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Local SEO:
How it 
started



Local SEO:
How it’s 
going





breathe.learn.adapt



1. Context - where are we now?
2. Optimise-a-go-go
3. Solving GBP Support Issues
4. Measure the things
5. Go forth and prosper



1:
Context - where are we 
now? 



DEATH BY
 Zero Click



Zero click search is not new...



…especially for Local SEOs.

2015 2025





 A GOOGLE KILLER you say?  
We’ve been waiting for you.



DEATH 
BY GEO



“Best vegetarian noodles in Cardiff”



Our customers (or our client’s 
customers) likely do not search 

the way we (as marketers and 
SEOs) do!



Q: Who are “our customers”?

  A: People who are looking for a 
LOCAL solution to their problem.



Q: How are “our customers” 
using AI, Google and LLMs as 

part of their consumer journeys?

A: 



Depending on the scale of our 
organisation we can do our own 

research…



https://www.localdialog.com/data-how-consumer-ai-usage-is-evolving/



 “While AI is for many a starting 
point in local, it's rarely the ‘last 

click”



 “People are getting ideas on AI 
and then going to Google to look 

at reviews or getting ‘last mile’ 
information (directions, contact 

details).”



https://www.nngroup.com/articles/ai-changing-search-behaviors/



“Google’s user experience is 
fragmented with AIOs, SERPs, AI 

Mode, and Gemini.”

https://www.nearmedia.co/



“These will likely converge into 
something more unified…”

https://www.nearmedia.co/



“The Local Pack will likely evolve 
toward something closer to AI 

Mode…”

https://www.nearmedia.co/



“But Google Business Profile and 
reviews will remain central.”

https://www.nearmedia.co/



“While ChatGPT excels at travel 
and planning queries, Google still 

has unmatched assets…”

https://www.nearmedia.co/



https://www.nearmedia.co/

 “GBP is a massive local 
business database and Maps is 
a global navigation platform…”



“What’s missing is a ‘Google Maps 
2.0’ that combines agentic AI with 
Google’s knowledge graph, local 

business data, and mapping 
expertise.”

https://www.nearmedia.co/





“Plan a day long mid week trip to London. 

Include a trip to the V&A plus 2 others 

museums or galleries.  We’ll be travelling 

from Forest Hill. Once we are in Zone 1 we 

want to walk, but not more than a mile 

between venues.  Include a visit to a cat cafe 

for lunch (not the one we went to last time) 

and a bubble tea stop.  Show me the 

entrance to each of the buildings.”  



Users are determining what 
ChatGPT, Perplexity and other 

LLMs work well for and what 
Google still does better.



Web traffic is NOT critical to our 
success in Local…



…but VISIBILITY (wherever that 
might be) is…



…and a well optimised GBP 
likely *still is* key.



2:
Standing Out



How to stand out?  
Optimise 

ALL.THE.THINGS.



Every detail you add to your 
Google Business Profile 

strengthens Google’s 
understanding of your business 

entity. 



Instead of focusing on where that 
info shows in the SERP…



…think about how Google can 
use that information across an 
expanding range of surfaces, 

especially as user queries 
become longer and more 

specific.



https://whitespark.ca/google-business-profile-guide/



1. Chat
2. GBP Posts
3. Reviews
4. Attributes



Chat (again!)



“I'm sorry I didn't 
answer your call. I 

don't use my phone 
for that.”



Source 1: …; Source 2: Partoo Consumer Study 2024

67%
of people prefer 

communicating by 
messaging a business 

to a call or email 

60%
said WhatsApp is their 

preferred chat platform to 
interact with a store

EMEA-SPECIFIC

    Message with customers from your
 Business Profile



Message with customers from your Business Profile



Where do chat options show up? 



Choose Whatsapp or Text



Consider the logistics
Which number?
Who will answer?
When will they answer?
How will they answer?



Social Media 
Links



Source:  2025 Uberall The Lowdown on Local Search (US, UK, FR, DE)

20%

✍ Best practice: Make sure to add TikTok, Facebook, 
X, and Instagram

📲 Connect your social media links
to your GBP

of customers check social 
media pages before
visiting a business



Social media links 
in the local 

knowledge panel



sameAs 
property



Algorithmic signals
● Matching business name to 

social accounts
● Links to social media profiles 

from your website
● References across the web



Social links that are added by 
the business via google 

business profile trump the other 
algorithmic signals





Google will use your social 
media posts to inform these 

features (and who knows what 
upcoming features!)...



“Nearby offers and events”
Search (Mobile, Desktop)

“What’s happening”
Search (Mobile)

*Only available for single locations at the moment

Restaurant and ‘food’ categories, US only



GBP Posts



● Site visits
● Conversions

● ££££s





Are they dead 
(again)?





Reviews



Reviews are important to 
businesses for LOTS of reasons 

but let’s focus here on GBP 
reviews.





https://whitespark.ca/google-review-link-generator/



More is more



Structured 
review 

attributes







Attributes



In my experience the attributes 
section in GBP is hideously 

overlooked by most businesses.



Attributes answer common, general 
questions that users might have 

about any business



Attributes available to a business will 
vary by category, and also by 

country.
Click every attribute section to see 

what’s inside!
And check back in regularly. Google 

adds (and removes) attributes.

















Great.  But how do I 
make it scale?



Optimise one listing or a group of 
listings.  



Use a hypothesis 
framework to 
define expected 
outcomes



● measure results objectively, 
● make data-driven decisions about 

whether to scale the change across all 
listings



3:
GBP Support -  Chaos, 
Confusion & 
Opportunity



Revisit Google’s guidelines



https://support.google.com/
business/answer/3038177



● is this business actually eligible for 
a business listing?

● If it is, are you following all of 
Google’s guidelines in the way you 
have set up your business profile?





Self 
Service

https://support.google.com/business/community



Self 
Service

https://onlineownership.com/businessplaining-your-google-business-profile-appeal-documents-wont-work/



Verification



What does Google want to check?
The business actually exists
Where you say it is
That you’re authorised to manage the 
listing





Get (and keep) your 
ducks in a row

Keep these things in a safe place 
ready for any re-verification 

required



Documentation evidence (license, 
DBA, utility bill, photos etc)
Website matches details on GBP
Online footprint is consistent in ‘all 
the places’



Verification Status Tool

https://support.google.com/business/workflow/12825603





https://support.google.com/business/community-guide/242807619



Suspensions



Common causes
Virtual offices & PO boxes
Too many edits
Restricted user accounts
Address showing on profile when a 
SAB



https://whitespark.ca/blog/unverified-vs-disabled-vs-suspended-gbps-whats-the-difference/



https://support.google.com/business/workflow/13569690

Google Business Profile Appeals Tool





https://support.google.com/business/community-guide/304660694/suspended-disabled-profiles-troubleshooting-and-faqs



https://support.google.com/business/community-video/302424856/how-to-reinstate-a-suspended-google-business-profile-2024-update



Missing
reviews





How many are missing?



Suspicious reviewer activity
Reviewer account deletion

A handful of reviews…



https://support.google.com/business/answer/10313341



More than a handful…
Fake reviews (manipulation by the 
business)
Merged / duplicate profiles
Suspensions and disabling



Businesses need to keep a record of 
their reviews.



Google 
Takeout



Scrapers



Review 
platforms



You’ll need to show the missing 
reviews to Google, when you use the 
… 



Get help form (for 
our review issue)



https://support.google.com/business/gethelp



https://support.google.com/business/gethelp



https://support.google.com/
business/gethelp



Support can be slow.  An email 
exchange might take a week, and it 

might take many emails.  Your clients 
need to know this. 



Be patient.  Don’t fill in the form 
again!



Get help form (for 
other issues)



https://support.google.com/business/gethelp



https://support.google.com/business/gethelp



If the message is from a noreply email 
account, that’s Google’s way of 
letting you know that they’ve closed 
the support ticket. In this case, you’ll 
have to try again.



If the message is not from a noreply 
address, you can reply to it, and this 
starts your communication thread 
directly with the Business Profile 
support team.



GBP Community









General rule - use Google’s 
support channels before you go to 
the community.  You’ll often need a 
Case ID before any Product Expert 

can escalate for you.



Be polite - they’re volunteers (and 
human beings)
Start your own thread
Be clear and succinct
Don’t DEMAND an escalation
One thread only per issue



4:
Measure the things



https://kpplaybook.com/resources/metrics-that-matter-in-local-seo/



Measure what matters!  Local 
businesses should track real 

world outcomes like revenue and 
leads.



IMPRESSIONS and RANKINGS 
don’t pay the bills. 



Reporting 
to clients          

Demonstrate 
ROI   



What 
happens 

if?           

What 
happens 

when?    



How do I measure 
AI related thingies?



https://kpplaybook.com/resources/how-to-track-traffic-from-aio-featured-snippets-paa-results-ga4/



https://kpplaybook.com/resources/how-to-report-on-traffic-from-ai-tools-in-ga4/



How did you hear about us?



5:
Rinse and repeat



The Google SERP is in a 
constant state of flux.



Actually LOOK at…the NMX



Set up a SERP monitoring schedule
● Branded 
● Important non branded
● Competitor branded
● Range of devices
● In your important locations



Monitor the Google SERP

AI overview tracking for non branded queries



Monitor the Google SERP

SERP feature changes in the local knowledge panel



Actually LOOK at…AI mode



Keep an eye out



Keep an eye out



Keep an eye out



Keep an eye out



https://www.clairecarlilemarketing.com/resources/local-seo-for-local-people



Let’s wrap up



Consumer behaviour is 
changing in terms of the way 
that our potential customers 
are looking for solutions to 

their problems



GBP will remain an important 
way to get in front of potential 
customers so we can offer a 

solution right when they need it



We need to optimise the heck 
out of our Google Business 

Profiles!



We need to know how to 
AVOID issues with GBP, and 
how to get support when we 

DO need it. 



We need to measure the things 
that matter for our clients, to 

demonstrate ROI for our 
services and to help them get 

the best out of the GBP 
opportunity.





Thank You!

Slides here 

https://www.linkedin.com/in/clairecarlile/


