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Your
Google My Business Profile




Do you have a Google My
Business Profile?




What is a
Google My Business Profile?

Engage with customers on Google for free

“With a Google My Business Account, you get more than a business
listing. Your free Business Profile lets you easily connect with
customers across Google Search and Maps.” — Google



Why have a
Google My Business Profile?

* |lt’s another way to be discovered
e Google will reward you with free traffic

* There’s a great opportunity that not everyone is taking

167 billion searches performed on Google each month,

a BrightlLocal study showed that the typical Business Profile
only averages 1,260 views during that same period (that’s
0.00000075%!). Even worse, only 59 actions are taken from
those 1,260 views. That’s less than 5%.



https://searchengineland.com/google-now-handles-2-999-trillion-searches-per-year-250247
https://www.brightlocal.com/research/google-my-business-insights-study/

How to set up your
Google My Business Profile

Step 1: Go to the Create Page

https://business.google.com/create

Step 2: Make sure you are logged into your Gmail account linked to your
business assets e.g. YouTube, Google Analytics

Step 3: Claim your Business Profile — verification is required, Google will post
you a postcard in 20 days with a code. Use this code to verify your profile

Step 4: Complete every section of your Google My Business account

Step 5: Create a short username g.page/[yourcustomname]


https://business.google.com/create

Complete Every Section

These aspects of your profile
should be completed right
away:

* Name

Address

Phone

Website

e Hours

These sections take a bit more thought:

Category and Attributes

Products and services

From the business

Questions and answers (Owner-generated
queries)

These sections are ongoing:

Posts

Reviews

Questions and answers (Consumer-
generated)



Why have a
Google My Business Profile?

o Google’s algorithm for ranking Business Profiles does not just
consider proximity and relevance but also activity and quality
of information.

o Optimizing your Google Business Profile sends these signals
to Google to rank you higher in local results.

o A higher rank = means more visibility + engagement with
your business + more website traffic + more leads + more
conversions


https://www.wordstream.com/blog/ws/2016/11/02/local-business-marketing-tips

Complete V Incomplete
Google My Business Profile

* Bare and unattractive

* Does not signal te consumers that
this is a trustworthy/active business

* Does not invite engagement

Unoptimized

Carl's Electric

Directions Save
Address: 123 Easy St, Smalitown, MA 02483
Phone: (781) 555.3837
Suggest an edit - Own this business?
Add missing information

Add business hours
Add website

Questions & answers

Be the first 1o ask 8 question

Reviews from the web
Be the first 1o review

Ask a question

Optimized

Photos

Ernie’s Electric

Webaite Directions Save

<4— Website

14 kkx k¥ 1850 Google reviews €— Reviews/ratings
: trician in ¢ <+— Category

Family owned and cperated business providing electrical and
HVAC installations and repairs.

Address: 123 Easy St, Smalitown, MA 02483
Hours: Open - Closes 122M ~ @— Hours
Phooe: (781) 5553557 — Phone

€ Send to your phone Seedt
Answered questions
Questions & answers ‘)

Q: Do you charge a senvice fee?

A: We do not charge any seevice or overtime fees. We'll always only
charge you the fixed price we agreed 1o in the contract.

Ask a question

See all questions (16)

Reviews from the web

44/5 Facebook 5I5 Ange’s Uist



Complete your
Google My Business Profile

Optimising your Business Profile can help your business to
rank higher on Google Maps and on the first page of Google
Search results
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Are you happy
yvour profile is
complete? Now
it’s time to
manage it

Seek customer reviews
Monitor and respond to reviews

Post an update once a week:
announcements, offers, events, and
products

Answer questions and set up alerts

Set up messaging and be responsive




Let’s Create our GMB Profiles




Google Analytics




Why website analytics are important

e To measure the impact of your content

e To understand who is going to your website

* To understand what digital marketing (and traditional) tactics are working
* To get insights into what content they are most engaging with

* To understand if you are converting (responding to calls to actions)

* To help you improve search engine optimisation

* To give you useful insights into the needs and wants of your customers

IMPORTANT: The more organic traffic your business site receives, the more leads and
conversions it gains. Website analytics help your site's SEO in various ways. By knowing your
visitors' demographics and interests, you can create targeted content and get better visibility

on search engines.



Are you measuring you web stats?

* Remember your website stats have a commercial value

* You need to be measuring at least monthly (daily/weekly if

selling online)

* You need to be able to understand what story your Google

Analytics data tells for your business/organisation



Web metrics tell a story

Audience Data

* number of visits,
number of unique
visitors

* new vs. returning visitor
ratio

* what country they are
from

* what browser or device
they are on (desktop vs.
mobile)

Audience Behaviour

e common landing
pages

* common exit page

* frequently visited
pages

* length of time spent
per visit

* number of pages per
visit

* Bounce rate

Campaign Data
e which campaigns drove

the most traffic
which websites
referred the most
traffic

which keyword
searches resulted in a
visit

campaign medium
breakdown, such as
email vs. social media



Introduction to Google Analytics
(GA)

First you need to install your GA code into your website
® Find the tracking code snippet for your website

O Sign in to your Analytics account: google.com/analytics, and
select the Admin tab.

O From the ACCOUNT and PROPERTY columns, select the
property you’re working with. Click Tracking Info > Tracking
Code.

® Find your tracking code snippet. It starts with <script> and ends with </script>.

® Copy the snippet.

@® Paste your snippet (unaltered, in its entirety) into every web page you want to
track. Or into the <head> </head> area of your website. Most WordPress
Themes have some type of option for scripts or you can edit the CSS file.



Your GA Dashboard: Home

A Home
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Your GA Dashboard: Audience

A Home
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Your GA Dashboard: Behaviour
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Your GA Dashboard: Acquisition

A Home
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Your GA Dashboard: Conversions
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Key Definitions

* Audience — who is visiting your site, demographics,
interests, what device they are on

* Acquisition — where did they come from (website, search,
social referral)

* Behaviour — what did they do (pages visited first, then
what)

®* Conversions — did they do what you wanted them to do?
Purchase, optin, etc — must have Google Goals set up



Key Definitions

® Sessions - the number of individual sessions initiated by all
the users to your site (30 minutes of inactivity starts a new
session)

®* Pageviews - a view of a page on your site that is being
tracked by the Analytics tracking code

* Pages/Session — average number of pages viewed during a
session

®* Bounce Rate - the percentage of single-page sessions (the
person left your site from the entrance page)



Understanding success with
metrics

Key Website Metrics

Page views

Pages Report Male / Female

Pages per Sessions (of total unique page views)

Average session duration
. (1]

Page views per user X Sales Page

Bounce rate

Returning visitor Blog

Reviews
About
X Sales Page

Source of traffic % from organic search

Source of traffic % from social media

Source of traffic % from direct traffic
Source of traffic % from referral traffic
Facebook page view referrals

Twitter page view referrals

Instagram page view referrals

LinkedIn page view referrals
YouTube page view referrals
Mobile traffic % of total

Desktop traffic % of total
Tablet traffic % of total

Busiest time on site



1 Takeaway Today
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THANK YOU !

See you on the next session...
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