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Week One ï Part 2  

 

Welcome to day two of this 8 week course! 

Yesterday we dived straight in and took some ACTION. This is hugely important as so many 

folks read about what they should do and even learn the mechanics of how they should ñdo itò 

ï BUT they fail to ever take any action. 

By taking some action yesterday you are moving forward on your journey to improve your 

visibility in local search! 

Today we are going to be taking a look at: 

¶ How Local Search is evolving so that you can be preparedé 

¶ The importance of Citations and Reviews ï and the difference between the twoé 

¶ Steps you can take to give a boost to your rankings in Google Maps 10 Packé 

¶ Building upon your current Google Local Business Listing (LBL)é 

 

 

So letôs get started. 

 



 

www.LocalSearchProfits.co.uk          © 2009 Marc Liron ς UK Local Search Specialist           Page 2 of 18 

How Local Search Is Evolving: 

I have already outlined the history of local search over the last 2 years, using Google as the 

main example in my free 35 page guide To UK Local Search.  

So what about the future? 

 

Well, I can safely predict a few things over the next 12 months: 

# Google, Yahoo and Microsoft will continue to spend MILLIONS on making local search more 

relevant to their users. 

# The Google 10 Pack will continue to evolve into a larger part of Google Universal Search 

# Yahoo will continue to evolve their ñsimilarò offering too. 

# The use of the Print Yellow Pages will decline. 

# Local businesses (and national ones) will divert their ñofflineò advertising budgets away from 

the Print Yellow Pages and Thompson Local ï to their ñonlineò advertising budgets. 

# These online advertising budgets will consist of a mix (due to factors like industry sector) of: 

paying for local search optimisation/organic search optimisation/social media optimisation, paid 

online directory listings and Pay Per Click (PPC) campaigns. 

# National, Local and Industry specific search directories will continue to grow in size and 

importance. 

# Regional and Industry ñcustomer reviewò websites will grow in size and importance. 

# Video and images will pay an increasing important part of local search. 

# User generated content (UGC) in the form of recommendations, ratings and reviews will 

become an increasingly important part of the Local Search experience. 

# Location aware services will start to appear in desktop and mobile browsers. 

# Being able to measure the success (metrics) of local search campaigns will get easier. 

# MOBILE based ñlocal searchò will grow very fast! 
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How can you take advantage of these predictions? 

3 immediate areas that the local small business owner can act on are, in my opinion: 

¶ Customers are going to increasingly expect to see ñuser generated contentò (UGC) in 

the form of recommendations, ratings and reviews based on YOUR services and 

products etc. Ignoring this social aspect of search is going to be costly for the local 

business! Start putting plans in place to get your customers to leave 

recommendations and reviews on relevant industry sites and directly on your 

Google Local Business Listing (LBL) itself. 

¶ With local business listings from local/national search directories ranking so well in 

Googleôs organic search ï it is increasingly important to make sure you have a 

listing in as many as you can (free or paid). 

¶ The Google 10 pack is now showing up in search results for queries that contain NO 

geographical modifier; like a city name. The use of a searcherôs IP address to know their 

geographical location is changing the face of local search! ï It is now becoming 

ESSENTIAL for local businesses to appear in that Google 10 pack for their niche. 

Start optimising your listing for this. 

 

Local Search is here to stay and growing in importance for the local business seeking a regular 

supply of customers and leads. 

ACT NOW! 
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Citations and Reviews: 

A brief explanation of each term: 

# Reviews 

A review is when a customer actively leaves a ñcommentò about the service (or product) they 

purchased from your business. 

Search engines like Google and Yahoo are increasingly placing greater value on these 

customer reviews and use them to: 

¶ Help inform their users about YOUR business 

¶ Assist them in ranking a business listing higher in its category    

 

Below is a screenshot of a Google local business listing with ñreviewsò.  
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Below is a screenshot of the same business but from their Yahoo local business listing. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Businesses are learning very quickly the impact of review/directory websites sites that allow 

visitors to rate and review at the local level! 
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Both Google and Yahoo vary on the range of 3rd party review websites they ñpull intoò their 

listings. 

But, customers can ALSO leave a service/product review DIRECTLY in the local business 

listing with their Yahoo or Google accounts. 

Here is a screenshot of the form that appears if a user is already signed into their Google 

account and they click the ñWrite a reviewò link: 
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All three major search engines allow you to sort the order of business listings, returned for a 

search, by the ratings for each business. 

Google: 

 

 

 

 

 

 

Yahoo: 

 

 

 

 

 

 

 

 

 

Microsoft Bing: 

 

 

 

 

 

 

 

 

 



 

www.LocalSearchProfits.co.uk          © 2009 Marc Liron ς UK Local Search Specialist           Page 8 of 18 

# Citations 

A citation is when a company name is present with the physical address, post code and even 

phone number (with local STD) on a relevant 3rd party website.  

(A citing or a mention of your business on a webpage/blog posting etc.) 

In the case of Google it uses these ñcitationsò of a local business as a means to give authority 

and confirmation to the Google local business listing. Google is confident that there is in fact a 

business at this location. 

Using the previous example of the London French restaurant, here is a citation for this 

business:  

 

 

 

 

éand if you click the link you will see: 

 

 

 

 

 

 

 

 

 

 

 

Citations DO NOT: 

¶ Have to appear on 3rd party review websites, but often do in many business categories.  

¶ Have to have an active link back to the business website, or even mention a website. 

I will be covering this subject in more detail when we look at boosting your Google 10 pack 

rankingé  
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Tips on Boosting Your Google Maps 10 Pack Ranking 

Since 80% of all search in the UK is conducted via Google.co.uk it is now vital to appear in the 

Google 10 Pack for your most relevant (and searched for) keywords. 

Itôs often pushing the organic listings down the pageé as Google is giving the 10 Pack 

prominence at the top of the search results page for most queries! 

The 10 pack is what searchers see and YOUR business needs to be in it. 

In our earlier example of searching for a London French restaurant, here is the Google 10 pack 

showing today. 

 

 

 

 

 

 

 

 

 

 

 

The ñPierre Victoireò restaurant is NOT there. (If I owned this restaurant I would want it to show 

in the 10 pack.) 

As I guess you to want to appear in your own keyword related 10 pack! 

So are there any ways to influence a Google Local Business Listing (LBL) in making it into the 

top 10?  

There are 100ôs of French restaurants in London, so why does Google pick these ones to 

show in the 10 pack? 

Letôs take a look at that now. 
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The Google 10 Pack 

The 10 pack has its own algorithm that is uses to decide who ranks where. It is NOT the same 

algorithm that decides what websites/pages/blogs appear in the organic (Universal search) for 

the same keywords. 

Here are the first 10 results for the term: London French restaurant 

NONE of the listings in the Google 10 pack are listed hereé (but they could be, however that 

is another handout!). 
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Google does not reveal how the 10 pack algorithm functions. BUT, I and many other local 

search specialists believe it is based mostly on Local Search results. 

Here are my TOP Tips for getting a Google 10 Pack ranking: 

# Tip One 

AVOID address confusion. You MUST make sure that ALL citations use the address and post 

code listed on your Google Local Business Listing. 

You must also make sure that the address on your business website EXACTLY matches the 

LBL listing too. 

No shortening off addresses or missing the county etc. Another habit is only using the first part 

of the postcode in large metropolitan areas. For example just putting:  LN1 

 

# Tip Two 

On your business website make sure you have a Contact Us page and use the address and 

post code listed on your Google Local Business Listing. 

Have your website developer list your address in the hCard format. (Google has announced 

support for the hCard format.)Read more here: 

http://developer.yahoo.com/searchmonkey/smguide/semantic_web.html 

http://microformats.org/wiki/hcard  

 

# Tip Three 

Place links to your Google Maps and Yahoo Local listings on your business website ñContact 

Usò page. 

 

# Tip Four 

Place your address, post code and phone number, as listed on your Google Local Business 

Listing, on each and every page of your business website! 

 

# Tip Five 

Optimise your Google Local Business Listing and Yahoo Local Business Profile by: 

¶ Making sure you have entered: 

¶ Business name 

¶ Business address 

http://developer.yahoo.com/searchmonkey/smguide/semantic_web.html
http://microformats.org/wiki/hcard
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¶ Business phone number 

¶ Use correct business categories 

¶ Local business website URL (with the http://) 

éin addition: 

¶ List products / services offered 

¶ List any specialities 

¶ Payment methods 

¶ Trading hours 

¶ UNIQUE offerings related to your business category 

éalso add engaging content: 

¶ Upload photos of your work / products / premises etc  

¶ Upload videos of your work / products / premises etc 

 

# Tip Six 

At all times try and use a local phone number that uses the STD of the location you are 

physically located in. 

I know you may be limited to a national 0845 number or a mobile in some circumstances, BUT 

remember Google adds authority to associating a local business with a local phone number. 

 

# Tip Seven 

Use your main keywords in your business description. 

 

# Tip Eight 

Maintain a regular campaign of: 

¶ Getting Reviews 

¶ Getting Citations 

I can not emphasise enough how this last tip can dramatically influence your 10 pack rankings! 

You should be actively engaged in getting reviews and citations each and every month. 

How to Get Reviewsé 
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So you now know that you need reviews from your customers. However, just in case you are 

ever temptedé. The creation of fake reviews by UK businesses is covered under EU 

legislation that outlaws the process. 

The BBC has an interesting article on this subject: 

http://news.bbc.co.uk/1/hi/magazine/8118577.stm 

Google has its own Reviews and Rating Policy: 

http://maps.google.com/support/bin/answer.py?hl=en&answer=141379  

 

So how do you do this ethically and legally? 

Well this is largely going to boil down to the industry you are in. (For instance it will be much 

easier to get reviews if you are in the Catering and Hospitality categories.)  

¶ For those of you in the service sector why not send out a handout with your invoices 

reminding customers that they can leave a ñreviewò, either directly at Google and Yahoo 

or via a relevant 3rd party review website. 

¶ Engage with regular customers and seek their recommendations! 

¶ Do you have strategic alliances with other local businesses whoôs services you have 

used? Then consider leaving reviews on each others business listings/profiles. 

A word of caution about reviews being left via Googleôs own review system. Google has been 

known in the past to suddenly remove all reviews from a business listing if it looks like ñspamò. 

So avoid getting lots of reviews all in the space of a few days. This looks totally unnatural to 

Google and will likely be penalized in some way such as their removal. 

The point is that a few each month will build up over time and Google will see the ñconsistencyò 

in these regular reviews and reward accordingly. 

 

Remember the 4 points of reviews are: 

1. Offer a great serviceé  

2. Ask for a recommendation! 

3. Show people how to leave a recommendationé 

4. Keep it naturalé 

 

 

 

 

http://news.bbc.co.uk/1/hi/magazine/8118577.stm
http://maps.google.com/support/bin/answer.py?hl=en&answer=141379
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How to Get Citationsé 

Getting citations is a bit easier, but still requires work on your part. 

Creating citations is more about creating ñprofilesò than seeking out customer interaction. 

3 Levels of Citations: 

¶ Getting just your business name and the city/town mentioned 

¶ Getting your business name and full address (town, county and post code) mentioned 

¶ Getting your business name and full address (town, county and post code) along with 

your important keyword(s) mentioned 

These are the 3 levels I always try and work with when building up citations for clients. 

So what would they look like? 

The optimal citation I would be seeking to add would be something along the lines of: 

----------------------------------------------- 

Pierre Victoire (French Restaurant) 

5 Dean Street 
Soho 
London 
W1D 3RQ 
 
020 7287 4250 

http://www.pierrevictoire.com 

------------------------------------------------- 

oré 

------------------------------------------------- 

Pierre Victoire  - French Restaurant 

5 Dean Street 
Soho 
London 
W1D 3RQ 
 
020 7287 4250 

http://www.pierrevictoire.com 

------------------------------------------------- 
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Not all the websites that you create a profile on will be flexible enough for you to be this exact. 

But try and get as much listed in your ñprofileò as you can. 

So you know what to list, but where do you create these citations? 

 

Step One ï Do Some Digging! 

Visit the ñGoogle 10 Packò for each of your important keywords and click through to the actual 

business listings. Under the ñWeb Pagesò tab in each profile look through the listings and note 

down any websites that look relevant to your business. 

Then try the same thing for large city miles away from you; do any websites keep coming up 

that are not on your list yet? 

Now you have a growing list it is time to take some action. 
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Visit each of the websites on your list and see if you already have a listing.  

If YES: Is the address consistent with your Google Local Business Listing (LBL) ??? 

If NO: Go ahead and create a profile (these should usually be free for a basic listing.) 

 

Step Two ï Get Local 

Open up Google and search for any local business directories that you can get a free listing on. 

Many will try and upsell you a premium listing but you shouldnôt need one.  

Tip: The only time you may want to consider an upgrade to have your URL listed is if the 

webpage you will be listed on, is showing up at Google for an important keyword of yours. And 

then only if in the top 3 organic search results. 

Type in terms like your location name and directory - e.g.  London business directory 

ésee if this reveals any local directories you can list a citation on. 

Are you a member of a local chamber of commerce or small business network? Have you a 

citation listed on their website yet?  

Does your local newspaper have a website where you can create a free local business listing? 

Have you recently made a donation to a local charity? Ask to get your business name etc 

listed on their website. 

 

Step Three ï National Directories and Online Yellow Pages 

There are a number of national online directories that you NEED to have a business listing in. 

These are not ñlocalò but they have great authority with Google and confirm your business as 

ñrealòé 

Check to see if you already have a listing in the following and that the address provided is 

correct. If no listing exists for your business then apply for a free listing: 

http://www.touchlocal.com  

http://www.city-visitor.com/index.html  

http://www.192.com/businesses/  

http://www.yell.com/         Apply at: http://www.yelldirect.com/internetadvertising/  

http://www.hotfroguk.co.uk/ 

http://www.yelp.co.uk/    (Covers about 10 major UK cities only) 

http://www.uk-local-search.co.uk/  

 

http://www.touchlocal.com/
http://www.city-visitor.com/index.html
http://www.192.com/businesses/
http://www.yell.com/
http://www.yelldirect.com/internetadvertising/
http://www.hotfroguk.co.uk/
http://www.yelp.co.uk/
http://www.uk-local-search.co.uk/


 

www.LocalSearchProfits.co.uk          © 2009 Marc Liron ς UK Local Search Specialist           Page 17 of 18 

http://www.smilelocal.com/ 

http://www.ufindus.com/ 

http://www.bview.co.uk/ 

http://www.thomsonlocal.com/ 

http://www.brownbook.net/  

http://www.scoot.co.uk/ 

http://trustedplaces.com/ 

 

é make sure to add as many relevant categories as possible! 

 

Advanced tip: 

Why not add a new page to your own business website and list local complimentary 

businesses to your own. By doing this you may just show up in their Google Local Business 

Listing ñWeb Pagesò tabé by seeing your URL a customer may require YOUR related service! 

 

Got a Business with Multiple Locations? 

You are not going to rank in the Google 10 pack for places where you are not located. 

If you do have multiple physical locations then you will need to create a listing for each of these 

ï BUT make sure they all have a different address and phone number! 

If you need to rank for locations where you are not located, but where you do business, itôs 

best to concentrate on: 

¶ Optimising your business website for those terms using separate pages 

¶ Using Web 2.0 websites to get additional (offsite) listings at Google 

Note: We cover these topics in weeks 4/5/6/7 on the course: 

http://www.localsearchprofits.co.uk 

 

 

Please be aware that if you can not do all this work yourself ï get some 

help in to do it. BUT make sure it gets done! 

 

 

http://www.smilelocal.com/
http://www.ufindus.com/
http://www.bview.co.uk/
http://www.thomsonlocal.com/
http://www.brownbook.net/
http://www.scoot.co.uk/
http://trustedplaces.com/
http://www.localsearchprofits.co.uk/
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In Conclusion: 

Today we have looked at how ñLocal Searchò is evolving and how to improve the ranking of 

your Google Local Business Listing (LBL) with Citations and Reviews. 

One thing I have not mentioned about the work you have put in today, is the positive effect it 

can also have on your organic rankings in Googleôs Universal search and Yahoo Search. 

 

Tomorrow we will look at: 

¶ Creating a business listing with Microsoft Bing  

¶ Creating a business listing with Yahoo UK Local 

 

The rest of this week we will also look at: 

¶ The use of popular online photo sharing sites Panoramio and Picassa 

¶ The use of personalised Google Maps with images and video 

 

See you tomorrow! 

 

 

 

 

 

Marc Liron MVP 

Contact Email: 

 marcliron@marcliron.com  

mailto:marcliron@marcliron.com

