
 

 

 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Local search is changing faster than ever. Changes to Google’s result layouts, map packs, AI-driven results, 
and contact options mean businesses may lose visibility and enquiries without seeing any movement in their 
usual ranking reports. 

Our advice is to stop treating one ranking as the final measure of success. Businesses should manage 
local search as an operating channel, with accurate information, relevant pages, realistic geographic 
targets, and regular lead tracking. 

The six actions every local business should take 

1. Check your Google Business Profile categories 
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Choose the primary category that describes the core business most precisely. Add secondary categories only 
for services you genuinely provide. Google advises businesses to use the fewest categories needed to 
describe the overall operation. 

Action: Review categories every quarter and whenever services change. Remove inaccurate or outdated 
choices. 

2. Match the profile to the right website page 

 

The page linked from the profile should support the same promise as the category and service list. Its heading, 
copy, location, phone number, and call to action should make the next step obvious. 

Action: Open the linked page as a customer. Confirm that it explains the main services and makes calling, 
booking, or requesting a quote easy on mobile. 

3. Give each major service a useful page 

 



 

  

A homepage should introduce the business. It should not carry the full ranking and conversion burden for 
every service. 

Action: Create a focused page for each high-value service. Explain what is included, who it helps, where it is 
available, and how to enquire. Avoid thin pages that only swap one city name for another. 

4. Set realistic geographic expectations 

 

Google says local results are mainly shaped by relevance, distance, and prominence. Strong optimization 
cannot remove the effect of distance. 

Action: Use geo-grid tracking to see how visibility changes across the area. If performance is strong nearby 
but fades farther away, improve conversion inside the reachable market before spending more to chase 
distant rankings. Consider another location only when it is a legitimate operating site and the commercial 
case is clear. 

5. Measure the customer journey, not only rankings 

 



 

  

The result a customer sees is what matters. Our dashboard combines Google organic rankings across 
desktop and mobile, organic map packs, Google Maps results, geo-grid coverage, and AI visibility. 

Action: Review rankings alongside calls, bookings, direction requests, forms, and qualified leads. Investigate 
when rankings look stable but enquiries fall. 

6. Prepare for AI-driven local results 

 

AI local packs can show fewer businesses than the traditional three-pack, and some versions remove click-
to-call. Sterling Sky reported these packs on about 8% of tracked keywords in January 2026, while a later 
August post reported about 13% of queries. 

The shift still deserves attention. In a 2026 BrightLocal survey, 45% of consumers said they had used an AI tool 
for a local-business recommendation during the previous year. 

Action: Check whether the business appears in live AI-assisted results. Keep services, hours, location, contact 
details, and reviews consistent across the website, Google, Bing, Apple Maps, and relevant directories. 
 
This is exactly the reason we track AI visibility across ChatGPT, Google AI Mode, Gemini, and other AI search 
engines. Our tracking covers the top local search prompts across industries, helping businesses see where 
they appear, which competitors are being recommended, and where visibility is being lost. 

 



 

  

Warning signs that require attention 

Warning sign What it may indicate 

The business ranks only near 
its address 

Distance may be limiting reach. 

One service ranks while 
others do not 

Categories or service pages may lack relevance. 

Customers report incorrect 
hours or details 

Business information is inconsistent across platforms. 

Mobile enquiries are weaker 
than desktop 

The linked page or contact path may be difficult to use. 

A practical 30-day plan 

Timing Priority 

Week 1 
Audit categories, services, hours, phone numbers, website links, and 
tracking. 

Week 2 Improve the linked page and the two most valuable service pages. 

Week 3 Run geo-grid checks and review visibility across the target area. 

Week 4 
Review live map and AI results, then compare visibility with calls and 
leads. 

Final advice 

Local search success now depends on accuracy, relevance, geographic realism, and measurement beyond 
rankings. Treat the profile, website, map visibility, AI visibility, and lead data as one connected system. 

Businesses that review this system regularly are more likely to spot lost visibility before it becomes lost 
revenue. If you want a clear baseline and an ongoing action plan, our local SEO service brings the tracking, 
analysis, and improvements together in one place. 
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Customers can now report updates by speaking or typing naturally. We reviewed what Tell Maps does, where 
the risks sit, and what local businesses should do now. 

OUR TAKE: Updating Maps is becoming easier for customers, so monitoring your Google Business 
Profile needs to become more disciplined. 

Google has started rolling out Tell Maps, a conversational contribution feature inside Google Maps. It lets 
people report a change or share a local tip without working through the usual menus and forms. 

We reviewed Google’s announcement and support documentation, the two industry reports shared with us, 
and an early real-world test. The opportunity is useful, but the risk is also clear: customers can now suggest 
changes with less effort. 

The shift at a glance 

500M+ 

contributors help keep Google 
Maps current 

300M+ 

places feed the wider Ask Maps 
experience 

97% 

of US consumers surveyed read 
local-business reviews 

 

https://support.google.com/maps/answer/17515915


 

 

  

What Tell Maps actually does 

A customer can type or say something like, “This shop now closes at 8 PM,” “There is more parking behind the 
building,” or “This place has closed.” Tell Maps can identify the business, structure the contribution, and guide it 
towards submission. 

Google currently lists five supported actions:  

1. Report Business Hours 

2. Mark A Place As Closed 

3. Edit Place Attributes 

4. Share Local Tips, And  

5. Upload Photos 

A user can also upload a photo of a storefront sign. Maps can read the hours shown in the image, then ask the 
user to confirm the suggested edit before submitting it. The feature is available through the Contribute tab 
and from an Ask Maps conversation. Google currently limits it to the US and documents the experience for 
Android devices. 

Why this matters to your business 

Tell Maps lowers the effort required to contribute. That can help your business when a customer shares useful 
information about parking, wheelchair access, payment methods, happy-hour times, or the best entrance. 
Google says these short tips may appear in areas such as the “Know before you go” panel. 

The same low-friction process can produce incorrect updates. A customer may misunderstand your holiday 
hours, choose the wrong location, or report a temporary closure as permanent. Google says its protection 
systems review suggested edits for accuracy and policy compliance, so a spoken update does not 
automatically become fact. Still, no review system is perfect. 

Recent customer information carries real weight. In BrightLocal’s 2026 survey of 1,002 US adults, 97% said they 
read local-business reviews, while 74% only cared about reviews posted within the previous three months. Tell 
Maps tips are not reviews, but the finding shows how strongly customers value fresh third-party information. 

What early testing tells us 

In an early field test, local search specialist Claudia Tomina found that Tell Maps could locate a listing, format 
a contribution, and prepare it for submission. Her tip remained under review rather than appearing 
immediately. 

The test also exposed limits. Tell Maps could not locate one service-area business she tried to report, and it 
would not publish a review on her behalf. It provided a link so she could write the review herself. We see this as 
an important distinction: Tell Maps can reduce the work involved in contributing, but it is not a fully 
autonomous system that can publish every request. 

 



 

  
Our five-step action plan 

1 
Audit the information customers depend on. Check your name, address, phone number, 
hours, categories, services, website, attributes, photos, map pin, and service areas. 

2 
Monitor your profile every week. Look for changed hours, new attributes, closure notices, 
customer photos, tips, and other edits. Check more often before holidays and seasonal 
changes. 

3 
Keep your public evidence consistent. Your website, storefront signage, social profiles, 
booking pages, and directory listings should show the same core information. 

4 
Create a correction process now. Decide who checks the profile, confirms the correct 
details, and submits corrections. Save screenshots and supporting evidence when a 
disputed change appears. 

5 
Keep earning recent, honest feedback. Ask for genuine reviews without incentives or 
requests for positive comments. Tell Maps adds another stream of customer-generated 
information, but it does not replace reviews. 

Our bottom line 

Tell Maps is not a reason to panic, and we would not call it a confirmed ranking factor. Google has 
not said that customer tips directly improve or reduce local rankings. 

The practical change is simpler: people can now tell Google about your business with less effort. 
Accurate businesses may benefit from richer information. Businesses that rarely check their profiles 
face a greater chance of customers seeing an outdated hour, an incorrect attribute, or a misleading 
tip first. 

We recommend treating your Google Business Profile like your storefront. Keep it accurate, inspect 
it regularly, and correct problems before they influence a customer’s decision. 
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Google is rolling out post-level view counts globally, giving local businesses a clearer way to 
see which updates attract attention on Search and Maps. 

Google Business Profile posts have always helped local businesses promote offers, events, and timely updates. 
The problem was simple: you could publish a post, but you had little idea whether anyone saw it. 

We reviewed Google’s September 2026 announcement and checked it against the company’s current 
Business Profile documentation. The new reporting now gives businesses a post-by-post visibility measure. 

What has changed? 

The new feature, called Google Posts Reporting, adds a view count to each post card inside your Business 
Profile dashboard. 

WHAT YOU CAN MEASURE WHAT GOOGLE INCLUDES 

Reporting history Posts published within the previous 18 months, on a rolling basis 

Post formats Updates, Offers, and Events 

Customer touchpoints Combined views from Google Search and Google Maps 

Access Business Profile dashboard only, with no API access yet 

 

https://support.google.com/business/thread/466498475/google-small-business-bulletin-%F0%9F%93%88-track-your-google-post-views?hl=en


 

 

  

What the view count really tells us 

We see this as a content visibility signal, not a sales result. A higher count shows that a post appeared in 
front of more customers, or appeared more often. It does not prove that those customers called, booked, 
visited, or bought. 

Google has not clarified whether a post view represents a unique person or every recorded appearance. Its 
standard Business Profile view metric counts unique visitors and generally counts a person once per day, but 
Google has not confirmed that post-level views follow the same rule. So, do not call 500 post views ‘500 
potential customers reached.’ 

How we would use it 

We recommend running a simple 30-day post test: 

1 
Publish one useful post each week, such as an offer, event, new service, seasonal reminder, or 
product update. 

2 Give every post one clear action, such as booking, calling, ordering, or visiting a page. 

3 Record each post’s views after the same number of days. 

4 
Compare like with like. Judge an Offer against another Offer, not against a longer-running 
Event. 

5 
Track the business outcome separately through website clicks, calls, bookings, coupon codes, 
or in-store enquiries. 

Google’s post management guide explains where posts can appear on Search and Maps. It also notes that 
posts older than six months are normally archived unless they include a date range. This makes timely, 
specific posts more useful than generic announcements. 

Our conclusion 

Use views to improve your content. Use calls, bookings, sales, and visits to judge business 
impact. 

Google has finally given local businesses a practical way to learn what earns attention. The strongest post is 
not automatically the one with the most views. It is the one that pairs healthy visibility with a real customer 
action. 

 

https://support.google.com/business/answer/9918094?hl=en
https://support.google.com/business/answer/7342169?hl=en


 

  

Can a Keyword-Rich Business Name Help You Rank on Google Maps? 4 

 

New 2026 data confirms a powerful local-search advantage. The safe response is a real branding decision, 
not a Google-only edit. 

THE SHORT VERSION: A relevant keyword in your genuine business name can improve local 
visibility. Adding keywords only inside Google Business Profile can put the profile, reviews, calls, 
and leads at risk. 

What the latest data says 

Whitespark analyzed more than 1.4 million local listings across 17 industries. Businesses with exact-match or 
partial-match search terms in their names were more likely to reach Google’s top three local-pack results 
than businesses with no relevant term in the name. The effect varied sharply by sector, so this is an 
advantage, not a guarantee. 

Industry Exact-match name No keyword 

Beauty and personal care 15.59% 2.50% 

Home services 4.57% 2.21% 

Legal 7.53% 2.51% 

Travel and tourism 29.54% 6.05% 

 



 

 

 

 

  

Top-3 local-pack appearance rates in the September 2026 Whitespark study. The study reports that keyword-
first names also correlated with more top-three rankings in 15 of 16 industries with enough data for that 
analysis. 

The broader 2026 Local Search Ranking Factors survey puts keywords in the Google Business Profile title at 
number three for local-pack and Maps visibility, behind only the primary category and searcher-to-business 
proximity. That makes the name important, but not the whole strategy. 

The finding is real. The shortcut is not. 

Google’s current rule is simple: your profile name should match the name customers see in the real world 
across your storefront, website, stationery, and other branding. Extra service, product, location, promotional, or 
hours information does not belong in the name field. Google says unnecessary information can lead to profile 
suspension. 

If your sign says “Maya & Co.”, changing only the profile to “Maya & Co. Emergency Plumber Delhi” is keyword 
stuffing. The visibility boost may be tempting, but a competitor or customer can report the mismatch. A 
corrected or suspended profile can erase the short-term gain. 

What should a local business do now? 

1 
If you are naming a new business, consider a natural, durable service term. “Northline Plumbing” 
explains the category without reading like a search query. Avoid a narrow term if you expect the 
business to expand. 

2 
If you already have a trusted brand, do not rename the Google profile just for rankings. First 
improve the primary category, hours, reviews, service pages, and name-address-phone 
consistency. These signals strengthen relevance without putting the listing at risk. 

3 
If a genuine rebrand makes business sense, treat it as a company decision. Update the legal or 
trade name where required, signs, website, stationery, and major directory listings. Then update 
Google so the profile reflects reality. 

4 
If competitors are stuffing names, do not copy them. Document the violation and use Google’s 
suggested-edit or redressal process. A crowded spam tactic is not a sound brand strategy. 

Why this still matters in AI search 

AI has not made local business data irrelevant. BrightLocal’s 2026 survey of 1,002 US adults found that 45% 
used AI tools for local business recommendations, up from 6% in 2025. Yet 88% of AI users checked whether a 
cited review was legitimate or inspected the source. Customers may discover you through AI, then verify you 
through profiles, directories, your website, and reviews. 

There is not yet enough evidence to claim that a keyword-rich business name directly lifts AI 
recommendations. The safer conclusion is broader: keep one clear, accurate identity everywhere, describe 
services well on your website, and earn recent reviews that mention real customer needs in natural language. 

BOTTOM LINE: Use a descriptive name when it is genuinely your brand. Never turn the Google 
name field into an ad. The strongest local visibility comes from relevance, consistency, and 
trust working together. 

 

https://whitespark.ca/blog/study-how-keywords-in-business-names-currently-impact-google-local-pack-rank-and-ai-search/
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What launched, who qualifies, and how to test the new channel without wasting budget. 

Apple Maps ads started rolling out in the U.S. and Canada on August 25, 2026. This is not another broad 
awareness channel. People open Maps because they are deciding where to go. Apple reports more than one 
billion relevant business searches each month, with one in two business searches leading to an action such as 
a call, directions request, share, or visit to a listing. 

For eligible local businesses, the opportunity is simple: buy visibility at the moment a nearby customer is 
choosing. The catch is that your Apple Maps place card becomes the landing page. If the listing is weak, 
paying for more views will only expose the weakness faster. 

2 placements 

Suggested Places and relevant 
search results 

Pay per tap 

Set a monthly maximum and 
pause anytime 

U.S. + Canada 

Physical, customer-visit 
locations only 

 

https://ads.apple.com/maps


 What Apple launched 

 

Ads can appear before a search at the top of Suggested Places, or after a search at the top of relevant results. 
They are labeled “Ad.” Apple selects the placement and ad format automatically based on the business 
category and the customer’s search. In the self-serve version, owners choose the locations, creative, and 
monthly budget, then start or stop the campaign at any time. 

Creative is intentionally simple. You can use up to three business photos or one logo, plus optional 
promotional text. You cannot combine photos and a logo. Apple says three photos unlock all available 
search-result formats, so strong location and product images are usually the better starting point for a local 
business. 

The launch offer is timely. Eligible businesses that book with a credit card by October 11, 2026 can receive a 15% 
statement credit the following month, up to $1,000 per month for up to one year. Terms and eligibility apply. 

Check eligibility before you plan a campaign 

Apple Maps ads currently require a business location and organization address in the U.S. or Canada. The 
location must be a physical place customers can visit. Apple’s current policy also prohibits several categories, 
including plumbing, electrical, locksmith, HVAC, pest control, roofing, and general contracting. That means 
many service-area businesses cannot participate at launch, even if they have an office. 

Businesses with five or fewer locations can use the automated campaign tools inside Apple Business. Larger 
operators and existing Apple Ads advertisers are directed to Apple Ads for more control. Review Apple’s 
current advertising policies before investing time in creative. 

https://ads.apple.com/maps
https://ads.apple.com/news-and-stocks-maps-and-sports-programming-policies
https://ads.apple.com/news-and-stocks-maps-and-sports-programming-policies


 How local businesses should use it 

1. Fix the free listing first. Claim and verify every location. Confirm the primary category, hours, phone 
number, website, and map pin. Add current photos, a useful Showcase, and a direct action such as 
Reserve, Order, or View Menu when available. 

2. Build for the next decision. Use photos that answer “Is this the right place?” Show the storefront, 
signature product, atmosphere, parking, or a recognizable service area inside the premises. Keep 
promotional text specific and current. 

3. Start narrow. Test one offer or customer intent across one to three locations. Use a monthly cap you 
can sustain for 30 days. Do not split a small budget across many messages before you have a 
baseline. 

4. Measure actions, not taps. Apple Business reports impressions, taps, spend, and attributed actions, 
including directions, calls, website visits, photo views, shares, and app downloads. Track cost per action 
as spend divided by actions. For most storefronts, directions and calls are stronger signals than taps 
alone. 

5. Use the data to improve organic visibility. Location Insights shows brand versus category searches, 
place-card views, customer actions, and geographic patterns. If category searches are strong but 
actions are weak, improve the listing and offer before raising the budget. 

A practical 30-day test 

Days 1-3 Verify the listing, correct hours and category, upload fresh photos, and record 
baseline Insights. 

Days 4-7 Create one ad with three strong images and one clear promotional message. 
Set a monthly maximum. 

Days 8-21 Let the campaign gather enough activity. Avoid daily edits. Check for 
disapprovals and obvious listing issues. 

Days 22-30 Review cost per action and the mix of calls, directions, and website visits. 
Keep, revise, or pause based on business value, not impressions. 

The bottom line 

Apple Maps ads deserve a controlled test if your business qualifies. The channel reaches people with local 
intent, setup is simple, and the launch credit reduces early cost. But the winning sequence matters: strengthen 
the place card, run one focused campaign, and judge it by valuable actions. Paid visibility cannot rescue an 
inaccurate or unconvincing listing. 


