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Introduction  

 

If you own a purely local business, you might think that you don't really need SEO. You might 

think that once you put up a website, that's pretty much the extent of your online marketing. If 

you think this way, you are hardly alone. There are tons of local businesses that rely primarily 

on the local word of mouth and local reputation. After all, in the case of many offline 

businesses, they are local institutions. I'm sorry to be the one to break this to you but even if 

your local business has been passed down from generation to generation, and is quite a 

fixture in your area, the internet is changing the rules of the game.  

 

Thanks to the pervasive nature and the always-connected online culture in the United States, 

you lose credibility if you aren't easily found online. You might have a half-baked website but 

that's not going to push the ball forward as far as maintaining your local brand integrity is 

concerned. You have to take an additional step. You have to proactively ensure that whoever 

is looking for your website will easily find it, and, most importantly, whatever information they 

find on you on the internet pushes your brand forward instead of dragging it down.  

 

 

Sadly, too many offline businesses are completely clueless regarding the impact of online 

brand reputation and local SEO. This really is too bad because if you are not paying attention 

to a local SEO and actively using it to maintain, protect, and even grow your online brand, 

somebody else would do it for you. Nine times out of ten, when a third party talks about your 

brand or spreads information about your brand, it’s not going to work for you. In many cases, 

people who have an ax to grind, or people who are dissatisfied customers would talk about 

your brand and they would do so in a very negative way. You need to take control of the digital 

local SEO bull by the horns, otherwise your local brand may suffer tremendously. Just as 

alarming, you need to incorporate local business SEO into your marketing initiatives. 

Otherwise, you might be left behind by your competitors. Considering the huge change in 

consumer taste, it's only a matter of time until most of your competitors are online and are 

ranking better than you. Don’t rely on your local reputation; don't rely on the fact that your 

business is a local institution. All that is not going to matter for much longer. You need to be 

more proactive. It is crucial that you use local SEO to not just keep abreast of your 



competition, but to leave them in the dust.  

 

This short report steps you through the basic information you need to know about local SEO. 

After reading this book, you should have enough information so you can piece together a 

decent local SEO campaign and you should know enough to pick the right contractor. 

 

 

 



Chapter 1 

 

SEO Basics: How SEO Works 

 

SEO stands for search engine optimization. In a thumbnail, SEO is all about conducting 

yourself in a systematic and methodical way so that your website, as well as your activities on 

websites outside of your own website positively impacts the search performance of your 

website. When people enter keywords that are related to your offline business, if you have 

taken care of your SEO basics properly, your listing should appear high on the list. SEO is all 

about making sure that your website is organized properly, talks about the right topics, and is 

referenced by external resources like other websites the right way. Otherwise people who 

may be looking for your website won’t be able to pick your website.  They may be looking for 

keywords that are directly related to your offline business, but they won’t be able to find you. 

This is one lost opportunity that you don’t have to suffer.  

 

How Search Engines Work 

 

To get a basic understanding of how you should structure your website so that it ranks higher 

on Google, Bing, and other search engines, you need to first understand how search engines 

work. Search engines require people to enter a search query into a search box, and, 

depending on the keyword that's entered, the search engine would list results that are related 

to that keyword. Pretty straightforward, right? Actually there's a lot of software driven analysis 

powering this simple process.  

 

The search process might take a fraction of a second to perform but the actual technology 

required to produce highly relevant search result involves many factors. In fact, Google 

makes a point of saying that it considers over 200 ranking factors when making ranking 

decisions.  You might think that you just simply enter a search query and all these great 

results show up. Well, there’s actually over200 factors that are weighed to produce that 

ranking. Be that as it may, if you were to cut down all those factors into just one overarching 

crucial factor, that factor is actually quite simple: backlinks.  

 



Backlinks are links located in third party websites, these are websites that you do not control, 

that link back to any one of your websites’ pages. Google became the first search engine that 

actually worked; thanks to backlinks. Google used backlinks as some sort of “vote” for your 

website in regards to certain keywords. If enough third party websites would link to your site 

using a particular keyword, Google would rank you higher for that keyword under the 

assumption that chances are very good that your website is related to that keyword.  

 

For example, if you have a dog training website, and you have content written and submitted 

to third party websites, and along with this content is a link that uses your target keyword 

which goes to your site. If enough high quality third party websites publish your content, they 

are essentially pointing to your website regarding the keyword “dog training”. Each of these 

backlinks is viewed by Google as a vote for your website regarding the term “dog training”, 

and related keywords. The more of these backlinks you get, the more votes you get; and the 

higher you rank on Google. While Google has changed this process somewhat to discourage 

spamming, the backlinks are still crucial for Google to properly find and rank your website. 

Backlinks are an extremely important search ranking factor and they're not going to go away 

anytime soon. Google actually made a public statement some time ago where they said that 

they experimented on search technology that did not pay attention to backlinks. Apparently 

the results were far from satisfactory, that's why backlinks are still a factor. You best keep this 

in mind because your approach to local SEO must be informed by the importance of 

backlinks. I will go into further analysis of backlinks in Chapter 4. 

 

Keywords are crucial 

 

As you can tell by the discussion above regarding how search engines work, keywords play a 

crucial role in how search engines find, categorize, and process your website. Think of 

keywords as keys that enable you to instruct Google to sort your content a certain way. If you 

use the wrong keywords, the wrong people might find your website and you might not benefit 

from all that traffic. They're looking for a completely different type of content and they find your 

website and they're not interested. Also, Google will stop sending you traffic after a while if it 

notices that people aren't getting much value from your content. This is why it's really 

important to be very careful regarding keyword usage in your pages, and navigation structure.  

 



 

Keywords are never neutral. They carry a specific meaning. Most importantly, they carry a 

specific intent. If you target the wrong intent, people would not be interested in what you have 

to offer since they have a different intent. It's extremely important to use keywords that 

accurately summarize, and portray the content that you have on your website, and use those 

keywords to find people who are truly interested in such content. 

 

 

 

 



Chapter 2 

 

On-Page SEO Elements 

 

SEO has two parts as you can infer from the discussion in Chapter 1: On-page and Off-page. 

When I talk about keywords, I was talking about elements that are found on your page. These 

are on-page elements. When I was talking about backlinks, the fact that they exist on third 

party sites that are outside of your website means they are off-page elements. It's really 

important to keep this distinction in mind because SEO is one of those phrases that people 

keep repeating over and over again to the extent that few people really have a clear idea of 

what it is. Everybody has an idea of what they think it is, but it's very easy for people to talk 

past each other because they don’t get down to basics. So it's extremely important at this 

stage then to lay out what the on page elements of local SEO are.  

 

Keywords Are Everything 

 

If there is any one key element that you really need to master when it comes to SEO, whether 

it's regular SEO or local SEO, it is your selection of your keywords. I can't emphasize this 

enough. If you pick the wrong keywords, you are going to end up barking the wrong up tree. 

Can you imagine spending all  your time, effort, energy and possibly , quite a bit of money 

trying to rank for keywords, dominating those keywords, and finding out to your horror that 

those keywords aren't putting money in your pocket? That's exactly what's going to happen if 

you target the wring keywords. This is a very common rookie mistake.  

 

A lot of people who are just starting out trying their hand at SEO think that as long as they find 

keywords that get a lot of traffic, and are related to their niche, they've found the right 

keywords. Absolutely wrong! You have to understand that just because a keyword is related to 

your niche, and has a lot of search volume, it doesn't mean that you should use those 

keywords. In many cases you're actually shooting yourself in the foot if you do that. Why? 

Highly popular keywords are also very competitive. It seems that everybody is doing SEO to 

rank for those keywords. The more people compete for keywords that you are gunning after, 

the higher the likelihood that you’re going to fall flat on your face. Also, high traffic keywords 



might pull in people who may not be interested in your website. How can this be, you might 

ask.  After all, aren't the keywords that you are using related to your niche?  

 

Pay Attention To Keyword Intent 

 

The reason why most high volume keywords are useless in terms of SEO is because the 

intent of the people using those keywords are often diffuse and divergent. What I mean by this 

is somebody can type in the keyword and intend to find one particular type of content while 

another person typing in the exact same keyword might intend to find something completely 

different.  

 

Let's take the example of the keyword “love”. If you type in love, you might be looking for a 

dating site. However, if somebody else types in the keyword love into Google, they might be 

looking to write a research report. Do you see how this all works out? Intent is crucial. 

Unfortunately there are a lot of keywords where intent is ambiguous. You don’t want to put in 

the time, effort, and energy trying to rank for those ambiguous keywords only to have all that 

traffic bounce out of your page. That traffic is not going to convert because your website has 

content that they’re not interested in. Do you see how this all works out? It's much better to 

target keywords that are very specific to whatever it is that you offer.  

 

In local SEO for example, if you are offering personal injury services for people in motorcycle 

accidents in Los Angeles County, then it's much better to have a very specific phrase instead 

of simply targeting “Attorneys, Los Angeles”. Do you see the difference? You might get less 

traffic with a longer key phrase targeting people looking for personal injury attorneys 

specializing in motorcycle accidents in Los Angeles County, but you can bet that people who 

type in that key phrase or related key phrase are more likely to pick up the phone or fill out a 

contact form to get in touch with your law practice. Do you see how this works?   

 

Make sure that you are clear regarding the intent of people looking for the products and 

services advertised in your website. If you screw up this basic point, then regardless of how 

good you get at local SEO, you are going to be losing out. At best, you'll be settling for cents 

on the dollar; at worst, you won’t be converting all that hard earned local search traffic at all. 

Keyword intent is that crucial. Make sure you read the section over and over until you get a 



clear understanding of what kind of keywords you should be targeting. 

 

Use Your Keywords as Navigation and Structural Items 

 

Now that you have a good idea of the keywords you should be pursuing, the next step is to 

lay out these keywords and use them as navigational items for your website. Typically, many 

search engine professionals would use highly specific keywords as specific pages, while less 

specific keywords can be used as navigation items. This makes a lot of sense because less 

specific keywords can be used as categories while highly specific keywords can be either sub 

categories or actual content pages.  

 

The reason why you want to structure your local business’ pages this way is you want people 

who are looking for specific information to get to highly detailed pages where you offer 

information that totally reflects their intent. You can't do that if you are building your specific 

pages using broad keywords. These individuals are looking for highly localized and specific 

commercial information. By picking the right keywords, you can create pages that would serve 

up the right information. Again, the traffic might be lower than general keyword pages but you 

have a higher chance of converting these people.  

 

Other Uses of Keywords 

 

Besides navigation items and content targets, you should also use your keywords for picture 

labels and picture alt tags. Again, be very systematic and methodical regarding keywords. 

Always make sure that you are targeting the right keywords on all the pages of your website. 

You might think this is nitpicking, you might think you're splitting hairs here. However, for all 

the effort you expend paying closer attention to details, the better your competitive advantage 

would be at the end. It's much better to put in a little extra effort at this point rather than regret 

it later on due to missed search engine traffic opportunities.  

 

 

Keep Your Basic Information Prominent 

 

 



Now that you have set up all your pages in such a way that you are targeting a specific 

location and a specific keyword intent, the next step is to make sure that your customers have 

an easy and ready way to get a hold of you. There are three key pieces of information you 

should put on all your pages: business name, address, and phone number. This is extremely 

important. Make sure that you pack all this information on as many pages as possible. This 

way, regardless of which page your target customers land on, they will have a way to get hold 

of you. In fact, I would suggest that you go beyond these very basic pieces of information, and 

also include alternative methods of reaching you. You might also want to include an email 

address, a Facebook fanpage address, LinkedIn account and also your Skype handle. If you 

use Twitter, you should definitely include your Twitter account name. The more ways people 

get to reach out to you, the higher the likelihood that they will get in contact with you.  

 

 

 



Chapter 3 

 

Off-page SEO elements  

 

As important as on-page SEO elements are, off-page SEO elements should not be 

overlooked. It's very important to understand that search engines are still powered primarily 

by backlinks. While it is true that local SEO places a higher importance on citations than 

regular SEO, don't let this fool you into thinking that links don't matter. Links still matter. This is 

why it's really important to wrap your mind around the following topics. The more you 

understand how a proper backlink generation works, the more likely your local SEO campaign 

will produce high quality backlinks that will help your website rank higher. 

 

Don’t Build links! 

 

If there's any one key piece of advice I can give you regarding backlinks in this day and age, it 

is this: do not build backlinks. Understand that this doesn't mean you should not generate 

backlinks. This doesn't mean that there shouldn't be backlinks popping up at the right areas of 

the Internet pointing to your site. The only thing that I'm discouraging you from doing is to 

build backlinks.  

 

 

You might be scratching your head and thinking what's the big difference between building 

backlinks and generating backlinks? Thanks to the Google Penguin update, Google is very 

sensitive regarding backlink spam. It's actively penalizing websites that are obviously building 

artificial backlinks. This is why it's really important to focus on earning your backlinks from 

other websites instead of you building your own backlink network. The good news is that it's 

not as hard as you think. There are ways to create an off page SEO backlink network based 

primarily on the goodwill and brand equity of your local business. 

 

The Secret 

 

The secret to building links without looking like you're building links is to work closely with 



third party websites, editors, website administrators, and the owners behind those websites. 

In other words, you don't have a direct hand in creating the link. It's not like you fill out a form 

like you would when creating a citation, and out comes a link. That's old school SEO.  

 

Unfortunately, old school SEO will probably get you penalized in this day and age. Don't do 

that. Instead, the focus should be on reaching out to bloggers or reaching out to 

administrators who have the power to create links. The secret here is to make their jobs 

easier for them.  

 

You have to understand that these people are always looking for content. Content is the main 

building block of the internet. Unfortunately, content costs money. If you were to come to them 

and offer them free original content that hasn't been published elsewhere, chances are they 

would pay attention. Chances are they would want to take your content, and in exchange, link 

to you. That's how you create backlinks.  

 

It's all about outreach. The most common example of this is to reach out to local bloggers. For 

example, if you have a local restaurant that serves the San Antonio, Texas area, it's a good 

idea to hire a virtual assistant to find local bloggers who cover that region. These local 

bloggers might not cover San Antonio specifically, but if they come close enough, then 

whatever links those regional bloggers produce would benefit you.  

 

It takes a little bit more legwork to generate backlinks this way, but this is a great method for 

creating a backlink footprint without drawing unwanted attention from Google. If you overdo it 

or you are indiscriminate regarding your link sources, you increase the likelihood that Google 

will penalize you. Remember, it's all about outreach now instead of actively building your links. 

 

Local Review Outreach and Promotion  

 

Another approach you can take is to find review sites that deal with your local area. If these 

review sites have the proper categories, you might want to encourage your current customer 

base to post positive reviews of your business on these sites. Of course, you need to steer 

clear of bribery. If word comes out that you're offering some sort of premium for people to post 

positive reviews about your business, this might blow up in your face.  



 

It's important to note that there's a big difference between simply encouraging people who are 

already happy with the quality of your service, and outright buying their positive reviews. 

Know that difference and don't cross that line. The more you promote these review sites to 

your local clientele, the higher the likelihood that at least one of them would post a positive 

review. 

 

Google pays serious attention to brand mentions posted by local review sites. They treat 

these like citations, meaning there's no linked item but, given enough citations, your website 

will still get a boost in search results.  

 

It's really important to make sure that you encourage your existing customer base to post on 

localized websites. In other words, do the legwork for them. Don't make them guess as to 

which part of a review website to post on or which category to choose. The less legwork they 

have to do, the easier it is for them to give you a review. The less effort it takes for them, the 

higher the likelihood that more of your existing customers would actually post a review. 

 

 



Chapter 4 

 

Citations Versus Links (The Power of NAP) 

 

In this chapter, I want to make it clear that there's a big difference between getting citations 

and earning links. You have to be aware of this difference. Unfortunately, a lot of people who 

are looking to do their own local SEO assume that they are one and the same. If you confuse 

the two, chances are you will fail in your local SEO efforts. 

 

There is a big difference between citations and links. Links are pieces of text that are 

hyperlinked to your website. For example, somebody links to your website as "Los Angeles 

French Restaurant". When somebody clicks that hyperlink text that says "Los Angeles French 

Restaurant", they would go to your website. Citations, on the other hand, are not hyperlinked. 

They simply list your business name, address, and phone number, as well as social media 

addresses, depending on the particular website.  

 

A lot of people who are stuck with an old school SEO mentality think that citations are less 

important than links. When it comes to local SEO, this is not the case. When it comes to local 

SEO, citations and links pretty much have the same value as far as Google is concerned. 

What's important here is to make sure that your citations have the proper information. This is 

why you have to be mindful of the power of NAP.  

 

NAP stands for name, address, and phone number. You need to make sure that you have 

these three pieces of information every time you fill out a form at a local business directory. 

This is very important because if you miss one item, your citation won't be as powerful.  

 

Citations are produced primarily through form-filling. There are many local and regional 

directories. You simply need to fill out a form, and a citation will be produced. This brings back 

memories of old school SEO where you used to fill out a form, and a backlink would be 

produced.  

 

Well, as I've mentioned earlier, you can no longer build backlinks directly. You should still 



create a backlink footprint, but you need to do it the proper way. You need to have third 

parties, like website operators, administrators, and editors, create the link to your site 

voluntarily. Normally, this is done through reviews or contributed content. 

 

Don't Overdo Citations  

 

Since citations are pretty much very easy to do, it's very easy to fall into the temptation of 

overdoing it. A lot of local business owners fall for this trap. They think that they only need to 

buy this amazing piece of software that would blast their information to all these dubious 

websites, and all these citations will appear. Bad news.  

 

You need to focus on source quality. In many cases, fewer high quality citations are much 

better than a whole mass of low quality citations. What separates a high quality citation 

source from a lower quality one?  

 

First, it has to be in the proper niche. Ideally, you should list only on directories that deal 

specifically with your industry. For example, if you find a local real estate service directory in 

Los Angeles and you are promoting a Los Angeles-based real estate business, that directory 

would be a great fit. Compare this with listing your Los Angeles real estate website with a 

general nationwide directory that lists businesses from all 50 states. Do you see the difference 

here? The more specific the directory and the more localized it is, the higher the quality of the 

citation.  

 

With that said, categorization plays a big role as well. A lot of people who try their hand at 

local SEO simply forget about categorization. Categorization is really important because the 

more finely tuned the picture Google gets of what you do, the higher the likelihood that 

Google will list your website in the proper context. 

 

Context is important if you want your local business to appear for the right search terms. Keep 

in mind that just because you get a lot of traffic from the internet doesn't mean you're going to 

make a lot of money. It doesn't work that way. In many cases, it makes better sense to rank 

for keywords that get less traffic, but this traffic is so qualified that most of these people will 

end up buying whatever it is you're promoting. Do you see the difference? It's all about 



qualification and conversion. You're not going to achieve that if you overdo citation creation. 

 

Be More Discriminating With Link Submissions  

 

I don't mean to give you the impression that link submissions are pretty much out of the 

picture. They are still very much relevant in today's SEO landscape. However, as I've 

mentioned above, outreach is crucial. You need to make sure that you pick the very best link 

sources. In other words, if you're going to do blogger outreach, make sure that these are 

people who specialize in your line of business and in your region. If you are going to get a 

backlink from somebody who caters to a completely different industry and covers a 

geographic area that is very far from your location, you're not helping yourself. In fact, if you 

earn enough of these backlinks, Google might penalize you because its algorithm might think 

you are spamming. 

 

Be very discriminating with link submissions. When it comes to local SEO link submissions, 

the old Zen Buddhist saying of "less is more" is definitely worth thinking about and following. 

 

 



Chapter 5 

 

Understanding the Power of Local Listings  

 

Local listings are crucial when it comes to local SEO. You need to find localized directories 

that cater to your geographic area. The more localized the directory, the better.  

 

The problem with many local SEO consultants is that they are very lazy. They would take 

national directories, drill down to your local area, get you listed, and call it a day. I'm sorry to 

break this to you, but that is not good enough. You need to put a higher priority on looking for 

highly authoritative and credible regional directories that are highly localized. If they have the 

proper categorization, they should be at the top of your list as far as citation creation is 

concerned.  

 

Another key factor to keep in mind is proper categorization. I'm not just saying that you should 

categorize your local business to get more search traffic. That goes without saying. However, 

you need to pay attention to the fact that different categories produce different traffic levels.  

 

The reason why this is the case is because you might think your business is categorized a 

certain way, but in reality, people think that it's categorized a different way. In this situation, 

you should go with what your actual customers think instead of what you think. What you 

think doesn't matter because what you think doesn't put dollars in your pocket. What matters 

is what your actual paying customers think. So if they categorize your website as a service, 

then start there. If they categorize your business as a product or a merchandise business, 

then start there.  

 

Focus on how your target customers look at your business. This is why you should make it a 

point to reach out to them and pay close attention to what they think about your business. At 

the end of the day, they're the ones putting dollars in your pocket, not you. 

 

 



Chapter 6 

 

Build a Local Brand Online to Nail Local SEO Cold  

 

I know that by this point in the book, you might be thinking that you have your work cut out for 

you. Admittedly, there are lots of moving parts when it comes to local SEO. There are just so 

many things you need to keep on top of. Worst of all, if you screw up on even one of these 

parts, chances are you wouldn't get the results that you are expecting. At best, you would be 

settling for cents on the dollar. At worst, you won't be getting any traffic from Google and other 

search engines at all.  

 

Local SEO is crucial, and unfortunately, it's not one of those things that you can master right 

off the bat. It's not like you step up to the plate and hit a home run immediately. It doesn't work 

that way. In fact, the learning curve is quite steep. 

 

With that said, if you're looking for some sort of overall shortcut or some sort of overall 

strategy that would make your job easier, you're in luck. If you follow this one piece of advice, 

you can make things so much easier on yourself. My main advice to you, as far as local SEO 

is concerned, is to get serious about building a solid local brand online. Here is how you do it. 

 

Get Local Reviews  

 

Assuming that you've taken care of the basics of your on-page and off-page SEO, the next 

step is to get local reviews. As I've mentioned in a previous chapter, you need to reach out to 

your current customer base and gently remind them that they can leave positive feedback on 

your website.  

 

There are many ways to play this. Personally, I would be very selective. If a customer has 

indicated that they are very happy with their experience, I would then give them a special card 

with some sort of discount they can redeem later on, reminding them that they can leave a 

positive review.  

 



Pay close attention to what I just said. I did not say I will give them a discount if they leave a 

positive review. This is not a bribe. Instead, I give them the discount as a matter of policy. All 

they need to do is to express satisfaction with the service. 

 

Giving them that discount card, they have a clear idea of where they need to go online to 

leave a positive review. You should make their job easier by spelling the process out, by 

breaking things down in a step-by-step fashion. The simpler it is for them to do, the less 

friction and the higher the likelihood that people will take you up on your offer. The more local 

positive reviews you get, the stronger your local brand becomes. 

 

Keep in mind that there is no such thing as a 100% happy customer base. The moment 

people hear that you have local reviews, expect a few haters to pop up. That goes with the 

territory. Don't freak out if you notice that somebody left a very negative review of your 

business. 

 

The good news is you can do something about it. Don't take negative reviews lying down. You 

need to get on there, use an official account, and tell your side of the story. Regardless of 

whether people believe you or not, it doesn't matter. What's important is that you are doing 

damage control and people can see the other side of the story. The more proactive you are in 

doing this, the higher the likelihood that you would discourage people from posting negative 

reviews.  

 

You have to remember that most of the people who post negative reviews are simply looking 

to vent. They're simply looking to get stuff off their chest. If they see that you almost 

automatically respond when somebody posts something even mildly negative, they would be 

discouraged. Whatever their agenda is, they can see that they can't take potshots at you and 

expect you to just take it.  

 

This doesn't always work, but the more you respond, the higher the chance that you would 

have a direct hand in shaping your online brand. Consider the alternative. The alternative is 

totally unacceptable. The alternative is to let third parties, meaning your haters, determine 

your brand for you. That is hardly a recipe for success. 

 



Build a Truly Local Brand With Your Own Loyal Online Community  

 

The next step in building a solid local brand is to put up a blog. Post highly engaging content 

that interacts with your local customer base. This is extremely important because the more 

emotionally invested they become in your content, the higher the likelihood that they would 

share your content in their social networks. There is also a higher likelihood that they would 

post positive reviews of your local business. 

 

You have to remember that most brands treat their customer base like an afterthought. This 

really is too bad because your customer base is what puts dollars in your pocket. Put it this 

way. There are tons of businesses in your local area that do a good job. Doing a good job is 

not good enough.  

 

You need to get people emotionally invested in what you are doing. The more you do this 

through solid content that actually publishes their feedback or even does personal shout outs 

where you mention people's names directly, the more emotionally invested they become in 

what you're doing. The more emotionally invested they become, the more loyal they get. 

That's how it works. It follows a sequence. 

 

Don't think that just because you posted content, all of a sudden all these amazing loyal 

customers will appear out of nowhere. It doesn't work that way. This doesn't happen 

overnight. While it does take some time and effort, all that investment is definitely well worth it 

because your loyal online community is what will set you apart from your competition. 

 

Incentivize Your Current Customers to Push Your Brand Through Social Media  

 

Unfortunately, simply sharing high quality content, even with personal mentions, is not 

enough. It simply is not going to cut it. Why? There's just so much content out there.  

 

You have to remember that in any given day, two million pieces of online content are 

published on the internet. Imagine that - two million pieces. Sure, they're not all in your niche. 

They are not all in your industry. And they're definitely not all in your local area. But 

considering that volume and the fact that it's increasing over time, you can see how much 



you're up against.  

 

It's very easy for your content to fall between the cracks. It's very easy for your content to be 

treated by your target audience as simply part of the background noise that they get from the 

internet.  

 

You need to take an extra step. You need to be more proactive. One way to do this is to 

actively incentivize your current customers to push your brand through social media. By 

making it clear to them that they would look good in the eyes of people, either with a special 

badge or maybe with a discount coupon, you give people a reason to spread your brand.  

 

Again, you're not paying people to write positive reviews. You're not doing that at all. You're 

not doing something unethical. Instead, you're paying people to spread your brand by sharing 

your content on social media platforms like Facebook, Twitter, Google Plus, Pinterest, and so 

on and so forth. 

 

Make no mistake about it. If you are serious about dominating local SEO, you need to take 

the next step. You need to be proactive. Follow the steps above and you will completely 

outclass your competition. Considering the fact that there is just so much content out there 

and there is just so much competition, you simply cannot afford to do local SEO in a 

completely passive way. You need to follow the local SEO steps above, but take extra 

measures in terms of social media and online brand formation. 

 

 



Conclusion  

 

Considering the huge amount of competition in your local area, as well as the fact that your 

local customer base is now constantly linked to the internet thanks to mobile devices, you 

really have no excuse to forgo local SEO. You need to be proactive in building a solid local 

brand. Regardless of whether you plan to scale up your operations or branch out into other 

cities, to simply rely on the existing word of mouth your local business already has is not 

going to cut it. You need to keep up with the times. By paying attention to the tips and advice 

outlined in this book, you can ensure not only that you would preserve your current level of 

business, but you would position your business in such a way that it remains viable for the 

foreseeable future. 


