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Legal Stuff 

I don’t like fine-print any more than you do.  But that doesn’t matter much to my 

lawyer, who started breathing down my neck to include some limitations, 

stipulations, whereins, forthwiths, and heretofores.  She’s an ogre, and I really 

don’t want to find out what it’s like to get on her bad side, so… 

Below is a Terms of Use.  I’d sure appreciate your reading through it. 

-Phil Rozek 

Terms of Use 

The information contained in the following materials and in all supplemental, related, or otherwise-referenced 

materials is based on sources and information reasonably believed to be accurate at the time it was produced.  

However, this material deals with topics that are continually changing and that are subject to ongoing changes in 

and changes related to Internet technology, the marketplace, and legal and related compliance issues.  Therefore, 

the completeness and current accuracy of the materials cannot be guaranteed.  These materials do not constitute 

legal, compliance, financial, tax, accounting, or any other business-related advice. 

All users of this information should therefore use the contents of this program and the materials as a general 

guideline and not as the ultimate source of current information.  During the implementation of the information 

contained herein and otherwise when appropriate the user should consult his or her legal, accounting, or other 

advisors.  All case-studies, examples, illustrations, and written and other instructions are not intended to guarantee 

or imply that the user will achieve similar results.  Your (the user’s) results may vary significantly, and factors such 

as your market, your personal effort, your marketing budget, your other marketing efforts, and many other 

circumstances may cause results to vary.  The creator of these materials does not warrant that any of the 

information will produce a particular result - economic or otherwise - or that it will be successful in creating 

particular marketing or sales results.  Those results are your responsibility as the end user of the product.  In 

particular, the creator of these materials shall not be liable to the user or any other party for any damages, costs, 

or other potential consequences of any kind, including but not limited to indirect, consequential, special, incidental, 

or other costs or damages. 

All materials contained or referenced herein, unless otherwise indicated, are the original and sole intellectual 

property of Philip A. Rozek.  Any reuse, resale, duplication, distribution of or un-credited reference to any of the 

materials contained in or referenced by this document constitutes a violation of the Copyright and Terms of Use of 

this document, unless specified otherwise in writing by the creator of the materials. 

The reading, use, or consumption of the information in this document implies that the user has read and agrees to 

the Terms of Use. 

 

 

Thanks for wading through that.  Now let’s get to the good stuff. 
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Why I’ve written this guide, and what to expect 
 
I’m writing this free guide to help both you and me: 
 

You want the phone to ring.  You know one of the best ways to do that is to 
get your business more visible online - more specifically, visible to local 
people who are searching for what you offer.  This guide can help you do 
that. 

 
If I force myself to articulate something, I understand it a little better.  Also, 
all my clients and other good fortunes have come to me because I try to 
offer useful stuff without expecting anything. 

 
The local search results - particularly Google’s - are tricky and filled with little 
mysteries.  Neither I nor anyone else has them “figured out,” and probably never 
will.  For one thing, they’re constantly changing.  But what I can do is share what 
I’ve learned so far, about how a business can carve out some territory on the “local 
map.” 
 
Because I may not know you personally just yet, I’m making a few assumptions: 
 

• You don’t know much - or anything - about local search or how to get visible 
there.  If you’re somewhat familiar with it, great; the guide should fill in a 
gap or two. 

 
• You don’t mind reading stuff that addresses your challenges and questions.  

I’ve tried to describe the steps succinctly.  You’ll see cases where I link to a 
resource that explains a point in more detail, so we can keep things moving 
(I really suggest you click on those links).  Still, I’ve got to assume you’ve 
got both boots in the stirrups if I’m describing ways you can grow your 
business. 

 
• You’re focusing on Google.  Of course, it’s worth doing what you can do get 

found in Bing, Yahoo, Apple Maps, and beyond.  But it’s a matter of priorities.  
By the way, most of the steps that help you in Google also help you 
elsewhere. 

 
• It’s likely your business is in the US.  Most of my clients are American, so of 

course I’m going to use that as a starting point.  But I’ve also worked with 
business owners from far and wide.  In case you’re one of them, I’ve tried to 
include non-US-specific where applicable.  Fortunately, most of the steps are 
the same anywhere. 

 
• You have finite resources.  There are a couple of low-cost tools I highly 

recommend, but the only thing you need that costs even a little money is a 
website.  

 

http://localvisibilitysystem.com
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• You have one location or maybe a handful of locations.  Even if you have 
many locations, the get-visible process is very similar. 

 
• You know you can shoot me an email if something in here puzzles you.  (I 

can’t promise an in-depth reply, but if you have a specific question or two, I 
should be able to take a good crack at it.) 

 
I look forward to hearing how you like the guide. 
 
Enjoy! 
 
Phil Rozek 
localvisibilitysystem.com 
 
 
 
 
 
  

http://localvisibilitysystem.com
http://localvisibilitysystem.com
http://localvisibilitysystem.com/contact
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Step 1: Lay the groundwork 
 
There a few things to do to set yourself up for great local visibility.  The main one is 
to understand some principles.  Let’s go over those first. 
 
First of all, if you are at all unclear about what “local search” or “local SEO” is, 
please take a minute to read this excellent post: 
 
What is Local SEO? - Mary Bowling 
 
“Local search” is an umbrella term.  It refers to any case where someone goes to 
Google and types in a search that makes Google think, “Oh, this person’s looking 
for a local business.”  It refers any time someone uses the Apple Maps app on an 
iPhone to look for a nearby towing company or coffee shop.  It refers 
 
But in this guide I’m focusing on Google’s local search results.  Not only that; I’m 
focusing on a specific type of search result in Google:  The “Google+ Local” results 
- AKA “Google Places,” AKA “Google Maps.”   
 

 
 

 
(As you may know, Google has flip-flopped over exactly what to call them.) 

http://www.localvisibilitysystem.com/
http://localu.org/blog/what-is-local-seo/
http://searchengineland.com/google-places-is-over-company-makes-google-the-center-of-gravity-for-local-search-122770
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There are also the local organic results - where local businesses can also show up.  
I’ll be touching on these, but focusing on how you can get visible in the maps-style 
listings, which are usually much more prominent in Google. 
 

 
 

 
Now that we’re on the same page about what “local search” is, let’s go over those 
principles I mentioned a minute ago. 
 
I’m not going to explain each one to death, because there are a lot of points to 
touch on.  You can contact me if you’ve got a question or two.  (And if you really 
want to know more, read every post I link to.) 
 
Here are some basic truths you need to know in order to succeed (in no particular 
order): 
 

Local search is complicated.  Getting visible to customers there will take 
some time, work, and patience.  You can’t get something for nothing. 

 
Read, understand, and follow Google’s rules and those of every other site 
you encounter.  You are on rented property.  You do not own your listings.  
Google, Bing, Yahoo, Facebook, Yelp, YellowPages, and other sites do.  
Ultimately, you have no choice but to play by their rules.  (Well, you don’t 
have to, but you’ll save yourself a lot of anguish if you do.)  The only thing 
you truly own online is your website. 
 

http://www.localvisibilitysystem.com/
http://moz.com/blog/understand-and-rock-the-google-venice-update
http://moz.com/local-search-ranking-factors
https://support.google.com/places/answer/107528?hl=en
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If you have an e-commerce business, don’t bother trying to get on the “local 
map.”  For one thing, you’ll need a real address.  You could use your home 
address, if you wanted to.  But the bigger issue is that if you’re truly e-
commerce, most people aren’t searching locally for what you offer.  Your 
customers probably aren’t local 
 
If you work from home and absolutely don’t want anyone to know your 
address, don’t bother.  You can “hide” your address from showing on your 
Google listing and on most other sites, but it will almost certainly show up 
somewhere online. 
 
It takes time - usually months - to get visible in local search.  Put in the work 
before you need customers.  It’s better to dig the well before you’re thirsty.  
If you can’t wait, start paying for the ads of your choice (and put local SEO 
on the back burner) . 
 
It takes work.  A lot of work if you’re a do-it-yourselfer.  Even if you pay an 
expert to help, there are some steps you’ll still have to be personally 
involved in. 
 
Set low expectations if you relocate your business every couple of years.  
The sooner you can nail down your permanent business name, address, and 
phone number, the better. 
 
You can’t pick the geography you’re visible in. 
 
You can’t “target” as many keywords as you’d like.  Your job is to convey to 
Google and to other sites the basic families of terms that describe your 
business or services. 
 
For the reason I just mentioned, keyword-research generally isn’t as 
important in local SEO as it is in organic SEO and in pay-per-click advertising 
(PPC). 
 
You won’t be able to track leads as much as you’d like to.  If you have an 
email-list opt-in form on your site and do a little fancy footwork, you may be 
able to get a sense of how many customers or leads found you in the local 
results versus elsewhere.  If you get an SEO who insists on call-tracking 
numbers, show him the door. 
 
Things change all the time, especially in Google: the rules, the different ways 
the search results appear, and of course the rankings.  Local-search visibility 
is a moving target. 
 
Intimately related to the above point: you will run into many bugs and 
snafus.  Especially in Google.  There’s nothing you can do about it, except to 

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/2013/04/22/private-local-citations-where-can-you-list-your-business-but-hide-your-address/
http://www.localvisibilitysystem.com/2013/01/31/how-long-local-seo-takes-the-short-version/
http://www.localvisibilitysystem.com/2013/11/04/the-one-truth-about-local-seo-i-wish-everyone-understood/
http://www.localvisibilitysystem.com/2013/10/16/business-categories-lists-for-major-local-search-sites/
http://www.searchinfluence.com/2013/05/call-tracking-in-local-seo/
http://www.searchinfluence.com/2013/05/call-tracking-in-local-seo/
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stay up-to-date and make educated guesses as to how to fix or avoid the 
banana peels. 
 
Long-term, you will probably need to find a way to stand out (see Step #7, 
near the end of the guide).  Simply being a local business may be enough to 
get you into the local business search results, or - especially in competitive 
markets - it may not be enough: you’re probably not the only blacksmith in 
town.  If you want to get results your competitors can’t get, you may have to 
do things they are too unenlightened or lazy to do. 
 
Cheap is expensive.  If you do pay for help, don’t seek the lowest bidder.  
Either you or a better-compensated pro will just have to clean up the mess 
sooner or later. 
 
There is a lot of overlap with organic SEO.  This means - among many other 
things - that if you hire someone to focus on “organic” and someone else to 
focus on “local,” the person doing the work on the organic side can ruin your 
local SEO efforts if he/she isn’t careful. 
 
Try not to be in a position where you have to rely solely on your visibility in 
local search for new customers. 
 
Even if you hire outside help with your local-search efforts, there will be 
some steps you or someone in your company will absolutely have to do 
personally. 
 
Someone on your team needs to spend at least a little time keeping up-to-
date on local search.  If you’re not the hands-on, read-the-manual type, 
make sure someone on your team is.  (Although that person is probably you, 
if you’re reading this.  Good job.)  

 
Believe it or not, you’ve already set yourself up for success, now that you have a 
good sense of what you should and should not do and what you can and cannot 
expect. 
 
But there are also a few preliminary to-dos.  I suggest you do these steps now, if 
you haven’t already: 
 

1.  Make sure your business is registered with the appropriate powers-that-
be - most notably your state. 
 
2.  Use a real address for your business, if you don’t use one already.  You 
need to use the address of your office, store, or home.  That’s it.  Don’t use a 
PO Box or UPS store as your address.  Don’t use a virtual office unless you 
actually meet customers / clients in-person there.  Don’t use the addresses 
of parking lots where you park your trucks, if you run a “service-area” 
business. 

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/2013/11/12/why-does-your-business-deserve-success-in-local-search/
http://moz.com/blog/understand-and-rock-the-google-venice-update
http://www.localvisibilitysystem.com/2013/09/02/boss-jobs-in-local-seo/
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3.  Get a separate phone number for your business - or for each location, if 
you have more than one location.  It needs to be a number that (1) you plan 
to use long-term and that (2) you don’t mind appearing all over the web.  
Ideally it uses a local area code.  If you want to use a call-tracking number - 
there are risks in doing so - now is the time to decide that.  But just realize 
that you’ll be committed to using that number everywhere your business 
appears on the web, for as long as you’d like to rank well (changing your 
phone number always shakes up your local rankings).  
 
4.  Strongly consider discontinuing any YellowPages-style ads, for reasons 
similar to the above.  They use tracking numbers.  Unless you know for a fact 
that you’ve gotten paying customers from leads that come from those ads, 
and unless you’d rather have those customers than visibility in local search, 
then you’ll want to stop the ads.  
 
5.  Make sure you have the ability to make changes to your site at any time, 
and to fire anyone at any time without being “locked out” of any of your 
online properties (namely your website and any business listings). 
 
6.  Set up Google Analytics on your site.  I’m not suggesting you spend a 
bunch of time each week poring over your website stats.  But you’ll want to 
be gathering those numbers from the get-go, so that you can pull up some 
reports and say - among other things - “OK, so here’s where we started, and 
this is how far we’ve come.” 

 
By the way, I suggest reading these posts: 
 

The Rudiments of Local SEO - Miriam Ellis 
 
Top 20 Local Search Ranking Factors: An Illustrated Guide - Miriam Ellis 
 
Top Local SEO Myths - collaborative 
 
How Long Local SEO Takes: the Short Version - me 

 
 
 
 
 
 
 
  

http://www.localvisibilitysystem.com/
http://www.searchinfluence.com/2013/05/call-tracking-in-local-seo/
http://www.solaswebdesign.net/wordpress/?p=1344
http://moz.com/blog/top-20-local-search-ranking-factors-an-illustrated-guide
http://www.localvisibilitysystem.com/2013/09/17/top-local-seo-myths/
http://www.localvisibilitysystem.com/2013/01/31/how-long-local-seo-takes-the-short-version/
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Step 2: Perfect your Google+ Local page 
 
Your Google+ Local (AKA Google Places) page is the vehicle that allows your 
business to appear in the local (AKA “maps”) results. 
 

 
 
 
Simply having a Google listing doesn’t necessarily mean you’ll rank well.  But if you 
don’t have one or if it’s set up incorrectly, most potential customers won’t see your 
business “on the map” (even though it may be visible in the organic search results). 
 
As you may know, there are several types of Google+ pages.  The one I’m talking 
about has a few “Write a review” buttons on it.  If you don’t see those buttons 
you’re not looking your local Google+ page. 
 

http://www.localvisibilitysystem.com/
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What’s the very next step?  Depends on which of these three situations you’re in: 
 

1.  Creating your Google listing for the first time?  Go to 
google.com/business/placesforbusiness and create a listing using a Google 
account you will always have access to.  (Just start to build the listing; don’t 
finish it until you’ve read the rest of this page.) 
 
2.  Already have a Google listing?  You’ll need to log into one of two places to 
make changes to your listing: Google Places or Google Plus.  Long story.  If 
you remember at any time creating two pages and “combining” them, log 
into Plus.  Otherwise, log into Places. 
 
3.  Not sure if you have a listing?  You may have one floating around that 
you didn’t even create.  You’ll want to find it and claim it.  Go to 
google.com/local/business/add and search for your business by name.  If you 
find it, choose to verify it either by phone or by postcard (by phone is faster; 
the postcard method takes a couple of weeks).  

 
By now you should have access to your listing - as in Google recognizes you as the 
business owner, and you’re able to edit it.  Believe it or not, the hard part is over. 
 
 
Now you have only two main tasks to do with your Google listing: 
 

(1) Make sure it’s 100%-compliant with Google’s rules, and 
 
(2) Pick out the right “business categories.” 

 
How to be Google-compliant?  In a nutshell, use only your real business info. 
 
Use your real business name (not a DBA with a bunch of keywords) and use your 
real street address.  If that address is a PO Box or UPS store, get a real address.  
Oh, and don’t create multiple Google listings for the same business - like if you 
want one for each service you offer. 
   

http://www.localvisibilitysystem.com/
http://blog.autorevo.com/2013/02/merge-google-plus-local-wit-plus-business/
http://www.google.com/business/placesforbusiness/
http://www.google.com/business/placesforbusiness/
https://plus.google.com
https://plus.google.com
http://www.google.com/business/placesforbusiness/
https://www.google.com/local/business/add
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There are a few other nitpicky rules, but what I mentioned is the stuff you can’t 
botch. 
 
You’ll need to read, understand, and follow Google’s rules: 

 
https://support.google.com/places/answer/107528?hl=en  

 
Google could do a better job of making the rules easy to digest and to skim.  You 
may get some use out of this quick rundown I did: 
 

The Full List of Google Local Business Listing Crimes 
 
Enough about being Google-compliant.  What about picking out the right categories 
(your other main task for your Google listing)? 
 
This step is pretty straightforward: you just need to pick from Google’s list as many 
relevant categories as you can - categories that describe your business. 
 
You may also need to get rid of some non-compliant categories, if your listing has 
any (I say “may” because it depends on whether you have the old or new type of 
Google listing…more on that in a second). 
 
Before you do anything else, I suggest you look through the giant list of categories 
in Mike Blumenthal’s Google Places Category Tool.  Go through it and find and write 
down all the categories that best describe your business (the categories are on the 
left the list, by the way). 
 
Now it’s time to go to your listing and actually select the categories. 
 
If you only recently created your listing or if you’ve been signing into 
plus.google.com to make changes to your listing - in other words, if you have the 
“new” type of Google listing - your task is simple: choose 1-10 categories that 
describe your business.  Chances are there won’t be more than about 5 that fit the 
bill.  That’s OK.  Pick those categories and you’re done here. 
 

http://www.localvisibilitysystem.com/
https://support.google.com/places/answer/107528?hl=en%E2%80%8E
http://www.localvisibilitysystem.com/2013/05/15/the-full-list-google-local-business-listing-crimes/
http://blumenthals.com/?Google_LBC_Categories
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What if you created your listing before about April of 2013, and you think you have 
the clunky “old” version of Google Places?  First, do the last couple of steps I just 
described - but realize that you can only pick up to 5 categories.  (Eventually 
Google will automatically “upgrade” your listing to the new type, at which time 
you’ll be able to pick up to 10 if necessary.) 
 

 
 
 
Now, delete any “custom” categories.  Google is in the process of retiring them 
anyway.  Only keep a custom category if you already rank well for that service - 
like if you chose “Mold Remediation Service” as a custom category and you rank on 
page one of the local results for “mold remediation” or “mold removal.”  Otherwise, 
get rid of them. 
 
What if Google doesn’t have a category that describes your business?  Don’t worry 
about it.  There’s nothing you can do about it on your Google listing.  (The main 

http://www.localvisibilitysystem.com/
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thing you’ll need to do is beef up your listings on other sites with lots of info on 
your services; I’ll talk about this later in Section 4.) 
 
Two more things: 

  
One:  I suggest you fill out your listing with as much info as possible: namely, a 
nice description of your business, and some photos. 
 
But realize that that stuff will not affect your rankings.  It’s for potential customers. 
 

 
 

 
 
 
Two:  There’s no inherent benefit in having the fancier type of Google listing - the 
one that lets you write “posts” and upload videos. 
 
Even if you add a lot of good posts and videos to your page, you probably won’t 
have better rankings as a result.  It may help your rankings indirectly if you use the 
“social” features of your page - like “circles” and “posts” - to interact with your 
customers. 
 

http://www.localvisibilitysystem.com/
http://www.martinshervington.com/google-plus-posts-the-ultimate-guide/
https://support.google.com/plus/answer/1047805?hl=en
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So by all means, go ahead and beef up your listing with as much relevant info as 
you can add to it.  But don’t do it for rankings, because it won’t help with those.   
 
You’re doing it because potential customers would like as much info as possible 
before possibly clicking through to your site or picking up the phone.  

http://www.localvisibilitysystem.com/
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Step 3: Sharpen your website 
 
This one’s tricky to describe, because websites come in so many shapes and sizes.  
Your website is the mushiest, most complex part of all of this. 
 
Your site is also (arguably) the most important part.  Although you can’t be visible 
on Google’s “local map” without a Google+ Local listing, you can still be visible in 
the organic local results if one day your Google listing inexplicably goes “poof.”  It’s 
the one piece of your online presence that you truly own.   
 
It doesn’t need to be pretty.  It doesn’t need to be expensive.  It doesn’t even need 
to be built on Wordpress or on any other platform that’s considered “search-engine-
friendly.”   
 
But it does need to adhere to a few principles, which I’ll explain in a minute:  
 

1.  Focus on as few sites as possible. 

 
2.  More information, rather than less. 

 
3.  NAP on every page. 
 
4.  Optimize for humans, not just for search engines. 
 
5.  Avoid having a “static” site. 

 
If you’re confident you know what I mean by each of those points, feel free to skip 
ahead. 
 
 

Principle 1: Focus on as few sites as possible 
 
You’re more likely to rank well locally - and get phone calls from those rankings - if 
you’ve got a beefy, informative site that showcases your business, services, and 
people.  But that’s hard to do if instead you’ve got a bunch of runty, anemic sites - 
each one created to “target” a different city or service.  
 
Many business owners spread themselves and their resources thin.  Their SEOs or 
marketing “experts” convince them they can get visible for lots of search terms if 
they have lots of sites.  Sometimes this works.  Usually it doesn’t.   
 
As long as you’re not creating a “link network” by linking all your microsites to each 
other, there’s no inherent harm in having a bunch of sites.  But the upshot is that 
almost none of the sites gets much attention from the owner - and never gets much 
attention from Google or customers.  Why should it?  There’s nothing special about 
the site, other than maybe a domain name that has a keyword or two and a city 
name shoehorned into it. 

http://www.localvisibilitysystem.com/
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You’ll want to marshal your content and any links you might get over time behind 
one site.  Have them benefit one site a lot, rather than kinda-sorta help several 
sites. 
 
Not to mention your time.  It requires a little of your involvement to build a site 
that (1) helps you rank better locally and (2) compels customers to pick up the 
phone.  You can’t just delegate all of it. 
 
Can you take better care of one or two dogs, or 14 dogs?  Sure, it’s possible to take 
good care of 14 dogs - but it’s a heck of a lot harder, more time-consuming, and 
more expensive. 
 
You may have good reason to have a couple of different sites - even for the same 
business.  But the more you’ve got, the less likely you are to have one site that 
really pulls for you in the local rankings.  So the first thing you’ve got to do is focus. 
 
 

Principle 2: More information, rather than less 
 
We’re trying to give Google as many reasons as possible to rank your business 
higher than your competitors’.  If your site is just like everyone else’s, don’t expect 
better results than what they get. 
 
Your site needs meat on its bones.  Here are the best ways to do that: 
 

• Create a page for each specific service you offer.  You can still have more-
general pages: For example, it’s fine if you want a page on “Plumbing 
Services,” but you should also have a separate page on water heater 
installation, another on slab leak detection, maybe one on “emergency 
service,” and so forth.  If you’re a doctor you might have a page on each of 
your specialties, or on all the conditions you treat.  If you’re a CPA you might 
want a page on small-business bookkeeping, one on corporate bookkeeping, 
one on tax preparation, and so on.  Be granular.   
 

http://www.localvisibilitysystem.com/
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• Avoid “thin” pages.  Have at least a couple of small paragraphs on each 
page.  Give Google and potential customers something to grab onto.  This is 
especially important for the “service” pages I just described, because we 
want those at least to have a chance at ranking well in the organic results. 
 

• If your business has multiple locations, have a page for each location.  Do 
this even if you’re using your homepage as the landing page for all your 
Google+ Local listings. 

 
• Avoid near-duplicate, cookie-cutter content.  Don’t have all your “services” or 

“locations” pages sound alike. 
 

 
 

• Provide photos whenever you can.  Not instead of written info, but in addition 
to it.  Name the photos in a way that’s relevant to your services, your 
location(s), or both.  Don’t overdo it, though. 

 
 

Principle 3: NAP on every page 
 
Google needs to be able to recognize that your website and your Google listing(s) 
and your other listings all belong to the same business.  Also, if you want to snag 
some organic rankings - the ones where some local businesses appear - you’ll need 
to send a clear message to Google where your business is located. 
 

http://www.localvisibilitysystem.com/
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Every page of your site needs to have the name, address, and phone number - 
known as the “NAP” of your business. The same ones you use on your Google+ 
Local and other listings. 
 

 
 
 
It should not be an image.  It needs to be text - words that you can copy and paste 
- or else Google won’t be able to “read” it.  Bonus points: use Schema markup for 
this. 
 
What it you have multiple locations? 
 
If you have multiple locations and a landing page for each location, try to have only 
one NAP blob on a given location page.  So, for example, the page for your 
Cleveland office would only have the NAP info for the Cleveland office on it, and the 
page for your Cincinnati office would only have the NAP info for Cincinnati for it.  
 
If you don’t have and don’t want a landing page for each location, just have the 
NAP info for all your business locations on every page.  Just throw ‘em all together. 

 

 
 
 
 

Principle 4: Optimize for humans, not just for search engines 
 
Certain areas of a website tend to get stuffed with keywords - by business owners 
and SEOs desperate for rankings.  These on-page factors do matter to your 
rankings, but the best way to get and keep them working in your favor is not to try 
too hard. 
 
Here are my suggestions for the main on-page factors - the ones that people tend 
to mess up:  
 

• Use straightforward page names.  There’s no point in repeating keywords or 
city names that might be in your website name or in parent pages.  Nor 

http://www.localvisibilitysystem.com/
https://getlisted.org/static/resources/glossary.html#NAP
http://schema-creator.org/organization.php
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should you include the same keywords or city names in all or most of your 
page names.  Ideally they’re not more than 2-4 words long.  (More detail 
here.) 

 
• Your title tags should not be just a parade of keywords.  They should be 

straightforward - as in they shouldn’t sound like gibberish if you were to read 
them out loud.  Ideally they’re under 70 characters.  Writing good title tags is 
more an art than a science.  They’re extremely important to get right.  Here’s 
my favorite layout: 

 
Main KW + city | 1-2 KW | business name + city (if not already 
mentioned) 

  
By the way, a few good examples / variations of title tags are at: 

 
IceDamRemovalGuys.com 

FarzadLaw.com 

 Monterey-Chiropractic.com 

 

• Have an H1 tag (that is, a certain type of page header) on every page, with a 
relevant keyword in it.  I mean “relevant” broadly: if you’re a dentist and you 
want to rank for “dentist,” don’t have “dentist” or “dentists” in every H1.  
Some might include “dentistry” or “dental care” or “teeth whitening.”  Make 
sure it reads naturally. 
 

 
 
 

• Use a light touch on the keywords - everywhere.  Everything on your pages 
should read naturally to a human.  Don’t obsess over the wording - like by 
constantly repeating the exact keyword(s) you want to rank for.   Use an 
especially light touch on the anchor text of any links you have on your site: 
That should also read naturally.  Don’t stuff a bunch of keywords or anchor 
text in a giant footer at the bottom of every page 

 
• Write your description tags only for human eyes.  Realize that Google doesn’t 

even take your description tags into consideration for rankings.  Their only 
benefit to you is that people see them in the search results.  If the 
description tag for a given page tells would-be visitors what to expect on that 

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/2013/05/29/how-to-name-your-local-landing-pages/
http://www.localvisibilitysystem.com/2013/05/29/how-to-name-your-local-landing-pages/
http://www.practicalseo.org/blog/title-tag-optimization-best-practices/
http://www.smallbusinesssem.com/rethinking-title-tag/5726/
http://icedamremovalguys.com
http://farzadlaw.com
http://monterey-chiropractic.com
http://moz.com/learn/seo/meta-description
http://googlewebmastercentral.blogspot.com/2009/09/google-does-not-use-keywords-meta-tag.html
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page, and especially if it’s a little bit catchy and benefit-oriented, you’ve done 
your job. 

 
• Get rid of any garbage content.  In other words, there shouldn’t be any 

content on your site that’s either “spun” or plagiarized.  I know you know it 
when you see it, just as I do (on the off-chance any of that stuff is on your 
site, it was probably due to misinformation by a hack SEO or marketer).  In 
general, nothing should be on your site that you’d feel ashamed to read out-
loud to one of your customers or friends. 
 

• Spend a little extra time to create unique content for “city pages” - that is, 
pages that target specific cities in your service area where you’d like organic 
rankings. 

 
By the way, here’s a great post with more detail on the how to make people-
friendly pages: 
 

The Anatomy of an Optimal Local Landing Page - Mike Ramsey 
 
(Flip to the next page for the graphic.) 

 

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/2013/04/30/16-ways-to-create-unique-local-content-for-cities-where-you-want-to-rank/
http://niftymarketing.com/optimal-local-landing-page-infographic/
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(click to see graphic in original post) 

 
 

Principle 5: Avoid having a “static” site 
 
Will your site be bigger and better a year or two from now - or will it be the same 
as it is today?  The most-successful “local” businesses I’ve seen have grown their 
sites over time, slowly but surely. 
 
When I say you should “grow” your site, I mean you should create useful content 
that’s relevant to your services. 
 

http://www.localvisibilitysystem.com/
http://niftymarketing.com/optimal-local-landing-page-infographic/
http://www.smallbusinesssem.com/static-brochureware-websites-are-dead/5116/
http://www.smallbusinesssem.com/static-brochureware-websites-are-dead/5116/
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I know that must seem like a cliché you’ve heard again and again.  Many people 
pay the idea lip service, but few actually execute.  The reason is that to do it right 
you’ve got to be personally involved, at least a little.  That’s work. 
 
There’s no one type of “content” you need to create.  The two main species are: (1) 
stuff people can read, and (2) stuff people can watch.  (Audio-only content - like a 
podcast - is hard to do right.) 
 
You should go with the medium that’s easier for you - either the one you like more 
or hate less. 
 
It should go without saying that your “content” needs to be purely informative, and 
useful.  As in not self-promotional. 
 
I could go on and on about exactly what I mean by “informative” and “useful,” but I 
think you know what I’m talking about.  You know it when you see it. 
 
You also know what is helpful info in the context of your industry.  It’s what you tell 
customers who have questions.  It’s what you explain to employees when you’re 
explaining the right way to do the work.  It’s what you talk about with friends who 
own businesses like yours, when you really get to talking shop. 
 
I’ll explain in a minute why a “growing” site is important, but there’s a good chance 
you already know why it’s important, and just want to know: 
 
How to get started? 
 
With blogging (my personal preference) the very first step is simply to have a blog 
on your site - the one you’d like to be visible in the local results. 
 
It’s OK if it’s as bare as a frightened chinchilla - for now.  At least have it - so that 
you can’t get in your own way by saying, “Well, I don’t have a blog on my site 
because I don’t have any time now and I’m not sure what to write about.”  Baby 
steps. 
 
By the way, I suggest using Wordpress.  If you’ve already got a Wordpress site for 
your business, setting up a blog on it is a breeze.  If you don’t have Wordpress, it’s 
something you’ll need to nag your webmaster to set up. 
 
The next step after that?  Read all the posts mentioned in this superb roundup: 
 

7 Building Blocks for Starting a Small Business Blog - Matt McGee 
 
If you don’t want to do blogging, you could just go the old-fashioned route (well, 
“old” in internet years) of creating pages with stuff your customers might find 
useful. 
 

http://www.localvisibilitysystem.com/
http://wordpress.org
http://www.smallbusinesssem.com/blogging-building-blocks/7345/
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As with blogging, you don’t need to write a lot or take the time to get it perfect.  
Just offer a little free advice - and do so regularly.  (Maybe a page every two 
weeks.) 
 
If you prefer the video route, make the videos as pain-free as possible for you to 
create.  Point your camera (AKA your phone) at yourself and start talking about 
your craft.  Or have someone point it at you.  Or download Jing and start talking 
into your computer, with maybe a few visuals on the screen.  The point is you don’t 
need to hire someone to produce glossy videos for you.  If anything, that process 
will just get in your way. 
 
Oh, and if you do videos, make sure to post them on YouTube and then to embed 
those YouTube videos on your site. 
 
Now that we’ve gone over the “what” and the “how” a little bit, let’s go over the 
“why.”  There are four main reasons to amass a pile of helpful “content” on your 
site - and to keep piling it on: 
 

1.  Potential customers find it helpful.  They need a good reason to call you 
rather than your competitors. 
 
2.  You’re creating lots of little sources of visibility - lots of little streams of 
traffic feeding into your site.  Your posts, articles, or videos will get you 
rankings for terms that you don’t even “target.” 
 
3.  Google loves fresh content, in that it tends to float new (good) content up 
in the rankings for a little while.  If that content gets popular (for instance, if 
it gets lot of clicks, links, and maybe social shares), Google might keep it up 
in the rankings.  Good content tends to get an audition of sorts. 
 
4.  Links.  Over time, some people may link to your helpful pieces.  Getting 
links naturally takes patience, but it’s the best. 
 
5.  Social shares.  Especially if you have a couple of noticeable Facebook 
“Like,” “Tweet this,” and Google “+1” buttons on your site, some people may 
share your content.  That probably won’t help any of your rankings directly, 
but it can get your info in front of more people, which will help you with the 
first four points I mentioned. 

 
The point is your site should get bigger and better over time. 
 
You don’t have to do all of it yourself.  But you do need to be involved enough that 
your content looks as though it came from an expert (you) and not from someone 
who isn’t familiar with the ins and outs of your craft. 
 
That probably means you at least need to brainstorm ideas for blog posts or videos, 
sketch out the main “talking points,” hand-pick someone to do the legwork, and 

http://www.localvisibilitysystem.com/
http://www.techsmith.com/jing.html
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personally look at and maybe put the finishing touches on the content before 
publishing it.  So ideally, you’re involved in the beginning and end stages. 
 
Last but not least, check out this post if you’d like to see some examples of local-
business sites that do a good job of growing by offering helpful content: 
 

10 Solid Examples of Blogging for Local SEO 
 
 
 
  

http://www.localvisibilitysystem.com/
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Step 4: Work on your citations 
 
It may seem odd, but one huge factor in your Google+ Local rankings has to do 
with your listings on other sites - particularly online business directories.  Every 
time you’re listed on one of those sites, you’ve got what’s called a “citation.” 
 

 
 
 
Citations are important because, to Google, they are “mentions” of your business 
on sites that Google generally trusts to have accurate info on local business.  Any 
time the name, address, and phone number of your business are published online 
together, that’s a citation. 
 
Your goal is to list your business on a bunch of these sites, and to make sure your 
basic business info (name, address, phone number, and website) is accurate and 
consistent on all of them.  If you can do that, the chances are much better that 
you’ll rank well locally. 
 
Working on your citations is a lot of work, partly because you’re not just “building” 
them: Usually you’re also fixing listings your business already has, and trying to 
remove listings that are totally wrong or that are copies or near-copies of each 
other. 
 
It also takes time: at least a couple hours of work on your part, and at least a 
couple of months for Google to digest the work you’ve done on all those sites. 
 
Here’s what I suggest you do now: 
 
 

Step 1: Download my citations worksheet: http://bit.ly/HVFgnX 
 
If your business isn’t in the US, you’ll want to refer to these two lists to find the 
most-important sites in your country, and tweak the list accordingly: 
 

Local Citation Sources for Australia, Germany, and New Zealand  
- Nyagoslav Zhekov 
 

http://www.localvisibilitysystem.com/
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The Definitive List of Local Search Citations - me 
 
(If you can’t access the worksheet, feel free to email me at 
phil@localvisibilitysystem.com with “Citations worksheet” in the subject line.) 
 
 

Step 2: List your business on maybe 5 of the sites, just to get a feel for the 
process.  Any 5 will do.  The ones in bold lettering on the spreadsheet are the 
most-important sites. 
 
 

Step 3: Read this: Local Citation Building Best-Practices - me 
 
Now that you’ve done a few listings, you’ll be better able to absorb and apply the 
suggestions I make in the above blog post.  Or, if you prefer, read it right before 
you do step #2.  In general, you’ll want to refer to that post any time you have a 
question about citations.  
 
 

Step 4: Submit your listings to or claim and fix your listings on the remaining sites 
on the spreadsheet.  It’s OK if takes you a couple weeks to chip away at them. 
 
 

Step 5: List your business on as many more sites as you can.  If you’re listed 
accurately on all 25 of the sites on the spreadsheet, you’re in pretty good shape. 
 
But there may be more sites where you should list your business, especially if 
you’re in a competitive market.  If/when you’d like to find and delve into those 
additional sites, check out the following resources: 
 

Citation Building Strategies – The Complete List For Local Businesses  
- Benjamin Beck 
 
The Best U.S. Citation Sources by Category - David Mihm and Darren Shaw 
 
The Definitive List of Local Search Citations - me 

 
 

Step 6: Double-check your listings to make sure you’ve selected as many relevant 
categories as you can for each listing. 
 
First you have to know what categories are available to you.  Refer to this roundup 
of category lists to make sure you’ve picked all the relevant categories you can for 
each listing: 
 

Business Categories Lists for Major Local Search Sites - me 
 

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/definitive-local-search-citations/
mailto:phil@localvisibilitysystem.com
http://www.whitespark.ca/blog/post/16-local-citation-building-best-practices
http://www.ngsmarketing.com/how-to-understand-if-a-listing-is-claimed-or-not-1/
http://www.localstampede.com/citation-building-strategies-list/
https://getlisted.org/static/resources/local-citations-by-category.html
http://www.localvisibilitysystem.com/definitive-local-search-citations/
http://www.localvisibilitysystem.com/2013/10/16/business-categories-lists-for-major-local-search-sites/
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Step 7: Check on all your listings after a couple of months.  Fix any listings that 
need fixing. 
 
 
A few notes: 

 
(1)  A tool called the Local Citation Finder can help you find citation sources that 
matter in your local market.  You can find all the citations you need without it, but 
it can eliminate lots of legwork. 
 
By the way, here’s a great tutorial on how it works and how to use it: 
 

The Ultimate Guide to Whitespark’s Local Citation Finder - Michael Smith 
 
 
(2)  If you’re using or considering using a tool called Yext, you’ll want to read these 
posts: 
 

Comparison Between Manual Citation Building and Yext - Nyagoslav Zhekov 
 
Why Yext Might Not Be the Best Fit for Your Business - Nyagoslav Zhekov 
 
My Thoughts on Where Yext Fits Into a Local Search Marketing Plan  
- David Mihm 
 
Yext & Local SEO - Mike Blumenthal 

 
Yext is a pretty good tool in some situations, but not in all situations.  And it’s not a 
substitute for manual work on your citations. 
 
 
(3)  If you want to avoid dealing with citations as much as you can and would 
prefer outside help, read this:  
 

8 Questions to Ask Local Citation Builders (Before You Hire Them) - me 
 
 
 
 
 
  

http://www.localvisibilitysystem.com/
https://www.whitespark.ca/local-citation-finder
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http://www.ngsmarketing.com/why-yext-might-not-be-the-best-fit-for-your-business/
http://www.davidmihm.com/blog/seo-industry/yext-local-marketing/
http://blumenthals.com/blog/2012/03/01/yext-local-seo/
http://www.localvisibilitysystem.com/2013/09/05/8-questions-to-ask-local-citation-builders/
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Step 5: Get reviews 
 

 
You need reviews.  But chances are that few customers will write them 
spontaneously for you.  So it’s likely you’ll have to go slightly out of your way to 
ask them. 
 
I’m talking about feedback that customers, clients, or patients write on sites like 
Google+, Yelp, Yahoo, CitySearch, InsiderPages, or industry-specific sites like 
TripAdvisor. 
 

 
 
 
I’m not talking about testimonials - like, for example, nice feedback that customers 
send you in an email or letter and let you post on your site. 
 
Why are online reviews worth the effort? 
 
There’s one reason that towers above the others: 
 
Reviews are the main way to build a solid reputation online. 
 
You may know that already.  But “reputation” is a vague term most people don’t 
define.  I’m referring to two main benefits: If you have a good reputation (1) 
someone other than you is explaining why you’re good, and (2) potential customers 
can read the reviews and form an opinion as to whether you’re a good fit for them.   
 
Reviews don’t “build” trust, but they can be the blueprint that the trust is based on.  
Reviews help form early impressions, which potential customers can try to confirm 
by going to your website or by calling you if they like what they see. 
 
You should also get reviews for several other good reasons.  To name a few: 
 

• They can help rankings - both in terms of earning them and maintaining 
them. 
 

• Google+ reviews distinguish your business from others, in that people are 
more likely to click on a business with reviews than one without reviews. 

 
• Reviews in general help you cultivate sources of visibility on sites other than 

Google.  They’re often the main or the only ranking factors on those sites. 

http://www.localvisibilitysystem.com/
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• You can read your reviews and learn more tell about your business’s 

strengths and weaknesses, and how to improve. 
 

• You can produce a feeling of “Whooaaa!” in any potential customers who 
search for your business by name in Google, if you have good reviews on a 
variety of sites. 

 

 
 
 
The most successful businesses I’ve seen have some kind of system for getting 
reviews.  It takes work and patience.  But it sure is nice when things click and those 
first reviews come in. 
 
If you have any reservations about asking for reviews, read this. 
 

http://www.localvisibilitysystem.com/
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You’ll need to have your heart in the effort, because getting reviews takes patience.  
Not only because your customers themselves can present some challenges (more 
on those in a minute), but also because of Yelp’s and Google’s “review filters.”  In a 
nutshell, Yelp and Google won’t post reviews that they suspect are spam, and Yelp 
usually won’t even post reviews from customers who aren’t active, frequent 
reviewers on Yelp. 
 
Although Yelp’s and Google’s review filters will seldom or never be an issue for you 
if you follow the principles I’m going to explain in a minute, here are a few of 
resources with more detail on how to avoid trouble with the filters: 
 

Get More Reviews Without Becoming an Outlaw - Joel Klettke 
 
Checklist for Keeping Google+ Reviews out of the Filter - me 
 
The Definitive Guide to Avoid the Yelp Review Filter - Trevor Sumner 

 
 
Let’s talk about what your strategy should be.  
 
There are a few methods for asking customers for reviews - and to offer 
instructions they can use, so as not to waste their time.  You’ll probably need to try 
at least a couple before finding one that works well for you, and you’ll want to keep 
experimenting. 
 
Here are the methods (in no particular order) that you’re most likely to have 
success with:   
 

• Asking verbally - preferably in-person.  This is the best time to try to get a 
little verbal commitment, and to get a sense of how review-savvy a given 
customer is, so that you know whether he/she might need some instructions 
on how to leave a review.  By the way, a great strategy is to ask verbally and 
to ask customers using one of the other methods (below).  A verbal request 
primes the pump. 
 

• Sending an email.  The more personal and personalized, the better.  No 
“Dear Valued Customer” gibberish.  You should thank your customer, and ask 
for a review as a personal favor to you (not an obligation).  Include links to 
3-5 sites for your customer to choose from. 
 

• Printed instructions (like the ones I offer).  Google+ in particular can be a 
confusing place to write a review.  Even for straightforward sites like 
InsiderPages and Yahoo you might want to provide a simple walkthrough just 
in case, and to serve as a tangible reminder to your customer.  Instructions 
also can show your customers that the whole process isn’t too involved or 
time-consuming.  You can print out instructions or attach them to an email 
(or both).  

http://www.localvisibilitysystem.com/
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• GetFiveStars.com.  It’s a paid tool (with a nice free trial) that takes a lot of 

the legwork out of asking customers by email.  It contacts your customers by 
email and asks them how satisfied they are with your service.  If they’re 
ticked-off, the tool encourages them to get in touch with you.  If they’re 
fairly happy, it will encourage them to write you a review on one of a variety 
of sites.  (More detail here, if you’re interested.) 
 

• Grade.us.  Also a paid tool that lets you build a “reviews page”: a place 
where you ask customers for reviews, provide links to your profiles on a 
handful of review sites, and offer simple instructions for each.  (Here’s an 
example.) 
 

• Sending a letter.  Old-school, but very effective for some types of 
customers.  You’ll want to include printed instructions, of course. 
 
Review “buttons” on your site.  In other words, icons on your site that 
link to your profiles on various reviews sites.  This isn’t a way of asking for 
reviews; it’s more passive.  That’s one reason why you probably won’t get a 
ton of reviews with this method.  But you’re making it easier for customers to 
review you spontaneously.  Use this in addition to other methods - not 
instead of them. 
 

• Asking on Facebook.  Maybe some of your customers follow you on 
Facebook.  If so, there’s an opportunity: some sites - like InsiderPages, 
Yahoo, and Angie’s List - let customers use their Facebook usernames to post 
reviews.  So they don’t have to bother creating new a new username on a 
given site just to post a review.   

 
 
You’ll need to understand and apply a few principles to rack up the reviews: 
 

1.  It’s a long-term effort.  Your early requests for reviews may not be so 
fruitful.  Don’t quit (and if you do, realize that you and anyone working for 
you are the only ones losing out).  You need to experiment a little and find 
what works for you.  Rome wasn’t built in a day. 
 
2.  It’s a numbers game.  Not all of your customers - probably not even 
most - will leave you a review.  Even if you did a world-class job for them 
and asked as nicely as could be.  Your task is to work on your batting 
average. 
 
3.  Diversify everything. Diversify your methods for asking customers, the 
sites you ask them to go to, when you ask, how many people you ask, etc.  
That means you need reviews not only on Google+, but also on other sites.  
It means you don’t ask exactly 10 customers every Monday.  It means you 
don’t just send all your customers an email. 

http://www.localvisibilitysystem.com/
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4.  Spread out your requests.  Ask customers habitually.  It’s less hassle 
and less intimidating than if you wait to ask 20 customers at once, and your 
reviews are much less likely to get spam-filtered. 
 
5.  Offer instructions and choice.  Even if you really want a review on 
Google+ and give your customer instructions for how to write a review there, 
emphasize that a review on another site would also be great, if your 
customer prefers somewhere else. 
 
6.  Ask questions.  You should know more or less how happy your 
customers are before you even ask them for reviews, because you should be 
asking things like, “So, how do you like your new such-and-such” or 
“Anything else we can do for you?”  If there’s some unresolved issue, priority 
#1 is to work it out - not ask for a review.  Especially when in doubt, just ask 
them what site they’d find easiest to review you on.  Ask if they’d find it 
easier to review you on a site that accepts Facebook usernames (like Yahoo 
and InsiderPages).  If someone absolutely doesn’t want to review you on any 
site, politely and obliquely ask why. 
 
7.  Personalize.  By that I mean two things: (1) No “Dear Valued Customer” 
rubbish, and (2) ask for a review as a personal favor to you - rather than as 
something you just expect your customers to do. 
 
8.  Thank your customers / clients / patients at every turn.  Thank them for 
working with you.  If they choose not to write you a review, thank them 
anyway for their time and consideration (your relationship with them is not 
over; just because they didn’t review you doesn’t mean they won’t become 
repeat customers).  And for Pete’s sake, if they do review you, go out of your 
way to say thanks, and that you really appreciate it. 

 
 
What’s the next step?  Pick 2-5 sites to try to get reviews on.  I did a post - with 
a handy comparison chart - that can help you choose. 
 

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/wp-content/uploads/2013/10/local-review-site-comparison1.pdf
http://www.localvisibilitysystem.com/2013/10/24/comparison-of-local-review-sites-where-should-you-focus-now/
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(click to open PDF in a new browser tab) 

 
 
If you’re in Canada or the UK, here’s a post that can help you identify sites where 
you should try to get reviews: 
 

The Best Review Citation Sources in Canada and the UK - Adam Steele 
 
If you’re not in the US, UK, or Canada, probably your best bet would be to focus on 
Google+ reviews, maybe Yelp and/or Qype, TripAdvisor if applicable, and on 
whatever site(s) your gut instinct tells you is fairly widely used in your country. 
  
By the way, here are even more resources: 
 

The Complete Guide to Google+ Local Reviews – and Especially How to Get 
Them - me 
 
Principles for a Review Plan: Considerations in Encouraging Customer 
Reviews - Mike Blumenthal 
 
The Local Business Reviews Ecosystem - me 
 
Asking for Reviews (Post Google Apocalypse) - Mike Blumenthal  

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/wp-content/uploads/2013/10/local-review-site-comparison1.pdf
http://www.leanmarketing.ca/the-best-review-citation-sources-in-canada-and-the-uk/
http://www.localvisibilitysystem.com/2013/04/04/the-complete-guide-to-google-pluslocal-reviews-and-especially-how-to-get-them/
http://www.localvisibilitysystem.com/2013/04/04/the-complete-guide-to-google-pluslocal-reviews-and-especially-how-to-get-them/
http://blumenthals.com/blog/2010/03/11/principles-for-a-review-plan/
http://blumenthals.com/blog/2010/03/11/principles-for-a-review-plan/
http://www.localvisibilitysystem.com/2012/07/06/the-local-business-reviews-ecosystem/
http://blumenthals.com/blog/2012/09/24/asking-for-reviews-post-apocalypse/
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Step 6: Clean up 
 
It’s time to do some cleanup on the areas you dealt with in Step 1 (Google listing), 
Step 3 (website), and Step 4 (citations).  If you’ve got little or no “mess,” this 
should be quick and easy.  Otherwise, this will take some elbow grease - but it will 
be worth it for your local rankings. 
 
What do I mean by “cleanup”?  You’ll want to look for and probably remove four 
types of flotsam and jetsam: 
 

1)  Incorrect or duplicate Google listings (more info here); 
 
2)  Incorrect or duplicate citations (more info here); 
 
3)  Bad inbound links to your site, and 
 
4)  Broken links (AKA dead links) on your site. 

 
If that’s all the direction you need, great.  But if you’d like a little more detail on 
what to do, here goes: 
 
Incorrect / duplicate Google listings.  Again, you only want one Google listing 
per location of your business.  (Unless you’re a doctor or lawyer, in which case it’s 
OK to have a listing for the practice, plus a listing for each practitioner there.) 
 
The easiest way to find unwanted Google listings is to search at maps.google.com 
for variations of your business name. 
 
If you find a listing you don’t need, do not claim it.  Instead, visit the Google listing 
and click on the little “Edit details” on the page.  The rest will be clear.  It may take 
a few attempts to get the listing removed, so check on it every week or two. 
 

 
 
 
Incorrect / duplicate citations.  Just as you should only have one Google listing 
per location, any other site where you’re listed should only have one listing per 
location - and that listing needs to be correct.  Claim and remove any excess 

http://www.localvisibilitysystem.com/
http://www.searchenginepeople.com/blog/fix-duplicate-listings-google-places.html
http://www.ngsmarketing.com/how-to-remove-duplicate-listings-from-different-business-directories/
http://marketing-blog.catalystemarketing.com/google-places-duplicate-listing-dentists-doctors.html
http://maps.google.com
http://www.ngsmarketing.com/how-to-remove-duplicate-listings-from-different-business-directories/
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listings you find.  If they’re incorrect and for whatever reason you can’t get them 
removed, at least try to correct them. 
 
 

Bad inbound links.  I’m no expert on bad-link cleanup (although that’s a dubious 
honor).  But I can say this: if you ever paid someone to “build” links for you, and it 
didn’t cost an arm and a leg and didn’t require any of your time, there’s a good 
chance you’ve got some garbage links that are causing Google to penalize your site.  
Easy come, easy go. 
 
You’ve first got to identify those links.  It’s not rocket science: check up on your 
backlinks profile with OpenSiteExplorer or MajesticSEO, and look for links from sites 
that are totally irrelevant to your industry, or that are link farms (pages with 
dozens or hundreds of links to unrelated sites).  Contact the owners of those sites - 
either yourself or through your link-building “expert” - and ask for the links to be 
removed.  See how far you get with that, and try to get any remaining links 
“disavowed” by Google 
 
 
Broken links.  I’m talking about links on your site that don’t take you anywhere 
when you click on them.  You can find them manually if you have a very small site 
with just a handful of pages.  But it’s a lot easier if you use a backlinks-checker, 
like BrokenLinkCheck.com.  Then simply fix the links, so that they point to live 
pages on your site (or on another site).  Or you can just remove any links you don’t 
want on your site anymore. 
  
 
By the way, every few months you’ll want to check again for the above-mentioned 
clutter (especially the citations.  The best way to keep a clean online presence is to 
work on it in a few “waves” over time. 
  

http://www.localvisibilitysystem.com/
http://brokenlinkcheck.com
http://opensiteexplorer.org
http://www.majesticseo.com/
https://support.google.com/webmasters/answer/2648487?hl=en
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Step 7: Pull ahead and stay ahead 
 
If you’ve done the first 6 steps, the chances are decent that you’re already ranking 
well, that your rankings are improving, or that at least the seeds are sown and now 
it’s a matter of time. 
 
But even when you’ve done everything correctly, it takes a while to get visible.  
Doesn’t matter if you’re doing it yourself or have hired outside help.  I repeat: it 
takes time! 
 
The best thing you can do at this stage is let Father Time work his magic.  Do not 
go changing your name, address, or phone number now. 
 
If you absolutely must change your basic business info, at least be diligent about 
updating all your citations (see Step #4).  Even then, expect at least 2-3 months to 
go by before any of your rankings start floating up. 
 
Every month or two from now on, you’ll want to do basic maintenance - including 
spot-checking your citations to make sure they’re OK, and checking on your 
ExpressUpdate and LocalEze listings and re-verifying ownership of them (if 
necessary).  A good starting point is to do a GetListed.org scan of your business 
and see what comes up. 
 
Keep your antennae out for more citation opportunities.  I recommend using 
Whitespark’s Local Citation Finder for this. 
 
You’ll be amazed at the progress you make just by being solid on the fundamentals. 
 
Also, while you’re letting the work you did “sit,” it’s worth making sure you’re listed 
on Apple Maps and seeing what you can do to grow your Yelp rankings. 
 
Beyond that, if you really want to get to the very top of Google’s local totem pole 
and stay there, you should find a way to stand out. 
 

I use that term broadly on purpose.  You can stand out in any number of ways.  
Here are but a few options: 
 

• Get more and better reviews than any of your local competitors have, and 
from a wider variety of sites.  I can’t overemphasize how important this 

is.  (I’ve already said that you need to get at least some reviews.  But 
there’s good and then there’s outstanding.) 
 

• Write great blog posts (or do great videos).  (Not sure where to start?  Read 
this post by Matt McGee: 7 Building Blocks for Starting a Small Business 
Blog.) 
 

• Earn links.  

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/2013/02/07/why-slow-local-seo-rules/
http://www.localvisibilitysystem.com/2013/01/31/how-long-local-seo-takes-the-short-version/
http://searchengineland.com/the-smb-guide-to-changing-business-names-seo-128939
http://www.localvisibilitysystem.com/2011/11/07/10-point-maintenance-routine-for-your-google-places-visibility/
http://expressupdate.com
http://localeze.com
http://getlisted.org
https://www.whitespark.ca/local-citation-finder/
http://applemapsmarketing.com/2012/10/how-to-add-your-business-listing-to-apple-maps/
http://applemapsmarketing.com/2012/10/how-to-add-your-business-listing-to-apple-maps/
http://www.localvisibilitysystem.com/2012/08/23/yelp-ranking-factors/
http://www.localvisibilitysystem.com/2013/11/12/why-does-your-business-deserve-success-in-local-search/
http://www.localvisibilitysystem.com/2013/03/12/my-smx-west-2013-presentation-on-customer-reviews/
http://www.localvisibilitysystem.com/2013/06/20/10-solid-examples-of-blogging-for-local-seo/
http://www.smallbusinesssem.com/blogging-building-blocks/7345/
http://www.smallbusinesssem.com/blogging-building-blocks/7345/
http://searchengineland.com/best-link-building-for-local-seo-none-162828
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• Take tons of helpful photos that are relevant to what you offer, and feature 

them on your site and on Flickr.  (You may like this post by Chris Silver 
Smith: Using Images for Local SEO.) 
 

• Hold a small public event at your business.  It can be for charity, or some 
sort of educational open-house.  Basically anything but a sales pitch or 
special offer.  Publicize it on events sites, and tell your local newspaper about 
it. 

 
 
Those are just a few strategies.  You get the idea.  You need to give Google as 
many reasons as possible to rank your business above your competitors’. 
 
When you do what your competitors won’t do, you’ll get what your competitors 
can’t get.   
 
 
  

http://www.localvisibilitysystem.com/
http://flickr.com
http://searchengineland.com/using-images-for-local-seo-11756
http://www.localvisibilitysystem.com/2012/07/16/best-events-sites-for-local-search-citations-links-and-visibility/
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Tools I recommend 
 
You don’t need any tools to do the steps I just recommended.  But some are so 
good that the question is: why would you want to go without them? 
 
Most of these tools I didn’t mention in the “7 steps,” but I highly recommend them: 
 

GetListed.org (free; useful for Step 4) - Scans the most-important sites 
where your business should be listed and tells you which of your listings are 
OK, which need fixing, and which you don’t have yet.   
 
Whitespark’s Local Citation Finder (paid; useful for Steps 4 and 7) - Helps 
you find citation opportunities that matter in your specific local market. 
 
Nyagoslav Zhekov’s Citation Building Guide (paid; useful for Step 4) - An 
ebook-type guide all about citations.  Also contains some exceedingly useful 
bonus materials. 
 
GetFiveStars.com (paid; useful for Step 5) - A great system for asking your 
customers for reviews by email. 
 
Grade.us (paid; useful for Step 5) - Lets you customize a “reviews page” that 
you can point customers toward.  It encourages them to review you on one 
of a variety of sites, and provides simple instructions for each. 
 
My one-page handouts for Google+ reviews (paid; useful for Step 5) - 
 
Link Prospector (paid; useful for Step #7) - In case you try to earn some 
links as a way of gaining an edge in a really competitive market, this tool can 
help you with the research phase. 
 
Whitespark’s Local Rank Tracker - A great way to track your rankings, if 
that’s important to you.  Unlike most trackers, this one doesn’t make you 
include a city name as part of the search terms you want to track (so, for 
example, it would let you track your local rankings for “dentist” in addition to 
“dentist Dallas”). 
 
CrazyEgg - Shows you a heatmap of where visitors to your website click and 
don’t click, and scroll and don’t scroll.  It can give you crucial insights into 
what parts of your website people are interested in, aren’t interested in, or 
don’t even see. 

 
 
 
 
  

http://www.localvisibilitysystem.com/
http://grade.us
http://getfivestars.com
http://getlisted.org
https://www.whitespark.ca/local-citation-finder
http://www.ngsmarketing.com/citation-building-guide/
http://www.localvisibilitysystem.com/products/google-review-handout/
http://linkprospector.citationlabs.com/
https://www.whitespark.ca/local-rank-tracker
http://crazyegg.com
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Blogs / experts I recommend 
 
I’ve learned a ton from my fellow local-search geeks, and you can, too.  If you want 
to stay visible long-term, you’ll want to follow them and read what they write (and 
maybe get to know them). 
 
There are a few other people who write great stuff on local search, so this isn’t 
meant to be an exhaustive list.  But it is my best shortlist of the people who 
frequently and consistently put out great info that you can use to get visible to local 
customers and to grow your business: 
 

Nyagoslav Zhekov - NGSMarketing.com 
 
Andrew Shotland - LocalSEOGuide.com and AppleMapsMarketing.com 
 
Darren Shaw - Whitespark.ca 
 
David Mihm - Moz.com and DavidMihm.com 
 
Matt McGee - SmallBusinessSEM.com 
 
Greg Gifford - Blog.AutoRevo.com 
 
Don Campbell - Expand2Web.com 
 
Linda Buquet - LocalSearchForum.CatalystEMarketing.com 
 
Mike Blumenthal - Blumenthals.com/blog  

 
 
I also recommend reading SearchEngineLand.com religiously, particularly the 
“Local” section, and subscribing to their daily emails. 
 
 
 
 
  

http://www.localvisibilitysystem.com/
http://ngsmarketing.com/blog
http://localseoguide.com
http://applemapsmarketing.com
http://whitespark.ca/blog
http://moz.com/community/users/439609
http://davidmihm.com
http://smallbusinesssem.com
http://blumenthals.com/blog
http://blog.autorevo.com/
http://www.expand2web.com/blog
http://localsearchforum.catalystemarketing.com/
http://searchengineland.com/
http://searchengineland.com/library/channel/local
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What’s next? 
 
Start applying the steps!  If you’re not sure where to start, see how far you can get 
today on Steps 2, 3, or 4. 
 
Or I might be able to help.  You can see what I offer at 
http://www.localvisibilitysystem.com/services/ 
 
Either way, I do hope you keep up on my blog, continue to enjoy the free info I’ll 
send you in my emails, follow the smart people I mentioned a minute ago, and 
continue to absorb all you can about local search. 
 
Feel free to get in touch at any time - with a question or two, or just to say howdy. 
 
Thanks for reading! 
 
To Your Success, Locally and Everywhere, 
 
Phil Rozek 
localvisibilitysystem.com 
 
 
 
 
 

http://www.localvisibilitysystem.com/
http://www.localvisibilitysystem.com/services/
http://www.localvisibilitysystem.com/blog/
http://www.localvisibilitysystem.com

