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About the Author 

I'm Brennan Davis and for 35 years I’ve worked in the  digital 
marketing space while accruing over 30 years in field service 
trades. (Yes, there is some overlap. I'm not 95.) 

I'm not the first person to write about local SEO and Google 
Business Profiles (GBP), but not many other writers have given a 
quote while standing in a customer's driveway. I have. I’ve also 
put my foot through a ceiling while treating an attic, ran through 
sprinklers while mapping out an install (on paper), and gotten 
locked in a crawlspace because the door clicked shut behind me. 
I've done every other dirty, hands-on part of running a trade 
business too. Spending an equal number of years in digital 
marketing, I’ve learned what actually makes the phone ring. 

That's the difference. I've sat on both sides of the truck. That's 
why I understand the ins and outs of running a trade business. 
And that's why I know how to clear the friction between your 
marketing and your profit. 

In short, I help trade service owners get clarity. I'll show you how 
to make your business AI-ready, even on small budgets. It doesn't 
matter if you're 25 with your first van, or you've run your business 
for thirty years and are thinking about stepping back or selling. 
The strategy works the same way.  

(By the way, if you’re undecided on which trade career to start, 
click here.) 

I live in Concord, NC with my wife where we're building something 
meant to give us our time back, not take more of it. You and I are 
doing the same thing, together. 
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Introduction: The Test of a Pro 

No matter which phase of business you are in, starting, scaling, or exiting 
and selling, this playbook may be the most important asset to your 
business you find all year. 

Right now, someone in your city is searching Google for the exact 
service you offer. 

A small map pops up with three businesses on it. Each one has a 
star rating, a phone number, a photo, and a link to learn more. 

One business got a phone call. Another got a visit to their website. 
One got a request for directions. 

If your business wasn't one of those three, you didn't exist to 
that customer. 

On the Numbers in This Book 

If you've spent any time reading local marketing blogs, you've 
probably seen bold, confident numbers. Things like the percent of 
businesses with a claimed GBP profile, the percent with an 
incomplete one, and how much money a fully optimized profile is 
supposedly worth. 

Here's the truth. Most of those numbers come from secondary 
roundups, vendor marketing, or blog posts quoting other blog 
posts. They don't come from a controlled study with a clear 
sample size and method. Google itself does not publish one full 
report that ties together sign-ups, setup completeness, and 
revenue impact. A “click” or a “direction request” is a real action. 
But it isn't a universal benchmark. It doesn't automatically turn 
into a guaranteed number of customers or dollars for your 
business. 
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So if a marketing book tries to sell you on a guaranteed return on 
your investment, be skeptical. When this book uses a number, 
treat it as an example of what's possible for a well-run profile. It is 
not a promise for your business. Track your own calls, bookings, 
and revenue against your own starting point. That's the number 
that actually matters. 

What Actually Works 

I didn't spend 14 weeks writing this book to hand you comfy, 
unproven stats just to make a sale. I wrote it because local SEO 
has changed and there’s something I want for you: if you aren't 
already using this powerful and free Google platform for your 
business, I want you to know that it has fundamentally changed 
since the advent of AI, making it far easier to compete with more 
established companies than it has ever been before. And if you 
already use this platform, I want to make you aware of how it has 
changed so that your efforts going forward are not in vain. 

Google's local algorithm isn't a mystery box. It runs on three main 
pillars: relevance, distance, and prominence. Google Maps and 
Search keep leaning more on AI, with tools like AI-powered Q&A 
and richer video-style feeds. That means real-time activity matters 
more than it used to. Staying active on your profile isn't optional 
anymore. 

You do not need to pay a single dollar to rank at the top of these 
platforms. What you need is a clear, honest system that gives 
Google's AI the exact information it needs to trust your business. 

This book is that very system. No made-up numbers, no fancy 
business talk. Just the step-by-step habits being used by real 
tradesmen to build real visibility. 
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Truth #1: Ranking on GBP and the major AI platforms is free. It 
costs nothing, ever. Nobody has to pay to rank. They just have to 
know how, and take action. 

Truth #2: Done right, this leads to more appointments, sales, and 
revenue. That's the real experience of many local service and 
retail businesses. It's not a guarantee. Your results may be 
different. I'd rather tell you that now than oversell you in the first 
chapter. 

Truth #3: More visibility without more capacity can backfire. If 
your phone starts ringing more than you can handle, your 
reputation takes the hit, not your competitor's. Growth without a 
plan to handle it is just a faster way to disappoint people. More on 
this later.  

Truth #4: The right AI removes the admin work. This book 
introduces a tool that handles your GBP for you, keeping it 
updated. 

Truth #5: The real prize is your time back. Owners and managers 
who use this system often get back many hours a week. What 
they do with that time is up to them. Some expand to add trucks 
and techs. Some franchise. Others step back for family. Some sell 
the business. Still others clean things up before handing it over to 
a partner or an heir. The tools are the same. The choice of what 
comes next is yours. 

Let's get to work. 
 

Some links in this book are affiliate links. That means I may earn a 
commission if you make a purchase through them. This comes at no extra 
cost to you. 
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Phase 1: Legal Identity & Trust 
Mapping (The Foundation) 

Protecting your digital storefront from competitor takedowns and Google's 
spam filters. 

Verify Your Business First 

Go to business.google.com to set up and claim your listing. (If you 
have a GBP, read this book to fix your process because Google and AI 
changed it.) A profile that isn't verified can be changed by 
competitors, or pulled by Google completely. Don't skip this step. 

Google has also started asking some businesses to verify with a 
short video. If Google asks you for one, record yourself walking 
through your shop, your truck, or your work van. Show your 
equipment, your logo, and yourself as the owner or manager. 
Think of it like a quick job interview on your phone. Google is 
trying to weed out fake listings, and a real video proves you're a 
real, working business. 

Use Your Real Business Name 

Google's rule on naming is simple. What's painted on the side of 
your truck must match what's written on your digital profile. If 
your legal name is “Concord Irrigation,” but you name your profile 
“Concord Irrigation & Sprinkler Repair Near Me,” you're asking for 
trouble. Local competitors watch listings closely. They will report 
keyword stuffing to Google to try to knock you out of the Map 
Pack. Keep your name clean. Use your real business name, and 
win rankings through your services section instead. 
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Pick the Right Category 

Your main category is the single biggest ranking factor on your 
whole profile. Choose the category that matches what you do the 
closest. Don't pick something broad just because it sounds more 
impressive. After you choose your main category, add every other 
category that honestly fits your business. You can add up to nine 
more. Don't add a category for a service you don't actually offer. 

Set Your Service Areas the Right Way 

Google classifies vehicle-based on-site businesses as Service Area 
Businesses (SABs). Showing a home or empty office address 
violates their rules, and faking a storefront risks instant 
suspension. 

Set your service area to roughly a two-hour drive. List only cities 
your truck actually reaches. Don't stretch for extra visibility. 
Google's spam systems flag ranges beyond that two-hour mark. 
Also, don't let service areas from multiple location profiles 
overlap. Each location needs its own separate profile. 

Get Your Map Pin Exactly Right 

You can't control where a customer is searching from, but you 
can control how accurate your business location is on the map. A 
pin that's off by a few blocks can cost you calls. Double check that 
your pin sits on your real address, not just somewhere close. 

That's a lot to set up. Want to see your profile's score first? Get Your Free 
GBP Analysis before you dive in. 
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Phase 2: Operations & Availability 
(The Conversion Engine) 

Capturing “immediate need” searches when the physical shop is closed. 

The Operational Clock: Why True 
Availability Beats Ranking Hacks 

In the old days of local search, marketers loved a certain trick. 
You've probably heard the advice: mark your business open 24/7 
so you rank high in late-night searches, and let the answering 
service catch the calls. 

Here's some straight advice from three decades in the trades. 
That's a fast track to getting your listing suspended and your 
name ruined. 

Google has gotten much better at catching the gap between what 
a profile says and how it actually behaves. Local SEO experts have 
reported that listings marked “24/7” with no living person to 
answer tend to get flagged. This can happen through Google's 
own review and it can cause real ranking damage once the 
mismatch is found. Even without any algorithm involved, think 
about a homeowner with a burst pipe. If they call or message at 
11:30 PM and get stuck in a generic robocall loop with no real 
dispatch, they're likely to leave an angry one-star review for 
feeling lied to. 

Fake “24/7” listings are also a favorite target for competitor 
complaints. Your competitors check listings in your area. If they 
report that your shop is empty or your trucks are parked at 
midnight, Google's spam filters can take your listing down without 
warning. 
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Here's how to handle your hours the right way: 

•​ Keep it honest. Set your core hours to match when a real 
person on your team can answer the phone or reply to a text 
within about 15 minutes. If your crew rolls out at 7:00 AM and 
your office closes at 5:00 PM, those are your hours. 

•​ Use the “More Hours” field. Google gives you a “More Hours” 
option. If you offer true emergency service for plumbing, 
HVAC, or electrical problems, use this section to list 
“Emergency Services” separately from your regular office 
hours. This tells Google's AI and your customers exactly when 
you're open for regular bookings, and when you're open for 
emergencies. 

•​ Prepare for holiday swings. Nothing kills repeat business 
faster than wrong holiday hours. Keeping your special hours 
up to date is good practice, and there's little downside to doing 
it. If a storm or cold front hits and you need to change your 
hours, update your dashboard right away. 

It's true that the popular AI receptionist can answer questions, 
book appointments, and even handle objections after you close 
for the day. But they can't fully replace a real person, so if you 
decide to implement one of these in your business, don't say 
you're open 24 hours unless a real human can actually provide 
service 24/7. If you have no plans to offer 24-hour service, an AI 
receptionist can still help you catch more after-hours demand, 
without ever claiming false hours. If you want to add a 
deeply-discounted AI receptionist, you can get it here. 
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Connect Your Booking Tool 

If you use a scheduling tool, connect it to your profile. Reserve 
with Google lets customers book straight from your listing, with 
no phone call needed. This removes friction and can meaningfully 
increase the number of jobs you book. 

This only works if the customer is ready to book right then. If 
they're not, they'll probably call your business instead. And that's 
a problem, because you're closed for 12 to 14 hours a day. The 
fix, traditionally, has been to pay a few thousand dollars a month 
for an answering service trained specifically on your company 
because replying to missed calls and messages by hand can be a lot - 
or just set up an AI receptionist for a tenth of that cost here. 
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Phase 3: The Keyword Velocity 
Engine (Visual Content) 

Feeding the map pack and the Google “Ask Maps” search engine with what it 
needs to actually recommend you. 

Write a Business Description People 
Actually Want to Read 

You get up to 750 characters to describe your business. Put your 
city and your main service in the very first sentence. Work your 
key search terms naturally into the first part of the description. 
Cover what you do, who your customers are, and what makes you 
different. Write like you're talking to a real person, not stuffing in 
keywords for a computer to scan. 

Here's a shortcut. Swap in your own website address and paste 
this directly into Google where Google's AI, called Gemini, will 
reply with a profile description you can use. 

Visit this website [your website] and write a GBP description up to 750 
characters. The city and service type should show up in the first sentence. 
Work key search terms naturally into the first 250 words. Cover what the 
company does, who its customers are, and what sets it apart. Write for a 
real person reading it, not a computer scanning it. 

Paste the result into the description field on your profile. Here's 
an example of what a good one looks like: 

Palmetto Exterminators provides eco-friendly pest control in Charlotte, 
NC, serving homes and businesses with year-round protection. Their 
team specializes in termite protection, mosquito treatments, and pest 
management using safe, preventative methods. This family-run company 
has over 60 years of experience and guarantees free re-treatments if 
pests come back between visits. 
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Or write it yourself, in your own words, the way you'd explain 
your business to a neighbor. Something like: 

We are a family-run plumbing company that fixes leaks, clears drains, and 
replaces water heaters for homeowners across Cabarrus and Rowan 
counties. We answer our phones, we show up on time, and we always give 
you a price before we start. 

That kind of description is something Google's AI can repeat back 
word for word when a customer asks about your business. 

Fill Out Every Single Field 

Google uses the small details on your profile, like checkboxes and 
attribute fields, to answer specific customer questions. Every 
blank field is a question Google can't answer for you. If you're an 
HVAC company, mark whether you offer emergency service, 
whether you're licensed and insured, and whether you offer 
financing. If someone asks Google whether a company works 
nights and weekends, that one checkbox becomes the answer. 

Write Your Services Like You're Talking 
to a Customer 

Don't list your services as bare labels like “Drain Cleaning.” Write 
them out the way you'd explain them to a homeowner standing in 
their kitchen. A roofer might write: “Our roof leak inspection 
covers a full check of your shingles, flashing, and gutters. You get 
a written report with photos the same day.” That gives Google 
enough detail to actually answer a customer's question about 
what the service includes. 
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The Live Dispatch Feed: Real-Time 
Proof Over Polish 

Many local marketing agencies will try to charge you a few 
hundred dollars a month to write generic weekly “blog posts” on 
your GBP, complete with stock-image graphics and titles like 
“Three Signs Your Air Conditioner Needs Service.” Here's why that 
money is mostly wasted: nobody opens Google Maps to read a 
generic article. 

Google's post format has been moving toward shorter, more 
visual, more frequent updates, much like what's happened across 
most social media apps. A profile that goes quiet for a while tends 
to lose visibility, because Google reads inactivity as a sign the 
business may have slowed down or closed. There's no exact 
number of days, but the pattern is clear enough that posting 
weekly is a safe habit. 

Your field crews don't have time to write marketing copy or 
design graphics, and they shouldn't need to. Use what I call the 
Live Dispatch Method instead: 

•​ Take the driveway shot. When your tech finishes a job, like 
mounting a clean new electrical subpanel, finishing a 
crawlspace termite treatment, or winterizing an irrigation line, 
have them take a raw, real photo with their phone. No stock 
images, no overlays. Just real work. 

•​ Write a two-sentence story. Open your GBP app right there 
in the truck and post the photo with a simple, honest caption: 
“We just finished replacing a leaking 40-gallon water heater for 
a family in West Concord today. They avoided a flooded 
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crawlspace and now have hot water again before the 
weekend.” 

•​ Skip the algorithm tricks. Don't stuff keywords at the bottom 
of the post. A natural, two-sentence description already gives 
Google's AI the three things it cares about most: your service 
type, your exact city, and real-time visual proof of activity. 

This takes about two minutes at the end of a job. It keeps your 
profile active, stops your visibility from fading, and tells Google's 
AI you're actively solving real problems for real neighbors right 
now. 

If you work out of a truck or van, aim for a simple weekly rhythm: 
a driveway-shot post most days you're on a job, plus at least one 
short video a week. Our favorite automation tool can create 
videos automatically from any photos you upload - or record 
them yourself. Even 15 to 30 seconds, filmed on your phone, is 
enough to feed the video engagement signal Google is now 
weighing heavily.  

Any business that runs special events, retreats, or seasonal offers 
should also use the Activities tab to list them. Any business that 
takes appointments should add a booking link. These are small 
additions, but they round out your profile and give customers one 
more reason to trust it. 

Visual Integrity: How Computer Vision 
Verifies Your Business 

If an SEO consultant tells you to spend your Sunday afternoons 
manually editing location data into your photo files, skip that 
advice. It's an old trick that Google's systems have mostly ignored 
for years. 
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Google's local ranking now relies heavily on computer vision. Its AI 
can spot a wrapped service van, a clean brand uniform, a set of 
pipe wrenches, or a newly installed attic ventilator right from the 
image, with no hidden file data needed. When someone uses the 
“Ask Maps” feature to find something specific, like an irrigation 
contractor who works on historical properties, Google's AI actually 
looks at your uploaded images to check whether your photos 
back up the claim. 

To turn your photos into a ranking asset, think about visual 
honesty instead of technical tricks: 

•​ Show your real operational footprint. Upload raw photos of 
your trucks parked in front of recognizable local landmarks or 
streets. This gives Google's system real proof that you work in 
your claimed service area, and that does more for you than 
any boundary you draw in your dashboard. 

•​ Show the human element. Customers buy from people they 
trust, especially when those people are entering their home or 
backyard. Skip the stock photos, as Google recognizes and 
buries these. Upload clear photos of your team's faces, your 
wrapped trucks, and your office staff. 

•​ Capture short workmanship videos. Video is now a strong 
engagement signal in Maps search. Have your techs shoot 
10-to-15-second clips of real work in action: a welding spark, a 
clean trench line, unboxing a fixture. These videos boost how 
long a user stays on your listing, and that matters more to the 
current algorithm than a basic click. 

Some practical basics still apply underneath all this. Start with at 
least 10 photos, and build toward 25 or more over time. Rename 
the file before you upload it, like “hvac-repair-concord-nc.jpg” 
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instead of “IMG_4821.jpg.” Keep the library fresh. A profile with 
recent images consistently beats one running the same ten 
photos from three years ago. Photos your customers post count, 
too. A happy customer's photo helps your profile the same way 
one you upload yourself does. 

Keep one simple rule above all: if it isn't a real photo of your 
real team doing real work, don't upload it. 

Structuring Your Services as the AI's 
Fact Sheet 

For years, the Services tab on a Google profile was treated as a 
small checklist. Throw in every service under the sun, stuff a few 
keywords into the custom fields, and you're done. That lazy 
approach doesn't hold up anymore. 

Google's AI-powered Q&A now answers customer questions right 
from your profile. When someone asks Google something like “do 
they offer flat-rate drain snaking” or “can they repair an old R410A 
AC unit,” the AI doesn't wait for you. It scans your Services list, 
your reviews, and your linked website to build an answer on the 
spot. 

Some owners have said Google auto-adds or auto-edits service 
listings for them, pulled from outside data that isn't always 
accurate. Whether or not that's happening on your profile, it's 
worth checking your Services list once a month against what you 
actually offer. An outdated or wrong list looks bad either way, and 
a wrong AI answer about your business is still your problem to fix. 

Treat your Services list as the AI's fact sheet: 
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•​ Check the auto-added list monthly. Log into your dashboard 

at least once every 30 days and review anything Google has 
added on its own. If it added something you don't actually do, 
delete it right away. 

•​ Write for the answer, not just the keyword. Don't just list 
“Pest Control” or “HVAC Repair.” Describe each service in two 
to three sentences, the way you'd explain it to a customer, 
including what's covered: “Our termite protection plan 
includes a full crawlspace inspection, a localized liquid barrier 
treatment, and active baiting station monitoring, with an 
annual re-inspection included.” 

•​ Use the Products tab for flat-rate packages. Most service 
businesses skip this tab, thinking it's only for stores that sell 
physical goods. That's a missed opportunity. List packaged 
offers like a “Summer AC Tune-Up” or an “Irrigation 
Winterization” with a photo, a flat price, and a link straight to 
your booking page or “Reserve with Google.” 

Add Every Attribute That Applies 

Go through every attribute Google offers for your category and 
check the ones that are true. Veteran-owned, free parking, 
wheelchair accessible, online estimates, background-checked 
technicians. Each one narrows the search results in your favor 
and signals relevance. Only check attributes that are actually true. 
If a customer shows up expecting to pay cash because you 
checked that box, and they can't, that's a bad review waiting to 
happen. Google also adds new attributes throughout the year, so 
check back monthly for any new ones that apply to you. 
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Link Your Social Profiles 

Add your Facebook page, LinkedIn profile, and any other social 
accounts to your profile as a trust signal. This also gives Google 
another place to check when it can't find an answer on your profile 
itself. If a customer asks whether your company has been around 
for ten years, and your profile doesn't say, Google might pull that 
answer from your Facebook page, where you posted your 
anniversary. 

Get Ahead of the Q&A Section 

Anyone can post a question on your profile, and anyone can 
answer it, including people who don't work for you. Get ahead of 
it. Write out the ten questions customers ask you most often, and 
answer them yourself with clear, complete answers. This content 
also feeds Google's AI-generated summaries. As customers ask 
new questions, create a new entry in the Q&A section. Google will 
use these to answer even more inquiries.  

I'll say that part again - anyone can post a question to your profile 
and anyone can answer it.. and those answers might be wrong.  
Always add more questions with answers that you provide. If you 
do only the first 10 as I suggested above and stop there, 
eventually you'll have 50 questions posted that you ignored with 
many incorrect answers that Google will use to decide your fate. 
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Phase 4: Social Proof 

Turning client feedback into data Google can actually read and index. 

Here's something a lot of owners don't realize. When a 
homeowner opens Google and asks who the best plumber near 
them is, Google isn't just scanning your star rating. It's reading 
your reviews like a stack of mini reports, pulling out details, and 
using them to decide whether your business gets mentioned or 
skipped. 

Your reviews have become data. The more specific and useful 
that data is, the more often Google recommends you. 

Reviews Are Decision Evidence 

Customers use reviews to reduce uncertainty before they call. 
They want to know whether you handled a problem like theirs, 
showed up when promised, explained the work clearly, and 
treated them fairly. 

Ask for an honest review after a completed job, while the 
experience is still fresh. Don't script the customer's words or offer 
rewards for a good rating. A simple request works: 

Thank you for choosing us. If you have a minute, would you share an 
honest review about the service we provided today? Mentioning what we 
worked on can help the next customer know if we're a good fit. 

Did you see that? When you make that ask, think about the exact 
service you just finished, and gently steer the customer toward 
naming it. Encourage them to use the real name of the work, like 
“tankless water heater installation” instead of “installed it fast.” 
The more specific the language, the more precisely Google can 
match your business to the right search. 
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Aim for steady requests, not a one-time push. A good process is 
to ask for feedback after every completed job, check incoming 
reviews weekly, and reply in your natural business voice. 

Keep a Steady Drip of New Reviews 

Google tracks whether your profile is actively getting new reviews. 
A profile that got thirty reviews two years ago and nothing since 
starts to look stale. It may even signal to Google that the business 
slowed down or closed. A steady drip of new reviews over time 
beats a big pile of old ones. It also beats a one-time push where 
you ask everyone at once, then stop. Build the ask into how you 
already do business. The moment a job is done and the customer 
is standing there happy, that's your window.  

Replying to Reviews 

The way you reply to reviews must be intentional: write them for 
the hundreds of people reading them, not just the person who 
left the review. For positive reviews, treat them as a conversation. 
If a client writes a three-sentence compliment, don't reply with a 
generic “Thanks for your business!” When replying, be sure to 
include appropriate phrases in your reply that Google can learn 
from, such as “It was a pleasure to perform your full wildlife 
exclusion service. With there being so many wooded areas in Mt. 
Pleasant and Albemarle, I'm sure your neighbors will need one of 
our humane technicians soon.” This naturally works useful service 
terms into your reply for Google's search crawlers to find. 

For negative reviews, use the L.A.O. rule: Listen, Address, Offline. 

•​ Listen: Show appreciation for their view. It shows future 
readers that you respect client feedback. 
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•​ Address: Directly explain the specific issue, without defensive 

language or excuses. 

•​ Offline: Give a direct phone number and an owner's name, 
and move the conversation off the public platform. 

Reply within 48 hours when you can. What you shouldn't do is ask 
a reviewer to take their review down. That request alone can turn 
a three-star review into a public complaint about pressure tactics. 
If a review actually breaks Google's rules, report it through 
Google's review-reporting process and point out the exact rule it 
breaks. Be careful of anyone offering a service who guarantees 
they can remove a negative review for a fee. 

Your response is visible to future customers too. Handle the 
situation professionally, and one bad review doesn't have to 
define your business. 

What if you could catch a negative review before it ever shows up on your 
profile? The GBP optimizer does that. 

Use the Right Words 

When someone searches “who does PEX repiping near me,” 
Google looks for businesses where words like “PEX” or “repipe” 
show up in the reviews themselves, not just on your profile. This 
is one of the main ways Google decides who to recommend for a 
specific search. A roofing company with ten reviews that mention 
“storm damage” and “shingle replacement” will show up more 
often for storm-related searches than a competitor with fifty 
reviews that all just say “great guys.” 
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Say It the Same Way Everywhere 

If your website calls it “drain hydro-jetting,” your profile calls it 
“sewer line cleaning,” and your review replies call it “snaking out 
pipes,” you've given Google three different names for the same 
service and that's a problem. It won't know which one to trust. 
Pick one way to describe each service, and use those exact words 
on your website, your profile, and in your review replies. 

Add Review Buttons and QR Codes 

Add a review link to your website to make it easy for customers to 
leave feedback. You can find this link inside your GBP dashboard, 
after you claim a short name for your business. A QR code on an 
invoice, a truck decal, or a thank you card works the same way, 
and makes it even easier for a customer to leave a review on the 
spot. Reviews are too important not to get creative with QR code 
placement. 

Also think about adding your reviews and testimonials directly to 
your website, ideally with permission to use real names and 
photos attached to make them feel authentic. Placing a strong 
testimonial near the top of a service page builds trust before a 
visitor ever picks up the phone. 

Reading and replying to every review by hand is a job on top of your 
full-time job. Get Your Free GBP Analysis and see how our tool handles 
review replies automatically. 
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Phase 5: Digital Footprints (Off-Page 
Trust) 

Forcing Google to confirm your physical existence through mentions across 
the web. 

Keep Your Name, Address, and Phone 
Number Identical Everywhere 

If your business is “Riverside Electric LLC” on Google, “Riverside 
Electrical” on Yelp, and “Riverside Electric” on your website, 
Google may treat these as three different businesses. That splits 
your credibility instead of building it in one place. Pick one exact 
version of your name, address, and phone number, and use it the 
same way everywhere. It MUST be the same. Same abbreviations. 
Same suite number. Same everything. This match is called NAP, 
short for name, address, and phone. It is a core local ranking 
signal. 

123 4th Rd. NE Ste. A 

123 4th Road Unit A 

123 4th Rd. NE #A 

To Google, these are 3 separate addresses. 

Checking every directory by hand for NAP mistakes takes hours most 
owners don't have. Get Your Free GBP Analysis and let the tool find the 
mismatches for you. 
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Create One Source of Truth 

Decide on one official version of your business name, phone 
number, website address, hours, and service description. Put that 
version on your website first. Then use it on Google, Apple Maps, 
Bing Places, social profiles, and the directories customers in your 
industry actually use. 

Prioritize Trustworthy Mentions 

Start with the platforms customers already check: map apps, 
major review sites, your trade association, your local chamber, 
neighborhood publications, and relevant industry marketplaces. A 
correct listing on a respected local site is worth more than dozens 
of low-quality directory submissions. 

Earn Local Proof 

Winning visibility in your city requires Google to confirm your 
real-world presence. This is where local involvement meets 
search algorithms. Instead of buying low-quality directory links 
that get ignored by search filters, use genuine community activity. 
Sponsoring local sports leagues, supporting neighborhood food 
banks, or partnering with local home-builders creates real 
mentions across trusted, local websites. Google scans these local 
mentions to confirm your business's physical presence and 
legitimacy within your service area. 

The goal is real visibility with real people, not manufactured 
links. 
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Make Your Website Confirm the Story 

Your website should quickly answer five questions: What do you 
do? Where do you work or service? Who do you help? Why should 
a customer choose you? How can they contact you? List all of your 
core services and give each one its own useful page. Show your 
real contact details. Make the site fast and mobile-friendly. Keep 
images to a minimum for faster loading or compress them before 
uploading to your site. Link related pages together so visitors can 
easily keep exploring. 

Track What Produces Leads 

Check where your calls, form submissions, bookings, and 
direction requests come from. Keep the listings and content that 
bring in real inquiries. Fix or remove wrong information wherever 
you find it. 

Building out service pages and schema markup is exactly the kind of 
project that's easy to put off forever. Get Your Free GBP Analysis to find 
out what your website is missing. 

Win the Map. Win the Market.   |   25 

https://audit.app.localmarketingmanager.com/?fpc=82683c6f-104f-4c26-97de-f3d53b22b48a--YnJlbm5hbjIw&fpr=brennan20&__hstc=220719559.7ff278815c1c06d585cb166e4aa247fc.1788021934497.1788021934497.1788021934497.1&__hssc=220719559.1.1788021934497&__hsfp=d02ebd4f3ca304c7d64f4bb1ba0b52e9


 

The Map Pack: Your Local Monopoly 

The map pack is the panel of three businesses that shows up 
above the regular search results whenever someone searches for 
a local service. It captures a large share of every local search click, 
roughly two-thirds of first-page local clicks by most industry 
estimates. If you're not in the top three, you're fighting over 
scraps. 

How Local Results Are Matched 

Google generally judges local businesses through three practical 
questions: 

•​ Match: Does this business clearly offer what the customer is 
looking for? 

•​ Distance: Is it reasonably located for the customer or the 
place named in the search? 

•​ Reputation: Do reliable sources across the web show that this 
is an established, credible business? 

You can't control a customer's location, but you can improve the 
information Google has to work with. Choose accurate categories, 
describe your actual services clearly, keep business details 
current, earn real reviews, and keep a website that supports what 
your profile says. 

How Many Reviews You Actually Need 

In most mid-size markets, industry estimates put the range 
somewhere between 40 and 80 reviews at a 4.4-star rating or 
higher, just to compete for a top-three spot. Tougher markets, 
like HVAC in a major city, can push that number past 150. Smaller 
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markets and more specialized services can hold a top-three spot 
with as few as 25 solid reviews. Treat these as ballpark planning 
numbers, not a hard rule. Your actual market may need more or 
fewer. 

If you've been in business for a while, you likely have contact 
information for many past customers who never left you a review. 
Automatically send out a mass review request to those past 
customers using our preferred review automation tool. 

Retail Versus Field Service 

If you run a storefront, the map pack's job is to drive foot traffic. 
Someone searching “pet supply store near me” is usually close by 
and ready to buy. Direction requests are your main signal of 
interest, and offer posts tend to get more clicks than email. 

If you run a service business out of a truck or van, the map pack's 
job is to generate calls and form fills. A homeowner whose air 
conditioner dies at 9pm isn't browsing. They're calling whoever 
answers first with a strong rating. A profile connected to a 
booking page or an automated answering system catches those 
late-night leads that would otherwise slip away. Without one, a 
meaningful share of inbound map-pack leads move straight to 
the next listing on the page. 

Case Study: The After-Hours Call That 
Pays for Itself 

Here's an example, based on industry benchmarks for missed-call 
conversion, of what an after-hours AI receptionist can be worth. 
These numbers are from a dental office. It's worth spending two 
minutes to see your own numbers below. 
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They got about 30 after-hours calls a night. Roughly half of those, 
15 calls, were people trying to book an appointment. And the 
cheapest thing a new patient might book was a $100 cleaning. 

That alone showed real money walking out the door every night. 
But $100 was just the floor. Most new patients end up spending 
several hundred dollars once exams and follow-up work are 
included. And once you factor in how long a patient stays with a 
practice, the lifetime value per new patient gets big fast. 

Do you often find space on your technicians' schedules? Do this. It 
takes 2 minutes: 

1.​Roughly how many calls do you miss each night after you 
close? ____ 

2.​How many of those would schedule an appointment for 
service? ____ 

3.​What's the least amount they could spend with you? ____ 

4.​Line 2 x Line 3 = _____ (This is per day, assuming they can fit on 
your schedule, but most will spend much more than the 
minimum.) 

5.​Line 4 x 30 days per month ____ (It adds up fast. Do you need 
to hire more?) 

Many will call you in the future to pay you again. 

The cost of the AI receptionist is small. The revenue it unlocks, 
with missed calls turning into new customers or clients, can be 
shocking. The opportunity is big enough to justify hiring more 
employees or opening new locations. 

The takeaway: a missed call isn't a missed $100 appointment. It's a 
missed relationship worth thousands over time. 
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This Playbook is about more than marketing. It's about a new way 
of structuring business operations and lead flow. Many of your 
closest competitors are already using them. You got into business 
to maximize your revenue, so stop letting it go to them. Set up an 
AI receptionist for one-tenth the cost of an answering service 
here. 
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Winning in the Age of AI Search 

Google is no longer just a phone book. It has become something 
closer to a smart assistant. It reads your profile, your reviews, 
your photos, and your website, then answers a customer's 
question, sometimes without the customer ever clicking a single 
link. If your profile is thin or out of date, the AI skips right over 
you, literally. 

What Changed With Ask Maps 

Google rolled out a feature called Ask Maps, powered by its 
Gemini AI. Before this update, discovery was simply 
keyword-matching. A customer searched a short phrase like 
“coffee near me,” and Google matched businesses based on 
distance, how often a keyword appeared, and general authority. 
People had to click through a list of results and check reviews and 
photos by hand. 

With Ask Maps, customers can now ask specific, natural 
questions, like “where is a quiet cafe with fast wifi for a two hour 
meeting and organic coffee” or “find a family-friendly spot with 
covered outdoor seating and vegan options.” Instead of just 
matching keywords, Google actually reads your reviews, your 
photos, and your services to understand the real feel of your 
business. It's often more willing to recommend a smaller, 
high-quality business over a big chain, as long as that smaller 
business has taken the time to give clear, detailed information. 

Google's own support materials describe Ask Maps as a tool for 
answers and recommendations inside Maps, not a replacement 
for the map pack. In other words, the map pack is still there, and 
it still matters. But Google's AI is reading the exact same 
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information, your profile, your reviews, and your photos, to 
decide what to say about your business. Optimizing for the map 
pack and optimizing for AI search have become mostly the same 
job, done well. 

Fill Out Every Detail Google Offers 

AI relies on hard facts to answer specific questions, like whether 
you offer financing or work weekends. A blank field is a question 
the AI can't answer for you. This is the same setup work from 
Phase 1 and Phase 3, and it matters just as much for AI search as 
it does for the map pack. 

Cultivate Detailed Reviews 

Encourage every customer to mention specific features in their 
review, like “great for groups” or “very quiet.” These act as trust 
signals that Google's AI uses to recommend you for the right kind 
of search. 

Use Photos With Real Context 

Upload real, location-tagged photos of your actual work. This 
helps the AI check that what you claim to do matches what it can 
actually see in your photos. Since the AI can actually “read” your 
images to check that you have, say, outdoor seating next to the 
dog run, this becomes critical to your strategy. 

Ask Google What It Is Already Saying 
About You 

Open Google Maps, pull up your own listing, and use the “Ask 
about this place” feature. Type in a few questions a real customer 
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might ask. You may be surprised by the answer. A window 
replacement contractor once found that Google's AI was telling 
customers they didn't do commercial installs, when in fact they 
did. You can't edit the AI's answer directly, but you can fix the 
source. Update your profile, your website, your images, and your 
replies to reviews with the correct information, and the AI will 
learn the right answer over time. 

Track Where Your Traffic Actually 
Comes From 

Add tracking tags to the links on your profile so you can see in 
your website analytics exactly where your visitors came from. This 
usually just means adding a short bit of text to the end of your 
links. Without it, you might get fifty new visitors from Google this 
month with no idea whether they came from your profile, a paid 
ad, or a plain search. 

Read Your Reviews Like a Business 
Owner 

Look for patterns across your reviews. If several customers in the 
last few months all mention that you were on time, or that you 
explained things clearly, that's a signal about what matters to 
your customers. It's also a signal that Google's AI is paying 
attention to. Make sure those same themes show up in your 
service descriptions and your posts. 
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Encourage Customers to Save Your 
Business 

When someone taps “Save” on your Google Maps listing, it tells 
Google that real people want to remember your business. That's 
a popularity signal the AI factors into who it recommends. After 
finishing a job, mention to a happy homeowner, “Save us in 
Google Maps and we'll be easy to find the next time you need us.” 
Many customers will do exactly that if you ask at the right 
moment, like just after they've been asked for a positive review. 

Why This Matters (Answer Engine 
Optimization) 

Answer Engine Optimization, or AEO, is the practice of setting up 
your business information so AI tools like ChatGPT, Gemini, and 
Google's AI Overviews can find it, trust it, and recommend it. 
Complete profiles tend to earn noticeably more clicks and trust 
than incomplete ones. Google has been rolling out AI-powered 
Q&A on profiles that automatically answers customer questions 
using your reviews, your website, and any structured documents 
you upload. Profiles that go quiet for a week or more tend to see 
sharper drops in visibility, because Google reads inactivity as a 
signal of lower quality. 

The businesses winning in AI search right now aren't doing 
anything exotic. They're doing the boring, practical stuff: getting 
listed accurately on the directories that matter for their trade, and 
filling out every single field available to them. 

A complete Google Business Profile does not by itself make 
ChatGPT, Gemini, or any other AI model recommend a business, 
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and nothing in this book should be read as a guarantee of AI 
placement or visibility. Think of GBP as the essential first step in 
Answer Engine Optimization. It is critical for a new local business 
to start with, and something an established business needs to 
take seriously, because it makes a real, measurable impact on AI 
visibility. But it's step one, not the whole strategy. Further AEO 
work can be done on your own for free, with research and elbow 
grease, or with this tool. 

Setting up your profile and your website to win in AI search takes real 
time. The preferred GBP tool is built to optimize your online presence for 
exactly this, so you show up correctly no matter how a customer asks. Get 
Your Free GBP Analysis and see where you stand today. 
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Part 6: The Maintenance Calendar 

This is the part most owners skip, and it's exactly where Google is 
putting more weight this year. A profile you set up once and never 
touch again slowly loses ground to a competitor who shows up 
every single week. 

Weekly 

•​ Reply to every new review. 

•​ Check and refresh your hours ahead of any upcoming holiday. 

•​ Post at least once or twice, with at least one real photo or 
short video. More can be better, especially when the post 
provides new context to your services. 

Every One to Two Weeks 

•​ Upload extra, fresh pictures directly into your profile's photo 
gallery. Remember to rename them according to what the 
picture is about. 

•​ Post an update if you have something worth sharing. Posting 
frequency alone is a small ranking factor, but it feeds the 
bigger signal of how active your business looks. 

Monthly 

•​ Review your Services section for new or seasonal things to 
add. 

•​ Check for and respond to any new Q&A questions. 

•​ Watch your review flow. If it's gone quiet, prompt a few more 
requests. Recency matters more than most owners think. 
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•​ Subscribe to get notifications of new attributes Google has 

added, and fill in all the ones that apply to you, no matter how 
small they seem. 

Quarterly 

•​ Run a full name, address, and phone number check across 
your profile, your website, and your top directory listings. 

•​ Refresh the content on your website's main pages so it reflects 
current, accurate information. 

•​ Check what your competitors have changed on their profiles. 

Always 

•​ Never let your hours drift from reality. This is a top-five ranking 
factor, and it's simple: open or closed at the moment someone 
searches. 

•​ Build the review request into your actual process. Ask the 
moment a job is finished, not in a batch email months later. 

•​ If a customer doesn't leave a review right away, follow up. 
Owners who follow up more than once tend to see 
meaningfully more reviews come in. Some industries, (my 
previous mobile notary business, for instance), can see the 3rd 
request yield 70% of the reviews. So, always follow up. 

•​ Turn on any new feature Google rolls out for your category, 
like booking, inventory, or service listings, within the first two 
weeks. Early adopters often get a temporary ranking bump, so 
opt-in to Google’s notifications. 
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Watch List: What Not to Do 

A few shortcuts look tempting but can get your listing suspended 
or buried. Avoid every one of these: 

•​ Stuffing keywords into your business description or your 
posts. 

•​ Using AI-generated photos or AI-generated video on your 
profile. Google now tracks and scores this as a risk factor. (The 
GBP Optimizer uses AI to create videos from your photos but 
this is not considered AI-generated content.) 

•​ Showing a street address if you're truly a service area business 
with no public storefront. If you do not service customers at 
your location, set your profile up as a Service Area Business. 

•​ Setting your service area beyond roughly a two-hour drive. 

•​ Overlapping service areas across more than one location 
profile. If you have multiple locations or territories, make sure 
their profiles don't overlap. 

•​ Linking to a website URL that forwards to a different domain 
than the one listed on your profile. If the link in your profile 
says abcxyz.com, the customer must arrive at such an address 
when they click on it. (You may still use the tracking codes.) 

Keeping up with a weekly, monthly, and quarterly calendar on top of 
running your business is a lot to carry alone. Get Your Free GBP Analysis 
and see what this tool can take off your plate. 
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What to Do Next 

You just read the whole playbook. Here's the short version. 

Verify your profile. Fill out every field. Post consistently. Get 
reviews specific to the service done. Keep your name, 
address, and phone number identical everywhere. Show up 
every week, whether you feel like it or not. 

That's the job. It's not complicated. It's just easy to skip when 
nobody's checking on you. 

If you want to do it alone, you now have everything you need in 
this book. 

If you'd rather not do it at all, here's where to go next: 

Get Your Free GBP Analysis and see exactly where your profile stands 
today. 

Either way, don't let this book become the fourth thing on your 
desk you meant to get to. Somebody in your market is doing this 
today. Make sure it's you. 
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Bonuses 

1.​Missed Opportunity Calculator 
2.​Weekly Maintenance Calendar 
3.​Profile Photo Shoot List  
4.​Profile Health Score 
5.​The 30-Day Profile Challenge 
6.​This free, eye-opening podcast episode clears the air on why 

and how to get your business recommended by AI. When 
you're ready, this agency will take your business there. 

 

Tools Discussed in this Playbook         
(plus bonus offers) 

•​ Get a free audit of your GBP here. 

•​ Get an AI receptionist installed in your business here. (Sold on 
Fiverr to keep costs low.) 

•​ Get your business recommended by AI platforms with this 
agency. 

•​ Get clarity on which trade business to start, and get relevant 
training here. 

•​ Get John Assaraf's free ebook, The AI Marketing Machine, or 
watch the replay of its live demonstration here. 
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A Straight Answer About the GBP 
Optimizer 

Everything in this book works whether you do it yourself or use a 
tool to help. Here's what the GBP Optimizer costs, in plain 
language: 

The GBP Optimizer runs on autopilot for a flat $99 a month, per location. 
You will need a card on file to start. There are no hidden charges for your 
standard daily AI posting, video creation, social posts, or review replies. 
Your monthly rate stays locked in. The only time you would ever be 
charged extra is if you choose to buy optional citation add-ons for greater 
presence across the internet, or extra credits to run a manual, on-demand 
rank report outside the monthly report that's included. 

Get Your Free GBP Analysis and see exactly where your profile stands 
before you decide on anything. 

Win the Map. Win the Market.   |   40 

https://audit.app.localmarketingmanager.com/?fpc=82683c6f-104f-4c26-97de-f3d53b22b48a--YnJlbm5hbjIw&fpr=brennan20&__hstc=220719559.7ff278815c1c06d585cb166e4aa247fc.1788021934497.1788021934497.1788021934497.1&__hssc=220719559.1.1788021934497&__hsfp=d02ebd4f3ca304c7d64f4bb1ba0b52e9


 

Disclosure 

Some links in this book are affiliate links. That means I may earn a 
commission if you make a purchase through them. This comes at 
no extra cost to you. 

Google, Google Maps, GBP, and Gemini are trademarks of Google 
LLC. This publication is independent, and is not affiliated with, 
endorsed by, or sponsored by Google LLC. 

A note on the numbers in this book: local SEO and GBP statistics 
get quoted constantly across marketing blogs. Things like “100 
photos means 520% more calls,” exact dollar-figure revenue lifts, 
and exact percentage breakdowns of who's doing what. Where 
this book uses a number, treat it as an example of what's possible 
for a well-run profile, not a guaranteed result for yours. Track 
your own calls, bookings, and revenue against your own starting 
point. That's the number that actually matters for your business. 
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The following data was used for research. Figures are shown as 
combined industry benchmarks, not a complete, scientifically 
verified study. See the disclosure note above. 

Key Findings on GBP Adoption & 
Setup 

Adoption Rate 

•​ Approximately 64% of local businesses have claimed and 
verified their Google Business Profile. [1] 

•​ This means roughly 36% of eligible local businesses do not 
have a verified GBP. [2] 

Setup Completeness 

•​ About 41% of small local businesses operate with incomplete 
profile information. [1] 

•​ Conversely, around 58% of verified profiles include business 
hours, categories, and contact details in full. [1] 

•​ Only about 26% of local businesses have not completed profile 
verification, suggesting roughly 74% of those who claim it do 
verify it. [1] 

Proper Setup & Optimization 

•​ Around 62% of top-ranking local profiles have fully completed 
setup fields. [1] 

•​ About 29% of local business profiles still lack a business 
description. [1] 
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•​ Roughly 37% of profiles use more than one business category 

to improve search relevance. [1] 

•​ Only about 52% of local businesses have added at least 10 
photos to their profile. [1] 

Maintenance & Regular Updates 

Update Frequency 

•​ Around 46% of local businesses update their GBP at least once 
per quarter. [1] 

•​ About 34% of businesses have never posted an update to their 
GBP. [1] 

•​ Roughly 36% of local businesses audit their GBP only once per 
year or less. [1] 

Photo & Content Refresh 

•​ Nearly 54% of businesses with optimized profiles refresh 
images at least once every six months. [1] 

•​ Businesses that upload new photos monthly see roughly 24% 
higher profile interaction rates. [1] 

Map Pack Presence & Performance 

Map Pack Visibility 

•​ Businesses in the local 3-pack (map pack) capture about 44% 
of all Google local clicks. [1] 

•​ Roughly 36% of local businesses rank in the top 3 results for at 
least one primary service keyword. [1] 
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•​ Profiles with complete information generate roughly 2.3 times 

more search visibility than incomplete listings. [1] 

AI Integration & Post-AI Updates 

Google has significantly integrated AI into GBP starting in late 
2025 and expanding through 2026: 

AI Features Implemented 

•​ AI-Powered Q&A Automation: Fully rolled out as of January 
2026, auto-generating answers from reviews, website data, 
and uploaded documents. [3] 

•​ AI Overviews in Local Pack: GBP now feeds directly into 
Google's AI Overviews and Gemini responses. [4] 

•​ Enhanced “What's Happening” Feed: Upgraded to a social 
media-style vertical video and story format as of early 2026. [3] 

Impact on Maintenance Requirements 

•​ Profiles inactive for 7+ days now see sharper visibility decay 
compared to 2025. [3] 

•​ Google now interprets inactivity as a lower-quality signal, 
making weekly posts more critical. [3] 

Specific Post-AI Statistics 

Unfortunately, Google has not published specific statistics on: 

•​ What percentage of properly set up profiles have been 
updated since AI implementation (late 2025/early 2026). 

•​ What percentage of AI-optimized profiles appear in the map 
pack. 

•​ The exact adoption rate of AI-specific features. 
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Important Caveats 

Data Limitations 

•​ Google does not publish comprehensive funnel statistics 
showing the exact percentages at each stage described: 
adoption, proper setup, regular maintenance, optimization, 
map pack, and AI updates. [5] 

•​ Most statistics come from third-party research firms (Birdeye, 
BrightLocal, Whitespark) and industry analyses rather than 
Google's own comprehensive reports. 

•​ The statistics above represent aggregated industry 
benchmarks rather than a complete funnel analysis. 

What Google Does Report 

•​ 18 million American businesses use Google Business Profile 
tools. [2] 

•​ Google connects customers to these businesses 2 billion times 
monthly through directions, calls, and bookings. [2] 

•​ Over 15 million edits are made to Business Profiles each 
month. [2] 

•​ Customers are 2.7 times more likely to trust businesses with 
complete profiles. [2] 

•​ Complete profiles get 7 times more clicks than incomplete 
ones. [2] 
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information in this book and will not be held liable for any results you may or may not 

experience from your use of Google’s Business Profiles, nor the info in this book. 
First edition, September 2026. 
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