eye-catching headings / 
graphics to stand out

● Add subtitles to any audio or 
voice overs (native YB feature)

YouTube



● We have provided a link to 
document containing some 
great tips to help optimise 
your YouTube videos. 

    Further Help 

b.link/samoamarketingacademy

https://b.link/samoamarketingacademy


Social Media



Deepen Relationships

Support Your Customers

Make New Connections

Join Conversations

Earn Trust

  

Why Social Media?

Image credit

https://nuvew.com/digital-tips-earning-customer-trust/


You don’t need to be 
everywhere.

  

Choose Your Channels

Image credit

https://www.revm.com/blog/improve-content-marketing-with-buyer-persona


You need to be where your 
customers are &

where they want to interact 
with you

  

Choose Your Channels

Image credit

https://www.revm.com/blog/improve-content-marketing-with-buyer-persona


Largest social media network in the world: 2.5 
billion monthly users

● 11.5 mill users in Australia and 3.2 mill in NZ
● Communicate across different kinds of content

○ Photos, video, updates, check-in, stories, sharing 

● Create and promote events 
● Live Broadcasts
● Q&A Functionality
● Older audience
● Advanced ad targeting









Considerations

● Crowded. Organic posts have limited visibility 

● Keep your business page information current & 
respond to reviews, no matter your social 
strategy 



Photo and video sharing platform. Part of the 
Facebook product family.

● 2 mill users in NZ and 10.5 mill in Australia
● Highly engaged audience
● Stories offer quick, visually-rich narrative, 

inspiration in inside perspective
● Real-time “Go Live” with customers
● Q&A functionality
● Ad types include shopping ads
● Hashtags build visibility
● Top channel for partnering with influencers





Post Story Live



Considerations

● Make sure there’s a healthy balance of 

quantity and quality content.

● Limited ability to build website traffic, 

requires ongoing quality imagery 



Create & share short videos and slideshows with 
templates, using music, voice effects and other 
features.

● Fastest growing social platform since 2020
● AI-based content delivery
● 2.6 billion app downloads 
● #travel - 38.8 billion views
● #travelbubble - 99 mill views
● Very popular among younger demographics

Considerations. Limited ad offerings, limited reach 
amongst adults 



Support

Marketing 
Academy 

b.link/samoamarketingacademy 

https://b.link/samoamarketingacademy


Other Partners



Listing Consistency

Make sure your business is 
listed in all the appropriate 
partner sites
Remember NAP! Keep your information 
up to date and consistent!v



Monitor Ratings & Reviews

Remember to monitor your 
ratings and reviews across all 
relevant partner sites
You don’t want to have a 
4.9 star rating on one 
platform and a 2.5 on 
another!



Questions? 



Content
creation



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.

Maria Rial
Digital Specialist



Phone Photography
& Video Basics



Phocus on one subject 

● Tap the screen of your phone to 
focus the camera on your 
subject — that way the lighting is 
optimized

● The brightness, contrast, 
saturation and cropping of the 
photo can be adjusted from your 
phone

Photo credit

Photo Tips

https://www.instagram.com/p/CK9jJPvsF3w/


Use ‘negative space’ 

● This is the area in between 
and around your subject: 
open sky, a large field, 
water

● When you include 
negative space your 
subject will stand out

Photo credit

Photo Tips

https://www.instagram.com/p/CPbePtICEtR/


Find different perspectives

● Try taking photos from an 
unexpected angle to 
make them more 
memorable since most 
mobile photos are taken 
either straight -on or from a 
bird's eye view.

Photo credit

Photo Tips

https://www.instagram.com/p/Bl77kZyB-Gq/


Look for repetitive patterns 

● Repetitive patterns are 
pleasing to the eye and can 
make a strong visual impact: 
lines, geometric shapes, 
forms, and colors. 

Photo credit

Photo Tips

https://www.instagram.com/p/BwUbc82BebB/


Avoid Zooming in 

● Images can appear grainy 
or pixelated 

● Use the cropping function 
in your phone instead, you 
won’t compromise quality

Photo Tips



It’s the little things

● Close-up images that 
capture small and 
delicate details can 
create compelling 
visual content. 

● Look for appealing 
textures and patterns.

Photo credit

Photo Tips

https://www.instagram.com/p/CP1I4dCIfLz/


Evoke emotion

● Let your images say 
something positive. The 
first stage of travelling is 
dreaming
 

● Will it make people 
giggle? Is it unexpected? 

Photo credit

Photo Tips

https://www.instagram.com/p/BwUbc82BebB/


● Portrait mode will fit most specs

● Keep your videos short and engaging

● Make the first seconds really stand out

● It there’s talking, add subtitles

● Look for natural lighting

● Consider using an external microphone

● If you include music, make sure you are 

allowed to use it

● Focus on the story

VIdeo Tips



Video Editing Apps



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. 



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.



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 
informative and attractive. Easy to 
understand what it is, where it’s taken 
from, bright colors good contrast, 
good framing. 

This photo is bad. It isn’t attractive - 
off-kilter horizon, muddy colors, and it 
isn’t particularly informative - 
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.



Photo Best Practices
● Keep your vertical and 

horizontal lines as straight as 
possible.

● For GMB shoot mostly horizontal 
images - the products make 
much better use of them than 
portrait images.

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



GMB - Posts 



Posts Tab

Posting Content



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



<18%
Of our 50,000 audited 
listings were actively 
using posts, and less 
than 50% have used a 
post ever.

Audit Benchmark



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



Posts no longer expire 
after 7 days! 

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

NEW Posts Don’t Expire





Book

Order online

Buy

Learn more

Sign up

Call now



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

This is between a banner ad 
at 0.5% 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 to 
your call-to-action button. 



Best Practices for using GMB Posts:
● Keep two posts live at a time to 

maximize view rate for your 
content. More than two will reduce 
viewability of your oldest post.

● 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. 



COVID-19 POST TYPE

New COVID-19 update 
post type, which has 
limited options 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.  



GMB- 
Ratings, Reviews & Replies



Reviews Tab

Ratings, Reviews and Replies



Customer reviews are 
posted by users 
directly to your 
Business Profile. They 
appear wherever your 
profile appears, and 
are the source of your 
“star rating”. 



57%
Of consumers would 
only consider using a 
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


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


DISTANCE

PROMINENCERELEVANCE



Review Signals



Customer reviews 
also now appear 

prominently in maps 
under “Explore”

Changes to Google Explore



Top Performer Secrets

Calculating your rating “vector”



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

Rating “Vector”

4.4
4.53

Overall

On the rise
Great!

Last 15



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

Rating “Vector”

4.4
4.42

Overall

Holding Steady
No Worries

Last 15



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

Rating “Vector”

4.4
4.10

Overall

Downward trend
Better find out why!

Last 15



Top Performer Secrets

Responding To Reviews



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

Reply to 30% of 
reviews to achieve 

80% higher 
conversion rates 
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


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

80% 
of unhappy 

customers were 
won over with the 

right response
Reputology poll





🚫 Reviewing your own business

🚫 Current or former employment 
experience

🚫 Competitors trying to 
manipulate your ratings

Flagging Reviews 
● Spam and fake content
● Off-topic
● Restricted content
● Illegal content
● Sexually explicit content
● Offensive content
● Hate speech
● Harassment and bullying
● Impersonation
● Conflict of Interest

🚫 Content attributed to another 
individual, company or 
organisation.





support.google.com/business/gethelp 

Getting Help with Reviews

There are ways to get 
help through GMB 

support, but manage 
expectations, 

particularly right now.

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


support.google.com/business/workflow/9945796 

NEW Manage Reviews tool

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


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. 



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 unique, and have to 
be based off :
● display name
● existing branding
● current custom URLs 
● name of your linked website

NEW!



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

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


marketingkit.withgoogle.com

https://marketingkit.withgoogle.com/








GMB - Messages



Messaging Tab

Communicating directly with 
customers



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



NEW Web Messaging



Set It Up







Top Performer Secrets

Messaging Best Practices



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

● 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 to 
answer questions

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



GMB - Q&A



Top Performer Secrets

Monitoring Questions & Answers



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



NO Q&A
(Maps)

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. 



<15%
Have answers from the 

business owner

95%
Of our 50,000 audited 

listings had questions from 
customers



Make sure you 
have notifications 
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!



Content Best Practices



Demographics

Geography

Income

Purchase Behavior

 Interests / Motivators

Pain Points / Concerns
  

Who is Your Audience?

Image credit

https://estherjacobs.info/en/speaker/more-impact-and-influence-on-social-media/


Consider creating 

“personas” for 3 to 5 of your 

typical customers to create 

focus and structure of 

content.

  

Who is Your Audience?

Image credit

https://www.revm.com/blog/improve-content-marketing-with-buyer-persona


  Who Visits Our Museum?

Local Retirees

Motivators: Keeping 
active, Community 
involvement, Dining, Golf

 

Vacationing Families

Motivators: Enrichment, 
Keeping the kids busy, 
Value, Safety

 

Academics

Motivators: Subject-matter 
expertise, availability of 
resources

 



You don’t need to be 
everywhere.

  

Choose Your Channels

Image credit

https://www.revm.com/blog/improve-content-marketing-with-buyer-persona


You need to be where your 
customers are &

where they want to interact 
with you

  

Choose Your Channels

Image credit

https://www.revm.com/blog/improve-content-marketing-with-buyer-persona


● Search for yourself in 
Google & in social networks
○ Check-ins to your location
○ @ Mentions of your business
○ Impostor accounts

● Competitors’ profiles
● Follow hashtags
● Set Google alerts 
● Listening/management 

tools (Hootsuite, Sprout 
Social, Buffer, Sendible etc.)

  

Listen & Learn

Image credit

Start asking your customers which 
platforms they use and where they 

would look for you

https://socialmediaexplorer.com/content-sections/news-and-noise/4-case-studies-of-brands-that-discovered-the-wonders-of-social-listening/


● Allocate funds for 

ads/promoted posts

● Budget for graphics or 

production

● Yours & your employees’ 

time isn’t free

● Be prepared to respond in 

near-real time
  Budget

Image credit

https://www.google.com/url?sa=i&url=https%3A%2F%2F99designs.com%2Fblog%2Fbusiness%2Fgraphic-design-budget%2F&psig=AOvVaw1_342fBrEyzuC0OVwAtXnO&ust=1607456907765000&source=images&cd=vfe&ved=0CAIQjRxqFwoTCLCUmOTRvO0CFQAAAAAdAAAAABAD


Will you engage influencers?

● Paid sponsored post

● Free products for review

● Co-branded product with an 

influencer
  

Budget

Image credit

63% 
of consumers trust 
an influencer over 

brand claims

Edelman trust Barometer Report

https://www.google.com/url?sa=i&url=https%3A%2F%2F99designs.com%2Fblog%2Fbusiness%2Fgraphic-design-budget%2F&psig=AOvVaw1_342fBrEyzuC0OVwAtXnO&ust=1607456907765000&source=images&cd=vfe&ved=0CAIQjRxqFwoTCLCUmOTRvO0CFQAAAAAdAAAAABAD


  20,000 is the New 2 Million



Image credit

● Build long term relationships 

and look for brand alignment 

● Repurpose influencer content 

in your channels

● Run influencer campaigns with 

different sizes of influencers

● Use discount codes or unique 

links to track purchases

Influencers  

https://www.prweek.com/article/1595058/nano-influencers-overtake-micro-macro-nz


Storytelling is the key to great content



● Write like you talk

● Curate & share authentic 
experiences

● Include a call to action

● Be consistent, not repetitive 
across channels

● Use the right hashtags

● Use a mix of content types

  

Tell Your Story



Promote Your 
Business

Inform, Educate 
or Entertain

  80/20 Content Mix 

Share Ideas & 
Stories of Others

Tell Personal 
Stories

Promote Your 
Business

  Rule of Thirds



● Use the right hashtags

● Tag other businesses 

Content Tips



● Add a call to action 

● Provide offer details 

● Ensure a staff member is 
available to reply to 
comments

Content Tips



● Showcase your staff 

● People like people

● Provide behind the 
scenes content through 
Stories 

Content Tips



● Use different content 
formats like video or live 
broadcasts

● Create and promote 
Events on Facebook 

Content Tips



Showcase Fa’a Samoa culture 
Content Tips



● Produce content for 
your audience

● Use the right hashtags 
#samoaweddings

● Tag photographers, 
florists, cake businesses

● Reshare content

Content Tips



Content Tips

● Reshare Samoa 
Tourism content 

● Use #BeautifulSamoa
● Create your own 

brand hashtag and 
use it consistently



Questions? 



Fa’afetai!



Links available here:
https://milespartnership.co.nz/samoa-optimisation   

Update 

https://milespartnership.co.nz/samoa-optimisation

