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Happy hour near me







“Near me”

Mobile search 

Proximity Driven

Local SEO World



Google Local: 

Dominant Presale
2018 Case Study



What we are getting into

• How Google assembles local results

• Local SEO ranking factors

• Using reviews and CX to drive marketing

• Local content ideas
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Relevance

Prominence

Proximity



Does the business provide the products, 

service or attributes the search is asking 

for?

Relevance



How does Google know?

What you and others say.





Is the business well-known and 

well-regarded within its local market 

and industry?

Prominence



How does Google know?

What others say and where 

it’s said.





Is the business close enough to the 

searcher to be considered a good 

answer for the search query?

Proximity



How does Google know?

While they know where you 

are, what is close enough

depends.



In HarrisburgQuery

Relevance 

Prominence 

Competition

Near me

Open nowCheapest
Best



2012: Google 

Knowledge Graph



Catalog the entities 

& their relationships. 

Fred Flintstone 

LIVES IN Bedrock

Things > Strings



Website = Brand KG



Topical layers



SEO Basics

• Keyword research

• On page optimization

• Valuable content

• Links

• Usability

Local SEO Basics

• SEO basics + local needs

• Local keywords

• On page w/ Geo phrases

• Valuable local content

• Local links

• Location pages, for multi-

locations



To rank an entity, 

optimize it’s
BRAND



"Brands are the solution, not the problem. 

Brands are how you sort out the cesspool.”

Former Google CEO, Eric Schmidt



Brand is your LINKS       generator 



Sponsor a local event = get a link

Mentioned in the news = get a link

Host an event = get a link

Inclusion in a directory = get a link

Co-promote with a local biz = get a link



What can you do to optimize your brand?

1. News?

2. Sponsorships?

3. Award/notice/event/volunteer?

4. Partnerships?



Local SEO Ranking Factors















Google as “The 

Presentation Layer”
2015-18 Multi Tab



Google as “The 

Presentation Layer”
2015-18 Multi Tab

Google’s Signal Is Clear



Google as “The 

Presentation Layer”
2017-18 Multi Tab 



Adding “The 

Transaction Layer”
2017-18 Multi Tab 





Local search results are 

front and center
Over 75% of clicks happen on page 1 

while page 2 & 3 get just ~5% of clicks.

Stat from Advance Web Ranking Study



Local searches convert. 
Over 70% take action with a click, 

call, directions, visit or contact.



Nearly 60% of 

searches now from 

mobile devices



Google is succeeding at solving the searcher’s 

needs in the search results page, not yours



Google My Business 

is core to your digital 

marketing success.





2010-2015 – Very quiet



Increased Focus 

On Reviews
2015-2016





Google Local Ads 

Expansion
2016-2019



2018-2019

Google and Facebook controls 63% 

of all digital ads and growing.



Google Local: 

Dominant Presale 

Measure Your KPI



GMB, Quite 

the Ride
2017-2019



Google Posts
June 2017



Google Posts
June 2017



Google SMS 
Messaging
July 2017



Google Q & A
August - Dec 2017

Crowdsourced FAQ’s, right 

on your Knowledge Panel



Google 
Bookings
October 2017

Expanding beyond Spas & Restaurants



Google Business 
Descriptions
January 2018



Google 
Services
& About Tabs
April 2018

Google Services & About 

Tab
April 2018



Offers, Videos, Product, Call

New Google 
Post Types

May 2018

New Google Post 

Types
May 2018



“See What’s In Store”
June 2018

Product Visibility



“Mobile Images”
September 2018

Taken from Website



“Profile Messaging”
December 2018

Direct Customer Messaging



“SiteLink Images”
April 2019

Increasing Mobile Visuals



“And Many More”
5 Announcements

January- April 2019



What’s In Store

Google Posts
Improved Insights

Websites

Business Description

Local Service Ads

Local Guide Expansion

Google Bookings

Local Ad Formats Posts Upgrade

Google Q & A

Messaging SMB Out ReachAPI upgrades

Video

Improved Search Dashboard

Agency Dashboard

Advanced Verification

Service Menu

Increasing AttributesMessaging

Better Email Communications

New Google Local 

Features

25 In Past 20 Months



Google My Business 

is core to your digital 

marketing success.



Google Will 

Defend Local

At All Costs



Guide.local.org

$499, then $49/month





Reviews Are Your

Superpower



Online or IRL:

Who can you trust?

@AaronWeiche













We have always cared 

about what others say.

Now every customer has a 

voice. Thank you Internet.







THE                 ECONOMY

Price, availability and delivery 

are no longer points to compete on.

What’s left? Brand and reputation.



Information is now endless. 

Trusted information is not.

@AaronWeiche





Where does it come from? 

Does the source have a good reputation? 

Who are the authorities who believe it? 

What are my reasons for deferring to these 

authorities?

https://www.fastcompany.com/40565050/say-goodbye-to-the-information-

age-its-all-about-reputation-now

@AaronWeiche





• Domain factors

• Page factors

• Site factors

• Link factors

• User interaction

• Brand Signals

• Webspam factors

@AaronWeiche



Trust optimization



Rank / SERP Visibility

Click-thru from SERP

Stick

Reviews



@AaronWeiche

EVERY search is a comparison 
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“Google As 

The Home Page”

https://gatherup.com/blog/google-

as-the-new-home-page/







Packed with REVIEW elements for ranking



1. Reviews with keywords

2. Reviews mentioning city

3. Total Reviews

4. % of reviews with keywords 

or city

5. Average yearly reviews

6. Number of reviews not 

response to

@AaronWeiche



Focus on 
the humans



Trust





Tells a story





Answers







There is no greater persona 

focused content than that 

written by the persona.

@AaronWeiche



85% of consumers trust online reviews as much

as personal recommendations



68% choose a business from positive reviews, 

40% avoid one based on negative reviews



50% of consumers visit your website after reading 

a positive review.



85% of consumers want a review to be less than 90 

days old to be relevant.



Consumers form trust in your rating at 40 reviews, with 

57% expecting more than 11 reviews



Perfection of 5-star reviews isn’t best 
via PowerReviews & Northwestern University Study



You need reviews:

Consistently

with quality

and enough quantity



Review Management Self-audit
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Reviews At GMB

@AaronWeiche



1- Recent 

Google 

Reviews

@AaronWeiche



2-

Reviews 

from the 

web

@AaronWeiche



3- Average 

reviews in 

the map 

pack

@AaronWeiche

718 Reviews Avg.

36 is just 5%



4- Brand 

search, how 

many review 

sites?

@AaronWeiche



5- Any sites at 

3.9 or below?

@AaronWeiche



6- “Brand + Reviews” search

@AaronWeiche



7 – Rich snippet review stars

@AaronWeiche



8 – Online review monitoring

@AaronWeiche



9 – Do you ask for reviews or feedback?

@AaronWeiche



10 – Easy feedback 

from your website

@AaronWeiche



11 – Reply to Google reviews

@AaronWeiche



12 – Reply to 1 

and 2 star 

Google 

reviews

@AaronWeiche



13 – Reply to 

reviews on 

Facebook or 

another site

@AaronWeiche



14 – Review 

reply process

@AaronWeiche



15 – Publish 

reviews on 

your website

@AaronWeiche



@AaronWeiche

Audit Score: 10 
of 25 possible
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Listening > Reviews
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How to get more reviews

@AaronWeiche



Bake it in



Ask everyone



Ways to ask for reviews:

1. Personal ask

2. Handout 

3. Platform / Service





Proactive requests 

generated 47X the 

results of passive



Locations (5) with proactive email 

feedback requests: 236.7 / month

Locations (80) with passive feedback 

options:  5.3 / month



The #1 optimization is 

the ”human ask”, seed 

the review process



The “human ask” 

passes responsibility 

to the customer



+

@AaronWeiche



Focus on top of funnel (ask, 

timing) not on the bottom 

(subject lines, content)



What are your possible 

activators to ask?

1.

2.

3.

@AaronWeiche





Two types of reviews:

1st-party reviews are direct to the 

business

3rd-party reviews are sites like 

Google, TripAdvisor, BBB

@AaronWeiche



Ask for 1st-party and 3rd party 

reviews



Build both 1st and 3rd party reviews



You can get 40% of your 

customers to give you 1st-

party reviews. 

But getting 10% to leave 

3rd-party reviews is a big 

goal.



POS/CRM

SMS

Website 

Location Pages

Email

Feedback 

Locator





@AaronWeiche

MANAGE



Operations > Marketing



BONUS: The value of fixing the real 

problems vs. just getting reviews



Operations fixes a  - -

review proactively. Making it 

unlikely to happen. 

Marketing can’t do this.



DOUBLE BONUS: Content Ideas



6 / 50 1st-party reviews

They discovered 10 things about their business, 5 areas 

to improve or try a change



THE GOOD

• Beer

• Staff & service

• Atmosphere

• Food

• Sour beers

SUGGESTIONS

• Trash by the door

• More malty beers

• Less spicy 

cheesesteak

• More non-alcohol 

drinks

• Staff knowledge



5 / 10 3rd-party Google reviews

They discovered 3 things about their business, 

1 area to improve or look into



THE GOOD

• Cider Beer selection

• Outside seating

SUGGESTIONS / 

COMPLAINTS

• Food



Monitor the 

main sites



Reply





Complaints Are Part Of Business

1. Be ready to handle –

“feedback friendly”

2. Make it easy

3. Welcome complaints

4. Resolve them

https://www.gatherup.com/blog/13-ideas-make-business-complaint-friendly/



Get a bad review? 
Respond

Remain calm

Own it (empathy)

Get it right > Right now

Don’t lose sight, these are all customer touch points





Thanks again for the feedback!  While most 

leave with a huge smile on their face, we 

can miss the mark on rare occasions and 

we want to make those times right.



Bad reviews and their 

replies are micro-moments 

to create content that wins 

trust and customers.







Customer Service is a 

spectator sport



EXERCISE

What’s your response plan?

@AaronWeiche

Respond Solve Resolve

• Read the review for the 

REAL problem

• Craft a response

• Offer a path to solve 

and resolve

• Show you listen and 

care

• Can you save the 

customer

• Use private channels

• Plan the “call tree”

• Empower your team to 

find/offer solutions

• Work the plan EVERY 

time

• Make sure the 

customer is satisfied

• Check back to see if 

review is updated, 

reach out weeks later if 

not



MARKET
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@AaronWeiche

Show ALL your reviews, 

authenticity is the win



The path to authenticity

1. Show all reviews, don’t sculpt

2. Create a reviews Terms of Service

3. Reply to all negative reviews

@AaronWeiche



Where to place reviews?

Single location

• About us page

• Reviews page

Multi-location

• Location/store page

• Agent/Dr page

@AaronWeiche
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Brand Search & Knowledge Panel

Optimization

Higher Visibility

Higher Engagement

More Reviews

More Search Conversions

Increased Sales /

Satisfied Customers

A Virtuous Cycle



“The ultimate goal of 

farming is not the growing 

of crops, but the cultivation 

and perfection of human 

beings.” 

― Masanobu Fukuoka, 

The One-Straw Revolution



“The ultimate goal of 

reputation management is 

not the growing of reviews, 

but the cultivation and 

perfection of your 

customers.” 





Local Content Strategy 

Ideas



Use your consumer generated 

content to generate your best 

content ideas

Reviews













Content Opportunities:

• Add content to website, a focused 

page on favorites or happy hour

• Add reviews to happy hour or 

drink page

• Post margarita and other great 

reviews to social channels

“
”





Wil Reynolds 

points out:

• Accentuate the positive 

and write for the 

consumers WHY

• Find your competitors 

flaws and point out 

those things matter



Write content on the details that 

matter where others don’t

Go Deep



Dedicate content to the details

• What details/specifics will a customer care about

• Build it out past a bullet point into it’s own focused 

page that can rank

• Google want’s answer for these, they have few to 

choose from

















Use data to tell a compelling local 

story

Data



Let data do the content work for you:

• Share data already presented with your own takes

• Compare data that is already assembled

• Capture your own data/survey







Be the venue, meeting place or 

location for a meet-up or fundraising 

event

Host Events



Be the host, making you’re the source:

• Partner with any of the hundreds of non-profits locally 

to host their event – fundraisers, races/walks, donation 

drop-off, meet-up

• All promotions link to you or mention your business as 

the location/starting point/drop-off site











Create content pages where you 

don’t have location pages

City Pages



Create geo focused content pages:

• Generate a unique, area focused, valuable city page 

that can rank in local organic results

• Pick your main ones, strive for quality











Tell the story for the customer to 

understand process and outcomes

Case Studies



Create customer success stories:

• Story-telling at it’s finest, the theme of ”problem and 

solution” can work in more businesses than you think

• These project recaps or case studies can be full of 

keywords, geo/locations, etc.







Other Local Content Ideas

• Top 10 lists / area lists

• Content consolidation – 5 blog posts into one 

evergreen page or improving an existing one

• Old blog content into email and social content

• Add relevant terms to existing posts

• “near me” on-page optimization



Your 3 ideas?



Thank you!

Aaron Weiche
CEO

@AaronWeiche

aaron@gatherup.com

mailto:aaron@gatherup.com

