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THE COMPLETE GUIDE TO LOCAL SEO

BEFORE YOU BEGIN

Read this first

Local SEO is the work of showing up when someone near you searches
for what you do, and turning that moment into a call, a visit or a booked
job. Here is the whole book in ten lines.
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Google says local results come down to relevance, distance and prominence, and
that no one can pay for a better local rank.*

Distance is measured from each searcher, so check your rank across a grid of
points, never from your own desk.*?

Your Business Profile must match the real world: name, address or service area,
phone, hours and categories.?

Ask every customer for a review the same way. Never pay for reviews, filter out
unhappy customers or tell people what to write.*%6

Give each location and each core service its own page with real local proof, and
mark each location up with LocalBusiness data that matches the page.’®

Keep one set of facts everywhere you are listed: Google, Apple Maps, Bing, Yelp,
Facebook and your own site.3°

Earn local links and mentions the honest way, and mark paid ones as sponsored.21?

Al assistants draw on maps data, search indexes and websites. Let their search
crawlers in and keep your facts consistent.***2*3

Keep an evidence folder, so a suspension becomes paperwork instead of a crisis.**

Once a month, run the Grid and Ledger: where you show up, and what showing up
produced.1516

Short on time? Take the scorecard at the back first. Each line names the chapter to
open, so your lowest scores tell you where to start. Every checklist line begins with
who usually does it: the Owner, the Web person who runs your site, or the Office,
meaning whoever answers the phone and books the work.
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—— CHAPTER 1 THE COMPLETE GUIDE TO LOCAL SEO
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How Google
decides who
shows up

When someone nearby searches for what you do, Google shows local

results on Google Maps and Search, often a map and a short list of
businesses.! Here is how Google says that list is chosen, in its own
words, and which parts of it you can move.



THE COMPLETE GUIDE TO LOCAL SEO CHAPTER 1

Three dials, in Google's words

Google's help page for business owners says local results are "mainly
based on relevance, distance, and popularity," and then explains them
under three headings: Relevance, Distance and Prominence.* We call
them dials, because two of them move when you work on them and one

does not.
TABLE 1.1 3 ROWS
YOURS
TO
DIAL GOOGLE'S DEFINITION WHAT FEEDS IT MOVE?
Relevance How well your Business Profile Your categories,” your services and other Yes
matches what someone is searching profile details,**8 and the category signals
for?t Google reads from your website and from
mentions of you across the web 3
Distance How far each business is from the Where the searcher is No

person searching; if they do not
share a location, Google uses what it
knows about it*

Prominence How well known a business is, based Links to your site, your review count and your Yes
in part on how many websites link to  ratings*
it and how many reviews it has?

Google adds that more reviews and positive ratings can help, and that
complete, accurate information makes a business more likely to show up
atall.t

Where Google gets its facts about you

Google compiles business information from public web content such as

your website, from licensed third-party data, from users and owners, and
from its own contact with your business.*? It shows the result on Search
and Maps, and in other companies' apps through the Google Maps

Digital Ingenwity 07
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Rival A

Rival B

Platform.*® Google may also update your profile from those other
sources,?? so the rest of the web has to agree with you. Chapter 7 shows
how to make it agree.

2. Rival A
3.Rival B

1. Rival A
2.Rival B

1. Rival B
2. Rival A
3. Another business

Same search, same moment. Only where the searcher stands changed.

The same search from three places returns three different lists, because Google
measures distance from each searcher; the positions shown are an illustration.

Digital Ingenuity

What Google tells owners to do

Google's own list is short: verify your business, keep your information
complete and up to date, respond to reviews, add photos and videos,
and, for retail stores, show in-store products.* Chapter 3 covers the
profile work and Chapter 5 the reviews. The rest of this book covers
what that list leaves out: measuring, addresses, your website, the wider
web, many locations, Al answers and staying safe.
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CHAPTER 1

Distance is fixed. The other two dials are not.

You cannot move your shop closer to every customer. Because Google

measures distance from the person searching,* your position changes

from one part of town to the next, and the same search can rank you

first near your shop and nowhere across town. What you can change is

how far out you still make the list. That reach is where relevance and

prominence show, and Chapter 2 shows you how to see it on a map.

TABLE 1.2 7 ROWS

Your money searches

Everything in this book is measured against a short list of searches that

bring you paying work. Write down three to five, in your customers'

words, not your trade's words. Keep the list fixed; Chapter 2 measures it

every month. The pairs below show the difference.

BUSINESS YOUR TRADE'S WORDS YOUR CUSTOMERS' WORDS
Plumbing Tank water heater replacement water heater repair
Dental Endodontic treatment emergency dentist
Family law Conservatorship litigation custody lawyer

Auto repair Brake system service brake repair

Real estate Listing representation sell my house
Restaurant Wood-fired Neapolitan pizza pizza delivery

Private school Independent college preparatory education private school near me

Digital Ingenwity
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02

03
04

05

The Three Dials

Take your money searches. Use the three to five searches from your list, one
row each on the worksheet below.

Check relevance. For each search, find the matching category, the matching
service on your profile and the matching page on your website. A missing match
is a relevance gap.

Check from two places. Look at results near your location and on the far side of
your service area. Chapter 2 shows how, with a tool or without one.

Read the pattern. This is our reading, not Google's. Missing even close to your
location points to relevance. Strong close in, but losing to nearby rivals farther
out, points to prominence. Strong close in and fading for everyone is distance
working as designed.

Turn the right dial. Fix relevance with categories, services and pages. Fix
prominence with reviews, links and local mentions. No setting fixes distance.

EXAMPLE

A three-truck plumbing company in Frisco

The company is in the top three for "water heater repair" within about two
miles of its shop and outside the top twenty on the far side of town.
Relevance checks out: primary category Plumber, water heater services
listed, a page for each.

Two rivals hold steady on the far side. Each has more reviews from customers
there and a link from a neighborhood association. The reading is prominence.
The plan: ask every customer on that side of town for a review, publish a page
about real jobs there with photos, and sponsor one local youth team for the
name recognition with families there. If the team's website links to its
sponsors, the company asks for that link to be marked sponsored.*? It checks
again in 30 days. All numbers in this example are for illustration.

Digital Ingenwity

10



THE COMPLETE GUIDE TO LOCAL SEO CHAPTER 1

[0 CHECKLIST

7 ITEMS

Digital Ingenwity

Owner: Your profile is verified.*

Owner: Three to five money searches are written down, in your customers'
words.

Owner: Your primary category is the most specific one that fits.”
Owner: Every core service appears on your profile.®

Web person: Your website names the same services and the same area as
your profile.

Office: You know your review count and rating next to the three businesses
that outrank you.

Web person: You know which websites link to you (Chapter 7 shows where
to look).

11



THE COMPLETE GUIDE TO LOCAL SEO WORKSHEET

EWORKSHEET i CHAPTER 1 - FILL IN BY HAND DATE

Money searches and relevance check

One row per money search. Mark each match yes or no, then write the first gap to
fix.

SEARCH, 1IN MATCHING SERVICE MATCHING PAGE ON

CUSTOMERS' WORDS MATCHING CATEGORY ON PROFILE SITE FIRST GAP TO FIX
NOTES
Digital Ingenuity 12
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CHAPTER 1 - IN SHORT

€€ n '
There'sno way to request or

pay for a better local ranking
on Google. " That is Google's
sentence, not ours..

0l Relevance and prominence are yours to move. Distance is not.:
02 Google builds your profile from many sources, so they must
agree.
03 No one can pay Google for a better local rank.:
NEXT - CHAPTER 2 Know where you stand 14

Digital Ingenwity 13
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Know where
you siand

One search from your office shows almost nothing. Before you

change anything, set up two instruments: a grid that shows where
you appear, and a ledger that shows what appearing produced.
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NOTE

Rules change, and this is not legal advice

From here on, this guide describes Google's rules, other platforms' rules
and federal law. Each carries a source mark, and platforms change their
rules often, so open the linked page before you act on one. This guide is
general information, not legal advice.

CHAPTER 2

Why one search from your desk misleads you
Google says search results are specific to the time, place, device and
recent history of the person searching,? and local results add distance,
measured from the searcher.* The result on your screen is the result for
one person in one spot: you.

2.2

Digital Ingenwity

The map grid

A map grid is a set of points laid over your service area where you check
your rank for one search. For each money search, record two numbers:
your average position, and the share of points where you are in the top
three. The top three is our convention, not a Google number: it is a short
list a searcher takes in at a glance.

With a tool. A rank tracking tool that checks a grid of points runs the
same search as if from each point and records your position there. We
suggest 7 by 7 points spread evenly over your real service area, not a
neat circle around the office, closer together in a dense city and farther
apart in open country. That is our suggestion, not a rule.

Without a tool. Pick five points: your office and one near each edge of
your service area. Ask someone at each place, such as a crew member
on a job there, to run the same search on a phone in a private browser
window and send you a screenshot. Record your position, or "not

15



THE COMPLETE GUIDE TO LOCAL SEO CHAPTER 2

shown." It is a rough check, because results depend on the time, place,
device and history of the person searching,? so compare the same
points month to month.

IIIIIIIIIIIIIIIHHHHHIHHHEIIIIIIIIIIIIII

a tap

Calls, directions, site clicks

10
9 i picked up or sent
10

Leads: answered calls, forms

sold

Booked jobs

@®1it3 4 to 10 11 or worse () you Count each level every monih

The grid shows where you appear for one search across your area; the ledger shows
what appearing produced, from profile views down to booked jobs. The grid values are
an illustration.

An HVAC company in Plano reads its first grid

The grid above is the company's first run for "AC repair," with its office at
the center point. Counting "20+" as 20, the average position is 8.0, and the
company is in the top three at 9 of 49 points, which is 18 percent. All 11
points where it ranks 11th or worse sit in the two easternmost columns, on
the east side of town, where it does about a third of its work. Those 14
points average 14.6, against 5.4 for the other 35.

Digital Ingenuity 16
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CONTINUED

GUIDE TO LOCAL SEO

example are for illustration.

CHAPTER 2

Profile calls are flat. Website visits from the profile look low until the owner
tags the link and can separate profile visits from other Google traffic.
Month O on the baseline sheet reads: grid average 8.0, top three at 18
percent. The company shows strongly close in while one rival holds the
east side, so the Three Dials reading is prominence. The first change log
line: "Started review asks on every east side job." All numbers in this

TABLE 2.1 5

The Business Profile numbers, read correctly

The Performance page covers verified profiles only, and its numbers

include both unpaid results and Google Ads.*®

ROWS

METRIC WHAT IT COUNTS READ IT THIS WAY
Calls Taps on the call button on your profile*® Not answered calls. Compare with
your phone records.

Directions Direction requests, with repeat taps, cancellations and The best walk-in signal for a
spam removed*® storefront.

Website Clicks from your profile to your site*® Confirm them with a tagged link.

clicks

Searches The terms people used to find you, updated at the start of Look for services you do not list
each month and up to 5 days late*® yet.

Views Unique people, each counted at most once a day*® A reach number, not a result.

The website numbers

Digital Ingenwity

Four jobs turn your website into a measuring instrument. If someone

else runs your site, forward them the sheet below. Tag the profile's

website link like this, with the same values on every profile:

example.com/plano/?
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Digital Ingenwity

utm_source=google&utm_medium=organic&utm_campaign=profile.
Google says to always use utm_source, utm_medium and
utm_campaign.?*

Know the limits. Once Google Analytics is linked to your profile, it shows
your profile's calls, directions, website clicks, messages and bookings,
but only for the last 6 months, and with several profiles linked it shows
only their sum.*® Keep your own monthly copy. Search Console counts
visits from Al Overviews and Al Mode under the Web search type.**

CHAPTER 2

18
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EWORKSHEET i CHAPTER 2 - FILL IN BY HAND DATE

WORKSHEET

Dial diagnosis

One row per money search, filled from your grid. Name the weak dial with the
Three Dials pattern in Chapter 1, then the first fix.

WEAK DIAL, AND
SEARCH RANK NEAR US RANK FAR SIDE WHY

FIRST FIX

NOTES

Digital Ingenuity
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The ledger: from actions to booked jobs

Profile actions are not customers. The ledger follows the chain to
money: calls answered, forms received, jobs booked and, where you
know it, revenue. A spreadsheet is enough. A call tracking service can
record where each call came from and how it ended; read the warning
below before its number goes on your profile.

Digital Ingenwity 20
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i--\nl-(;;k-K-é;-l-lE-l-E:l'“i CHAPTER 2 - FILL IN BY HAND DATE
Four jobs, each with a test for done. Tick the last column when the test passes.
JOB WHAT TO DO DONE WHEN DONE
Tag the profile link Add utm_source, A test visit from the profile
utm_medium and shows up in Google
utm_campaign to the Analytics under the
website link on every campaign name
profile?*
Mark leads as key events Set up an event for each Atest form and a test tap
form submission and each | each appear as a key event
tap on a click-to-call link,
and mark each as a key
event?2
Link Analytics to the profile Connect Google Analytics Profile calls, directions and
to your Business Profile*® | website clicks appear in
Analytics
Set up Search Console Add and verify the website | The Performance report
in Search Console? shows the searches and
pages that brought people
to the site
NOTES
Digital Ingenuity 21
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Tracking numbers on your profile

Google says a profile's phone number and website should be the single,
authoritative number and website for the business.® The number must stay
under your direct control and must not send callers to anyone else's
number.® A profile takes up to 2 additional numbers,?* and Google says
additional numbers can be used on Business Profile websites and other
local surfaces.?

We found no Google page on call tracking numbers, so this is our
recommendation: keep your main number as the primary number on the
profile and everywhere else. If you use call tracking, put the tracking
number only in an additional slot, and only if it rings your business and you
control it.

METHOD

Ol
02
03
04

05
06

Digital Ingenwity

The Grid and Ledger

Fix the searches. Use your money searches from Chapter 1, and never change
one without a note in the change log.

Run the grid. Same day of the month, same time, same settings or the same five
points. Save every run.

Pull the profile numbers. Calls, direction requests and website clicks, from the
Performance page or the download.

Count the leads. Answered calls from your phone records and form submissions
from your key events.

Count the jobs. Booked jobs, and revenue if you know it.

Write the change log. One line on what changed this month. Without it you will
never know which change moved which number.

22
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[0 CHECKLIST

7 ITEMS

Digital Ingenwity

0

U

O g o g

Owner: A baseline grid saved for each money search, with a tool or the five-
point method.

Web person: Profile website link tagged with utm_source, utm_medium
and utm_campaign.?*

Web person: Form submissions and click-to-call taps marked as key
events.??

Web person: Google Analytics linked to your Business Profile.*6
Web person: Search Console set up for your website.?
Office: Answered calls and booked jobs counted each month.

Owner: Ledger started, with a monthly calendar reminder.

23
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EWORKSHEET i CHAPTER 2 - FILL IN BY HAND DATE
:

________________

Baseline sheet

Fill Month O before you change anything, then one column a month.

MEASURE MONTH @ MONTH 1 MONTH 2 MONTH 3

Search 1: grid average

Search 1: share in top three

Search 2: grid average

Search 2: share in top three

Search 3: grid average

Search 3: share in top three

Profile calls

Direction requests

Website clicks

Form leads

Answered calls

Booked jobs

What we changed

Digital Ingenuity 24
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{4

CHAPTER 2 - IN SHORT

Rank is the means. Booked jobs
are the goal.

0l

02
05

NEXT - CHAPTER 3

Digital Ingenwity

Your desk shows one result for one person. A grid shows your
market.>

Profile calls are taps on a button, not conversations. :

Rank matters only as far as it produces booked jobs.

Your Google Business Profile, built right 26

25
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Claim or create

Eligibility, ownership and access
Verification

Name

Categories

Services

Description

Hours

Phone, website and messages

3.10 Photos and videos

3.11 Posts

3.12 Attributes and Q&A

3.13 Google's edits, and yours

METHOD The Real-World Match
METHOD The Monday Fifteen
CHECKLIST Google's edits, and yours
WORKSHEET Profile build sheet

Profile, built right

Your Business Profile is the one listing on Google that you edit
yourself. Build it field by field: how each part works today, what
Google's rules say, what to write and shoot, and which popular tactics

now break the rules.

PAGES 26 TO 37
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Claim or create

Search Google Maps for your business name. If a profile exists and no
one on your team manages it, look for the Claim this business or Own
this business button.?* If someone else owns it, such as a former agency
or employee, request ownership; Chapter 10 has the steps. Create a new
profile only if none exists, because Google does not allow more than one
profile for the same location.?

CHAPTER 3

Eligibility, ownership and access

To have a profile, a business must make in-person contact with
customers during its stated hours; lead generation companies and
online-only businesses are not eligible.® Google recommends limiting
access to the owners and managers who need it and removing former
employees.?® Google also recommends turning on 2-Step Verification;
do it on every account with access.?®

The business owns the profile

Google's third-party policies say the business must keep ownership or co-
ownership of its profile at all times, so add outside help as a manager. A
third party must let a client regain exclusive control within 7 business days
of notice, and one that charges a fee must say that Business Profile itself
costs nothing extra.?®

Digital Ingenwity

Verification

Google picks which verification methods you can use, from phone or
text, email, live video call, video recording and postcard, and
recommends video when you are eligible.?” Review takes up to 5
business days.?” A website verified in Search Console can lead to
instant verification.?” If you get a postcard, most codes arrive within 14

27



THE COMPLETE GUIDE TO LOCAL SEO CHAPTER 3

days and codes expire after 30 days.?” While it is on its way, do not edit
your name, address or category, and do not request a new code: a new
request cancels the code in the mail and starts over.?”

Name

Use the name on your sign, your website and your stationery. Google
does not allow marketing taglines, store codes, hours, phone numbers,
web addresses, service information or location information in the name,
and says unnecessary information there could get the profile
suspended.® Add "24 Hour Emergency Plumber Frisco TX" to a plain
company name and you have a suspension risk, whatever other guides
say.

Categories

You get one primary category and up to 9 more.?® That is a ceiling, not a
goal. Google says to use as few categories as possible and to choose
specific ones.? Pick only categories that complete the sentence, "This
business IS a."® When you pick a specific category, Google implicitly
includes the broader ones, so skip any extra that repeats a more specific
choice.® Categories affect your local ranking, but you should not add one
for every product or service,'” and adding or editing a category may
trigger another verification, so decide once.'”

How to choose. Run each money search and open the top three profiles.
Write down the category each one shows under its name. Then pick the
most specific category on Google's list that passes the "IS a" test for
you. The names below are examples; confirm the exact wording in the
category picker.

Digital Ingenwity 28
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TABLE 3.1 8 ROWS

CHAPTER 3

BUSINESS TOO BROAD MOST SPECIFIC FIT
Plumbing company Contractor Plumber

Heating and cooling company Contractor HVAC contractor
Children's dental practice Dentist Pediatric dentist
Injury law firm Law firm Personal injury lawyer
General auto repair Repair service Auto repair shop
Residential brokerage Real estate Real estate agency
Pizza place Restaurant Pizza restaurant
Private K to 12 school School Private school

Services

In many categories you can add suggested and custom services, group

them, and add descriptions and prices; a service may be highlighted

when people search for it.*® Custom names containing prices, phone

numbers or personal information are rejected automatically.*® Customers

reviewing a service business may be asked which service they

received,?® so your service list also shapes your reviews.

TIP Write services the way customers ask for them

Water heater repair. Gas and electric tank heaters, repaired or replaced,

with the old unit hauled away.

Drain cleaning. Kitchen, bath and main line drains cleared, then checked

with a camera.

Leak detection. We find hidden leaks in walls, slabs and ceilings before

we open anything up.

Digital Ingenwity
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CONTINUED One service per line, the customer's words in the name, one plain
sentence, no price in the name.

Description

You have up to 750 characters, with no URLs or HTML,?® and no links,
promotions, prices or sales.® Say what you do, for whom, where, and
what a customer can count on.

A roofing description, before and after

Before, and against the rules: "Best roofers in Texas!!! Call now for 20%
off. Roof repair Plano Frisco Allen McKinney Wylie."

After: "Family-owned roofing contractor for homes in Collin County. We
repair storm and hail damage, replace shingle and metal roofs, and walk
you through the insurance claim. Every job comes with a written scope,

before and after photos, and one project lead you can call directly."

Hours

Set your regular customer-facing hours.® Use special hours for holidays
and other temporary changes, and more hours when parts of your
business keep different hours.?® Hours and an address are what let you
appear for searches such as "open now."*° One exception beats the
usual "fill in every field" advice: businesses that work only by
appointment, or run varied schedules such as classes, should not list
hours, and Google's examples include schools and universities.?
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CHAPTER 3

Phone, website and messages

A profile takes a primary phone number and up to 2 more.?® The number
must connect to that location and stay under your control.® Point the
website field at the location's own page, tagged as in Chapter 2.
Business Profile chat and call history ended on July 31, 2024, and quote
requests went with them.?° In select regions, customers can now
contact you from the profile by text message or WhatsApp.2°2® Where
available, add one social link per platform.23

Photos and videos

Google's specs: JPG or PNG, 10 KB to 5 MB, 720 by 720 pixels
recommended and 250 by 250 at least; videos up to 30 seconds, up to
75 MB, at 720p or higher.2? Photos should be in focus, well lit and free of
heavy filters.2? A poor cover photo may be replaced by a customer's
photo, and uploads can take 24 to 48 hours to appear.3? We found no
Google guidance that recommends geotagging photo files, so skip it.

The shot list. Shoot what a customer wants to check before calling:
your sign with the street around it, the entrance, the team, work in
progress, finished work, and the inside if customers come in. Use real
photos of real jobs, never stock photos, and add new ones as the work
happens.

Digital Ingenwity

Posts

Posts come in three types: Updates, Offers and Events.3* Posts stay up
for a long time: posts older than 6 months are archived unless they have
a date range.?! You can schedule a post, set it to repeat, and publish one
post to several profiles.®' A post whose text includes a phone number
might be rejected if Google cannot verify the number belongs to the
business.3! Let customers use the call button on your profile instead,
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and add extra numbers to the profile itself.?* An Update can carry an
action button that links to a page on your site.3* Google does not say
posts raise rankings. Use them to show customers what is new.

An HVAC post, before and after

Before: "BEST AC REPAIR IN PLANO!! Call 972-555-0100 NOW for 20%
offil"

After: "Tune-up week in west Plano: our techs found the same problem on
a third of the systems they checked, a clogged condensate line. Here is
what it looks like and how to check yours in two minutes." The action
button, Learn more, opens the page with the photos. All numbers in this
example are for illustration.

Attributes and Q&A

You can set factual attributes, such as outdoor seating; subjective ones,
such as whether a place is popular with locals, come from Google
users.?® Set every factual attribute that is true. Google says Q&A is
available only for select categories and regions, and that it might
change.?® Treat it as a feature that may change or go away: do not build
a plan around it, and check Google's Edit your Business Profile page for
its current status.

Google's edits, and yours

Google may update your profile from other sources, such as user reports
and licensed content, and shows the fields it changed in blue.?® When
told about a suggested edit, you have 4 days to accept or reject it; if you
do not answer, Google may publish it when other public information,
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such as your website, supports it.2% In April 2026, Google said it had

started rolling out email alerts so verified and active owners can review
important edits before they go live.3?

4 da {o accept or reject a suggested edit before
Google may publish it without you SouRcE 20

The Real-World Match

Ol Stand at the door. For each field, ask: would a customer at your door, reading
your sign or calling your number, find exactly this?

OZ Fix the mismatch. If not, change the profile, or change the real world first (a new
sign, a staffed desk) and then the profile.

03 Write it down. Record each final value on the build sheet below and on the One
Truth Sheet in Chapter 7.

04 Match again after any change. A move, a new phone line or new hours starts
the match over, sheet first.
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Google emails or
notifies you

Your accept or
answered reject decides

clock starts

Google may publish
the edit if public
silence info supports it,

if it agrees such as your site
—_—

keep it accurate

You have 4 days to answer a suggested edit; after that, Google may publish it if public
information such as your website supports it.

METHOD

02
03
04

05

Digital Ingenuity

The Monday Fifteen

Edits, 3 minutes. Open the profile, look for Google updates and suggested edits,
and answer each one; the clock is 4 days.??

Reviews, 5 minutes. Reply to new reviews within your written standard (Chapter 5).
Photos, 3 minutes. Add two or three new photos of real work from the past week.

Hours, 1 minute. Set special hours for any holiday or closure in the next two
weeks.?3

Post, 3 minutes. Publish or schedule one post about something real.3* The minutes
are our suggestion; the weekly habit is the point.
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A two-dentist practice in Plano

Over the years the profile name had grown to include "best family dentist"
and the city, while the sign out front carries only the practice's two-word
name. The name now matches the sign.® The primary category is Dentist.
Both dentists see patients and can be reached at the office during its
hours, so each may have a practitioner profile carrying only the dentist's
own name, while the practice keeps its own profile. Hygienists and front
desk staff do not get profiles.®> New photos of the real team and rooms
finish the job.

[J Owner: The business owns the profile, outside help is a manager, and every
7 ITEMS account with access uses 2-Step Verification.?62°

(] Owner: The name matches the sign exactly.?

() Owner: The primary category is the most specific fit, and every extra passes
the "IS a" test.317

(] Owner: Every field on the build sheet passes the Real-World Match.
(] Office: Hours are set, or left off if you work by appointment only.?

() Office: Logo, cover photo and real photos of the sign, entrance, team and
finished work are uploaded.

(] Office: The Monday Fifteen is on the calendar, with a named person.
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Tick each field when the profile matches the real world.
FIELD GOOGLE'S RULE SAYS NOW SHOULD SAY DONE
Name The name on your
sign, nothing
added®
Primary category The most specific
ﬁt 17
More categories As few as possible,
"ISa" test®
Services No prices or phone
numbers in
names*®
Description 750 characters or
fewer, no links 22
Hours Customer-facing;
none if by
appointment
only?
Phone Connects to this
location ®
Website The location's
page, tagged 2*
Address or area See Chapter 433
Photos JPG or PNG, in
focus, no heavy
filters3?
Digital Ingenuity 36



THE COMPLETE GUIDE TO LOCAL SEO CHAPTER 3

CHAPTER 3 - IN SHORT

0l
02
05

NEXT - CHAPTER 4

Digital Ingenwity

The business owns the profile. Helpers are managers. s
The name matches the sign. Keywords in it risk suspension.

Answer suggested edits within 4 days, and keep your website
accurate.z

Service areas and addresses 38
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and addresses

Whether your address shows on Google follows from how you serve
customers, not from taste. By the end of this chapter you will know
which kind of business you are, whether your address belongs on
Google, and how to set a service area if it does not.
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4.1 Three kinds of business, and
one that does not qualify

A storefront serves customers at its address. A service-area business
visits or delivers to customers and does not serve them at its address. 3
A hybrid does both, such as an auto repair shop with a garage that also
offers roadside service.® A hybrid without permanent signage on site is
not eligible as a storefront and should be listed as a service-area
business.** A business that never meets customers in person, at its
place or theirs, is not eligible for a profile at all.®

4.2 Address rules

If you show an address, it must be a physical place customers can visit.?
Profiles that use a P.O. Box as the business address are suspended.3*
Virtual offices are not eligible, and a co-working office qualifies only with
clear signage, customers received during business hours and staff
present during business hours.® A business that shows an address
should keep permanent fixed signage with its name at that address.?

Service-area rules

If you do not serve customers at your address, remove it from your
profile.®3 You can set up to 20 service areas by city, postal code or other
area, and you cannot set a radius around your business.*? Google says
the whole area should stay within about 2 hours of driving from your
base, though some businesses may justify more.® Service area edits can
take up to 48 hours to show.*?
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CHAPTER 4

One profile or several

A service-area business gets one profile for the whole area it serves. 3
The exception: a service business with different locations, each with its
own service area and its own staff, may have one profile for each
location.® Never create more than one profile for the same location, in
one account or across accounts.?

What a service area does not do

A service area tells customers where you work. It does not cancel
distance, which Google measures from the searcher,?* so listing 20 cities
does not put you in 20 places at once. Our reading, not Google's: reach
in a far town comes from reviews by customers there, pages about real
work there and local links, which the next three chapters cover.

EXAMPLE

A roofing company run from the owner's home in Wylie

The profile showed the owner's home address and a wide radius set years
ago. Crews travel to every job and customers never come to the house, so
the Front Door Test says service-area business. The owner hides the
address and lists the 14 cities where crews worked last year, the farthest
well under two hours away. Pages come later, only for the five cities with
enough real jobs and photos to fill them. All numbers in this example are
for illustration.

Digital Ingenwity
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02
03
04

05

The Front Door Test

Meet in person. Do you meet customers in person during the hours you list, at
your place or theirs? If never, you are not eligible for a Business Profile.°

Go to them. Do you travel to customers or deliver to them where they are? Write
down yes or no.

They come to you. Do customers come to this address? Write down yes or no.

Ready for visitors. Are staff there during the hours you list, and is there a
permanent sign with your name? If either answer is no, the address is not ready
to show.?®

Read the box. Customers come to a ready address and you never travel:
storefront. Both: hybrid, so show the address and a service area.*? You travel, but
customers do not come to a ready address: service-area business, so hide the
address.*? Neither: fix the sign or the staffing before you show an address.?

EXAMPLE

Two other answers to the Front Door Test

A two-bay auto repair shop in Garland keeps staff at the counter during its
listed hours, has its name on a permanent sign, and also runs a tow and
roadside service. Customers come to a ready address and the shop goes
to them: hybrid. It shows the address and lists the cities its tow truck
covers.

A pediatric dental office in Allen sees every patient at the office and never
travels. During a remodel its sign came down. The test says the address is
not ready, and a service area is no answer, because the office does not go
to patients. The practice puts the permanent sign back up and stays a
storefront with its address shown.

Digital Ingenwity
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Do customers come to an address that is
staffed in your hours, with a permanent sign?

Do you travel
to customers or
deliver to them? Show the address Hide the address.

and a service area. Up to 20 areas by city
or ZIP code, no radius,
about 2 hours of driving

an auto shop a plumber who

with roadside service works from home

Show the address. Fix the sign or staffing

No service area. before you show an address.
Never meet in person?
Not eligible for a profile.

a dental office
patients visit

Two questions place you in one of four boxes: whether you go to customers, and
whether customers come to a staffed address with your permanent sign.

Owner: The Front Door Test is answered in writing.

[0 CHECKLIST

7 ITEMS Owner: The address is hidden if you travel to customers and they do not come to

a staffed, sighed address.333

Owner: No P.O. Box, virtual office or unstaffed co-working desk.33*

Office: Service areas are listed by city or ZIP code, 20 or fewer. 33

Office: The farthest area is within about 2 hours of driving.*

Owner: Each extra profile has its own staffed location and its own service area.®

Web person: Your website footer describes the same area as your profile.

Oo0ogog gd
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EWORKSHEET i CHAPTER 4 - FILL IN BY HAND DATE

Service area planner

Up to 20 areas you really serve. Measure drive time yourself.

DRIVE TIME FROM REAL PAGE ON OUR

AREA (CITY OR ZIP) BASE JOBS LAST YEAR SITE? PRIORITY
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DRIVE TIME FROM REAL PAGE ON OUR

AREA (CITY OR ZIP) BASE JOBS LAST YEAR SITE? PRIORITY
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CHAPTER 4 - IN SHORT

{4 ‘
A service area tells customers
where you work. It does not
move you closer to them.

Ol How you serve customers decides whether your address shows. =
02 Up to 20 areas, no radius, about 2 hours of driving at most.ss:

03 A service area does not beat distance. Proof in each area does.:

NEXT - CHAPTER 5 Reviews from every customer a6
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Reviews from

every customer

Reviews are the part of local search your customers write for you.
Here is how to ask everyone, reply well and handle bad, fake and
extortion reviews, inside Google's rules and federal law.
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Why reviews matter

Google names review count and positive ratings as part of prominence,?
and says Ask Maps draws on reviews when it answers questions about
places.*® Three sets of rules govern how you ask for them: Google's, the
FTC's and Yelp's.

CHAPTER 5

The rules, side by side

What Google prohibits

Google treats paid or rewarded reviews as fake engagement. Merchants
may not discourage negative reviews or selectively ask for positive ones,
should not pressure customers to review on the premises or ask for
specific content, and may not give staff review quotas.* Reviews from
current or former employees, family members or competitors are not
allowed.* A business that breaks these rules can be blocked from new
reviews, have reviews unpublished, or get a public warning on its profile.36

What federal law says

The FTC's rule on consumer reviews and testimonials took effect on
October 21, 2024, and courts can impose civil penalties for knowing
violations.® It bans creating, selling or buying fake reviews, including Al-
generated ones, and incentives conditioned on a particular sentiment.®” It
also bans insider reviews that do not clearly disclose the connection,
unfounded legal threats or intimidation to suppress reviews, and buying or
selling fake social media indicators such as bot followers.3” The rule itself
does not ban a reward for an honest review, but the FTC says failing to
disclose it could violate the FTC Act.®

Digital Ingenwity
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CHAPTER 5

Your contracts, and Yelp
The Consumer Review Fairness Act makes standard contract terms that
restrict, penalize or claim copyright over honest reviews illegal; check your
intake forms and online terms. =8 Yelp tells businesses not to ask anyone
for reviews, and its software may not recommend reviews that look
prompted.*°

TABLE 5.1 5 ROWS

PRACTICE GOOGLE FTC YELP

Ask every customer Allowed, with no Avoids the selective asking the FTC warns against® Do not ask

the same way incentive anyone 3°

Reward for leaving Not allowed* Not banned by the rule unless tied to sentiment; the Not allowed *°

any review FTC says the review should disclose the reward®>°®

Reward for a 5-star
review

Ask only happy
customers

Reviews from staff
or family

Not allowed*

Not allowed*

Not allowed*

Banned, even if disclosed®

Could violate the FTC Act®

Only with the connection clearly disclosed, and even
then risky if they lift your rating®®

Not allowed ®°

Do not ask
anyone 39

Do not ask
them 3°

Digital Ingenwity

Lawyers, doctors and dentists, check first

Your state bar or licensing board may have its own rules on testimonials

and on what you may say about a client or patient. Check them before you
build the ask, and again before you write your reply standard.
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CHAPTER 5

TIP

The ask

Same moment, same words, every customer. Create the link or QR code
from your profile under Read reviews, then Get more reviews; for now,
QR codes can be made only in a computer browser.“? Google suggests
putting the link on receipts, in thank-you emails, at the end of a chat and
on a printed QR code in your store.*? Reviewers must be signed in to a
Google Account, which can use any email address.** A card on the
counter is fine; standing over a customer with a tablet is the on-
premises pressure Google rules out.*

Three requests that stay inside the rules

Text: "Thanks for choosing us today. If you have a minute, we'd value an
honest review on Google: [link]"

Email: "Thank you for your visit. We read every review and use them to get
better. If you're willing, leave an honest one here: [link]"

In person: "We ask every customer for an honest review. This card has the
link if you'd like to leave one later."

None suggests a star rating, words, a service or a staff name.

Digital Ingenwity

Replies

Google's advice: keep replies short, professional and not promotional,
and do not send the same thank-you to everyone. For negative reviews,
protect the customer's privacy, explain honestly what you can and
cannot do, apologize when appropriate, make it personal and respond
promptly.** You must be verified to reply. Google checks replies against
its policies, usually within 10 minutes but sometimes up to 30 days, and
the reviewer is notified and can still change the review.??
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TABLE 5.2 4 ROWS

Medical, dental and legal practices: never confirm that the reviewer is a
patient or client, and keep every detail of their care or case off the page.
That follows from Google's privacy advice,** and the federal health
privacy regulator has settled with a dental practice whose replies to
online reviews disclosed patients' health information.*2

CHAPTER 5

REVIEW

A STARTING REPLY YOU PERSONALIZE

Five stars

Four stars with a nitpick

One star, real complaint

One star, no record of the
customer

"Thank you. [One specific thing from their review.] We're glad it went the way it
should."

"Thank you. You're right about [the issue], and we've [what changed]."

"We're sorry. That is not our standard. Please call [name, role] at [number] so we
can make it right."

"We can't find a visit that matches this. Please call [number] so we can look into
it." Flag it if it breaks policy.

Digital Ingenwity

Bad, fake and extortion reviews

Google removes only reviews that break its policies, and asks owners
not to report a review just because they disagree with it.** Flag it and
track it in the Reviews Management Tool, where evaluation typically
takes several days; if Google finds no violation, you get a one-time
appeal covering up to 10 reviews.*® The FTC, for its part, warns
businesses not to misuse report buttons against honest negative
reviews.®

Extortion follows a pattern: a sudden run of 1-star and 2-star reviews,
then a demand for money, goods or services to remove them.** Do not
engage or pay, gather evidence right away, and use the merchant
extortion report form.** In April 2026, Google said that when it sees a
sudden spike in spam reviews, it removes them, pauses new reviews on
the profile, alerts the owner and shows consumers a banner explaining
the pause.®?
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Reviews on your own website

Show real reviews on your site for the people reading it, but do not
expect stars in search from them. When a business controls the reviews
about itself, its pages with LocalBusiness or Organization markup are
not eligible for review stars, and ratings copied from other sites do not
belong in review markup.*®

The Every Customer Loop

Ol Finish the job. The ask is part of closing every job.
OZ Ask everyone. Same day, same words, same link, every customer. No filters.
OS Remind once. One reminder a few days later if you hear nothing, then stop. This

is our recommendation, not a platform rule.

04 Reply. To every negative review, and to positive ones where you can add
something, within a written standard. We suggest two business days.

OS Learn. Once a month, tag what customers praise and what they complain about.

06 Fix the work. Change the operation, not the wording of the ask. The next job
starts the loop again.
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Pressure Asking only Scripted words Paying or
on the premises happy customers or staff names rewarding reviews

Finish the job —_— Ask everyone —>

same day if silent

Every customer, the same words

No rewards, no filters, no scripts

review comes in

fictrowork Je———(  tean  Je—(_ Boot

patterns each month

Ask everyone the same way, remind once, reply, learn and fix; all four blocked
shortcuts break the ask, each is against Google's rules, and some can also break
federal law.

A family law firm in Dallas answers a one-star review

A one-star review says the firm "never called back." The first draft reply
read: "We checked your file, and we called you twice about your custody
hearing." That confirms the person was a client and discloses case details.

The reply the firm posted: "We take every concern seriously and we're sorry
to hear this. Our standard is to return calls within one business day. Please
call our office manager at our main number so we can look into it." It
confirms nothing and moves the conversation off the page.
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CHAPTER 5

[0 CHECKLIST

7 ITEMS

Digital Ingenwity

Office: Review link and QR code created.*?

Owner: One request each for text, email and in person, none suggesting
content.*

Office: Every customer asked, not a chosen few.“¢
Owner: No rewards tied to reviews anywhere, including staff contests.*

Owner: Intake forms and terms checked for clauses that restrict honest
reviews.38

Office: No requests for Yelp reviews.=°

Owner: A written reply standard, and extortion steps saved where the team

can find them.*4
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EWORKSHEET i CHAPTER 5 - FILL IN BY HAND DATE

Your ask plan

Write the exact words for each channel, when each goes out and who sends it.

CHANNEL WHEN IT GOES OUT EXACT WORDS WHO SENDS IT

Text

Email

In person

Printed card

Reminder

NOTES
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{4

CHAPTER 5 - IN SHORT

One ask, one link, every
customer.

0l
02

05

NEXT - CHAPTER 6

Digital Ingenwity

Ask every customer the same way. Never pay, filter or script. «s

Reply to protect privacy; in medical, dental and legal work, never
confirm a patient or client.««

Report only reviews that break policy, and never pay an
extortionist. «+

A website that proves it 56
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A website
that proves i

Your profile says what you are. Your website proves it. You need a
page for each core service and each real location, built to help the
person reading it, and LocalBusiness structured data that states the

same facts as your profile.
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Why your site matters for local

Google reads your website to detect your categories,® to settle
suggested edits you ignore?? and to compile profile facts.*® Its Al
features link only to pages that are indexed and eligible for a snippet,
and robots.txt rules for Googlebot govern crawling for Search and Al
features alike.'* Make sure yours lets Google in; Chapter 9 shows how
to check.

CHAPTER 6

Service pages

Give each core service its own page, written for a customer deciding
whether to call. Cover what it is, the signs they need it, how the job
goes, what affects the price, proof from real jobs and one clear action.
Google says it has no preferred word count.“® Write until the questions
are answered, then stop.

Location pages

Give each real location its own page, and point that location's profile
website link to it, tagged as in Chapter 2. In your markup, the url for
each location is the address of that location's own page.’

Digital Ingenwity

Area pages without doorways

Google's spam policies name the old shortcuts. Many pages aimed at
specific cities or regions that funnel people to one page are doorway
abuse.? A block of text listing the towns you want to rank in is keyword
stuffing.® Using generative Al to produce many pages that add nothing
for users is scaled content abuse.® Our recommendation: publish an
area page only when you can fill it with real work from that area.
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CHAPTER 6

02

03
04
05
06
0/
03

The Proof Page

Plain headline. Name the service and the place the way a customer would say

them.

Where and when. Address or area served, hours and phone, exactly as on your

profile.

The work. What you do here, in plain words.

Proof. Real job photos and short notes on real jobs from this area.

What customers say. Reviews from this area, shown as text.

The people. Who does the work, with names and photos if they agree.

Real questions. Answers in plain text, not inside images.

One action. Call, book or get directions. If blocks 3 to 6 cannot be filled with real

local material, the page waits.

Digital Ingenwity

LocalBusiness structured data

Structured data states your facts in a standard vocabulary that search
engines can read. For a local business, Google requires name and
address, and recommends geo, openingHoursSpecification, telephone,
url, priceRange, department and menu.” Define each location as its own
LocalBusiness, using the most specific subtype possible.”

Schema.org's subtypes include Dentist, LegalService, MedicalBusiness
and RealEstateAgent;*’ Plumber, HVYACBusiness and RoofingContractor
under HomeAndConstructionBusiness; “¢ and AutoRepair under
AutomotiveBusiness.*° Law firms should use LegalService, because
schema.org marks the older Attorney type as deprecated.®?
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TIP

Make the markup match the text visitors see,** and test it with Google's
Rich Results Test; sites that break the guidelines can get a manual
action.” Google says no special schema or Al text files are needed for its
Al features.* areaServed is schema.org vocabulary for the area you
serve,*’ but Google's LocalBusiness documentation does not list it, so
do not expect it to change your Google results.”

If you hide your address. Google lists the address as a required
property, and markup without its required properties is not eligible to
show as a rich result.” So a service-area business gains little from
LocalBusiness markup on Google. Never publish in markup an address
you hide on your profile; describe your service area in plain text on the
page instead.

Give this to whoever manages your site

Three lines to forward. One: add LocalBusiness markup to each location
page, using the most specific type and replacing every value in the sample
below. Two: make every value match the text on that page and the
Business Profile exactly. Three: test each page in Google's Rich Results
Test and send a screenshot of the result.’

CHAPTER 6

EXAMPLE

Digital Ingenwity

Markup for one plumbing location page

Placeholder values for a shop customers visit. Replace every value, match
it to the page and profile, and validate.
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<script type="application/ld+json">
{
"@context": "https://schema.org",
"@type": "Plumber",
"name": "Your Business Name'",
"url": "https://www.example.com/plano/",
"telephone": "+1-972-555-0100",
"address": {
"@type": "PostalAddress",
"streetAddress": "100 Example Street',
"addresslLocality": "Plano",
"addressRegion": "TX",
"postalCode": "75000",
"addressCountry": "US"

B
"geo": {
"@type": "GeoCoordinates",
"latitude": 33.01984,
"longitude": -96.69889
B
"openingHoursSpecification": {
"@type": "OpeningHoursSpecification",
"dayOfWeek": ["Monday", "Tuesday", "Wednesday',
"Thursday", "Friday"l],
"opens": "08:00",
"closes": "17:00"
}
}
</script>

CHAPTER 6

Digital Ingenwity

The details that convert

Put the same name, address or area, and phone in your footer as on your
profile. Make phone numbers tap to call. Keep forms short and track
each submission as a key event.?> Show hours and, for a storefront, a
directions link.

The five-second phone test. Open each location page on a phone, look
for five seconds and do not scroll. Can you see your hame, the town or
area you serve, and a button to call or book? If any of the three is
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missing, move it up. Then ask someone who has never seen the site to
do the same.

A three-bay auto repair shop in McKinney

An old website had forty near-identical pages, one per nearby town. The
owner retires them and redirects each one, so anyone who opens an old
address lands on the most useful real page instead. The shop keeps one
location page and builds six service pages, from brakes to fleet work, each
with photos from its own bays and notes on real jobs. The location page
uses AutoRepair markup,“® its url is the page itself, and the profile's
website link points to it with campaign tags. All numbers in this example
are for illustration.

[0 CHECKLIST

7 ITEMS

Web person: A page for each core service.
Web person: A page for each real location, linked from its profile.”

Web person: No city-swap pages and no blocks of town names.®

O g o o

Web person: LocalBusiness markup on each location page, most specific
type, url set to that page, and no hidden address in it.”*”

U

Web person: Markup matches the visible text and passes the Rich Results
Test. 7

U

Owner: Every location page passes the five-second phone test.

(] Web person: Forms and click-to-call taps tracked as key events.??
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menu links

IIIIEH%IHHEH%%IHHHIIIII

Drain cleaning
Water heaters

Leak repair

IIIII!HHHHHHH!HHHIIIII

Plano page

same facts as profile

Frisco page

same facts as profile

Allen page

same facts as profile

one page per real location and per core service

CHAPTER 6

tagged 1link

same facts

tagged link

same facts

tagged 1link

same facts

Each Business Profile links to its own location page, and each page's LocalBusiness
markup states the same facts as the profile.

Digital Ingenuity
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EWORKSHEET i CHAPTER 6 - FILL IN BY HAND DATE
:

________________

Proof page planner

Use one sheet per page. If you cannot fill rows 3 to 6 with real local material, the
page waits.

WHAT WE STILL
BLOCK WHAT WE HAVE NEED OWNER DUE

1. Plain headline

2. Where and when

3. The work

4. Proof

5. What customers say

6. The people

7. Real questions

8. One action

NOTES
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{4

CHAPTER 6 - IN SHORT

If you cannot fill a page with
real local work, you do not
need the page.

0l

02
05

NEXT - CHAPTER 7

Digital Ingenwity

One page per core service and per real location, each filled with real
local proof. 2

Markup states what the page already says.

Your own reviews will not earn stars through your markup.

Be known around town 65
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Be knoun
around town

Google builds its picture of your business from your profile and from

everywhere else you are listed. Here is how to make the outside
match the inside, and how to earn links without buying them.
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Why the rest of the web matters

Google compiles profiles partly from public web content and data
licensed from third parties,*® and may update your profile from other
sources such as user reports and licensed content.?? It also counts links
to your website as part of prominence.* An old phone number on a
forgotten listing is exactly the kind of outside information that can end
up back on your profile.

Citations and NAP

A citation is any listing of your business name, address and phone
number on another site: a directory, an association page, a map app.
NAP is shorthand for those three facts. Be clear about why they matter.
Google's page on local ranking does not name citations or directories as
a factor.* It does say that links to your website count toward
prominence, so a listing that links to your site is also a link.* And Google
builds your profile partly from outside sources and may update it from
them.°2? The point of citation work is accuracy: every listing that
disagrees with you is a chance for a wrong fact to reach your profile.

Pick one format and copy it. One way to write the name, exactly as on
the sign. One address format, with Suite spelled the same way every
time. One phone pattern. Either "and" or "&," never both. Then paste from
the One Truth Sheet instead of retyping.

Find what is already out there. Search the web for each old phone
number, each old address and each old name, one at a time, and for your
name with your city. Record every listing you find on the audit sheet
below.
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CHAPTER 7

The One Truth Sheet
Before you touch a single listing, write down one version of the truth,
using the worksheet below. Google asks for the name you use in the real
world, on your sign, website and stationery,® and for a single,
authoritative phone number and website.® Share the sheet with
everyone who edits a listing, and when anything changes, change the
sheet first.
The listings that matter most
TABLE 7.1 6 ROWS
LISTING WHAT IT DOES FOR YOU YOUR MOVE
Google Search, Maps and Google's Al features (Chapters 3 and Build it with the Real-World Match
Business 9)
Profile
Apple Apple Business Connect is how part of Apple Business.®* Claim a place card for each physical
Business A place card appears in Maps, Siri, Calendar, Messages location; a business without one can
and Spotlight, and can carry showcases. %2 add its brand to Apple Business
instead 2
Bing Places Free listings for Bing search and Bing Maps, now at Claim it, or import your listing from
for Business bing.com/forbusiness >3 Google, including name, hours and
contact details >3
Ye]p A review site with its own rules about asking for Claim and correct it, but never ask
reviews ° for Yelp reviews 3°
Facebook Business pages your neighbors see Match every fact to the One Truth
and Sheet
Nextdoor
Your The listings customers in your trade check (see the next Claim the ones your customers
industry table) actually use

Digital Ingenwity
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TABLE 7.2 7 ROWS

CHAPTER 7

INDUSTRY WHERE TO LOOK

Home services Your state licensing board's lookup; manufacturer dealer and installer finders

Legal Your state bar's member directory

Medical and Your state licensing board's lookup; the provider directories of the health insurers you

dental accept

Automotive Manufacturer and parts supplier locators

Real estate Your association's member directory and your brokerage's agent pages

Restaurants The reservation and delivery apps you use

Private schools Your accrediting body's directory and your state's education directory

7 Cleaning up
Fix what you control, ask each site to fix what you do not, and close
duplicates; on Google, one location gets one profile.® A listings
management service can push your facts to many directories at once. If
you use one, feed it the One Truth Sheet and keep your own login to
every listing that matters.

7.6

Digital Ingenwity

Local links, the honest way

Links count toward prominence,* but Google's spam policies treat
buying or selling links, trading goods or services for links, excessive link
swaps and low-quality directory links as link spam.® A paid link, such as
a sponsor listing, should carry rel="sponsored".*? The sponsorship still
puts your name in front of the neighborhood.
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CHAPTER 7

See who links to you now. Search Console's Links report shows the

sites that link to you most and your most linked pages. Google says it is

a sample, not a complete list, and its tables stop at 1,000 rows.%*

TABLE 7.3 3 ROWS

PLAY THE MOVE WHAT TO SAY

Asponsorship you A team, school event or charity run near a "We're glad to sponsor. Could our listing on

would back location. Ask that the sponsors page link to your sponsors page link to our [town]

anyway that location's page, marked sponsored.? page? Your web person can mark it as a

sponsored link."

Alocator you Manufacturers and suppliers list certified "We install your equipment and hold your

qualify for dealers and installers. If you qualify, ask to be certification. Please add us to your dealer
added, with the exact facts from your One finder with this name, address and phone."
Truth Sheet.

Alocal news tip Offer a reporter a real, timely story from your  "We repaired [number] hail-damaged roofs
work: a storm cleanup, a safety warning, a in [town] this week. Here are three things
community project. homeowners should check before they call

their insurer."

7.7

Digital Ingenwity

Community presence

Prominence is how well known a business is.* Be known for something

specific where your customers already are, such as the school

fundraiser or the neighborhood cleanup, then document it with photos, a

profile post and a page on your site.
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CHAPTER 7

02
03
04
05

The Four Rings

Ring 1, core platforms. Google, Apple Maps, Bing, Yelp and Facebook, claimed
and matching the One Truth Sheet.

Ring 2, industry and data listings. License lookups, associations, dealer finders

and trade directories. The same facts.

Ring 3, community. Sponsors, schools, charities, chambers and events. Real ties

that earn links and mentions.

Ring 4, earned mentions. Local news, blogs and lists that mention you because

you earned it.

Work from the center out. Do not chase ring 4 while ring 1is wrong.

A Richardson restaurant that
changed its phone number
The restaurant changed phone numbers, but the old one still lived on
several directories. Weeks later, someone suggested the old number on
Google. The owner missed the email, the 4-day window passed,?? and the
old number went live. The fix, in order: the One Truth Sheet, the Google
profile, then Apple Maps, Bing, Yelp and Facebook, then every ring 2
directory. The Monday Fifteen now starts with suggested edits.

[J Owner: One Truth Sheet written and shared with everyone who edits a

8 ITEMS listing.

Digital Ingenwity

(] Office: Apple Business place card claimed for each physical location, or
your brand added if you have none.®?

(] Office: Bing Places listing claimed or imported.53
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CONTINUED Office: Yelp page claimed and corrected.3°

Office: Facebook and Nextdoor facts match the sheet.
Office: The listings for your industry checked.

Office: Old phone numbers, addresses and names searched and fixed.

O g:'g g o0

Web person: Links report checked, and two local link plays started this
quarter, paid ones marked sponsored.41?

compiled suggested
An old directory page L, Built from your site, L, The old number,

still shows the licensed data, users and an email
old number and you toyou

no answer in 4 days

Google may publish
it when public info
supports it

Write the new —» | Change it, then —>»| Apple Maps, Bing, Industry and data
number first answer every edit Yelp, Facebook directories
Rings 3 and 4, community ties and earned mentions, come after the facts are right.

An old phone number on a forgotten listing can travel back to your profile through a
suggested edit that nobody answers within 4 days.
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! WORKSHEET | CHAPTER 7 -

________________

FILL IN BY HAND

DATE

WORKSHEET

One Truth Sheet

One value per line, written exactly as it should appear everywhere. The middle

column shows the kind of choice to make.

FACT

SAMPLE CHOICE

OUR ONE TRUTH

Legal name (for your records)

Company name with LLC, kept off public
listings unless it is on the sign

Public name, as on the sign

The sign's exact words, with "&" or "and"
as the sign has it

Street address, or "service-area
business”

100 Example Street, Suite 200, Plano, TX
75000

Service areas Plano, Frisco, Allen, in the same order
everywhere

Main phone (972) 555-0100, the number that rings the
office

Website https://www.example.com/plano/

Hours Monday to Friday, 8 a.m. to 5 p.m.

Primary category Plumber

Short description The first sentence of your profile

description

Digital Ingenuity
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EWORKSHEET i CHAPTER 7 - FILL IN BY HAND DATE
:

________________

Listings audit

Write each listing's web address under its hame, then tick each fact that matches
the One Truth Sheet.

LISTING AND WEB ADDRESS NAME OK ADDRESS 0K PHONE OK HOURS 0K

Google

Apple Business

Bing Places

Yelp

Facebook

Nextdoor
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CHAPTER 7 - IN SHORT

0l

02

05

NEXT -

CHAPTER 8

Digital Ingenwity

Citation work is about accuracy: wrong facts travel back to your
profile. ez

Write the One Truth Sheet first, and change it before anything
else. s

Earn local links, mark paid ones sponsored, and never buy links to
rank. ws

Many locations, one sysiem 75
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Many locations,
one S))sien

With more than one location, local search becomes a system. The

center keeps control and consistency; every location still earns its

own local proof. Here is how a chain, franchise or multi-office practice

sets that up and reads it every month.
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Structure and access

Google recommends a business group for organizations that share
management of profiles.*°> Use one instead of shared passwords. Decide
in writing who owns each profile, especially under a franchise
agreement, and test the answer against Google's rule: the business
keeps ownership or co-ownership, and agencies and other partners are
managers.2® A third party must return exclusive control within 7
business days of your notice.?® Claim every location, because Google
says unclaimed locations are more vulnerable to hijacking.?®

CHAPTER 8

Bulk verification

Bulk verification is for 10 or more locations of the same business,
submitted through Business Profile Manager.®® Service-area businesses
cannot use it, and agencies with more than one business in one account
cannot bulk verify.®>® Google may ask a business to confirm it exists by
video during the process, and may de-verify accounts that do not
actively manage their profiles.®®

Digital Ingenwity

Names, categories and practitioners

Every location uses the same name, unless its real-world branding
consistently differs.® All locations share the category that best
represents the business.® A public-facing department that operates as a
distinct entity, typically with its own customer entrance, may have its
own profile, with a name and a main category different from the main
business.? Practitioners who work in a public-facing role and can be
reached at the location during stated hours may have profiles. Where
several share a location, each profile carries only the practitioner's name,
the organization keeps its own, and support staff get none.?
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Running the fleet

Three features save hours at scale: bulk photo upload by spreadsheet
for 10 or more locations,*? one post published to many profiles at once,**
and performance downloads for many locations from Business Profile
Manager.*®

Location pages and a locator

Build one page per location with the Proof Page blocks and one
LocalBusiness per location in the markup,” plus a locator page that links
to them all. Each profile links to its own page, never the home page.

Local proof at every location

Standards travel from the center. Proof does not. Each location owns its
photos, review replies and community ties; stock photos posted to every
profile prove nothing.

Openings, moves and closures

Write the playbook before you need it. A location that moves must verify
again.?® A business whose identity is tied to the place, such as a
restaurant, marks the old profile permanently closed and creates a new
one.** A new business at an old address should not rename the old
profile.3* Every new location follows the address rules in Chapter 4
before its profile goes live.
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Reporting

Run the Grid and Ledger for every location. The Google Analytics link
sums all linked profiles and cannot split them,*® so use the Business
Profile Manager download for numbers by location.*®

02
03
04
05

Digital Ingenwity

Hub and Spoke

The hub owns access. One business group, ownership decided in writing,
partners as managers.

The hub owns the data. A One Truth Sheet per location, one name, one primary
category.

The hub owns the templates. Page design, markup, photo standards, the reply
standard, and the playbook for openings, moves and closures.

Each spoke owns the proof. Photos of its own work, replies to its own reviews,
its own community ties.

Numbers come back monthly. One roster row per location: grid average, calls,
leads and booked jobs, set against last month and against the average of all
locations. The outlier gets diagnosed first.
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standards

Access and ownership

One Truth data

Names and categories

Page and markup template

Photo and reply standards
standards

Grid average 4.1

Own photos and replies

. rid aver i
Openings, moves and Gt 2wz 5.0

Own photos and replies

closures playbook

standards

Office 1: 4.1
Office 2: 5.0 Own photos and replies

Office 4: 4.6 standards

Office 3is the one Grid average 4.6
lo diagnose Own photos and replies

Four of eight offices shown. Grid averages are for illustration.

The hub sends the same standards to every office; each office sends back its local
proof and one number, its grid average, so the outlier stands out on the monthly roster.
The values are an illustration.

An eight-office dental group in North Texas

Each office had been set up by a different manager: the names varied, two

offices used a broader primary category, and three profiles linked to the
home page. The group sets up one business group, makes the brand owner
of all eight profiles and moves its agency to manager.®°2¢ Every office now
has the same name, the primary category Dentist, its own page with
Dentist markup, and a tagged profile link.

Digital Ingenuity
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CONTINUED

Three months later, three rows of the roster read like this:

8

GRID PROFILE
OFFICE AVERAGE CALLS WHAT THE HUB FINDS
Office 41 12 On track
|
Office 5.0 97 On track
2
Office 128 41 A site update moved its page, so the profile link
3 now lands on an error page, and it has added no

photos in two months

Office 3 gets its profile link fixed and a photo afternoon, and the next roster
shows whether it moved. All numbers in this example are for illustration.

0 CHECKLIST

7 ITEMS

Digital Ingenwity

U

Owner: Business group created; no shared passwords.®®

U

Owner: Ownership of every profile decided in writing, with the business as
owner or co-owner.?26

Office: Every location claimed, to cut the risk of hijacking.?®
Office: Same name and primary category everywhere.?
Web person: Each location linked to its own page with its own markup.”

Owner: A roster row for every location, every month.*®

O 0O 0 4d o0

Owner: A written playbook for openings, moves and closures.?334
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EWORKSHEET i CHAPTER 8 - FILL IN BY HAND DATE

Location roster

One row per location, updated monthly.

LOCATION PROFILE ID PAGE ADDRESS LOCAL LEAD LAST GRID AVERAGE

NOTES
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CHAPTER 8 - IN SHORT

0l

02
05

NEXT - CHAPTER 9

Digital Ingenwity

The center owns access, data and templates; each location owns its
proof.

The same name and category everywhere.

Report by location from the Business Profile Manager download,
and fix the outlier first. s

When Al answers 83

82
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9.2 What each provider documents
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WORKSHEET Answer Audit log

When Al
answers

Customers can now ask an assistant, such as Ask Maps or Google's

Al Mode, and get one short answer instead of a page of links.
Separate what the providers document about how those answers are
built from what nobody has shown, and make the moves that work
either way.
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CHAPTER 9

In this chapter every claim is either documented by the provider, with a

source mark, or labeled as a hypothesis to test.

What changed

Google announced Ask Maps on March 12, 2026: a Gemini-powered

way to ask Google Maps questions in conversation, rolling out first in the

U.S. and India on phones, with desktop to follow.2° That was the launch

plan, so check where it is available to your customers today. Google

says Ask Maps draws on information from over 300 million places,

including reviews, and personalizes answers using places the user has

searched for or saved.** The Gemini app uses public Google Maps

information to give businesses' addresses, websites, ratings and hours.*?

Al Overviews and Al Mode may run several related searches, which

Google calls query fan-out, to build one answer.**

TABLE 9.1 8 ROWS

What each provider documents

ASSISTANT OR

FEATURE WHAT THE PROVIDER DOCUMENTS YOUR LEVER

GoogleA] Supporting links must be indexed and eligible for  Profile and website

Overviews and. a snippet; SEO basics still apply; an up-to-date

Al Mode Business Profile is a listed best practice **

Ask Maps Draws on Maps information about places, Profile and reviews
including reviews, and personalizes answers 3°

Gemini app Uses public Google Maps information about Profile
places'?

ChatGPT search  Sites that block OAI-SearchBot are not shown in  robots.txt
ChatGPT search answers*3

Perplexity PerplexityBot surfaces and links websites in its robots.txt

Digital Ingenwity

search results °®
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CHAPTER 9

ASSISTANT OR
FEATURE

Claude

Copilot and Bing

Siri

WHAT THE PROVIDER DOCUMENTS YOUR LEVER

Blocking Claude-SearchBot may reduce a site's robots.txt
visibility in search results®”

Bing Webmaster Tools reports how a site's Website; Bing Places now covers Bing
content is cited in Copilot and Bing answers 8 search and Maps, and Bing lists deeper

Copilot integration as future work °3

An Apple Business place card appears in Siri®? Apple Business

Hypotheses to test, not facts

We found no provider page that spells out how local businesses are
chosen for an answer, and Google says results depend on the time,
place, device and history of the person searching.? Common advice
about Al answers rests on hunches. Turn each hunch into a test your
Answer Audit can run.

Test: does the business named first have the same name, phone and
services on every listing you can find?

Test: do the businesses named have more recent and more detailed
reviews than you?

Test: do they appear on local lists or in local news where you do not?

Test: when an assistant quotes a page, is the answer written in plain
text on that page, not inside an image or behind a form?

Digital Ingenwity

What you can do now

Keep vour profile complete and current. Google lists this as a best
practice for its Al features, and Gemini reads Maps data directly.**12
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Digital Ingenwity

Let the search crawlers in. Allow Googlebot,** Bingbot,>° OAI-
SearchBot,*® PerplexityBot°® and Claude-SearchBot®” in robots.txt, then
ask your hosting or firewall provider whether a bot-blocking default
turns them away anyway. ChatGPT's maker says its search systems can
take about 24 hours to adjust after a robots.txt change.*3

Check your file. Open yourdomain.com/robots.txt in a browser; the file
must sit at the root of your site.®? Look for a Disallow line that covers
your pages under any of those crawlers or under "User-agent: *". If there
is no file at all, crawlers are allowed by default.? A file shaped like this
one lets the search crawlers in and, as one possible choice, keeps the
training crawlers out; each group starts with one or more User-agent
lines.®? If your file has other rules, have your web person merge them
rather than paste over them.

# Search crawlers: let them in
User-agent: Googlebot
User-agent: Bingbot
User-agent: OAI-SearchBot
User-agent: PerplexityBot
User-agent: Claude-SearchBot
Allow: /

# Training crawlers: your choice (blocked here)
User-agent: GPTBot

User-agent: ClaudeBot

User-agent: Google-Extended

Disallow: /

Ask your host one question. "Do you block Googlebot, Bingbot, OAI-
SearchBot, PerplexityBot or Claude-SearchBot by default, at the firewall
or in any bot setting?"

Decide about training separately. Blocking a training crawler is a
different choice from being found. GPTBot is set independently of OAl-
SearchBot,*® ClaudeBot is separate from Claude-SearchBot,*” and
Google-Extended is separate from the Googlebot rules that control
Search and its Al features.**

CHAPTER 9
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Know the fetchers people trigger. When someone asks a question, an
assistant may fetch your page for that person: ChatGPT-User,
Perplexity-User or Claude-User. ChatGPT's maker says robots.txt rules
may not apply to ChatGPT-User and that it does not decide what
appears in search.*® Perplexity says Perplexity-User generally ignores
robots.txt.%¢ Claude's maker says blocking Claude-User may reduce
your visibility in searches people ask Claude to run.®” Leave them
allowed unless you have a reason.

Put facts in text, and match your markup to it. No Al text files or
special markup are needed for Google.**

Claim Apple Business and Bing Places,°?°2 and earn honest reviews
without scripting them.*

CHAPTER 9

EXAMPLE

A private school in Allen runs its first Answer Audit

The school asks its ten questions in three assistants and is named for
"private school near [neighborhood]" in only one. Two causes turn up: a
firewall default was blocking one search crawler, and the grades served
and tuition wording on the website differed from the profile and two
directories. The school allows the crawler, fixes the facts everywhere,
starting with its One Truth Sheet, and removes the hours from its profile,
since Google lists schools among businesses that should not provide
hours.® Next month it asks the same questions.

Digital Ingenwity

Nobody can guarantee Al placement

Google's third-party policies already forbid guaranteeing top placement on
Google.?® Treat any offer of a "guaranteed Al ranking" the same way.
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02
03
04
05

06

The Answer Audit

Write ten questions. The ones a customer would ask out loud, such as "who can
fix a burst pipe tonight in [suburb]?" or "best pediatric dentist near
[neighborhood]?" Keep the list fixed.

Pick three assistants. The three your customers use most, such as Google Al
Mode, ChatGPT and Siri. Keep them fixed too.

Ask the same way each month. From a phone, at a place a customer would be.
Budget about 20 minutes for the thirty questions.

Log what you see. One cell per question and assistant: your position ("named
2nd") or "not named," plus any source the assistant shows.

Check the dashboards. Search Console counts Al Overviews and Al Mode traffic
under Web.** Bing Webmaster Tools has an Al Performance report; its Citation
Share view was in preview when Bing announced it in June 2026, and Bing calls
citation share an observational metric, not a ranking.%®

Fix one cause, then ask again. A blocked crawler, a fact that does not match, a
missing page. This is sampling, not a rank; Google says Ask Maps, for one,
personalizes its answers.3®

O CHECKLIST

7 ITEMS

Digital Ingenwity

() Office: Profile complete and current.*!

[J Web person: robots.txt allows Googlebot, Bingbot, OAl-SearchBot,
PerplexityBot and Claude-SearchBot.6?59133657

(] Web person: The host has answered the bot-blocking question in writing.

[J Owner: A decision on training crawlers, written down. 3571
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CONTINUED

asks one
question

documented

to test

Digital Ingenuity

(] Web person: Key facts in page text, with markup that matches.**

U

Web person: Bing Webmaster Tools set up.®

() Owner: Ten audit questions and three assistants written down, and the first
Answer Audit logged.

Search index and Al features,
Business Profile and Maps data

Web pages cited in Copilot
and Bing; Bing Places in Maps

answer names a few
businesses

Your place card from Apple and why
Business, in Maps and Siri i

Their own search crawlers
read and cite your pages

untested

other reviews, local lists, news

Solid lines are what each provider documents about where its answers come from; the
dashed line is a hypothesis you can test with the Answer Audit.
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EWORKSHEET i CHAPTER 9 - FILL IN BY HAND DATE

Answer Audit log

Date of this run: . Write your three assistants in the header. In each
cell, write your position or "not named."

QUESTION ASSISTANT 1: ASSISTANT 2: ASSISTANT 3: SOURCES SHOWN
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CHAPTER 9 - IN SHORT

0l
02
05

NEXT - CHAPTER 10

Digital Ingenwity

Your profile and your website feed Google's Al answers. 2
Being found and being used for training are separate switches. =57+

Treat every claim about Al ranking as a test, and run the same audit
every month.

Stay safe: spam, suspensions and appeals 92
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IN THIS CHAPTER

PAGES 92 TO 99

10.1 What gets profiles in trouble 93
10.2 Risky edits 93
10.3 Security and scams 93
10.4 When someone else owns your profile 94
10.5 If you are suspended 94
10.6 Reporting spam competitors 96
10.7 Extortion 96
METHOD The Evidence Folder 96
CHECKLIST Extortion 97
WORKSHEET Evidence folder inventory 98

otay safe: spam,
SuspensIons
and appeals

A suspended profile disappears when you need it most. Here is what
gets profiles in trouble, how to keep yours secure and in your hands,

what to do if it is suspended, and how to report competitors who
break the rules.
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0.1 What gets protiles in trouble

TABLE 10.1 7 ROWS

CHAPTER

10

WHAT YOU DO

WHAT GOOGLE SAYS CAN HAPPEN

WHERE TO FIX
IT

Keywords, cities or taglines in the
name

AP.O. Box as the business address
Avirtual office as the address

Two profiles for one location

Alead generation business

Fake or paid reviews

A pattern of violations

Suspension®

Suspension 3
Not eligible®

Not allowed?

Not eligible®

A block on new reviews, unpublished reviews or a public
warning %6

The account is restricted and every profile on it is
suspended 34

Chapter 3

Chapter 4

Chapter 4

Chapters 4 and
7

Chapter 3

Chapter 5

This chapter

Risky edits

Google may reject significant changes to a business name or category.3*

A name change after verification may require verifying again,?® and so

may adding or editing a category.'” Chapter 3 covers what not to touch

while a postcard is on its way. Make big changes one at a time, with

evidence ready.

Security and scams

Claim every location, limit access and remove former employees.?®

Google does not charge to verify, maintain or reinstate a profile, and it

will never ask you for a one-time password or PIN.?® In select regions

Digital Ingenwity
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and categories, Google does make real automated calls and send texts
or WhatsApp messages to your verified number to confirm business
details.?® A real check asks about your business facts; a scam asks for
money, codes or access. When in doubt, hang up and open your profile
yourself.

CHAPTER 10

10.4

When someone else owns your profile

A former agency or employee may still own the profile. For a storefront
or hybrid business, go to business.google.com/add, enter your business
name and address, choose your business, select Request Access, then
fill out and submit the form.2* The current owner is emailed and has 3
days to respond.?* If you hear nothing after 3 days, you may be able to
claim the profile yourself, though that option is not always available.?* A
service-area business with no shop or office asks Google support to
transfer ownership instead.?*

10.5

If you are suspended

Follow Google's process, in order.** Do not create a new profile while
your appeal is under review. Open the appeals tool to see the reason
and the policy, fix the problem, and submit the appeal.** Add evidence
whose name and address match the profile, such as a business
registration, license, tax certificate or utility bill.** Once you open the
evidence form, you have 60 minutes to submit it, or it will not be
attached.** Then wait for the email. If the appeal is denied, you can
request another review with new evidence.'*

to submit your evidence
onceyou open Google's

[
60 I I I I I lUteS appeal evidence form, o

have the folder ready Airst  sovnce 1

Digital Ingenwity
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If your whole account is restricted, every profile on it is suspended, and
you appeal the account restriction first. Appeals for more than 10
profiles can include a spreadsheet of evidence and profile IDs.** If your
reviews are restricted instead, Google emails you before the restriction
applies, and you can appeal it.=¢

Never create a new profile while you appeal

Registration, license, tax

Your profile is suspended . - .
certificate, utility bill

i open the appeals tool Send within 60 minutes
of opening the form

. l wait
See the reason and policy

ifix before you appeal . .
Arrives by email

Correct the problem first
approved denied

i then submit

Profile is back Ask for another
Submit it in the tool review, new proof

Account restricted? Appeal the account first,
because every profile on it is suspended.

A suspension is a paperwork process run through Google's appeals tool; have your
evidence ready before you open the form.
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X Reporting spam competitors

If a listing's misleading information makes you believe the business may
not exist, report it on Maps: choose Suggest an edit, then Place is closed
or not here, then Offensive, harmful, or misleading.®* Misleading names,
phone numbers or web addresses that suggest fraud go through the
Business Redressal Complaint form, where you can report several
businesses at once with a spreadsheet of their URLs.%* A business that
buys or pressures reviews can be reported through Report business
conduct in the Maps app.f* Keep dated screenshots, and report what
you can prove, not everyone who outranks you.

Extortion

A flood of 1-star reviews followed by a demand for payment is extortion:
do not pay, gather evidence and use Google's report form (Chapter 5).4

The Evidence Folder
Ol Collect proof that you exist. Business registration, business license, tax

certificate, and a utility bill in the business name at the listed address.**

OZ Photograph the front door. Your permanent sign with the street visible, and the
entrance during business hours.

OS Keep the paperwork of place. Your lease or deed.

04 List the keys. Every profile owner and manager, with each profile ID.

OS Review it twice a year. Replace anything expired, and add each new location the
day it opens.
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A real estate team in Frisco
The team added "Homes for Sale" to its profile name, and the profile was
suspended. It did not create a new profile. It removed the keywords so the
name matched its sign and license, submitted the appeal, attached its
brokerage license, business registration and a photo of the office sign
inside the 60-minute window, and waited for the email. The profile was
reinstated. How long that takes varies; the Evidence Folder made sure
paperwork was never the delay.

Owner: The name contains nothing but your real name.*

6 ITEMS

Digital Ingenwity

Owner: Evidence Folder built and stored where two people can reach it.**
Owner: Owners list reviewed and former staff removed.2®

Owner: Any profile held by a former agency or employee requested back.?*

O 0 ' g g o

Office: Everyone who answers the phone knows Google never charges or
asks for codes.?®

U

Office: Competitor spam documented with dated screenshots before you
report it.%*

97



THE COMPLETE GUIDE TO LOCAL SEO WORKSHEET

EWORKSHEET i CHAPTER 10 - FILL IN BY HAND DATE

Evidence folder inventory

Name and address on each document must match the profile.

ADDRESS
DOCUMENT NAME MATCHES? MATCHES? STORED WHERE NEXT REVIEW
Business registration
Business license
Tax certificate
Utility bill

Sign and entrance photos

Lease or deed

Owners, managers and profile IDs

NOTES
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CHAPTER 10 - IN SHORT

(4 .
A suspension s paperwork. A
ready folder means you are
never the reason it is slow.

Ol Every risk in the table above is a written rule you can read in
advance. s

02 Google never charges and never asks for codes. >
03 Never create a new profile during a suspension. =«
NEXT - THE TOOLS YO’[/LTSO, 60, QOdCIyplafn 100
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“ = Your30, 60,90 day plan

START DATE

Work in order; each week ends with a test for done, and the chapter
that holds the method is named in brackets. The three blocks run
weeks 1to 4,5 to 8 and 9 to 13. Run the Grid and Ledger once a
month, in weeks 1, 5, 9 and 13, to fill Month O to Month 3 on the
baseline sheet.

DAYS 1 TO 30

Foundation

(] Week 1. Run the baseline Grid and Ledger. Hand the four website jobs to your
web person. Remove former staff from the profile and move any agency to
manager. Done when: the first grid is saved, a test visit shows under your
campaign tag, and the owners list holds only current people. [Chapters 2, 3]

(] Week 2. Take the Front Door Test and fix the address or service area. Run the
Real-World Match on every field. Build the Evidence Folder. Done when: the
build sheet is ticked and the folder holds your registration, license and sign
photos. [Chapters 3, 4, 10]

(] Week 3. Write the One Truth Sheet and fix ring 1: Apple Business, Bing Places,
Yelp and Facebook. Done when: every ring 1 line on the audit sheet is ticked.
[Chapter 7]

(] Week 4. Start the Every Customer Loop, write your reply standard, check
contracts for review gag clauses and put the Monday Fifteen on the calendar.
Done when: every customer this week got the same ask. [Chapters 3, 5]
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DAYS 31 TO 60

Proof

Week 5. Run the second Grid and Ledger. Start your location pages and top
three service pages with the Proof Page blocks. Done when: Month 1 is filled
and the first page is live. [Chapters 2, 6]

Week 6. Finish those pages and add LocalBusiness markup. Done when: every
page passes the Rich Results Test and the five-second phone test. [Chapter 6]

Week 7. Check robots.txt and firewall rules, set up Bing Webmaster Tools, and
run the first Answer Audit. Done when: your host has answered in writing and
the first audit log is filled. [Chapter 9]

Week 8. Audit ring 2 listings and clean up old numbers, addresses and
duplicates. Done when: every listing on the audit sheet is fixed or has a
correction request in. [Chapter 7]

DAYS 61 TO 90

Reach

Digital Ingenuity

Week 9. Run the third Grid and Ledger. Check the Links report and start two
local link plays, paid links marked sponsored. Done when: Month 2 is filled and
both asks are sent. [Chapters 2, 7]

Weeks 10 and 11. Several locations: roll out the system with the location roster.
One location: build three more service pages, or area pages where real work
exists, and add photos and posts where your grid is weak. Done when: the
roster has a row per location, or the new pages are live. [Chapters 3, 6, 8]

Weeks 12 and 13. Run the fourth Grid and Ledger and the second Answer Audit.
Retake the scorecard and choose next quarter's three priorities. Done when:
the baseline sheet is full and the three priorities are written down. [Chapters 2,
9]
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TOOL - SCORECARD

o Score yourself
Score each line O (not done), 1 (partly) or 2 (done). Be strict. Any line
under 2 tells you which chapter to open. The bands are ours, not a
platform's.
STATEMENT OPEN SCORE
The Grid and Ledger ran this month and was compared with @ @
01 Chapter
last month.*®
02 The business owns its Business Profile, access is limited to Chapter @ @
the people who need it, and outside help is a manager.262°
Name, phone and hours match the sign, the website and the @ @
03 Chapter
One Truth Sheet.?
The primary category is the most specific fit, every extra
04 passes the "IS a" test, and every core service is on the Chapter @ @
profile.31718
The Monday Fifteen ran every week this month, including @ @
05 Chapter
new photos of real work.
The address shows only if customers come to a staffed,
06 signed address, and the service areas are real and 20 or Chapter @ @
fewer.333
07 Every customer is asked for a review the same way, with no Chapter @ @
rewards, filtering or suggested wording.*®
08 Every review that needs a reply got one within your written Chapter @ @
standard.**
09 Each location and core service has its own page with real Chapter @ @
local proof, and each profile links to the right page.”?
10 LocalBusiness markup is valid and matches the page Chapter @ @

text.”t

Digital Ingenuity
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STATEMENT

11

One Truth Sheet.%253
12 _

play is under way.%41?
13
14

last 30 days.**13
15

two people.**

Total, out of 30

YOUR TOTAL SAYS

Apple Business, Bing Places, Yelp and Facebook match the

You know who links to you, and at least one honest local link

Several locations: one business group, ownership decided in

writing and a monthly roster. One location: score 2.552¢

Search crawlers are allowed, and the Answer Audit ran in the

The Evidence Folder is complete, current and reachable by

OPEN

Chapter

Chapter

Chapter

Chapter

Chapter

10

TOOL - SCORECARD

SCORE

OJ010
OO
01010
01010
01010

0t010: fixthe
foundation.

Start with your lowest lines in
Chapters 2 to 4, then the first 30
days of the plan.

Digital Ingenuity

11 to 20: build
proof.

Work your lowest lines in
Chapters 5to 7.

21t0 30: extend

reach.

Bring every line to 2, work
Chapters 8 to 10, and keep the
monthly Grid and Ledger running.
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WORDS

Glossary

GLOSSARY

Al Overviews and Al Mode

Google Search features that answer with an Al-written
summary and supporting links.**

Business group

A Google Business Profile feature for organizations
that share the management of many profiles.®

Campaign tag (UIM)

The utm_source, utm_medium and utm_campaign
values added to a link so Google Analytics can tell
where a visit came from.?*

Citation

Any listing of your business name, address and phone
on another site, such as a directory or an association

page.

Distance

How far a business is from the person searching. One
of Google's three local factors.*

Doorway page

A page made to rank for a place or phrase that
funnels visitors somewhere else. Google treats it as
spam.®

Fake engagement

Google's term for reviews and other content that do
not reflect a genuine experience, including paid
reviews.*

Digital Ingenwity

Google Business Profile

Google's free listing for a business on Search and
Maps. 26

Hybrid business

A business that serves customers at its address and
also visits or delivers to them. It shows its address and
a service area.*?

Key event

An action on your website that Google Analytics
counts as important, such as a form submission or a
tap to call.??

LocalBusiness

The schema.org type for a particular physical business
or branch of an organization.*’

Map grid

A set of points across your service area where your
rank for one search is checked.

NAP

Name, address and phone: the core facts every listing
should share.

Primary category

The one category that best describes what your
business is. Categories affect local ranking.*”
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Prominence

How well known a business is, based in part on links
and reviews. One of Google's three local factors.*

Relevance

How well a profile matches what someone searched
for. One of Google's three local factors.*

Review gating
Asking only the customers you expect to be happy for
reviews. Google does not allow it.*

robots.txt

A text file at the root of your website that tells
crawlers which pages they may visit. With no file,
crawlers are allowed everywhere.®?

Digital Ingenwity

GLOSSARY

Search crawler

A bot that reads web pages so a search engine or
assistant can show and cite them, such as Bingbot or
OAl-SearchBot.%°13

Service-area business

A business that visits or delivers to customers, does
not serve them at its address, and hides that
address.®3

Structured data (JSON-LD)

Code on a page that states facts in a standard
vocabulary, such as your name, address and hours, so
machines can read them. JSON-LD is the format used
in Chapter 6.7

Sugdested edit

A change to your profile proposed by someone else.
You have 4 days to accept or reject it.2°
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sources

SOURCES

Every source mark in this guide points to one of these pages. Each was

read on the date shown. Platforms change their rules and features often,

so check the page before you act on it.

GOOGLE BUSINESS PROFILE HELP
Tips to improve your local ranking on Google

https://support.google.com/business/answexr/7091?
hl=en, read September 29, 2026.

SEARCH CONSOLE HELP
Performance report (Search results): Overview
and basic setup

https://support.google.com/webmasters/answer/7576553?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP

Guidelines for representing your business on
Google

https://support.google.com/business/answer /30381777
hl=en, read September 29, 2026.

GOOGLE MAPS USER GENERATED CONTENT POLICY HELP
Prohibited & restricted content

https://support.google.com/contributionpolicy/answer/
7400114?h1=en, read September 29, 2026.

FEDERAL TRADE COMMISSION

The Consumer Reviews and Testimonials Rule:
Questions and Answers

https://www.ftc.gov/business-guidance/resources/

consumer-reviews-testimonials-rule-questions-answers,

read September 29, 2026.

Digital Ingenuity

10

11

FEDERAL TRADE COMMISSION
Soliciting and Paying for Online Reviews: A Guide
for Marketers

https://www.ftc.gov/business-guidance/resources/
soliciting-paying-online-reviews-guide-marketers,

read September 29, 2026.

GOOGLE SEARCH CENTRAL
Local Business (LocalBusiness) Structured Data

https://developers.google.com/search/docs/appearance/
structured-data/local-business, read September 29,
2026.

GOOGLE SEARCH CENTRAL
Spam Policies for Google Web Search

https://developers.google.com/search/docs/essentials/

spam-policies, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Business eligibility and ownership guidelines

https://support.google.com/business/answer /137630367
hl=en, read September 29, 2026.

GOOGLE SEARCH CENTRAL
Qualify Outbound Links for SEQ

https://developers.google.com/search/docs/crawling-
indexing/qualify-outbound-1links, read September 29,
2026.

GOOGLE SEARCH CENTRAL
Al Features and Your Website

https://developers.google.com/search/docs/appearance/

ai-features, read September 29, 2026.
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13

14

15

16

17

18

19

GEMINI APPS HELP

Find places & get directions in Gemini Apps
https://support.google.com/gemini/answer /166228667

hl=en&co=GENIE.Platform%3DDesktop, read September 29,
2026.

OPENAI
Overview of OpenAl Crawlers

https://developers.openai.com/api/docs/bots, read
September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Fix suspended or disabled profiles

https://support.google.com/business/answer/4569145?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP

Understand your Business Profile performance &
insights
https://support.google.com/business/answer/9918094?
hl=en, read September 29, 2026.

GOOGLE ANALYTICS HELP
Conmect Google Business Profile (GBP) to Google
Analytics

https://suppoxrt.google.com/analytics/answer/16930347?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Manage your business category

https://support.google.com/business/answexr /72496697
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Mamnage your services on your Business Profile

https://support.google.com/business/answer /94553997
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Understand how Google sources & uses info in
Business Profiles & local search results

https://support.google.com/business/answer/2721884?
hl=en, read September 29, 2026.
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22

23

24

25

26

27

SOURCES

GOOGLE BUSINESS PROFILE HELP

Understand Google updates on your Business
Profile

https://support.google.com/business/answer /34804417
hl=en, read September 29, 2026.

GOOGLE ANALYTICS HELP

URL builders: Collect campaign data with custom
URLs

https://support.google.com/analytics/answer/10917952?
hl=en, read September 29, 2026.

GOOGLE ANALYTICS HELP
Mark events as key events

https://support.google.com/analytics/answer/13128484?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Edit your Business Profile

https://support.google.com/business/answer /30396177
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Request ownership of a Business Profile

https://support.google.com/business/answer/4566671?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Help protect your Google Business Profile

https://support.google.com/business/answexr/14509283?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Business Profile third-party policies

https://support.google.com/business/answer/7353941?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Verify your business on Google

https://support.google.com/business/answer/7107242?
hl=en, read September 29, 2026.
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GOOGLE BUSINESS PROFILE HELP
Manage customer reviews

https://support.google.com/business/answer /34740507
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Changes to Google Business Profile chat and call
history

https://support.google.com/business/answer/149190567?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Mamnage your Business Profile photos & videos

https://support.google.com/business/answer/6103862?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Create & manage posts on your Business Profile

https://support.google.com/business/answexr /73421697
hl=en, read September 29, 2026.

GOOGLE (THE KEYWORD BLOG)
New ways we're protecting businesses on Maps

https://blog.google/products-and-platforms/products/
maps/new-ways-were-protecting-businesses-on-maps/,

read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Mamnage your service areas for service-area &
hybrid businesses

https://support.google.com/business/answer/9157481?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Overview of Google Business Profile policies

https://support.google.com/business/answer/137624167?
hl=en, read September 29, 2026.

GOOGLE (THE KEYWORD BLOG)
How we're reimagining Maps with Gemini
https://blog.google/products-and-platforms/products/

maps/ask-maps-immersive-navigation/, read September
29, 2026.
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SOURCES

GOOGLE BUSINESS PROFILE HELP
Business Profile resirictions for policy violations

https://support.google.com/business/answer/14114287?
hl=en, read September 29, 2026.

FEDERAL TRADE COMMISSION

Federal Trade Commission Announces Final Rule
Banning Fake Reviews and Testimonials

https://www.ftc.gov/news-events/news/press-releases/
2024/08/federal-trade-commission-announces-final-
rule-banning-fake-reviews-testimonials, read

September 29, 2026.

FEDERAL TRADE COMMISSION

Consumer Review Fairness Act: What Businesses
Need to Know

https://www.ftc.gov/business-guidance/resources/

consumer-review-fairness-act-what-businesses-need-

know, read September 29, 2026.

YELP SUPPORT CENTER
Don't Ask for Reviews

https://www.yelp-support.com/article/Don-t-Ask-for-
Reviews?1=en_US, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Create a Google link or QR code to request reviews

https://support.google.com/business/answer/168168157?
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Tips to get more reviews

https://support.google.com/business/answer/3474122?
hl=en, read September 29, 2026.

U.S. DEPARTMENT OF HEALTH AND HUMAN SERVICES,
OFFICE FOR CIVIL RIGHTS

New Vision Dental Resolution Agreement and
Correction Action Plan

https://www.hhs.gov/hipaa/for-professionals/
compliance-enforcement/agreements/new-vision-ra-cap/
index.html, read September 29, 2026.
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GOOGLE BUSINESS PROFILE HELP

Report inappropriate reviews on your Business
Profile

https://support.google.com/business/answexr /45967737
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP

Report negative review extortion scams on your
Business Profile

https://suppoxrt.google.com/business/answexr /164048097
hl=en, read September 29, 2026.

GOOGLE SEARCH CENTRAL

Review Snippet (Review, AggregateRating)
Structured Data

https://developers.google.com/search/docs/appearance/
structured-data/review-snippet, read September 29,
2026.

GOOGLE SEARCH CENTRAL
Creating Helpful, Reliable, People-First Content

https://developers.google.com/search/docs/
fundamentals/creating-helpful-content, read September
29, 2026.

SCHEMA.ORG
LocalBusiness

https://schema.org/LocalBusiness, read September 29,
2026.

SCHEMA .ORG
HomeAndConstructionBusiness

https://schema.org/HomeAndConstructionBusiness, read

September 29, 2026.

SCHEMA .ORG
AutomotiveBusiness

https://schema.org/AutomotiveBusiness, read September
29, 2026.

SCHEMA . ORG
Attorney

https://schema.org/Attorney, read September 29, 2026.
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SOURCES

APPLE SUPPORT
Apple Business Connect User Guide

https://support.apple.com/guide/apple-business-
connect/welcome/web, read September 29, 2026.

APPLE SUPPORT
Intro to Apple Business

https://support.apple.com/guide/business/intro-to-
apple-business-axm7909096bf /web, read September 29,
2026.

MICROSOFT BING BLOG
Introducing the New Bing Places for Business:
Built for Business Owners, Powered by Research

https://blogs.bing.com/search/2025/10/Introducing-
the-New-Bing-Places-for-Business-Built-for-Business-
Owners, -Powered-by-Research/, read September 29,
2026.

SEARCH CONSOLE HELP
Links report

https://support.google.com/webmasters/answer /90496067
hl=en, read September 29, 2026.

GOOGLE BUSINESS PROFILE HELP
Verify Business Profiles in bulk

https://support.google.com/business/answer/4490296?
hl=en, read September 29, 2026.

PERPLEXITY
Perplexity Crawlers

https://docs.perplexity.ai/docs/resources/perplexity-

crawlers, read September 29, 2026.

ANTHROPIC (CLAUDE HELP CENTER)
Does Anthropic crawl data from the web, and how
cam site owners block the crawler?

https://support.claude.com/en/articles/8896518-does-
anthropic-crawl-data-from-the-web-and-how-can-site-
owners-block-the-crawler, read September 29, 2026.
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58 MICROSOFT BING BLOG

New Al Visibility Insights in Bing Webmaster Tools:

Intents, Topics, Citation Share, Compare

https://blogs.bing.com/search/2026/6/New-AI-
Visibility-Insights-in-Bing-Webmaster-Tools-Intents-
Topics-Citation-Share-Compare/, read September 29,
2026.

59 BING WEBMASTER TOOLS
Which Crawlers Does Bing Use?

https://www.bing.com/webmasters/help/which-crawlers-

does-bing-use-8c184ec, read September 29, 2026.

60 GOOGLE CRAWLING INFRASTRUCTURE
Create and Submit a robots.txt File

https://developers.google.com/crawling/docs/robots-

txt/create-robots-txt, read September 29, 2026.

61 GOOGLE MAPS HELP
Report a business on Google Maps

https://support.google.com/maps/answer/161098017?
hl=en, read September 29, 2026.
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