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This workshop is brought to you by Visit 
Ithaca in an effort to help community 

businesses maximize exposure digitally on 
the world’s largest platform.

Content provided by:



Photo Best Practices
Google Business Profiles



https://searchengineland.com/new-research-shows-strong-link-between-google-my-business-photo-quantity-and
-search-performance-320199

291%
Higher 

exposure

Businesses 
with more than 
100 images 
have 
significantly 
higher 
exposure 
rates. 

Uploading Photos
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291%
Higher 

exposure

Businesses 
with more than 
100 images 
have 
significantly 
higher 
exposure 
rates. 

Uploading Photos 

Add 4-5 photos per 
month for a 

10-30%
Lift in exposures for 

your business
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1. INFORMATIVE
What would a potential visitor want to 
know or see about this place? Consider 

the scope, the scale and the context of the 
place you’re capturing. 
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1. INFORMATIVE
What would a potential visitor want to 
know or see about this place? Consider 

the scope, the scale and the context of the 
place you’re capturing. 

2. ATTRACTIVE
What makes this photo eye-catching? 
Consider color, contrast, saturation, 

lighting, focus and leading lines.

Customers want to know what things 
look like right now, the’re looking for 
reassurance - yes, this place is open, 

yes it’s safe, etc. 

3. RECENT



111,277 views 10,757 views



This photo is good! It’s both informative 
and attractive. Easy to understand what it 
is, where it’s taken from, bright colors 
good contrast, good framing. 

This photo is bad. It isn’t attractive - 
off-kilter horizon, muddy colors, and it 
isn’t particularly informative - unreadable 
signs/context. 



Back to “Edit 
Profile” but 
select “Photo” 
option this time. 
Drag and drop 
or upload 
images.  

Add 
photos



Photo Best Practices

● Only upload photos you created or 

own the complete rights to. 

● Upload at least 4K images 

(3840x2160). 

● Don’t use filters - limit your edits to 

brightness, color, contrast & 

saturation.

● Avoid seasonal images, unless that’s 

relevant to the location you’re 

shooting.



Photo Best Practices

● Keep your vertical and horizontal 

lines as straight as possible.

● Shoot mostly horizontal images - 

the products make much better use 

of them than portrait images.

● Interiors without people are 

preferred to those with people. 

Avoid identifiable faces & PII, or 

have release forms.



Flagging Photos
Google Business Profiles







Questions and Answers
Google Business Profiles



Questions & 
Answers is a public 
feature which 
appears as part of 
your Business 
Profile. Anyone can 
ask, and answer 
questions about 
your business. 

Questions &  
Answers



But… they often get 
answered faster by 
Local Guides than 
they do by the 
businesses, and the 
Guides aren’t always 
right.

Questions &  
Answers



● Photos

● Videos

● 360s

● Edit Facts

● Add Places

● Questions & 

Answers

● Reviews

● Ratings

What is a Local 
Guide?



95%
Of audited listings had questions 

from customers

<15%
Have answers from the business 

owner



Questions & Answers is also generally 
full of some pretty crazy stuff - so it’s 
worth checking your listing. 





Make sure you 
have notifications 
on and check your 
answers 
frequently. 





After you’ve 
provided your own 
answers, report 
the bad answers in 
your profile. 



Questions & Answers



Reviews and Online Reputation
Google Business Profiles



Customer reviews are 

posted by users directly to 

your Google Business 

Profile. They appear 

wherever your profile 

appears, and are the source 
of your “star rating” 

 Respond to Reviews



Respond to 30% of 
your reviews for an 
80% boost in 
conversions. 
Responses show 
you are attentive to 
customers. 

Respond to Reviews

https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent

https://uberall.com/en-us/company/press-releases/study-brick-and-mortar-businesses-small-increase-in-online-ratings-boosts-conversion-by-25-percent


Instead of “Edit 
profile” select 
“Customers” on the 
SERP profile edit 
box. 

Responding to 
reviews



Responding to 
Reviews



Posts
Google Business Profiles



Provide high-visibility updates 
about changes in services, special 
offers, updates and events.

● Free: no cost per click

● Trackable: with views and clicks 

or with your own analytics codes

● Visual: include images or videos

● Engaging: include direct links to 

more info on your website

Post Updates



The Posts feature in allows 

you to share updates directly 

on your business listing 

Once logged in, go to the 

Posts tab and click the create 

button to get started

Views and clicks are tracked 

for every post

Post Updates



● Use an attention grabbing photo - bright 
colors, simple, single subject. 

● Focus your message on the first 100 

characters. 

● Add your own tracking codes to your 

call-to-action button.

● Post early in the week if you’re promoting 

something the following weekend.  

Post Updates



Accommodation 
business types 
(finally!) get access 
to posts! 
But, not all the types of 

posts - only 

announcements and 

events - no offers. 

Hotels get 
Posts!



Posts

Questions and Answers

Maximizing Exposure

Responding to Reviews

Flagging Photos of poor or inappropriate quality

Photo Best Practices



In addition to more 

traditional agency 

services, we provide 

support across a wide 
variety of Google 
Products to improve 

exposure, conversion, 

quality and accuracy of 

information about the 

destination and 

businesses. 




