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Mike Blumenthal

Co-founder of NearMedia
Co-founder of LocalU
Co-founder of GatherUp
Long-time contributor and guest
speaking on topics such as local
search and its impact on the
business community.




Colan Nielsen

® Vice President of Local Search
Faculty member and speaker -
Local University

® Contributor to Moz’s Local
Search Ranking Factors survey

STERLINGSKY




Steve Hartman

® GatherUp team member for over
four years

® Host of monthly GatherUp
webinars

® Connective tissue between

customers and the product, CS, [:,‘GatherUp‘
sales and marketing teams
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GatherUp is one platform that scales all aspects
of your reputation management from to
customers to them to with
them so you can improve the customer experience
across multiple businesses.
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SMB Survey Data

114 responses Survey conducted in June 2023.
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Top Marketing Challenges for SMBs

Which of the following, if any, are challenges your business faces

Not enough time to dedicate to marketing || |  RINENEGEGEGEGEGEEEEE -
Getting new customers ||| GGG ::
Calculating the ROI of marketing activities ||| [ [ NN ;7
Declining budgets [ GG 2
Staying on top of marketing trends || ||} AN 25
Lack of dedicated marketing resources/people || GGG 24
Lack of resources/tools to execute marketing activities ||| [ | N N ENIINIDNNND 22>
Declining engagement rates for social media marketing || | | A AN 2%
Differentiating from the competition ||| | NN 2%
Hiring marketing expertise ||| GG 13
Keeping customers/customer loyalty || [ NN 7%
Declining engagement rates for email marketing ||| N | ||| 16>

None of the above | N]NNID 11%

Other (please specify) | 1%
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SMB Marketing Tools

Which of the following tools do you use to manage your marketing activities? Select
all that apply.

Email marketing platform 63%

Search Engine Optimization (SEO) tool(s) 51%

Customer Relationship Management (CRM)

platform 45%

Analytics tool(s) 48%

Social media planner/scheduler 46%
Graphic design tool(s)

42%

N
@
&°

Review/Reputation management platform

SMS/Text marketing platform 28%

Live chat/web chat tool 25%

Customer experience (CX) paltform

None of the above . 4%

Other (please specify) . 3%

13%
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Achieving Goals

Which of the following marketing activities do you find are
most helpful to achieving your revenue goals?

Search engine optimization (SEO) _ 51%
Social media marketing — 49%
Digital advertising (paid search, display ads) _ 43%
Reviews/Reputation management — 42%
Traditional advertising (radio, TV, print ads) - 13%
SMS/Text marketing - 11%
None of the above - 7%

Other (please specify) - 6%
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Agency Management

Which of the following marketing activities, if any, do you
have an agency manage?

Search engine optimization (SEO) | KGTcINEIININIIIEEE 32>
Web design/management || GTczczIENIIIIIIIIB o
Digital advertising (paid search, display [ EGTcGcGcNT 1%
Social media marketing | |GzGzGB 15%
Graphic design [ IIGzGzGzGB 15%
Reviews/Reputation management ||| |GcB 14%
Traditional advertising (radio, TV, print || B 11%
Public relations [ 10%
sms/Text marketing [ 5%
Other (please specify) [} 3%

None of the above | 5%
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Changes In Budget for Next Year

For each of the following activities, please indicate whether you plan to invest more, less, or the same

amount of budget in them next year:

45%

44% 44%
42%
37%
35%
4% - i
Social media Digital advertising Search engine
marketing (paid search, display  optimization (SEO)
ads)

B Less
56% B Same

More

34% 35%

25%

21% 20%
17%
13%
7%

Reviews/Reputation SMS/Text marketing Traditional advertising
management (radio, TV, print ads)
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Most Important to Success

Please rank the following marketing activities based on their importance to your business success wh
1 is not at all important and 5 is extremely important (Top2Box)

0,
8% 71%
64%
58%
25%
16%

Reviews/Reputation Search engine Social media marketing  Digital advertising (paid  Traditional advertising SMS/Text marketing
management optimization (SEO) search, display ads) (radio, TV, print ads)
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Over 60% Request & Market Reviews

Which of the following activities specific to reviews and reputation management are you
currently doing?

Requesting reviews 68%

Responding to reviews 68%

N

Sharing reviews on your website 4%
Commenting/replying on social media 61
Sharing reviews on social media 59%
Analyzing reviews for customer feedback insights 52%
Surveying customers after a purchase or service 34%

Capturing Net Promoter Scores (NPS) 28%

None of the above K34

o\o ||

Other (please specify) l 2%
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Monthly Investment In Marketing Activities by SMBs

B 0 B s$1-99 $100-199 $200-299 $300+
41%
0,
34% 35%
0% 29%
25%
21%
19% % 19%19% 19%
17% 0 L y 0
14% 1390 4% 15%
o 12%
R 9% 10% e
7% 8% 8% 7%
6% 6%’ "% o
5%
Digital advertising (paid Search engine Social media marketing Traditional advertising Reviews/Reputation SMS/Text marketing
search, display ads) optimization (SEO) (radio, TV, print ads) management
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Agency Survey Data

e 140 responses




Services Offered

Which of the following marketing services do you offer your clients?

/" Search engine optimization (S£0) I 1\
Digital advertising (paid search, display ads) [ EEGczczIzHzENIINININININIIIHIHEEEEEEEEEEEEEE 2%
Reviews/Reputation management [ NG -
Web design I,
Social media management |GGG
Email marketing [ <o
\_ Content generation/Copywriting [ I /5 -/
Branding I -5
Graphic design I s
Market research/competitor analysis [ IGcGcTcNGGEGEGEGEE
SMS/Text marketing [ ENNENEEEEEEEEEEN -

Public relations | EGcGEG 13
Traditional advertising (radio, TV, print ads) | N GczNB 12

None of the above I 6%




The Disconnect

Most Helpful to Achieving Revenue for You/Your Clients

B SwvBs Agencies
_[=
49% ‘ 48%
43% 42% I
33%
Search engine Social media Digital advertising  Reviews/Reputation
optimization (SEO) marketing (paid search, display management
ads)
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Agency Tools

Which of the following tools do you use to support your clients? Select all that apply.

(" Search Engine Optimizaion (SEO) too(s) )
Email marketing platform
Reviews/Reputation management platform
Analytics ools
Graphic design too(s)
\ Social media planner/scheduler )
Customer Relationship Management (CRM)
SMS/Text marketing platform
Live chat/web chat tool 28%
Customer experience (CX) platform

None of the above
Other (please specify)
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Agency Challenges

Which of the following, if any, are challenges your agency faces? Select all that apply.

Getting new custorners [N 5
Managing client expectations ||| GczcNcNzNzNzNGNGNEEEEEEEEEEEEEEEE ::
Expensive platforms/tools || | G :-
Declining budgets || G :
Calculating the ROI of marketing activities || | | | | [l I ::
Hiring skilled employees |GG
Differentiating from the competition || GcINININININIING :-
Declining engagement rates for social media ||| GTcTNGNGGEEEEE 2o
Staying on top of marketing trends || N GTcINcIzNzNIIGBG :o
Lack of resources/tools to execute marketing ||| GTGcTcG_ s
Keeping clients/customer loyaity || GGG 15
Declining engagement rates for email marketing ||| |Gzl 1+

None of the above |l 5%
Other (please specify) [ 2%
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WHENTHE CLIENT
ISWAITING FOR RESULTS
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Bring More Reputation Value

Currently Doing for their Business/Clients

@ SMBs Agencies

Requesting reviews 68%

64%

Responding to reviews e 68%

Sharing reviews on your website 64%

45%
; : ; - I 1%
Commenting/replying on social media 24%
; ; ; - I, 50%
Sharing reviews on social media 40%
Analyzing reviews for customer feedback IEEEEEGEGEEEES  52%
insights 31%
Surveying customers after a purchase or GGG  34%
service 27%
; ] %
Capturing Net Promoter Scores (NPS) 28% 37%
None of the above T 4% 7%

Other (please specify) = 2%4%
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OTHER THINGS WE'RE MONITORING

Considerations for 2024 planning




Google’s SMB attribute

Google presents itself as a
champion of small business
when it's being threatened or
attacked

To really make this attribute
work, it should be a prominent
filter in Google Shopping and in
the newly appearing local
shopping filter. Small business
should also be a badge in
Shopping Ads.

Google needs to go all-in on
helping SMBs increase visibility
in Search, Maps, Shopping. The
badge is a start.
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Citations Ain't What They Used to Be

Overview = Overview: elocal.com/
Page inspect Q
Site structure Monthly volume v @ All locations v Changes: Last year v
Calendar
Opportunities
Backlink profile Organic search Paid search
Backlink profile s DR ®» UR Backlinks Ref. domains Keywords Traffic Keywords Traffic

i 77 14 .2 231K 34« 8.8K 24k  40.9K sk 13.3K saex 21 -2 431 2o

Broken backlinks

AR 25,280 w469 All time 25.4M All time 51.2K Top 3 291 +73 Value $31K -589 Ads 21 =2 Cost $8.1K +4.7K
Referring domains
Anchors
Referring IPs General Backlink profile Organic search
Link intersect
Organic search & Metrics Competitors ¥ Locations v Years iM 6M 1Y 2Y 5Y | Al Monthly v :
Organic keywords
Performance
Top pages
Organic competitors Refe i Ava. [ 2at Avg Rat \ rq traff A traffic v Organic pages

Content gap

Paid search «
Paid keywords
Ads

Paid pages

Pages ~
Best by links

Top content

Outgoing links »

Linked domains EFI* Gathel’Up
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Ultimate Guide on How to Find and Reply to
Google Reviews

B

Your business on Google

rofile Read reviews Mess
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http://www.youtube.com/watch?v=zaNwXjs9CTA

HOW DO YOU WIN IN 20247?




Takeaways to help you win in 2024

e Double-down on
fundamental practices
e Be open to the future

e Focus he B ,H‘e l

e Prioritize good IT'S ABOLD STRATEGY, COTTON:
o LET'S SEE IF IT PAYS OFF FOR 'EM.
communication -

e Educate clients to the
WHY
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Thank You

Mike Blumenthal
mblumenthal@nearmedia.co

Newsletter: www.nearmedia.co/subscribe/
Podcast/vlog: www.nearmedia.co/memo/

Colan Nielsen
Sterling Sky’s YouTube and newsletter:



http://www.youtube.com/c/SterlingSkyInc
http://www.sterlingsky.ca/newsletter/

