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There is a specific moment this whole book is about, and it lasts about eight seconds.

It is a Tuesday night in February. A homeowner walks down into the basement in socks and steps into an inch of cold water. A pipe let go behind the water heater. This person does not know a plumber. They have never needed one. So they do what every one of your customers now does by reflex. They pull out their phone and they type three words: plumber near me.

What happens in the next eight seconds decides who gets a job worth several hundred dollars, and it has almost nothing to do with who the best plumber in town is.

Three businesses appear in a boxed section near the top of the screen. Each one shows a name, a star rating, a review count, and a button that says Call. The homeowner’s thumb is already moving. They tap the first business that looks legitimate, usually whichever one has a decent rating and more than a handful of reviews, and if a live human answers, the job is effectively gone. They will not scroll. They will not open a second tab. They are standing in cold water in their socks and they want the problem to stop.

That boxed section has a name. It is called the local pack, and it is generated almost entirely from something called a Google Business Profile. If your business is not one of those three, you did not lose that job to a better plumber. You lost it to a plumber with a better profile. Those two things are not the same, and the gap between them is the most winnable gap in your entire marketing budget.

I want to tell you something that should first make you a little angry and then make you optimistic. Most of your competitors have no real idea how any of this works. Somebody set up a profile years ago, or a nephew did it, or a marketing company they later fired did it, and it has been sitting there half finished ever since. Wrong hours. Three photos from 2019. A category that does not match the work they actually do. Eleven reviews they have never once responded to. They are ranking on inertia and on plain physical closeness, nothing more. That is the competitive field you are standing on. You do not have to outspend anyone. You have to do the specific, unglamorous work in this book that your competition is too busy or too intimidated to do.

Let me be honest about who I am and why I wrote this. I have spent years setting up, cleaning up, and rescuing these profiles for contractors, and the mobile trades in particular. HVAC, plumbing, and electrical have their own set of quirks that generic marketing advice gets flat wrong. A plumber is not a coffee shop. You do not have a storefront that customers walk into. You drive to them. That single fact changes how you should set up your profile, how you define where you work, how you get yourself verified, and why a good half of the advice floating around online will actively hurt your ranking if you follow it. This book is written for the trade you are actually in, by someone who has done this work a few hundred times and has watched what happens over the following months.

A few promises about how this is going to go, because I want you to trust the pages ahead.

I am not going to pad this. There are books on this subject that run three hundred pages to say what fits in a good deal less, because they are being sold by the weight. I would rather give you a book you actually finish. That said, this is a thorough handbook and not a pamphlet. When a chapter goes deep, it is because the topic rewards depth. When a chapter is shorter, it is because the topic is genuinely simple and I am not going to waste your evening dressing it up.

I am not going to show you screenshots of the Google dashboard. I know that sounds backward for a how-to book, so here is my reasoning. Google redesigns that dashboard constantly. Buttons move. Menus get renamed. Whole features appear and vanish. A book full of screenshots is out of date the week it is printed, and there is nothing more useless than a step-by-step guide whose steps no longer match your screen. Instead I describe what you are looking for and where it tends to live, in language that survives the redesigns. When I tell you to open the part of your dashboard where you edit your business information, you will find it, whatever they happen to be calling that button this quarter.

I am not going to promise you the number one spot. Anyone who guarantees that is either lying to you or about to get your profile suspended. What I can tell you, and what I have watched happen over and over, is that the contractors who do this work well pull ahead of the ones who do not, often dramatically, and that the work costs nothing but your attention and a little consistency.

And I am not going to assume you have a marketing background. If you can run a service business, you have every bit of the intelligence this requires. The only thing between you and a profile that beats your competition is knowing which details matter and which are a waste of your time. That is all this book really is. It is the short list of what matters, in the order you should do it, explained by someone who has made the mistakes already so you do not have to.

Here is how I would use this book if I were you. Read it start to finish once, without your laptop open, just to get the whole picture in your head. Then go back to Part Two and work through it with your profile open in front of you, one section at a time. Keep the book next to you. By the end you will have a profile that does exactly what it is supposed to do, which is a simple thing. It puts your phone number in front of a person standing in a flooded basement, at the precise moment they have decided to spend money to make the problem go away.

Let us get you into that box.

	[image: ]
	 	[image: ]


[image: ]

​Part One: Why Google Business Profile Decides Who Gets the Job
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​Chapter 1: The Ranking Reality for Home Service Contractors
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Go type your own main service into your phone right now, before you read another word. If you do plumbing, type plumber near me. If you do heating and cooling, type ac repair or furnace repair. Do it on your phone and not your computer, and do it on your cellular data rather than the shop WiFi if you can manage it. You want to see what a customer standing in their kitchen sees, not what Google shows a person sitting at your business address.

Look at what comes back, from the top of the screen down. Usually there is a paid ad or two, marked with a small label that says Sponsored or Ad. Under that, on many searches, you will see a row of businesses with a green checkmark and the words Google Guaranteed. Those are Local Services Ads, and we will deal with them shortly. Then comes a map, with three businesses listed beneath it and pins showing roughly where they sit. That three-business block is the local pack, and it is the single most valuable piece of real estate in local search. Below it, finally, the ordinary blue-link results begin, the ones that nobody in an emergency ever scrolls down far enough to reach.

Now find your own business. Count how far down you have to go. For most contractors reading this, the honest answer lands somewhere between the third result you have to scroll for and not visible at all. That distance, between the top of that map and wherever you actually appear, is the exact shape of the problem this book solves.

The scale of what you are competing for

Before we talk about how to win, let me convince you the prize is real, because I have watched contractors treat their profile as an afterthought while pouring money into channels that pay them back far less.

Independent research puts the size of this opportunity into perspective. A Google representative speaking at an industry conference some years ago put the share of searches with local intent at close to half of all searches, and every consumer behavior study since has pointed the same direction. Recent surveys of consumer behavior have found that the large majority of people search online for local businesses every single week, and a meaningful slice do it every day. A good portion of those searches include the words near me. People are not paging through directories anymore. They are typing a need into a phone and tapping whatever shows up first and looks trustworthy.

Reviews, which we will spend an entire part of this book on, sit right at the center of that decision. Study after study finds that almost every consumer reads reviews before choosing a local business, and that the overwhelming majority read them specifically before hiring a local service provider for the first time. Consumers commonly report reading several reviews and spending real minutes on the research before they trust a business enough to call. In the annual Local Consumer Review Survey published by BrightLocal, the share of consumers who say they read reviews regularly while browsing for local businesses has stayed high year after year, and Google remains, by a wide margin, the platform where they read them.

Put those findings together and the picture is not subtle. Your customers are on their phones, they are searching locally and often urgently, they are looking at that boxed local pack, and they are judging the businesses inside it by their star ratings and review counts before they judge them by anything else. The businesses that show up in that box, with the reviews to back them up, are catching a demand that already exists. The businesses that do not show up are simply invisible to it.

What ranking is worth to you, in the units you actually think in

Marketers love to talk about visibility and impressions. Those are abstractions that do not pay for a truck. Let me put this in the units you actually think in, which are jobs and dollars.

Run the arithmetic for your own business. Say your average job is worth four hundred and fifty dollars, which is a middle-of-the-road figure for a service call plus a modest repair across the three trades. Say you close two out of three of the people who get a live human on the phone, because a person calling a plumber at night is not really price shopping, they are problem shopping, and if you are competent and available you win most of them. Now say that showing up in the local pack for your main searches
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