
Google My Business -  
The Easiest Part of Your 
Marketing Routine 

Presented by:



I am Sarah Bauer 
Project manager and lead content developer at 
Navigator Multimedia Inc. 

Email me any time at sarah@navigatormm.com

Hello!
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This is my dog, 
Deiter.
An important thing to know is how
easy it is to love this dog. 
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Icebreaker!  

If you could ask your customers 
anything, what would you want to 
know?  

This template is killer, right? I sourced it using SlidesCarnival. Licensed under the Creative Commons Attribution license. 
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http://www.slidescarnival.com/copyright-and-legal-information


GMB: it really is quite easy. 

CREATE A PROFILE

In this presentation, you will learn: 

● How to create a profile
● How to verify your profile
● How to add information to your profile
● How to manage and ask for reviews
● How to manage questions 
● Why it all matters

MANAGE FOR FIVE MINUTES A DAY

For something so important, Google My 
Business (GMB) is comparatively lightweight to 
manage. This presentation aims to empower 
you to commit 5 minutes a day to managing 
your Google My Business profile so that you are 
able to provide your prospects with current, 
accurate and useful information about your 
business. 

5 minutes, guys. That’s it! 

This template is killer, right? I sourced it using SlidesCarnival. Licensed under the Creative Commons Attribution license. 
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http://www.slidescarnival.com/copyright-and-legal-information


“

“You must not lose faith in 
humanity. Humanity is an ocean; 

if a few drops of the ocean are 
dirty, the ocean does not become 

dirty.” 
- Mahatma Gandhi
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Quick Look at GMB

“GMB is a free tool that lets you manage how your business appears on Google Search and 
maps. That includes adding your business name, location and hours; monitoring and replying 
to customer reviews; adding photos; learning where and how people are searching for you, 
and more.”¹

7



It’s free!
Set up time = 1-2 hrs, management = 5 

minutes/day. 
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Step 1: Create Your Profile

Get a Google Account

You may already 
have a Google 
account - example, a 
Gmail address 
indicates you have a 
Google account 
ready to roll. 

Sign In

Go to 
Google.com/business 
and hit the green 
Start Now button in 
the top right hand 
corner 

Complete the form

Move through the 
steps of the 
application form to 
submit your profile 
for verification.  
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“Own this business?” 



Profile 
completion + 
verification = 

LOW HANGING 
FRUIT!     
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Step 1: Create Your Profile 

Name of business > Location 
information > Business Category > 
Contact Details > Verification
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Step 1: Create Your Profile 

Tips for business category²: 
◉ This is an important step! 
◉ Be as specific as possible about your 

offering - pizza delivery example.. 
◉ Being specific does not mean you 

should include amenities - this will 
come later.

◉ Be sparing in your use of categories, 
highlighting only what pertains to your 
main business. 

◉ Ask yourself - is this category inclusion 
redundant?  
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Step 1: Create Your Profile 

Note on Service-area businesses: 
◉ If customers do not come to you, good news! You are still eligible for Google My Business.
◉ When you are setting up your address, mark off ‘Yes’ at the question “I deliver goods and services to 

my customers at their location. 
◉ You will still need to input an address (not virtual office or PO box) but that will remain private. 
◉ You will then need to specify the radius by which you deliver goods/services. You can specify this by 

zip code or regional categories. So, either by a number of miles/kms from your business location, or 
within a region, city or postal code. 

◉ If you have already verified a Google My Business profile with a public address, you will need to 
contact Google by phone via support.google.com/business to make the change.  

14



Step 1: Create Your Profile 

Notes on verification: 
◉ This is an important step! 
◉ Verification opens the gates for you to 

your profile so you can manage its 
information. 

◉ Verification options are most typically 
by phone or by postcard 

◉ If your profile has already been 
verified (not by you), you can request 
access to the profile. You should get a 
response in 7 days to indicate whether 
or not your request has been granted. 
If you are not given access, you can 
‘Appeal’ the request. 
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Step 2: Complete Your Profile 
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Step 2: Complete Your Profile

Optimize, optimize, optimize.³
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Business name

Should be the same as 
what you use in the real 
world - no keyword 
stuffing/spam! Keep it 
consistent across 
platforms. 

Photos⁴

High-quality interior and 
exterior images (easy to 
take from app), products 
and services, seasonal 
images - the more the 
better.  

NAP consistency

Name, address & phone 
number should be 
consistent across all 
online directories + 
mentions as well as GMB.



Posts  Promotions, product 
highlights and events. 

Info  Attributes about 
business (ex: amenities)

Messaging Enable SMS 
messaging on your smart 
phone to receive and 
respond to customer 
questions. 

Step 2: Complete Your Profile
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Booking feature
-Integrates with a number of booking softwares 
automatically. 
- Google updates its integration list frequently so check back 
to see if yours is added soon! 
(https://www.google.com/maps/reserve/partners) 
-You can set this up through the GMB app where you see 
the Bookings tab (you will not see this tab if this feature is 
not available for your category). 
-From there you will select your provider and enter in your 
account information. Within a week, the integration will be 
live. 
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https://www.google.com/maps/reserve/partners


GMB Ad Extension
-Just a handy feature for showing up in Maps and at the top 

of search results with your GMB listing!
-Makes sense where you have an AdWords account running 

and you have a verified GMB page. 
- Example 2 shows a result from a ‘branded’ search, so if 

someone were searching our name. 
- Really, just BONUS POINTS for anyone running search ads, 

as you can’t run map ads on their own. 
-Example 1 - Map results - it doubles up the result! $$$$
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Example 1: 

Example 2:



Other GMB Features

ReviewsQuestions Insights
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Questions
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- Any Google user can pose and answer questions.
- Beat em to it: build a mini-FAQ section here
- Check your GMB page on desktop OFTEN to catch 

new questions to answer before users do. 
- Prepare for feedback, complaints in the q’s. 
- Upvoting a question will make it more visible, so

go ahead and upvote questions that are most 
important to your business.

- Some admins will be notified by email when a new 
question is posed.

- Brand new feature, bound to improve. 



Insights 
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- The mini-Analytics package that comes with GMB. 
- Shows you insights on what kind of actions
- people take on your profile, what words people

are searching to discover your profile, and how
many times people tap to call from the 
profile. 

- Not the be all and end all of your online presence
analytics. Google Analytics offers a much more 
robust set of metrics for gauging your visibility and 
rank. 



85% 
Number of consumers who trust online reviews as much as personal 

recommendations. 
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Reviews 
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● According to Bright Local’s 2017 Consumer Review Survey, 97% of 
consumers looked at online reviews for local services last year, 
with 12% looking for local services every day. 

● Reviews provide ‘social proof’ - are high signals for trust in 
organizations and brands. 

● Quality and quantity of reviews makes up a high ranking signal for 
Google Local Pack results. 

● Other benefits: get quality feedback about your organization, and 
get CONTENT you can use elsewhere: social, and on your website, 
print materials, as testimonials. 

● Some studies show the odd bad review can increase the 
conversion - people are suspicious of ‘perfect’ businesses. 

● Great platform for exercising and promoting your brand ‘voice’.
● 4.2-4.5 star review actually better overall for purchasability. 

’. 

https://www.brightlocal.com/learn/local-consumer-review-survey/


Reviews - Replying 
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● Step away from the review! This is a 
situation where you can take some time to 
let your initial reaction cool down, and 
formulate a response. 

● Address the person by their name. 
● Recount the situation from your 

perspective.
● Be kind, sympathetic and helpful. 
● Never insult or rage in the review section!
● Offer a solution. 
● Sign your name and provide contact 

information. 
● Remember: this is PR for your brand.
● Reply to the fake ones, too. 
● Report anything salacious, threatening, 

etc. 



Reviews - Replying 
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● Be personal for each review that you 
reply positively to.

● Feel free to include a signature to 
indicate your role in the organization.

● Don’t use a generic thank you message.
● Make note of the contents of the 

message, and where possible, add value 
by describing a product, service, event 
or promotion the person may not know 
about. 

● Reply quickly! Don’t leave the 
complimenter hanging. 

● Keep it short and kind. 



Reviews - Asking For 
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● Don’t outwardly incentivize reviews - Google likes for you to 
ethically ask. 

● Do ask nicely after a positive customer exchange
● Do make it easy for people to leave reviews (see next slide). 
● Do feel it out on a one-on-one basis where applicable. 
● Do say thank you after by responding!
● Do make it clear why a review is valuable to your business. 
● Create content around educating about how to leave a review. 



Reviews - Asking For 
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Creating a short link to share with customers for reviews:

● It’s easier to share
● Encourages people with Google accounts to leave a review
● Bitly.com account lets you customize the URL. 
● Shareable on social media and your website.  



Reviews - Asking For 
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Reviews - Asking For 
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Reviews - Asking For 
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Reviews - Asking For 
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● Bitly.com
● Lets you shorten 

URLS and 
customize.

Ex: 
http://bit.ly/reviewforsarah

http://bit.ly/reviewforsarah


Reviews - Asking For 
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Put a button on your website! 



Reviews - Asking For 
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Over 100 reviews!  



Why do people review?⁵  
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● Heightened physiological arousal = increased desire to share. The more extreme the 
experience (negative or positive), the more likely the person will be to leave a review. 

● Social belonging - going back to our pack-animal status - we leave reviews to increase our 
self disclosure to the public and ‘contribute’ to the dialogue. 

● Self perception - those who review think of themselves as increasing their self perception 
as being knowledge, valuable beings.

● My take - as someone who understands the importance of reviews, I am compelled to pay 
it forward to companies that I see doing great work. 



Why do people want reviews?  
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● Because we all think we are SMART! In consumer culture, our purchases are intentional 
perpetuations of our identities. We choose based on the information available, or past 
experience. Reviews cut out the ‘marketese’ and give us an authentic perspective on the 
product or service. Whereas we would normally rely on friends and family, online reviews 
act as an extension of this familiarity and trust. 

● Because we are PACK ANIMALS. Largely, we want to go to and do what others are doing, 
driven by a desire to belong. Our behavior is shaped by what is considered acceptable by 
others. 

● Because we are SKEPTICS! We think we can see past promotional language, inauthentic or 
‘paid’ accolades, and overt advertising to get the best products and services available to 
us. 



Let’s review some concepts

5 minutes a day.

Set up will take 1-2 hours, and 
management of your profile will 
take 5 minutes a day. 

Easy doesn’t mean less valuable!

GMB is a really straight forward 
tool with huge opportunity for 
results in SERPs and Maps. 

People are good.

Don’t let the fear of unpleasant 
reviews hold you back from the 
benefits of this platform!  

Take the first steps seriously.

Complete, accurate address 
information, categorization and 
verification go a long way. 

Take advantage of all tools.

Optimizing your GMB page 
basically means using ALL THE 
TOOLS available in the platform. 

Reviews rule.  

This is, in my opinion, the fun 
part. Consider your review 
section a mini-content and PR 
system. 
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Any questions ?
You can find me at

◉ sarah@navigatormm.com
◉ 250-862-9868

Thank you!

40



Works Cited/Resources

1.  Frost, Ava. “The Ultimate Guide to Google My Business” Hubspot Academy, 27 April 2018,

    https://blog.hubspot.com/marketing/google-my-business. Accessed 10 September 2018. 

2. “Local Business Categories” Moz SEO Learning Center, 2018, 

    https://moz.com/learn/seo/local-business-categories. Accessed 10 September 2018. 

3. Bonelli, Sherry. “How to Optimize Your Google My Business Listing [ Updated May 1 2018]”,Moz 

    https://moz.com/blog/how-to-optimize-your-google-my-business-listing. 

    Accessed 10 September 2018. 

4. Pitman, Jamie. “Google My Business Photos: The Ultimate Guide to Looking Good Online” 

   BrightLocal, 13 September 2018,

    https://www.brightlocal.com/2018/08/06/google-my-business-photos-guide. 

5. Spencer, Jennifer. “3 Psychological Reasons Why Buyers Crave Reviews” Entrepreneur, 28 June 2018.

    https://www.entrepreneur.com/article/314958.  Accessed September 16 2018. 

41

https://blog.hubspot.com/marketing/google-my-business
https://moz.com/learn/seo/local-business-categories
https://moz.com/blog/how-to-optimize-your-google-my-business-listing
https://www.brightlocal.com/2018/08/06/google-my-business-photos-guide
https://www.entrepreneur.com/article/314958

