
Consumer behavior has changed dramatically over the last fve 

years. The Internet is now the primary source for locating local 

products and services.  
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Internet Search  
Engines & Directories are 
Impacting Your Business

Your customers are searching for you online. That is a fact. Do they like what 

they see when they fnd you?  Read on to learn what your customer is seeing on  

          the Internet and 5 steps to 

          improve your chance that they 

           will call you.

ch
ctories are



INDUSTRYNEWS

continued on page 78

Meet Jane
Jane is 30, lives in a 25 year old house, and her garage 

door looks awful.  Her neighbors are sneering and the HOA 
is sending nasty letters.  Jane bites the bullet and searches 
Google on her phone for a garage door dealer.

Be honest.  Which would you call frst?  Which would you 

call last?  Why?

Your Turn
Go to Google and search on Garage Doors, or whatever 

product/service you sell, in your city.  Who would you call 
frst?

A 2015 consumer survey shows:

• 92% of consumers now read online reviews (88% in 2014, 
71% in 2010)

• Star rating is the #1 factor used by consumers to judge a 
business

• 40% form an opinion by reading just 1-3 reviews (29% in 
2014)

• 80% will trust reviews as much as personal 
recommendations

The Key Is Local Data
We will provide you 5 steps to improve your chances for 

Jane to call you.  It all centers on local data.  Before we dive 
into the 5 steps, let’s frst understand what is meant by local 
data.

On the next page, we will see a standard web search 
on “How to install a garage door”.  We’ll use the desktop 
version since it is easier to see.

There are 3 main search engines (from comScore as of September 2015):
1. Google: 64% of web searches 

 2. Bing: 20% 
 3. Yahoo: 13% (Yahoo is now using Bing for its search engine)

We will focus on Google in this article.  Bing and Yahoo work similarly.  
Not having to mention them and show extra screenshots makes this article 
easier to read.  However, you should not ignore the other two.  They handle 
one-third of web searches.

Search Engines

Figure 1. Search Engine Market Share

Note: We are using a residential door product in this article.  If you focus on servicing commercial doors, then you might, for 

example, search on something like “overhead rolling door repair las vegas nv”.  If you are a dealer with a physical presence or 

local servicing areas, then this is 100% applicable to your business.

Figure 2. Google Search on
“garage doors las vegas nv” - mobile version.
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Figure 3. Google Search on
“how to install a garage door” on a desktop version.

As you can see, there are a couple ads at the top, then 
12 website results, and then some ads on the side.  That is 
pretty standard.  There’s no local data here.

Next, let’s revisit Jane’s search for garage door companies 
in Las Vegas, but this time using a desktop or laptop 
computer.

Now things get more interesting.  We see some ads at 
the top and down the right hand side.  However, it is the 
highlighted box of local search results that is the topic of this 
article.  The search engines, like Google, can determine with 
remarkable accuracy when it is appropriate to display the 
local company data based on the search terms. 

continued on page 81
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Figure 4. Google Search on 
“garage doors las vegas nv” on desktop version.

The information in the local search results box is 
different.  It’s not just from web pages or ads like the 
typical results.  As you will learn, this information 
comes from a large number of sources that you need 
to control if you want Jane to be impressed enough to 
call you.

Where Does Google Get The Local 

Data?
Local data comes from thousands of different 

sources.  That’s the bad news.  The good news is you 
have the ability to update most of those sources and 
even if you only focus on the top 50 sources, you will 
see a positive impact.

Source of Local Data:

• Directories like Google+, Angie’s List, Yelp.  There 
are thousands of directories. 

• Local Data Aggregators.  (see sidebar)

• From your Google+ and LinkedIn company pages.  

• Government websites like your Secretary of State.  

• Google employed human reviewers.  

• General websites, newspaper sites, and blogs.

• And more

5 Steps To Improve Your Local Data
You want Jane to call you frst so you can make sure 

you are her only call.  For that to happen, you need to 
focus on fve things:

• Correct and consistent directory listings

• More directory listings

• A good star rating and reviews

• Managing reviews

• Measure, Track, Grow

Step 1 – Correct and Consistent Directory 
Listings

The other 4 steps can be done in any order, but the 
very frst thing you need to do is make sure that your 
company’s name and contact information is current 
and the same everywhere you fnd it on the web.  
This means in Google+, Yelp, Angie’s List, Facebook, 
LinkedIn, Kudzu, your secretary of state, chamber of 
commerce site, local business directories, etc.

Data Aggregators

Data aggregators are important. They basically collect their data from 

automated web searches and sell it to the big search engines and directories. It is 

important to make sure that your information is accurate in these aggregators.

continued on page 82
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You can easily be in 30 to 60 of these search engines and 
directories without doing a thing.  Your information is likely 
inaccurate in many of these listings.  Google looks at all of 
your directory listings and websites and penalizes you when 
it fnds inconsistent data.

Another common issue is duplicate listings.  Given that a 
majority of the local data is sourced by automated routines, 
there are bound to be duplicate listings for your company.  
You should merge those listings or remove the duplicates.

Step 2- Add More Directory Listings

The actual number of directory listings in not as important 
as which directories you are in.  Start by getting into the 
Top 50 Directories that are most important to your business.  
Then focus on more niche directories.

A reasonable number of directory listings is between 
100 and 150.  Our experience is that any more than 200 
directories seem to have little impact.  Let me reiterate that 
quality is more important that quantity.

There are services that will do this for you.  Be careful 
though, some of them are just overriding the data 
aggregators and once you stop paying them, your data 
reverts back to what it was before you starting paying them.  
Use reputable services that will work in your best interest.

Step 3 – Ratings and Reviews

Ratings
Your customers will visit the various directories that have 

your local information and rate you from 1 to 5 stars.  The 
average of those is called your rating and is shown to 1 
decimal point accuracy, such as “4.8”.  The goal is to get 
as many high ratings on the most infuential directories as 
possible.

A rating of 5.0 is certainly a perfect score, but is met with 
much skepticism by the savvy user.  Ideally your rating is 
in the 4’s, but even a rating in the 3’s will help you as is 
evidenced by the fndings in the 2015 study.

Reviews
Your customers will write a textual description (a review) 

of their experience with your product/service in various 

directories.  92% of consumers surveyed said they read 

online reviews to determine whether a business is a good 

business. Of those 92%, they read on average 3.5 reviews.

Consumers are looking at reviews for (in order):

• Quality of reviews

• Sentiment of reviews (positive or negative comments)

• Age of review (69% say a review must be written within 

2-3 months to be relevant)

• If the business has responded to reviews

Ask your customers to review your performance.  Do be 

careful how you word your requests.  Some directories, like 

Yelp, discourage businesses from soliciting reviews.  Here’s an 

excerpt from Yelp’s reasoning:

There are ways to let your customers know you’re on 

Yelp without being overly solicitous. There is an important 

distinction between “Hey, write a review about me on Yelp,” 

[BAD] and “Hey, check us out on Yelp!” [GOOD]. It’s the 

difference between actively pursuing testimonials and simply 

creating awareness of your business through social media 

outlets. https://biz.yelp.com/support/review_solicitation

Step 4 – Manage Reviews

You can’t control reviews.  Customers can sing out the 

highest of praises or viciously attack you from all angles.  

Both types of review are valuable.  Yes, even negative reviews 

are valuable and can help your business if you handle them 

correctly.  This is a big topic that could take up an entire 

article so we’ll just hit the highlights.

Negative reviews are an opportunity.

• Use constructive criticism positively. This is an opportunity 

to learn something that you may not have learned 

otherwise.

• Perhaps the most important opportunity is that you can 

impress prospective customers with your responses to 

negative reviews.

• Of course you should remain calm and professional when 

responding to negative reviews, but there’s more to it.

• Respond in a timely manner.

• Be brief.

• Never blame the customer.  Ever.  This is not about you 

being right.  This is about you getting Jane to call you.

• If you are wrong, then admit it.  Say you are sorry and 

explain the steps you have put in place to make sure it 

doesn’t happen again.  And then, put those steps in place.

Figure 5.  2015 survey results on the minimum star rating a 
business must have for a customer to call

A whopping 86% of customers require 3 stars or better.  
To achieve this rating, you need to encourage people to rate 
you.  The frst step is to provide a quality product/service, but 
that should be a given.  Right?

continued on page 85
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• If you can, you should contact the customer, resolve the 
issue, then post a response describing the actions you 
took.

• If the customer states some incorrect information in their 
review, it is fne to fx that by stating the facts.  Be sure to 
never go on the defensive.

• If the review is vulgar and over-the-top, consider not 
responding.  If you notify the directory they may remove 
these kinds of reviews.

You may want to consider hiring a company to assist you 
in managing reviews.  Make sure that you don’t neglect this 
important step.  Keep in mind that prospective employees 
will likely read your reviews as well.

Step 5 – Measure.  Track.  Grow!

How are your customers fnding you?  The only way 
to know is to ask them (i.e. measure) AND keep track of 
the responses.  Periodically tally the responses and review 
your progress.  You want to make sure you are using your 
marketing dollars wisely and the only way to do that is to 
track the results.  The frst four steps are important, but you 
can’t manage what you don’t measure.  So Measure!  Track!  
Grow!

Conclusion
Consumers are searching online.  Even the standard word-

of-mouth marketing takes place through online reviews.  You 
need to manage your online reputation and local search data 

should be a big part of your online reputation management 
strategy.  If you follow the 5 steps, then Jane will call and you 
will grow.

Clearbuilt will be offering a seminar at the IDA Expo on 
Local Search Engine Optimization. Please join us for an in 
depth discussion.

* The survey statistics were from the “Expert Citation Survey 
2015” conducted by Myles Anderson of BrightLocal, a Bright 
Little Light Ltd business.
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