
presented at the innotech emarketing summit
april 22, 2009
portland



SLIDE 2 OF 73 |  ALL SLIDES © DAVID MIHM 2009.

APRIL 22, 2009INNOTECH / EMARKETING SUMMIT

���������	
��	���	

����������



SLIDE 3 OF 73 |  ALL SLIDES © DAVID MIHM 2009.

APRIL 22, 2009INNOTECH / EMARKETING SUMMIT

1) Why Local Search Is So Important
2) The Local Search Landscape
3) Inside the Local Search Algorithms

- Local Business Centers
- Data Providers

- Web Crawl

4) Recap + Recommendations

������������	�������



SLIDE 4 OF 73 |  ALL SLIDES © DAVID MIHM 2009.

APRIL 22, 2009INNOTECH / EMARKETING SUMMIT

+ 40% of queries have Local intent 
+ 5% use the city and/or state name 

+ 2% use informal terms, like neighborhoods 
+ .5% use zip codes 

--Ian White, Urban Mapping

+ less aggressive estimates put percentage closer to 25
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+ 100 Million unique visitors per 
month search Yahoo with “local 
intent”

--Frazier Miller, GM of Yahoo Local, 7/24/08

+ Yahoo has ~15% market share.
+ Extrapolation: Half a BILLION unique 

visitors per month search Google with 
“local intent”
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+Search Engines:
+ How do we gauge “Local intent”?
+ How do we satisfy Local queries?
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+ Explicit Questions (!)
+ Search History
+ Google / Yahoo account information
+ IP Targeting
+ Mobile Targeting
+ Browser Awareness (coming soon...?)
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+ Local search engine algorithms 
are going to drive Mobile results

+ (they already do with more 
sophisticated devices)
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+Search Engines:
+ How do we gauge “Local intent”?
+ How do we satisfy Local queries?
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+ Organic search results for location-
specific queries

+ Local SEO was the same as 
traditional SEO, just geo-focused
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+ Lots of directories and IYP-type 
websites (Citysearch, 
Yellowpages.com, etc.) ranked 
well

+ Plenty of secondary search traffic 
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+ These were the default listings for 
ALL searches on Google and 
Yahoo until...
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+ Show special results for geo-modified 

searches
+ Show special results to signed-in users
+ If not signed in, ask people to enter their 

ZIP code for non-specific searches
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+ ...beginning in January 2008, 
the following kinds of results 
were reported with increasing 
frequency:
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“10 pack”
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“3 pack”
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“Authoritative 
OneBox”
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+ This is the default #1 (or #4) result 
for every keyword & city, ST 
keyword search

+ It appears even more frequently 
than that...
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+ 4/1/2009:
Google rolls-out IP-
targeted Local Search 
results for generic 
keywords (i.e. no geo-
modifiers)
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+ Industry leader (Danny Sullivan) 
speculates that Local results will 
soon displace local organic results 
entirely by default

SEOmoz Expert Seminar, 08/20/08



SLIDE 24 OF 73 |  ALL SLIDES © DAVID MIHM 2009.

APRIL 22, 2009INNOTECH / EMARKETING SUMMIT

+ These Local results are driven by 
a completely different algorithm
than the one that is returning 
organic results.

+ This algorithm also drives 
http://maps.google.com (more or less)

+ Results do not match 1:1; in some cases 
there are dramatic differences
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+ Google Maps surpassed Mapquest 
in overall traffic this month (Hitwise + 

Compete, 04/09) and is now the 
undisputed leader.
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+ Yahoo shows a similar search 
result interface for geo-modified 
searches

+ Not yet doing aggressive IP-
based targeting
+ (Carol Bartz says she prefers Google 

Maps—3/4/09)
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If you get any significant percentage 
of business from a physical 
storefront, you need to be in Local 
search results.

The 10-pack levels the playing 
field for moms & pops.
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- Third-Party Data Providers
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Where does Google’s Local data come from?

*��&���	����	��	������	+���

1. The Google Local 
Business Center 
(left)

2. Third-Party Data 
Providers

3. Web Crawling
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Yahoo relies on a similar data set.

*��&���	����	��	.����	�����

��� � Submission Area for 
Yahoo Local 
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FREE to claim your listing on both Google Maps and Yahoo Local
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google.com/localbusinesscenter listings.local.yahoo.com/csubmit/
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+ Google Maps & Yahoo Local 
probably already have your 
business indexed even if you 
haven’t submitted (more later)

+ Search ‘maps.google.com’ and 
‘local.yahoo.com’ and click ‘Edit’ or 
‘Claim’ on your business listing
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+ June 2008 survey of 20 Local 
search bloggers and practitioners

+ #1 factor: general importance of 
claiming your listing!

google.com/localbusinesscenter
listings.local.yahoo.com/csubmit/
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+ Claim Manually
+ Engines like to know they are displaying 

correct information about a business.
+ In general, trust and ranking are directly 

correlated
+ Claiming at LBC’s = maximum trust.

+ Google in particular doesn’t trust bulk 
uploads due to spam vulnerability.
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+ Categorize Properly
+ Use maximum # allowed
+ Override incorrect outside data about 

your business

+ Use Keywords in Business Title
+ Don’t overdo it
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+ Address in City of Search
+ Essential to have a physical location in 

the area being searched

+ Proximity to Centroid
+ Used to play a larger role
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1. General importance of claiming 
Local Business Listing

2. LBL address in city of search
3. Proper Categorization of LBL
4. Product / service KWs in LBL title
5. Proximity to centroid

 ��	 ��	 �����	������	*��&���	
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6. *Validation with third-party 
providers

7. *Number of inbound links to 
website 

8. Location KWs - anchor text
9. *Number of customer reviews
10. General importance of on-page 

criteria* = contributors felt that Yahoo and Google 
might differ
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Courtesy Mike Blumenthal,
http://www.blumenthals.com/blog/

+ Follow-up to Local Search Ranking 
Factors

+ Conducted by Mike Blumenthal, 
http://www.blumenthals.com/blog/ with 
help from myself and others

+ More quantitative study
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Courtesy Mike Blumenthal,
http://www.blumenthals.com/blog/

+ Key Findings
+ Distance to centroid mattered for low-

signal industries (plumbing, electrical)
+ Citation total and business title were 

significant predictive factors
+ Volume of reviews held marginal 

importance
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Courtesy Mike Blumenthal,
http://www.blumenthals.com/blog/
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(Hat tip to Mike 
Blumenthal, 
Blumenthals.com)
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+ Beyond the LBCs, where else do 
Google Maps / Yahoo Local get their 
data?

+ Third-party data feeds

+ Web crawling

+ Some are found on the “Web Pages” tab of 
your Local Business Listing

+ Google is probably not showing all of the ones 
they know about
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What are “Citations”?
+ Mentions of your business name in close 

proximity to either your address, phone 
number, or both

+ May or may not be accompanied by a link 
to your website.

+ Come from Data Providers AND Web Crawl

+ “Citation is the new link”
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• Key to Citations:
+ Make sure that your data (business 

title, address, phone, and category) 
is consistent across all platforms

+ Why?
Search Engines like to know they have 
proper business information (trust)
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+ Specific citation sources vary 
significantly by industry and 
location

+ Check the “Web Pages” tabs of your 
competitors

+ Get listed on the same sites they are
+ Will give you idea of the kinds of sites 

Google & Yahoo are spidering in your 
industry or your locality
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+ At a minimum, it’s a good idea to claim your 
listing at the following places:

+ infoUSA  - http://dbupdate.infousa.com/ 
+ Localeze - http://webapp.localeze.com/bizreg/add.aspx
+ UniversalBusinessListing.org

+ BOTW Local - https://local.botw.org/secure/signup.aspx
+ OpenList.com - http://www.openlist.com/update/
+ CityVoter.com - http://cityvoter.com/signup
+ InsiderPages - http://www.insiderpages.com/advertiser/find_business

+ Superpages.com – http://advertising.superpages.com/spportal/business-listing

�����	��	���	0��������-	"���	
���3�����

“Other” is the 3 rd-most 
popular local search engine. 
(Gib Olander, Localeze)
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+ Get involved in your LOCAL virtual 
community

+ Neighborhood organizations + non-profits

+ Chambers of commerce + related organizations

+ HyperLocal blogging + networking (Twitter)

+ It’s likely that quality of citation as well as 
quantity matters.

+ Don’t forget that links help with Local
SEO, too!
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Courtesy Matt McGee, 
HyperLocalBlogger.com
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+Search
+ “yourcity, st blog”
+ “yourcity, st directory”
+ “yourindustry, st blog”
+ “yourindustry, st directory”
+ “yourindustry yourcity, st blog”
+ “yourindustry yourstate directory”
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Courtesy Matt McGee, 
HyperLocalBlogger.com
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Gifford’s Flowers:

Top 10-pack result for 
“florists portland OR”
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+ Citation from directory 
website fed by major 
data provider
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+ Citation from local 
newspaper florists 
directory
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Hyperlocal list of 
related businesses 
+ resellers
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1. Create/revise contact page on your website with your 
address + phone coded in hCard format.
2. Claim your listings at Google Maps & Yahoo Local
-> Submit your contact page as your business URL
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3. Submit to UniversalBusinessListing.org, Localeze, and 
infoUSA.
4. Claim your listings on secondary search platforms 
(BOTW Local, Superpages, OpenList, etc).
5. Link out to your secondary portal listings from your 
contact us / location page(s).
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Why link out to secondary profiles?
+ Ensures that your citations will get picked up by web crawl – you 
submitted your contact URL to G / Y!
+ Increase potential for indented listings in organic search with link juice

+ “Barnacle SEO ” (Will Scott, searchinfluence.com)

+ If you have a YouTube video, link to it from your contact page, too  
(Steve Espinosa, localsearchnews.net)
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“Barnacle SEO ” (Will Scott, 
searchinfluence.com)
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+ Website less important than you might think.
+ Plenty of businesses rank #1 in Google Maps without 

a website
+ Moms & Pops outrank Fortune 500 websites 

regularly in Local
+ Simply not as important for less-competitive 

industries
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Blanket Recommendations:
+ Use geographic keywords in your Title 

Tags where appropriate
+ Create a contact page with your 

information coded in hCard microformat
+ Use geographic keywords in your internal 

anchor text, point links at these contact 
pages
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+ Links still matter for ranking well in Local
+ Geo-targeted organic search still drives a huge amount 

of traffic
+ Reviews and reputation management will take on 

increasing importance for Local
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+ Volume of reviews does not seem to affect Local ranking

+ Caveats:

+ Buzz = web crawl citations + links

+ Buzz = indented listings

+ Quality of Rating DOES seem to affect Local click-throughs
+ Twitter = fantastic way to connect with customers, incentivize reviews, 

and build buzz
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+ Google in particular seems to be 
shifting

+ “On-Listing” factors like proximity 
to centroid and keywords in 
business title seem to be 
diminishing in importance
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+ “Off-listing” factors seem to matter more
+ User-Generated Content

+ Reviews

+ Links + Citations
+ Less vulnerable to spam

+ Google is becoming / will become less transparent about these
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+ Data sets are becoming better
+ More information to go on

+ Richer detail

+ Search engines are getting better 
at determining authority
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Platform to keep 
track of multiple 
locations (or 
competitors’) local 
search listings



HAVE QUESTIONS?

GET IN TOUCH

David Mihm
(503) 560-2755

davidmihm@gmail.com

www.davidmihm.com

Twitter: @davidmihm

http://www.davidmihm.com/blog/

GetListed.org:

http://getlisted.org/resources

http://blumenthals.com/blog/

http://www.smallbusinesssem.com

http://www.solaswebdesign.net/wordpress
http://www.localsearchnews.net


