
Why SEO for Local Businesses Still Matters More
Than Ever
When I started working with small companies in Lancashire, most of them told me the same
thing: "We just want to show up on Google." That sounds simple, but the reality is that ranking
well locally takes a lot more than a nice website. Over the years I have seen the same patterns
again and again. A business invests in a beautiful site, fills it with good content, and then
wonders why it does not appear when someone searches for "plumber near me" or "best
coffee in Burnley." The missing piece is almost always a structured approach to SEO for local
businesses.

Local search is different from general SEO. When someone types a query with local intent,
Google does not just look at the content on your site. It checks your Google Business Profile,
your local citations, your reviews, and a dozen other signals. If you ignore those, you are
invisible. I have helped businesses in Burnley go from page five to the Local Pack simply by
fixing their NAP consistency and cleaning up their listings. It is not magic, but it does require
attention to detail.

Start With Google Business Profile
The most important thing you can do for local visibility is claim and optimise your Google
Business Profile. This used to be called Google My Business, and some people still refer to it
that way, but the core idea is the same. Your profile is how you appear in Google Maps and the
Local Pack. If your profile is incomplete, outdated, or unverified, you are handing customers to
your competitors.

I recommend filling out every section that Google offers. That means your business name,
address, phone number, hours, categories, and a short description. Add photos regularly,
respond to questions, and post updates if the platform allows it. The more complete your
profile, the more trust signals Google picks up. And do not forget to check that your NAP
consistency matches what you have on your website and your local citations. Even a small
mismatch can confuse the algorithm.

Local Citations and NAP Consistency
Local citations are mentions of your business on other websites. They can be on directories
like Yell, Yelp, or industry-specific sites. They can also appear on local news articles, event
pages, or supplier directories. The key is that every citation uses the same name, address, and
phone number. If one listing says "Burnley" and another says "Burnley, Lancashire", that
inconsistency can hurt your rankings.



Tools like Moz Local, BrightLocal, and Yext can help you audit and manage your citations. I
have used all three at different points. Moz Local gives a solid snapshot of where you are
listed. BrightLocal goes deeper with citation building and review monitoring. Yext is powerful
for larger operations but can be overkill for a single-location business. The right tool depends
on your budget and how many locations you manage. For most small businesses in Burnley, a
manual clean-up of the top ten directories is enough to start seeing results.

Reviews Are a Ranking Factor
Google Reviews influence both your ranking and your click-through rate. A business with a four-
point-five star rating and a hundred reviews will almost always outrank one with a three-point-
five star rating and ten reviews. But the quality of reviews matters too. A flood of five-star
reviews in a week can look suspicious. Genuine, spaced-out reviews from real customers carry
more weight.

I advise clients to ask for reviews naturally. After a sale or service, send a polite email or text
with a direct link to your Google Business Profile. Do not offer incentives; that violates Google's
policies. And always respond to reviews, especially the negative ones. A thoughtful reply to a
bad review can actually build trust with potential customers who see you care about feedback.

Schema Markup and Structured Data
Schema markup is code you add to your website to help search engines understand your
content. For local businesses, LocalBusiness schema is the most important. It tells Google



your business type, location, hours, and contact information in a structured way. It is not a
ranking guarantee, but it can improve how your listing appears in search results. Rich snippets
with star ratings, opening hours, or location details tend to get more clicks.

Implementing schema does not require a developer. Many content management systems like
WordPress have plugins that add it automatically. If you use a builder like Wix, check if it
supports structured data out of the box. Just be careful not to add conflicting or incorrect
markup. A mismatch between your schema and your Google Business Profile can create
confusion for the algorithm.

Mobile-First Indexing and Core Web Vitals
Google now indexes and ranks websites based primarily on their mobile version. That means
your site must load quickly and work well on phones. This is especially important for local
search because many people search on the go. Someone standing on a street in Burnley
searching for "hardware shop near me" will almost certainly be on a mobile device.

Core Web Vitals are a set of metrics Google uses to measure user experience: loading speed,
interactivity, and visual stability. A site that scores poorly on these metrics will struggle to rank,
no matter how good your local SEO is. I have seen cases where a business had perfect
citations and a verified Google Business Profile, but still did not show up because their site
took six seconds to load on mobile. Fixing images, enabling caching, and minimising redirects
are practical first steps.



Content That Targets Local Queries
Beyond technical fixes, the content on your site needs to match what people are actually
searching for. That means using long-tail keywords that include location terms and natural
language. Instead of just "plumber", think "emergency plumber in Burnley" or "gas safe
registered plumber in Lancashire". Those phrases are less competitive and more likely to
convert because they match the searcher's intent.

Tools like Ahrefs and SEMrush can help you find which long-tail keywords your competitors are
ranking for. But do not just copy their terms. Look for gaps. Maybe no one in your area has
written a guide about choosing a roofer in the winter. If you write that guide, you become the
authority. Local content also builds your link profile. A blog post about a local event or a
partnership with another Lancashire business can earn natural backlinks from local news sites
or community pages.

Tracking What Works
SEO for local businesses is not a one-time task. It requires ongoing monitoring. I recommend
checking your Google Business Profile insights every month. Look at how many people found
you through search versus Maps, what queries they used, and how many clicked through to
your website. If you notice a drop in impressions, investigate. It could be a new competitor, a
change in Google's algorithm, or an issue with your profile.

BrightLocal and Moz Local offer reporting dashboards that track your local rankings across
different keywords. I use them to see whether my efforts are moving the needle. If a client's
ranking for "cafe Burnley" jumps from position 11 to position 4, I know the citation work paid
off. If it stays flat, I dig deeper. Sometimes the issue is a duplicate listing that Google is
merging with the wrong profile.

Avoiding Common Mistakes
One mistake I see often is businesses trying to rank for too broad a term. A single bakery in
Burnley does not need to rank for "best bakery in the UK". It needs to rank for "fresh bread in
Burnley town centre". Broad keywords attract traffic that is unlikely to convert. Local keywords
attract people who are ready to buy.

Another mistake is ignoring the Local Pack. The Local Pack is the block of three businesses
that Google shows at the top of local results. Getting into that block is the goal. It drives far
more clicks than organic results below it. To get there, you need a complete Google Business
Profile, positive reviews, and local citations that match your NAP data. Nothing else matters as
much.
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Finally, do not rely on any single tool or tactic. SEO for local businesses is a combination of on-
page content, technical health, off-page citations, and reputation management. If you focus
only on keywords and ignore your Google Business Profile, you will miss the biggest
opportunity. If you build citations but neglect Core Web Vitals, your site may still not rank.
Balance is everything.

Final Thoughts
I have worked with businesses in Lancashire and beyond, and the ones that succeed at local
search are the ones that treat it as part of their daily operation, not an afterthought. They
respond to reviews, update their listings when their hours change, and keep their site fast and
mobile-friendly. They also understand that SEO for local businesses is a long game. Results do
not come overnight, but when they do, they are durable.

If you are a small business owner in Burnley or anywhere in Lancashire, start with the basics.
Claim your Google Business Profile, check your NAP consistency across all local citations, ask
for Google Reviews, and make sure your site passes the mobile test. Use tools like Moz Local
or BrightLocal to keep an eye on your progress. And if you ever feel stuck, remember that every
improvement you make steps you closer to the Local Pack. It is not about being perfect. It is
about being better than your neighbours.


