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Part 2 – Local Search Players 

 

When you start looking into the economics and possibilities of local search, you cannot focus all of your 

efforts into one medium. Many times, newcomers to the Internet think that by putting a few solid ads in 

the online yellow pages, they are set or that if they show up in Google Maps when someone searches 

for the name of their business, they will not need to do any more work.  

Unfortunately, when you have a dynamic new resource like the Internet, there are a few factors you 

must consider. First, everything is changing all the time. There are constantly new resources that are 

being utilized by the public. For example, only five years ago, social networks were a novelty. Now they 

are the core components of most web traffic on any given day. During that time, while Google has 

continued to grow in size, other sites have created and implemented their own search technologies. 

Google holds an incredibly healthy majority at 67% of all searches. But that does not mean the 

remaining 33% should be ignored.  

And with all that change constantly occurring and all of those new technologies rotating through the 

Internet on a regular basis, you cannot rely on just one source to reach your potential customer base. Of 

course, there is an upside. The cost of doing business online, especially when you know how to do it on 

your own, can be much lower than the cost of doing business offline. Optimizing a website to appear in 

local search results is free. Getting listings in the online yellow pages is free (though premium options 

are available). If you know where to look and how to promote your site, you can do much of the work 

for a lot less monetary investment. 

So, remember, when you start optimizing and integrating your advertising campaign for online local 

search that you must think beyond the basics. This section will help you do that, showing the wide array 

of local search engines, directories, portals, and alternate options available online. You will be amazed at 

how many ways there are to promote your business and how many of them have nothing to do with 

Google.  

 

A Fragmented Market 

As I mentioned above, the Internet is not a single resource. By its very nature it a collage of possibilities, 

with millions of individuals logging on every day and using it in a different manner. In the past, this kind 

of variety and scope of options was unheard of. People had phone books or they had nothing and if a 

business did not list themselves in that phone book, they had to rely on even more arcane methods of 

advertising such as flyers or radio advertising.  

Today, there are dozens of resources and each one is formulated to take advantage of a very specific 

technology and a very specific type of search for individuals to use.  



Local Search Engines – Google Maps is the first thing that comes to most people’s minds. Integrating 

advanced mapping technology with address and business locator search, these sites allow users to 

search for keywords as they would for any normal query and find businesses in their local area that 

match their search. Businesses in turn can optimize their listing to appear for more keywords and higher 

in the listings by promoting their site, building up reviews from outside sources, and keeping a high 

quality, content rich website operational.  

Local Portals – More and more, websites are popping up that allow users to enter in their nearest region 

or city and view content specifically for them. The best example of this is craigslist, a service that has 

been operational for the better part of the last decade and that allows users from hundreds of cities and 

regions around the world to search for classified ads, personals, forums, and more in their local area. 

Review sites, event guides, and business locators have similarly taken this approach in recent years and 

it has made finding information for a particular city that much easier.  

Directories – Ironically, the concept that started it all in the form of the phone book is struggling against 

the technical savvy and sheer numbers of local search engines and portals. However, with millions of 

queries every month sites like YellowPages.com or YellowBook.com are still a core building block for any 

online local advertising campaign.  

Social Networking – The recent spate of social networking as a staple in digital culture has made it clear 

that at least part of the future of advertising lies in reaching individuals on these websites directly. 

Mega-hubs like MySpace and Facebook are homes to millions of users and boast the most advanced 

demographic splicing tools around making it that much easier to reach people that you want to reach 

and not waste time or money on those you don’t.   

As you can see, there are dozens of options online for anyone seeking to market their business locally 

and it takes a careful attention to detail and to the method in which you are going to market your 

business to be sure that you utilize all of these methods effectively. 

 



Local Search Engines 

There are four primary search engines. For universal search, Google has and will likely remain the leader, 

with more than 67% of the total search volume on any given day according to an April, 2008 Hitwise 

report. Yahoo! is a distant second at 22% with both Live and Ask trailing at about 4.5% each. Many 

people are immediately tempted to focus solely on Google for this reason.  

You should put a majority of your efforts into optimizing your listings for Google, but by understanding 

what the other three local search engines offer, you can combine your optimization efforts and list well 

for all four, dramatically increasing your visibility. There are multiple ways in which to utilize online 

technology to your advantage – the first rule will always be to never put all your eggs in one basket.  

 

Google Maps 

The biggest and best known name in local search just so happens to be the biggest and best known 

name in all search. It is no surprise that Google has managed to keep up with the Local Search craze and 

integrate a wide array of new technologies into its Maps service. It is here that you will be spending a 

great deal of your time. 

If you have not worked with Google before in optimizing a website, you may still have heard rumors 

about the company’s habit for rampant, seemingly unending change. It is a factor all website owners 

must deal with and one that can become frustrating at times. However, if you understand the basics of 

how Google operates and what they look for, their changes will become less frustrating and easier to 

adapt to with time.  

 



Getting Started with Google Maps 

Google Maps draws a great deal of business data from Yellow Pages directories, but you want to ensure 

the information displayed is both up to date and accurate, as well as optimized, so the first thing we will 

do is visit Google’s Local Business Center and start setting up a business. Throughout the examples in 

this book, we will be following Bill’s Plumbing in Seattle, WA as Bill Shelman works to optimize his 

business for local search.  

 

 



Step 1 – Required Info 

 

The first step in the process will be to add in all of the basic information about your business. As you 

enter information, Google will display what your listing will appear as on the right side of the screen, 

allowing you to perform a real time inspection of what will appear when you are done. Most of this 

information is self explanatory – including your company name, address, phone number, and email 

address. Ensure your email address is one that you use for incoming queries and new customers, not a 

personal one. This email address will be visible anytime someone sees your listing. Additionally, ensure 

the index page for your website (if you have one) is up and running. 

The most important part of this step is the small blurb of text at the bottom labeled “description”. This is 

not only the initial piece of text that your business will be identified with; it is the text Google will index 

and utilize when a user searches for a plumber. For example, the use of the specific phrase “radiant 

heating contractor” in the description ensures that if anyone types something specific such as “radiant 

heating near seattle” your business appears closer to the top instead of relying only on the very broad 

keyword “plumber”.  

Finally, proofread everything that appears on the right side of the screen and ensure that the map 

displays your business in the right location. While NAVTEQ technology is usually quite accurate, it is not 

unheard of to see the marker placed in the wrong location when the address is correct, especially if your 

business is on a new lot or a recently developed part of town. 



 

Step 2 – Category Selection 

 

 

Step two requests your business’s category. Google helps you by filling in the blanks when you type in 

the first part of a word, displaying a drop down menu of the possible matches and related categories to 

your query. When a user types in a single word that matches a category that already exists in Google’s 

database, your business will appear in the search results. In this case, Bill’s Plumbing will appear if a user 

types in “plumber near 98107”. Be sure to choose multiple categories that match your business’s 

various services to maximize how visible you are for category searches.  



Step 3 – Hours and Payment 

 

 

The more information you provide about your availability and payment options, the better you situate 

yourself for new customers. Be accurate as possible and ensure that you include all hours. Google allows 

you to include two sets of hours for a single day if you have a split set (as in the case of restaurants that 

are open in the afternoon and then later in the evening). Also, mark every payment method you accept 

here, but make sure not to mark anything that you do not accept so as to avoid any potential confusion 

or conflict with your customers. 

 



Step 4 – Photos 
 

 

If you have any photos that enhance the listing, such as a storefront picture, a logo, or a masthead add it 

in this screen. Google allows up to 10 photos for every business listing, though they must adhere to their 

quality and content requirements outlined in “photo submission guidelines”. Recently, Google has also 

made it possible to upload and integrate videos into your listings. If your business has a television 

commercial, local news story, or online review, this is a good place to include it. All video links are added 

via YouTube, so you must open a YouTube account as well. HIGHLY RECOMMENDED 

 



Step 5 – Custom Attributes 

 

 

This step can seem a bit abstract and for that reason many users ignore it. However, this is one of the 

most important steps in the process for anyone that has information that was not already requested by 

the setup process. For Bill’s Plumbing, a custom field for experience was added, a factor that is often 

taken into consideration for the Plumbing field. If there is a particular attribute of your company such as 

“pet friendly” for a local coffee shop or “experience” as shown above, use this field to enter it. 



Step 6 – Validation 
 

 

The final step in the process for Bill’s Plumbing is to verify the information provided. This involves 

requesting a phone call or a postcard. In both cases a pin number will be provided that must be entered 

into the Local Business Center to verify that your business information is correct. A phone call will be 

made immediately via an automated service from Google while a postcard will take anywhere between 

2-4 weeks to complete.  



 

After verification is complete, you will be able to access and edit your listing in the Local Business Center 

home page as seen below: 

 

As you can see, Bill’s business is listed with the address, its current status (active), the last update of the 

posting, and the number of total coupons currently active. Also, the Local Business Center will provide 



basic statistics for how many impressions and views you have received in the last thirty days and an 

option to delete or edit your listing. Elsewhere in the Business Center, as you can see the bottom of the 

page are three additional options – AdWords, Google Base, and Google Checkout – all features that will 

be discussed shortly.  

 

Google Coupons 

The Local Business Center now provides additional options for promoting your business in the form of 

coupons. Coupons are an easy way to promote offers and special deals that you would normally use 

print advertising means to distribute via Google Maps. The Coupons tab, located across the top of the 

Local Business Center homepage, contains a simple option to create new coupons and add them to your 

map listings.  

 

After clicking the “Add a coupon now” button, you will be taken to the necessary form with all of your 

coupon’s information. If you have used Google AdWords before, the interface may look familiar as the 

text and character limit is almost identical: 



 

Your Headline should be something enticing and direct, something along the lines of “15% off Large 

Pizza”. Tell your customer exactly what they get from your coupon. The subheading can contain more 

information about your business such as “Top New York Style Pizza”. Finally, the details section will 

contain the information necessary to describe what your business provides that others do not. Describe 

the offer in greater detail here as well, telling your users any limits, exceptions, or additions to the rules 

of using your coupon. 

Finally, set the expiration date and choose which of your business locations (if you have more than one) 

the coupon is valid at. You also have the option of providing an offer code if your business uses them or 

you would like to keep track of coupons more directly. 



 

Finally, when you are finished, you will be returned to the Coupons home page in Local Business Center 

where you can edit, pause, or delete your coupon or simply add a new one. Coupons are a valuable way 

to promote your business when so many options are presented to someone searching, adding yet 

another additional visual element to the page. Use them wisely and they can boost your new customers 

and sales through Google Maps. 

 

Viewing Your Listing in Google Maps 

With a listing completed and your business now appearing in the Google Maps interface (there may be a 

delay in this happening for anyone who opted to utilize the postcard verification method) it is time to 

start spending some time working with your listing, understanding how it will appear to your visitors, 

and what you can do to improve its performance.  

First, let’s take a look at what happens when we search for Plumbing in Seattle, about as general of a 

search as you can perform within this niche. There are a few elements in image below to point out.  



 

1. Notice the sponsored link at the top of the page. As is the case with Google’s normal search 

results, there will almost always be sponsored links in the results for most general terms. Keep 

this in mind as you start looking for ways to optimize your business in local search. We will come 

back to it in a little while and discuss what this option has to offer you. 

2. There are more than 4,900 results for “Plumbing in Seattle”. Bill’s competition for this niche is 

fierce and appearing at the top will take a little bit of work for that reason. It is going to be a 

more complex process than simply advertising as a “Plumber”. 

3. Notice that the top spots in the search listings are not always those that are closest to the city 

center. While there are two results that appear in the center of the city, the rest are scattered 

throughout the city limits and if you were to continue to the second page of results, they start 

spreading even further into the greater metropolitan area. Even plumbing companies that are 

located within the central Seattle area may not appear at the top of the listings if they do not 

provide what Google’s local search algorithm is looking for.  

4. At the top of the left pane above the search results, you will see a pair of links – Refine by: 

Distance and User Rating. These two links allow users to break down the results in different 

manners. Neighborhoods can include local named neighborhoods or zip codes. In Bill’s 

Plumbing’s case, the zip code would be 98107. Now, his listing appears on page 5 of the results 

in Spot “F”, still considerably lower, but with promise. 



 

 

When a user types in the exact name of Bill’s business, the only listing that appears is his, a valuable 

piece of information. This means that should someone see a flyer or hear from a friend that “Bill’s 

Plumbing” is a good business their search will only yield Bill’s posting. However, this is not nearly enough 

to draw new customers. To do this, you Bill will need to start optimizing his listing. 



 

 


