The 3 Territories of
the Search Engine
Results Page That
You Must Conquer
as a Retailer

Introduction:
Do you remember playing Monopoly and there was always that one person who went
after the most expensive streets? And then another who felt they needed all of the
railroads or utility companies?
If anyone playing was wise, there was also the
little-known strategy of snatching all of the orange
streets, as they are most commonly landed on when
someone rolled to get out of jail. As a digital
marketing agency, we find clients are often competing
in the digital space in similar fashion, focusing on one or
two strategies to gain competitive ground on the
internet’s Monopoly board, the Google results page.

But what if we’re to think of Monopoly by its true
definition - exclusive possession or control of a
commodity? While Google would never allow one
brand to dominate its search results like say, a search
engine getting 92% of all searches, there are strategies
to dominate all available real estate that is offered to
consumers on the search engine results page (SERP).

Before trying to tackle any other part of
the SERP, you need to ensure you have
your Google My Business (GMB) profile
properly set up.

Territory 1: Google
My Business

The reason for this is that the information that you
provide here is influential on the two other
strategies that we’ll be discussing in this ebook. GMB
is a free tool that Google provides for business owners
to manage their presence on the search engine and
its ever-growing number of apps and SERP features.
Considering that so much of retail marketing relies on
location-based strategy, getting this right in Google My
Business should be your first focus for search engine
marketing. Furthermore, Google returns map results
for most localized searches, and their map data is
populated with the GMB data you provide.

Building up Your Google My
Business Profile
You first need to claim your business listings if you
haven’t. Google is pretty wise to automatically know
about a business’s existence and have preliminary
information listed, but in the event that they don’t you
will need to create the listing. The latter is not
uncommon for new businesses or locations. Both of
these tasks can be accomplished at: https://business.
google.com/add/info. If there is already some form of
listing for your business, it will inform you here.
Once you’re in and filling out your business details,
you’ll want to make sure that the name, address and
phone number you enter matches exactly how you
have it listed on your website. Consistency is key, and
Google has also stated your website is one way they
verify the information in your GMB listing.
One often overlooked setting that makes a huge
difference is your business category. You can set both
a primary category as well as additional secondary
categories. Choose which category you want to be your
primary wisely. If you can be considered a number of
different business classifications, the best approach is
to choose the most broadly encompassing option as
your primary, and then apply more granular
secondaries (E.g.: “Clothing Store” as primary, and then
“Men’s Clothing Store” “Women’s Clothing Store” and
“Children’s Clothing Store” as secondary choices).
Another way to determine which you should pick,
would be to think of how the majority of your
customers would label your business, your offerings,
or your products. The reason this setting is critical is
because Google uses these categories to return results
for any location-based or “near me” style searches. On
top of this, they love to suggest similar businesses even
if someone searches for a specific business, as seen
here on the right in the “People also search for” section.

Here are a few quick tips on settings and how
they affect your online presence:
• Fill in all available fields: They are there for a reason
and apply to various features within Google’s products
• Don’t leave any information to be assumed: much
like your website and all other marketing, make sure
your GMB information communicates with potential
customers the who, what, where, and how of your
retail business
• You have control over your visual representation on
Google and Google’s map listings: make sure you have
a nice, clear, primary “cover” photo as well as your logo
uploaded in their applicable spots. This helps make
your listing appear professional and helps to stand out
amongst competitors who have not put this
effort forward.

Maintaining Your Presence on Google My Business
Google allows you to upload photos as the owner of
your GMB listing. Make sure these are up to date and
represent your current offerings as you move forward.
Photos of old branding, pricing, packaging, product
offerings and even retail space can be confusing for
consumers and potentially lead to poor experiences
with your retail employees. The same can be said for
your business hours if they change seasonally or for
any other reasons.

Make sure to get positive Google reviews. These not
only tie right into your presence in Google’s results
and map packs, but also have influence on your organic
search engine rankings which we’ll touch on next in this
guide. The more positive reviews the better, as they not
only represent positive consumer interactions, but also
contain keywords that help Google place your business
with consumer queries.

While managing a GMB listing is pretty straightforward,
search engine optimization (SEO) is a field of study in
and of itself. While mastering it and keeping up with the
frequent search engine algorithm changes may not be
something you can tack on to your already busy job as
a retail marketer, there are some core concepts you can
learn and apply to your website that will help with your
overall search engine presence.

Territory 2:
Organic Search
Listings

Google is Smart, but Not a
Mind Reader
Our SEO team is always asked by clients “Why don’t we
rank for [keyword that doesn’t exist on their website]?”
While search engine algorithms are extremely complex
and intelligent, they cannot rank you for what your
website does not speak of. The goal for search engines
is to return the most relevant results for each user
query. A large part of how they decide if your pages are
relevant, is how specific they are to a topic. For example:
if your website states that you offer “automotive and
tire services” and a consumer searches for “new truck
tires”, you may appear in the results, but not as well if
they had searched for “automotive services” or “tire
services”, since those keywords are on your page in one
form or other. Where companies often get confused
in a situation like this is “Why don’t we come up for
“transmission flushes” or “wheel alignment” when I
search for those?” These topics, while you offer them
as services, and they fall broadly under “automotive
services,” are nowhere to be found on your website and
thus Google does not know you offer them.

You may be thinking “so I need to list
everything we offer on our pages?” Yes and
no. For starters, search engines see lists as
low quality content. They also see pages
with keyword stuffing as low quality and
too many keywords on one page can dilute
their topical importance.

Think Through the Mind of
Your Consumers
Now that we’ve been through the “mind”
of Google, we also need to think like our
customers. If you were a consumer looking
for the products or services you offer, how
would you conduct that search on Google?
How do they word what they’re looking
for? While you may not have the ability to
conduct thorough keyword research like
an SEO agency, your best starting point
will be to make sure those common words
and phrases are present on your site’s
pages.
46% of all Google searches are looking for local
information. This is especially true with retail-focused
searches. Consumers are either typing “geomodifiers”
into their search queries (E.g.: “Sporting Goods Atlanta”),
or are expecting search engines to return localized
results for them. Simply having the address of your
corporate headquarters on your “Contact” page, or
a list of locations doesn’t do much to assist on these
localized searches. In combination with having your
GMB information properly set, consider having a page
for each of your locations that contains its address and
other ways people may search for it (E.g.: A broader city
or region name if your location’s street address is for
a small town). As we mentioned, Google is not a mind
reader so they don’t magically know that your site is a
good option to return for someone searching “Sporting
Goods Atlanta” if your page doesn’t contain both
“Sporting Goods” and “Atlanta” on it.

Territory 3: Paid
Search Ads

Lastly, we have our “King of the Hill” territory, the paid
search ads that sit atop of search engine results. Not
only have search engines increasingly become more
pay-to-play, but they’re also becoming more top-heavy
with ads that sit in the prime real estate that users see
first in the results. The majority of retail-based
searches are done on mobile devices, and when users
conduct these searches, their entire screen is initially
ads until they scroll further. In addition to this, Google
is now showing ads in the first result on map packs, a
microcosm of the search results as a whole.

Simply put: if you’re in a competitive
industry and want traffic to your website
in 2020, you need to do paid search.

How to Approach Paid Search
Ads as a Retailer
While Google is making a push to make their search
advertising platform more user-friendly and
encouraging small businesses to run their own
campaigns, it’s a very complex system. We
recommend working with an agency to ensure you’re
being as effective as possible. It’s very easy to spend a
lot of money wastefully on Google Ads without
working with experts.

Much like SEO, the paid search world is a
large concept within itself, but we want to
offer some standout tips that apply to you as
a retailer:
• Like all advertising, make sure you have a return on
your investment. With paid search being a digital tactic,
it’s very easy to calculate this. It’s possible to determine
which of your keywords and ads are producing ROI. Be
smart in what you’re advertising, don’t advertise low
margin items unless they are loss leaders for
larger sales.
• Be smart about seasonality. Shift your budget
to products or services that are more applicable to
consumers in that moment. People buy tires when the
weather turns bad, and lawn furniture when it’s warm
and sunny. Keep ads up to date with any promotions
you are running to help draw clicks to your site.
• Apply the same “think as though you’re a consumer”
approach to your paid search keywords as we discussed
in the SEO portion of this guide.
• Utilize as many ad extensions as you can. Ad
extensions make your ads stand out more to consumers.
They take up more space in the search results. The most
important being your location and phone extensions.
Location extensions will assist in bringing people to
your retail locations. This information will pull in from
your GMB listing once you connect the two platforms
together and will make your address clickable for easy
navigation. This is especially helpful when people are on
the go. Your phone extensions will provide a clickable
phone number that puts consumers directly in touch
with your retail location. You can trace this back to a
keyword level to see what is producing the calls and
shift money accordingly.

Conclusion:
Not only do all of these “territories” of the search
engine results play into one another from a technical
standpoint, but they all play a role in a consumer’s
purchase journey. As search engines keep rolling out
new features and functions, it’s important for any
business to take advantage of what is offered. Your
presence on the search engine is key when a consumer
starts their decision making process. We hope these
tips are helpful, but of course this guide only just
scratches the surface. If you’re interested in learning
more or partnering with an agency with deep expertise
in retail marketing, get in touch with us today!
Contact Mason Digital: https://masondigital.com/contact/

