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This virtual workshop is brought to you by 
the Outer Banks Visitors Bureau in an 
effort to help community businesses 
maximize their exposure digitally on the 
world’s largest platforms.

  

Content provided by our 
marketing partner:

Josh Wray
Program Specialist 

Miles Partnership



200+
Destinations in our 
support program

70,000+
Businesses and POI 

audited and 
analyzed

150+
Directly managed 

GMB Business 
Profiles



Safety is top of mind for 
today’s travelers and they 
need information they can 
trust before they will choose 
to visit

Confidence is Critical



1. Establish Safety

2. Share Information

3. Grow Visibility

  

Keys for 
Inspiring 
Confidence 
with 
Travelers



Establish Safety
Take steps to keep customers and employees healthy



86%
82%

of consumers say cleanliness will be very 
important when selecting an 
accommodation after COVID-19

say that the disinfecting of high-contact 
surfaces will be a very important 
consideration when deciding to book tours, 
activities and attractions

Source: https://www.tripadvisor.com/Covid19WhitepaperMay2020

https://www.tripadvisor.com/Covid19WhitepaperMay2020




Safety Doesn’t Have to 
Be Boring

There have been numerous 
examples of businesses that have 
found ways to incorporate social 
distancing and other safety 
protocols that have been effective 
and fun. 

Get creative with solutions for your 
business. Give customers a reason 
to feel safe. 

Above: Inner-tube tables at Fish Tales Bar & Grill in Ocean 
City, MD

Below: The Social Distancing Skunk Ape at Gatorland in 
Orlando, FL



Share Information
Make sure potential customers know what’s different now



High Visibility Platforms



● The Maps product generates 3 billion 
direct connections between businesses 
and users per month.
(Google’s Economic Impact data, 2019)

● 79% of consumers who use navigation 
apps as part of leisure travel use Google 
Maps.
(Skift Report, Deep Dive into Google, 2020)

● 67% of survey respondents cited use of 
Maps’ “Explore Nearby” feature as part of 
researching or booking a recent trip.
(Phocuswright, Travel Technology Survey, Q4 2019) 

Google & Google Maps



Information provided by Nicole Woods for Independence Visitor Center Corp.

25,518,074
Total Audience 2018

Including: 

Website visits, social 
media views, search 
exposures and maps 
exposures

Case Study



Information provided by Nicole Woods for Independence Visitor Center Corp.

25,518,074
Total Audience 2018

22,542,336
Came from Google 
products and services, 
directly related to the 
business profile

Case Study



Information provided by Nicole Woods for Independence Visitor Center Corp.

85%
Of total online audience 



● Yelp has more than 178 million unique visitors 

monthly across mobile, desktop and app 

platforms (Source: QSR Magazine)

● 45% of customers are likely to check Yelp 

reviews before visiting a business (Source: 

ReviewTrackers)

● 35% of people searching on Yelp will make a 

visit to the site they check within 24 hours 

(Source: Vivial)

Yelp



● TripAdvisor has 463 million unique visitors 

monthly across mobile, desktop and app 

platforms

● According to a customer survey in May 2020, 

have spent up to five hours in the last week 

planning their next trip post COVID-19

● 53% of respondents said they would do more 

research when planning their trip post 

COVID-19

Tripadvisor



● Facebook has more than 2.7 billion monthly 

active users across mobile, desktop and app 

platforms

● 76% of surveyed 18-34 year old travelers in the 

US who are weekly users of Facebook use 

Facebook for travel-related activities (vs 67% 

of travelers in the US over 35)

Facebook



First Steps



Google Business Profile

● Find your business in Google Search or Google 

Maps

● Click on “Claim this Business” 

OR

● Go direct to Business.Google.com

Miles can help you claim your Google Business Profile 

following this presentation: 

https://calendly.com/milespartnershipgoogled
mo/obx-miles-partnership-office-hours

Claim Your Listings

https://calendly.com/milespartnershipgoogledmo/obx-miles-partnership-office-hours
https://calendly.com/milespartnershipgoogledmo/obx-miles-partnership-office-hours


Make sure your 
information complete 
and consistent. 

Check Your:

❏ Business Name

❏ Address

❏ Phone Number(s)

❏ Website(s)

❏ Description



Make sure your 
information complete 
and consistent. 

Check Your:

❏ Business Name

❏ Address

❏ Phone Number(s)

❏ Website(s)

❏ Description

Make sure this information is 
aligned with all of your other 

pages and online listings.



Yelp

● Find your business in the app or online

● Click on “Claim this Business” 

OR

● Go direct to Biz.Yelp.com

Claim Your Listings



Tripadvisor

● Find your business in the online

● Click on “Improve this Listing” or “Manage 

this business?

OR

● Go direct to Tripadvisor.com/Owners

Claim Your Listings



Facebook

● Go direct to 

Facebook.com/Business/Pages

● Click on “Create a Page”

● Select “Business or Brand”

Claim Your Listings



Business Hours



For long-term changes 
to business hours use 
the Business Hours 
section of Google My 
Business, which is in the 
Info section. 

This updates hours for 
the foreseeable future.  

Example: You’re no 
longer open on 
Mondays

Google My Business



There’s a separate section in 
Google My Business called 
Special hours, which is directly 
below the Business Hours. 
Exceptions to your business 
hours can be created for 
individual dates.

This is normally used to update 
holiday hours for businesses (if 
you’re not open on Labor Day, 
for instance), but it can be used 
for short-term changes, like if 
you have limited hours when 
initially re-opening. 

Google My Business



The More Hours is located 
in the Info tab and allows 
businesses to specify types 
of hours. Available options 
vary by category. 

This allows businesses to 
identify when they have 
unique offerings such as 
happy hour or designated 
time for high-risk 
populations like seniors. 

Google My Business



Business Hours and Special Hours in Yelp 
function the same way as Google and allow 
you to create short-term schedule changes 
that are highlighted when someone looks 
at your listing. 

You’ll find this option under in the Business 
Information tab of Yelp for Business. You 
can edit your regular business hours or 
keep scrolling to “Upcoming Special Hours” 
and then enter dates for specific changes.

Yelp



Business Hours and Holiday Hours 
also exist in Facebook.

You’ll find this option under the 
About section on the left side of the 
business page. 

To update service changes for your 
Facebook page:
● Select “Edit Page Info”
● Select “Temporary Service 

Changes”

Facebook



Distributing Updates



Best 
Practices for 
Sharing 
Information

1. Share updates across multiple platforms 

because you don’t know where potential 
customers are looking for info.

2. Don’t post just once. Maintain that information 

for as long as it seems relevant.

3. Provide visitors with helpful information about 

current circumstances.

4. Focus on safety information for visitors and 

employees as well as changes to services or 
products.

5. Be brief and link to more information on your 

website when needed.

6. Be genuine.



The Posts feature in 
Google My Business 
allows you to share 
updates directly on 
your business listing in 
search results, Google 
Maps and more. 

Once logged in, go to 
the Posts tab and click 
the create button to 
get started. 

Posts are available for 
most business types 
except hotels.



Posts are:

● 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

Provide high-visibility updates about changes in services, changes in hours, special offers, 
updates to sanitation practices or other business operations.





Yelp Health & Safety 

Updates

● Expanded details 
surrounding operations 
during COVID-19 

● Banner message for your 
page that can be 
custom-written

● Featured offerings and 
additional safety 
measures are also 
featured



Health & Safety 

Updates

● Health & Safety 
Measures can also be 
confirmed by 
customers

● Your listing also 
identifies last time 
your hours were 
updated



Business Pages in Facebook have 
access to new information and 
functionality via the COVID-19 tab, 
which is accessible for page owners. 

You can find more information about 
new COVID-19 Update 
functionality as well as access a list 
of resources for small businesses 
navigating the pandemic. 



Facebook’s COVID-19 Update feature 
was created to help businesses share 
specific information related to pandemic 
circumstances and response. 

The functionality is the same as making a 
regular post on Facebook, but you can 
specifically indicate information is 
COVID-related. This type of post will 
have more visibility than a regular piece 
of content you’d share.  

You can access this feature via your 
business’s Facebook page (it needs to be 
a Business Page and not a profile).



Tripadvisor COVID-19 
Updates

Tripadvisor has added a COVID-19 
Response Center that allows 
businesses to share specific 
messages with consumers who are 
viewing businesses in the platform. 



Attributes & Amenities



Attributes 
Influence 
Business 
Visibility

1. Attributes help to identify relevance of 
businesses for specific types of user searches, so 
when you have complete and accurate info, you’ll 
be visible to more people who are actively looking 
for what you offer. 

2. There is considerable value in attributes even 
beyond recently added options related to 
COVID-19. For example, users may be searching 
for wheelchair accessible businesses, kid-friendly 
establishments or other audience-specific needs.  



Google My Business
In response to changes in 
user searches, Google 
added new attributes for 
some business categories:
● Curbside Pickup
● No Contact Delivery
● Dine-In

As well as virtual offerings, 
including:
● Online Classes
● Online Estimates
● Online Appointments 



Attributes influence 
visibility in specific types of 
search results and can 
change the appearance of 
your listing by highlighting 
information you’ve added.

This can help visitors find 
accurate information quickly 
and easily while also making 
you stand out from 
competitors.



Yelp Services 

To update service options:
● Select “Basic Information”
● You’ll find service and 

attribute options that vary 
by business category

Under Categories, you may 
find new virtual service options, 
including 
● Virtual Consultations
● Virtual Classes
● Virtual Tours
● Virtual Experiences 
● Virtual Performances 



On Facebook, new services vary by 
business category, but include 
helpful options like:
● Online Services
● Delivery
● Pickup
● And more

Temporary service changes can 
appear on the business’ Page, the 
Page preview, in search and in 
curated lists of local resources on 
Facebook.
 



Tripadvisor has added 
accommodations & 
restaurant filters that allows 
customers to only look at 
businesses that are taking 
safety measures.

You must fill out your health 
and safety features to show 
in these results 





Grow Visibility
Following best practices makes your business profile more effective



Following 
Best 
Practices 
Will Help 
Grow Your 
Visibility

1. Recent research shows using GMB Posts 
regularly can improve business listing visibility

2. Having business hours, services and 
attributes completed will improve your 
visibility across all of these platforms right 
now, and will generate value from long-tail 
search visibility

3. Having a high-quality listing photos for your 
business can increase the likelihood of a 
visitor showing up in-person by 2x

4. Monitoring & responding to customer reviews 
demonstrates responsiveness and can 
increase conversion



Using GMB Posts



The Posts feature in 
Google My Business 
allows you to share 
updates directly on 
your business listing 
in search results, 
Google Maps and 
more. 

Once logged in, go 
to the Posts tab and 
click the create 
button to get 
started. 

Posts are available 
for most business 
types except hotels.



Book

Order online

Buy

Learn more

Sign up

Call now



<18%
Of audited listings are 
actively using posts, and 
less than 40% have 
used a post ever.



Median views per week 
is about 3,000. Average 
interaction rate is about 
.4%. 



Top Performer Secrets

Using Posts Effectively



● 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. 



Best Practices for using GMB Posts:
● Keep two posts live at a time to 

maximize view rate for your 
content. More than two will reduce 
viewability of your oldest post.

● Posts are live for a max of 7 days - 
repost each week. 

● Post early in the week if you’re 
promoting something the following 
weekend. 



Event-type posts have the 
best overall performance* 
for our directly-managed 
profiles. Events have the 
greatest number of 
available options and are 
presumably viewed as more 
timely. 
*ymmv



Pay Attention to Images



Photos are a key part of 
how potential customers 
make decisions about your 
business. 

Listings with quality photos 
are twice as likely to 
generate engagement with 
customers. 

Make sure your business is 
represented consistently 
and accurately across 
platforms like Google My 
Business, Yelp and 
Facebook. 



The cover image will be the 
most visible representation of 
your business. Are you making 
the right first impression online?



Businesses with 
more than 100 
images have 
significantly 
higher conversion 

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

377%

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


They also have higher 
exposure rates - 
suggesting that 
photo volume (and 
frequency) is an 
important ranking 
signal 

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

291%

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


Add 4-5 photos per 
month for a 

10-30% 
Lift in exposures for 

your business



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. 



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.



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.

3. REPRESENTATIVE
Represents what the place would 
typically look like. Avoid featuring 

specific events, seasons or 
conditions. 



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. 



111,277 views 10,757 views



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 faces & Personally 
Identifiable Information (PII), or 
have release forms.



Top Performer Secrets

Set Cover Photo & Logo





Top Performer Secrets

Flag Poor Quality & Irrelevant 
Images for Removal





Stay on Top of Reviews



Customer reviews are 
posted by users 
directly to your 
Business Profile. They 
appear wherever your 
profile appears, and 
are the source of your 
“star rating” 



BrightLocal: https://www.brightlocal.com/research/local-consumer-review-survey/

86%
Of consumers 
read reviews 

for local 
businesses

https://www.brightlocal.com/research/local-consumer-review-survey/


BrightLocal: https://www.brightlocal.com/research/local-consumer-review-survey/

86%
Of consumers 
read reviews 

for local 
businesses

57%
Of consumers 
will only use a 
business if it 

has 4 or more 
stars

https://www.brightlocal.com/research/local-consumer-review-survey/


BrightLocal: https://www.brightlocal.com/research/local-consumer-review-survey/

86%
Of consumers 
read reviews 

for local 
businesses

57%
Of consumers 
will only use a 
business if it 

has 4 or more 
stars

96%
Of consumers 

read 
businesses’ 

responses to 
reviews

https://www.brightlocal.com/research/local-consumer-review-survey/


Know when reviews are posted





Keep responses to 
negative reviews short 

encourage them to 
contact you offline. 



Reporting Reviews

Most common:
1. Off topic
2. Spam

* Flag 1 star reviews that 
don’t contain a reason



Top Performer Secrets

Encouraging Positive Reviews



Bright Local 
https://www.brightlocal.com/research/local-consumer-review-survey/?utm_source=BrightLocal+Opt-In&utm_campaign=aebe83b8d9-EMAIL_CAMPAIGN_2019_12_11&utm_medium=email&utm_term=0_0c65b1902e-aebe83b8d9-83361581#how-to-ask-for-reviews

https://www.brightlocal.com/research/local-consumer-review-survey/?utm_source=BrightLocal+Opt-In&utm_campaign=aebe83b8d9-EMAIL_CAMPAIGN_2019_12_11&utm_medium=email&utm_term=0_0c65b1902e-aebe83b8d9-83361581#how-to-ask-for-reviews


Set up a “short name” for 
your business. Short names 
are unique, and have to 
be based off :
● display name
● existing branding
● current custom URLs 
● name of your linked website



g.page/YourShortname g.page/YourShortname/review 

http://g.page/YourShortname
http://g.page/YourShortname/Reviews


marketingkit.withgoogle.com

https://marketingkit.withgoogle.com/


1. Establish Safety

2. Share Information

3. Grow Visibility

  

Keys for 
Inspiring 
Confidence 
with 
Travelers



Need 
Assistance 
With Online 

Listings?

Schedule Office Hours 
With Miles

https://calendly.com/milespartnershipgoogledmo/
obx-miles-partnership-office-hours

https://calendly.com/milespartnershipgoogledmo/obx-miles-partnership-office-hours
https://calendly.com/milespartnershipgoogledmo/obx-miles-partnership-office-hours


Thank You


