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How Google Identifies and Sorts Local Search Intent 

The Proximity Challenge for Service Area Businesses 

Specific Tactics to Overcome Proximity Bias & Rank 
Outside Your Home City 

 2

What We’ll Discuss
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THE LOCAL PACK CHALLENGE
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HOW THE GOOGLE ALGORITHM 
DEALS WITH LOCAL INTENT



MOZ Research 

1.2 million keywords 

restaurant 
mechanic  

nail salon 



6/26/19  8

3 Primary Types of Local Modifiers

Search Query Google Type Data Source Results

“solar installer” Geo-location
GPS, cell towers, wifi 

noes, IP Address
Searcher —> Address 

Proximity

“solar installer near 
me”

Geo-location
GPS, cell towers, wifi 

noes, IP Address
Searcher —> Address 

Proximity

“solar installer 
Portland”

Geo-modification Geographic boundary From Centroid 
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Are They Different?

“solar installer” “solar installer near me” “solar installer Portland, ME”
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From Google: “Near me” in Decline

2015-2017
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Anecdotal: Geo Modified Most Typical

“ac repair  
Virginia Beach” 

“ac repair”

“ac repair  
near me”
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“in [city]” Has Widest Geography

MOZ: How Distance & Intent Shape a Local Pack, June 2019



6/26/19

• No One Knows, but Probably 

• Not in a Significant Way, YET 

• Signs Point to Improvement  

• If/When Change Happens, Optimized Companies Will Win

 13

Google & Service Area Businesses: Different?



TACTICS/SOLUTIONS TO 
OVERCOME PROXIMITY BIAS
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Proximity Over Everything Else
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1.PROXIMITY 
2. GOOGLE REVIEW RATINGS AVERAGE 

3. GOOGLE REVIEW RATINGS QUANTITY 

4. GOOGLE MY BUSINESS COMPLETENESS & 
ENGAGEMENT 

5. WEBSITE KEYWORDS 

6. LINKS (as local as possible)
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Factors Influencing Local Ranking
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Establishing Your Geo Targets

Formal Geos Colloquial Geos 

Town 
City 

County  
State

Jersey Shore 
Chicagoland 
Long Island 

Eastern Shore 

Prioritize! 
You Can’t Win ‘Em All 

Top 5 
Top 10 
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1. Google Ads with Local Extensions 
Buy your way in to the Local Pack 

2. Onsite SEO: Meta Titles, Descriptions, Headers 

3. City Pages for Key Services/Locations 

4. Localized Galleries, Case Studies, Testimonials 

5. Embedded Google Maps
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Strategies for Ranking Outside Home Geo
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Buy Your Way In—Google Ads

Using Local 
Extension
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Suggested Format 

Keyword 1, Keyword 2 | Brand Name | Geography (~56 Characters) 

Suggested Format 

Energy Audits | Agatha's Home Performance | Long Island, NY (59) 

Energy Audits | Agatha's HP | Nassau & Suffolk Counties (55) 

Energy Audits | Agatha's | Babylon, Islip, Farmingdale NY (57) 
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Onsite SEO: Meta Titles, Desc, Headers
Title



Ideal City Page
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City Pages
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What NOT To Do. Thin Content.
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Geo Tagged Case Studies
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Geo Tagged Case Studies
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Embedded Google Map



SOME THINGS NOT  
TO DO
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Beware Fake Locations

1. Penalties Can Be Severe 
2. Every Location Needs Reviews, Engagement, etc 
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1. Google Ads with Local Extensions 
Buy your way in to the Local Pack 

2. Onsite SEO: Meta Titles, Descriptions, Headers 

3. City Pages for Key Services/Locations 

4. Localized Galleries, Case Studies, Testimonials 

5. Embedded Google Maps
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Strategies for Ranking Outside Home Geo



QUESTIONS? 

Peter Troast 

peter@energycircle.com 

mailto:peter@energycircle.com
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Service/Geography Stuffing
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Local Pack Ranking Factors

Google My Business  
Signals

Link SignalsOn-Page Signals

Review Signals


