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The goal of the 
program is to 
create a role 
and a voice for 
the DMO in 
more parts of 
the decision 
making process.

Search

Travel Guides

Trips App

Maps

YouTube

Street View



Google DMO 
Partnership Program Training

Audit & Activation

Impact
Assessment

Content Education



Understanding how visitors 
search for the destination, and 
what they see when they do.

Audit & Activation Program Deliverables:
❏ Consumer/Search Behavior Analysis
❏ Baseline Google Ecosystem Audit 
❏ GMB Completeness Audit
❏ Work Plan & Recommendations
❏ GMB Missing Data Submission
❏ Visual Content Review & Asset Submission

Audit & 
Activation



So… now what?



● Tools and Resources
○ DMO Partnership knowledge base
○ DMO issue form
○ Pixel phone
○ Google My Business Dashboard
○ Local Guides Program

● Work Plan & Step-By-Steps
○ Verification
○ Listing Information
○ Visual Assets (photos & 360s)
○ Optimization

● Measurements & Tracking

AGENDA

What we’ll 
cover today



Tools & Resources



Knowledge 
Base

https://support.google.com/streetview_trusted/answer/7661048?hl=en&ref_topic=7623484 

https://support.google.com/streetview_trusted/answer/7661048?hl=en&ref_topic=7623484


DMO Issue 
Form

https://support.google.com/streetview_trusted/contact/dmo 

https://support.google.com/streetview_trusted/contact/dmo


Supplied Pixel Phone
Used for: 

● Trusted Verifier App

● Photo Capture

● Photo Uploads

● Street View Capture

● Street View Upload

● GMB Dashboard (Mobile)

Preloaded with your 
account and whitelisted 
apps. 

Data only sim (no phone 
number) supplied for 12 
months. 



Google My Business 



This is the
Knowledge Panel 
It contains everything 
Google knows about 

a business. 



This is the
Knowledge Panel 
It contains everything 
Google knows about 

your business. 



Search

Travel Guides

Trips App

Maps

YouTube

Assistant

Daydream VR

Lens

Hotel Finder

Flights

Street View

Waze



Views on Google Search:

252,397
Website Visits

11,585 
Views on Google Maps:

11,082,365 
1000x!

Information provided by Nicole Woods for Independence Visitor Center Corp.



https://business.google.com 

https://business.google.com


Local Guides Program



>50,000,000 Local Guides Worldwide

700,000+ Places Added/Mo.

Median response time 20m





Contributions to your Business 
Information including:
● Reviews
● Ratings
● Photos
● Videos
● 360s
● Answers
● Edits
● Places
● Facts
● Questions & Answers





15 Million Views on 200 Photos



Organize Meetups 
with Local Guides to 
support local 
businesses

● Bar/Restaurant 
crawl

● Photo walk
● Tours of new 

businesses

Invite has to be a 
person, but event 
can be “sponsored 
by the CVB”. 

https://www.localguidesconnect.com/  

https://www.localguidesconnect.com/


The Work Plan



Work Plan Checklist
❏ Flag irrelevant or low-quality images in the photo 

galleries of popular POIs

❏ Create new images for POIs that are 
underrepresented and upload via maps

Optimization

❏ Identify technical issues and other bugs within 
products and flag to google via form

❏ Optimize articles around appropriate keywords 
related to your destination in travel guides.

❏ Optimize YouTube titles, descriptions and tags. 
Add additional video content if available

❏ Implement structured data/schema data on 
events and other pages of your website

❏ Optimize images on your site

❏ Utilize Posts on Google program to expand 
organic exposure for events, etc.

Verification

❏ Identify listings that should be claimed by the 
DMO and begin to proactively manage content

❏ Assist unverified partners with verification

Listing Information

❏ Add missing information for Top Sights and GMB 
listings

❏ Identify and flag duplication in Top Sights

❏ Add missing listings to Google Maps

Visual Assets (Photos & 360s)

❏ Identify and upload owned assets to relevant 
listings

❏ Identify and upload destination “generic” 
owned assets and upload to Google Maps



❏ Identify listings that should be 
claimed by the DMO and begin 
to proactively manage content

❏ Assist unverified partners with 
verification

Verification



And in this column 
of the GMB Audit 
document. 

Look for 
claimable 
businesses in this 
column of the Top 
Sights Audit 
document. 



Verification 
Status
Between the Top Sights 
and GMB Audits, we 
found 43 listings that are 
claimable, but haven’t 
yet been claimed. 

Ala Mar Motel
Andree Clark Bird Refuge
Arlington Plaza
Arroyo Burro Beach County Park
Babcock Winery & Vineyards
Bouchon Santa Barbara
Casa de la Guerra
Channel Islands National Park
Chase Palm Park
Chumash Painted Cave State Historic Park
Douglas Family Preserve
Goleta Beach Park
Hangar SB LLC
Hollister Brewing Company
Kids World
Knapp's Castle
Land Shark
Leadbetter Beach
Lookout Park
Mission Rose Garden
Mission Santa Barbara
Moreton Bay Fig Tree
Old Spanish Days Carriage
Rancho San Marcos Golf Course
Rattlesnake Canyon Park

Relevé Unlimited
Rocky Nook Park
Sandpiper Golf Club
Santa Barbara Architectural Foundation
Santa Barbara Center for the Performing Arts
Santa Barbara County Courthouse Gardens
Santa Barbara Museum Of Art
Santa Barbara Vintners
Santa Barbara Waterfront Department
Santa Barbara Winery
Shoreline Park
Spanish Garden Inn
Stearns Wharf
Superior Court Of California County Of Santa 
Barbara
The Cabanas, Santa Barbara
The Club & Guest House At UC Santa Barbara
The Granada Theatre
Youth Interactive



Evaluate 
businesses that 
are claimable to 
determine if they 
can/should be 
claimed by the 
DMO, or of they 
are owned 
businesses that 
need help getting 
verified. 

DMO Owned: 
Office is claimed 

but other locations 
may be relevant

Privately Owned: 
Owner/operator 
may need help 

claiming

Public Unmanaged:
Potentially 

claimable by the 
DMO depending 
on relationships



Use “normal” verification process, or use 
Miles Support to perform instant verification. 

Do not use Trusted Verifier for your own 
listings. 

Contact the owners and offer to help them 
get verified using the Trusted Verifier App on 

your supplied Pixel phone. 

Make two lists of unclaimed businesses. 

1. Listings that the DMO owns, 
or that are unmanaged public 
listings that the DMO wants to 

be responsible for. 

2. Listings that are privately 
owned, and are important to 

tourism. 



Trusted Verifier Step-By-Step



What is “Trusted Verifier?”
Trusted Verifier is a “whitelist” (invite-only) 
application available through the Google Play 
store. It was piloted as part of a chamber of 
commerce program in 2016 called “Let’s Put Our 
Cities on the Map”. Trusted Verifier allows 
approved accounts to instantly verify listings for 
businesses in person. 



Knowledge 
Base



DMO Trusted 
Verifier Training



DMO Trusted 
Verifier “Quiz”

https://support.google.com/streetview_trusted/answer/7629025?hl=en&ref_topic=7623484



Joining the Beta: Http://g.co/TrustedVerifierApp and install the app. 

http://g.co/TrustedVerifierApp


Does the 
business exist, 
and is it 
verified 
already? 

1.



OPEN A BLANK BROWSER WINDOW: In 
Chrome on a laptop or desktop 
computer (not a phone or tablet), 
click in the upper right corner to 
display the users panel, select 
“Guest”. This clears all login, cookies, 
users, etc. from the browser.
(You can also use incognito mode if 
you prefer)

2.



At this point, 
have the 
business 
owner sit 
down at the 
laptop. 



OWNER LOGIN: 
Go to this address in the browser: 
https://business.google.com/add/tv 
Ask the business owner to login to the 
Google account that will become the 
owner of the listing.

3.

https://business.google.com/add/tv


https://business.google.com/add/tv 

Just to reiterate - you MUST start the process with this 
URL. If you don’t you won’t have the “in-person” option 
to verify and it may prevent the owner from accessing 
that option even if you start over again. 

Important!

https://business.google.com/add/tv


BUSINESS NAME SEARCH: 
Once the owner is logged in, search 
for the business name. As you type 
you’ll get suggestions, what you want 
to do is click the suggestion below the 
search field to continue. If there 
aren’t any suggestions - you can still 
verify, but you’ll have to type the full 
information in. Note that not all 
businesses CAN be verified this way. 

4.



ADDRESS CLARIFICATION: 
In some cases, you’ll be asked to 
clarify address information. 

5.



CATEGORY: 
In some cases, you’ll be asked to 
select a business category. The 
categories are limited and fixed by 
Google - you can’t add to them. You 
can however select multiple 
categories later on to try to best 
represent the business. 

6.



PHONE & WEBSITE: 
Add or skip depending on how much 
time you have. Owners can always 
add these later. 

7.



NOTIFICATIONS: 
Best to click “Yes” here, the owner 
can always change their notification 
settings once they log in.

8.



Just hit “continue” here. 

9.



VERIFICATION:
The next dialog includes the available 
methods of verification. If “In person” 
is grayed out, the business category is 
not valid for instant verification and 
another method must be used. Select 
“Verify” next to “In person” to 
proceed.

10.



VERIFICATION:
The next dialog shows the QR Code 
that you will need to scan in your 
Trusted Verifier App to complete the 
verification.

11.



This is the only 
part that 
requires the 
phone. 



VERIFIED, you can 
move on to the next 
person. Close the 
browser window and 
restart from the 
beginning.



Trusted Verifier

Potential Verification Issues



CREATING A GOOGLE ACCOUNT: If 
the business owner doesn’t have an 
existing Google account, have them 
set one up here: 
https://accounts.google.com/SignUp
?service=accountsettings. Note that 
you can switch between an @gmail 
account and an existing email 
account with the link under the 
username field. Note though that 
some products will require a 
gmail.com address. 

https://accounts.google.com/SignUp?service=accountsettings
https://accounts.google.com/SignUp?service=accountsettings


LOST PASSWORD: If the business owner 
has an account, but has lost or 
forgotten the password, use the 
recovery options here: 
https://accounts.google.com/signin/v2/
usernamerecovery?service=accountset
tings&passive=1209600&osid=1  to try to 
reclaim the password. There are several 
steps available and the recovery 
answers will depend on how the 
account was set up. If the password for 
the account isn’t recoverable, create a 
new account, complete verifying the 
business and the business owner can 
transfer ownership of the business to a 
different user later, if and when they 
recover the password.

https://accounts.google.com/signin/v2/usernamerecovery?service=accountsettings&passive=1209600&osid=1
https://accounts.google.com/signin/v2/usernamerecovery?service=accountsettings&passive=1209600&osid=1
https://accounts.google.com/signin/v2/usernamerecovery?service=accountsettings&passive=1209600&osid=1


PREVIOUSLY REQUESTED A VERIFICATION: 
If the business owner has previously 
requested verification via postcard, 
you’ll need to invalidate that pending 
verification before you can access 
Instant Verification. In the Business 
owner’s GMB account there will be a 
blue bar across the top that ends with 
either: 
“... learn more [Enter Code],” in which 
case click the “Enter code” button and 
enter “00000” five times to invalidate 
the postcard verification. Return to 
section IV to complete verification. 
“... I don't’ have a code [Enter Code],” 
in which case click “I don’t have a 
code” and then return to section IV.



BUSINESS IS VERIFIED, BUT WE DON’T 
KNOW TO WHOM: To learn who the 
business is currently verified to, 
complete the search, but instead of the 
dialog shown earlier you will see this 
dialog, which shows a portion of the 
verified email. If the business owner can 
recognize the email from that portion, 
proceed with one of the other steps 
here to login with that account.



This process of requesting ownership 
can be lengthy, so it is preferable for the 
business owner to locate the email and 
password another way. At this point in 
the process, no verification can be 
performed.



Trusted Verifier

Usage Rules and Notes







❏ Add missing information for Top 
Sights and GMB listings*

❏ Identify and flag duplication in 
Top Sights

❏ Add missing listings to Google 
Maps

*Miles will work on these items on your behalf as part of your 
Program scope.

Listing 
Information



Use the Missing 
Data tab to isolate 
listings in your 
destination that 
need updated 
information. 

Look for missing data in these columns of the audit documents





Evaluate 
possible 
duplicates 
within Top 
Sights 
(highlighted 
in the audit 
document in 
yellows/oran
ges).



Use the DMO 
Issue Form to 
flag issues like 
duplicate 
locations.

https://support.google.com/streetview_trusted/contact/dmo 

https://support.google.com/streetview_trusted/contact/dmo


Add Missing Places to Maps



This tab shows business listings provided by the DMO that do not 
appear on Google Maps. These are opportunities to improve both 
maps and the exposure for these businesses by adding their 
information to the maps product. 





❏ Identify and upload owned assets to 
relevant listings*

❏ Identify and upload destination 
“generic” owned assets and upload to 
Google Maps*

❏ Flag irrelevant or low-quality images in 
the photo galleries of popular POIs*

❏ Create new images for POIs that are 
underrepresented and upload via maps

*Miles will work on these as part of your Program scope, but they 
are also things that can be part of ongoing program efforts.

Visual Assets
(Photos & 

360s)



Uploading Owned Assets to Existing 
Map Listings



● Only upload photos you created or own the complete 
rights to - nothing with a limited license or that requires 
crediting someone else. 

● Upload at least 4K images (3840x2160) which is about 9 
megapixels. 

● Don’t use highly processed images - edits should be limited 
to basic adjustments: color, contrast, saturation, etc.

● You are allowed to add caption/credit/logo to the 
images, as long as they occupy less than 10% of the total 
area along one side but they don’t tend to perform as 
well. 

● Avoid identifiable faces whenever possible. 

● Preference images with bright colors and contrast. 

Visual Asset 
Requirements



Web 
SERP or 
Maps



Mobile 
Maps App



Mobile 
Local Guide 
Contributions



Mobile 
Photos App



Uploading Destination “Generic” 
Images to Maps



Posting Photos to generic 
city/region etc.
The photos in the header of 
your Travel Guide are 
currently being pulled from 
all maps (Local Guide) 
contributions. This is good, 
because it means your 
contributions have a shot at 
displacing images in the 
header. BUT, there’s only one 
method currently for 
uploading images that will 
place them in competition 
for the header, and it’s not 
super easy. 



Select images 
that aren’t of a 
single place - 
look for aerials, 
skylines, broad 
landscapes, etc. 



● Start with the 
“photos” app 
on the Pixel 
phone. 

● Select one or 
more photos 
then share

● then select 
“Add to Maps”. 



● Click the name 
in blue at the 
top of the 
screen where 
Google *thinks* 
the image was 
taken.

● Select 
“Somewhere 
else” at the 
bottom. 

● Start typing the 
name of the 
city, region or 
state in the 
search box. 



● Click the name 
of the 
destination in 
the suggestions 
list.

● Click “Select”
● Click the submit 

button. 

● You’ll get a 
confirmation 
message and 
you’re done.



Note that this 
approach can also 
work for 360 images, 
this example shows a 
DMO created 360 in 
the default spot for a 
city-wide KP in Maps.  



Flagging Irrelevant Content for 
Removal From High Priority Listings









DMO Issue 
Form

https://support.google.com/streetview_trusted/contact/dmo 

https://support.google.com/streetview_trusted/contact/dmo


Creating New Content



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 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. 



10X
111,277 views 10,757 views



Pixel camera excels in lower/mixed light situations



Photo Best Practices
● Only upload photos you created or own 

the complete rights to. 

● Upload at least 4K images (3840x2160) 
which is about 9 megapixels - the Pixel 
phone shoots 12 megapixel images.

● Don’t use filters - limit your edits to color, 
contrast, saturation, etc.

● Don’t composite images. 

● You are allowed to add 
caption/credit/logo to the images, as long 
as they occupy less than 10% of the total 
area along one side but they don’t tend to 
perform as well. 

● Avoid identifiable faces, or carry release 
forms. 

Some Basic Photo Tips
● Shoot mostly horizontal images - the 

products make much better use of them 
than portrait images.

● Zoom with your feet - don’t ever use the 
digital zoom on the phone.

● Keep your vertical and horizontal lines as 
straight as possible. 

● Use a tripod if you can. 

● Have an obvious point of interest. 

● Avoid artistic angles, textures and 
close-ups. 

● Avoid seasonal images, unless that’s 
relevant to the location you’re shooting. 

https://www.localguidesconnect.com/t5/News-Updates/How-t
o-Upload-Great-Photos-to-Google-Maps/ba-p/98729 

https://www.localguidesconnect.com/t5/News-Updates/How-to-Upload-Great-Photos-to-Google-Maps/ba-p/98729
https://www.localguidesconnect.com/t5/News-Updates/How-to-Upload-Great-Photos-to-Google-Maps/ba-p/98729


Keep horizontals and verticals straightTip

vs.



Turn on grid in 
your camera 
app.

Tip



Use HDR 
setting

Tip



Shots without 
obvious 
people are 
preferable  - 
avoids 
blurring of 
faces

Tip



● El Presidio de Santa Bárbara State Historic Park (p,t)
● Leadbetter Beach (p,t)
● Shoreline Park (p)
● Santa Barbara Museum of Natural History Sea Center (p,t)
● Alice Keck Park Memorial Gardens (p,t)
● Visit Santa Barbara (p,t)
● Douglas Family Preserve (p,t)
● Chumash Painted Cave State Historic Park
● Chase Palm Park (p,t)
● Andree Clark Bird Refuge (p,t)
● Goleta Beach Park (p,t)
● Moreton Bay Fig Tree (p)
● Santa Barbara County Courthouse Gardens (p)
● Elings Park (p,t)
● Santa Barbara Waterfront Department (p,t)
● Museum of Contemporary Art Santa Barbara (p,t)

● Lookout Park (p)
● Land Shark (p,t)
● Rocky Nook Park (p,t)
● Old Spanish Days Carriage (p,t)
● Casa de la Guerra (p,t)
● Mission Rose Garden (p,t)
● Santa Barbara Zoo (t)
● Santa Barbara Botanic Garden (t)
● Santa Barbara Museum Of Art (t)
● Santa Barbara Museum of Natural History (t)
● Alameda Park (t)
● Santa Barbara Historical Museum
● MOXI, The Wolf Museum of Exploration + Innovation (t)
● Rattlesnake Canyon Park (t)
● Kids World (t)
● Santa Barbara Maritime Museum (t)
● Deep Sea Tasting Room (t)

The following locations were identified during the Audit as having low-quality photos (or no photos at 
all). Locations in need of better still photos are indicated with (p), and locations that could use better 
360 images are indicated with (t).

Top Sights Locations with Poor/Missing Photos or 360s



● Arlington Theater Santa Barbara (t)
● Blush Santa Barbara (p, t)
● Brophy Bros (t)
● Carr Winery (t)
● Paseo Nuevo (p)
● Santa Barbara Harbor (p)
● Santa Barbara Mission (p)
● Santa Barbara Winery (p, t)
● Stearns Wharf (p)
● Agave Inn Santa Barbara (p, t)

● Avania Inn of Santa Barbara (p, t)
● Beach House Inn Santa Barbara (p, t)
● Castillo Inn at the Beach (p, t)
● Harbor View Inn Santa Barbara (t)
● Holiday Inn Express Santa Barbara (t)
● Hotel Indigo Santa Barbara  (t)
● Pacifica Suites (p, t)
● Santa Barbara Inn (t)
● Simpson House Inn Santa Barbara (t)
● Spanish Garden Inn Santa Barbara (t)

The following locations were identified during the Consumer Behavior Analysis as having low-quality 
photos (or no photos at all). Locations in need of better still photos are indicated with (p), and locations 
that could use better 360 images are indicated with (t).

CBA Locations with Poor/Missing Photos or 360s



❏ Identify technical issues and other bugs within 
products and flag to google via form

❏ Optimize articles around appropriate 
keywords related to your destination in travel 
guides.

❏ Optimize YouTube titles, descriptions and 
tags. Add additional video content if 
available

❏ Implement structured data/schema data on 
events and other pages of your website

❏ Optimize images on your site

❏ Utilize Posts on Google program to expand 
organic exposure for events, etc.

Optimization



Identify Technical Issues and Other 
Bugs within Products and Flag to 

Google Via Form



You may find 
technical issues 
with products, or 
have an issue 
with a listing that 
can’t be solved 
with content 
tactics. 
Duplication of 
listings in Top 
Sights is a good 
example. 



Selecting a 
category here 
will help to get 
the message 
directed to the 
appropriate 
team within 
Google. 

https://support.google.com/streetview_trusted/contact/dmo 

https://support.google.com/streetview_trusted/contact/dmo


Generally you’ll 
get a response 
within a day or 
two from one of 
the support team 
staff. 



Article Optimization How To



Review the categories at 
the top of the articles 
present in the Articles block

Note the focus keywords in 
the titles of the articles 
present in the Articles block. 
Try a few searches for priority 
keywords to see whether the 
article that ranks also 
appears in the top three 
results of the SERP for that 
query. 

1.



Identify articles on your own 
site that are aligned with 
those categories and 
keywords. If one or more of 
your articles already appear 
in the search results you tried 
earlier than those should be 
your initial focus because 
they are close to success. 

2.



Review the priority articles you’ve selected on your site and identify where 
there may be opportunities to improve the search optimization:

● Page title and H1 tag include a target keyword? Could they be 
improved by strengthening the presence of the keyword? 

● Use subheadings to break up sections of text and wrap those 
subheadings in H2 or H3 tags.

● Improve quality of the content expanding relevant information in the 
article body. 

● Improve internal links to the article, and increase the number of 
external domains linking to that piece of content.

● If a competitor’s content is outranking you in search it may also be 
helpful to review their content to better understand whether there 
are specific tactics they are using to improve the discoverability of 
their content. 

3.



Use a keyword rank 
monitoring tool, or test the 
keyword query in an 
anonymous browser window 
to see whether you’ve 
gained position on the 
page. 

4.



Video Optimization How To



YouTube Recommendations

● The DMO has one video that is 
ranking in the Videos block of 
Google’s Travel Guide. 

● The DMO does not rank any 
videos in the top 25 search 
results for “Things to do in 
Santa Barbara” or “Santa 
Barbara.”

● There are opportunities to 
improve optimization of videos 
within the DMO channel



Videos
● The Google ecosystem 

favors longer, more 
information-rich 
content than social 
channels.

● Videos in the Travel 
Guide are usually 2-6 
minutes. 

● Feature text overlays 
and/or voiceovers 
giving an introduction 
to the destination or 
overview of popular 
attractions and 
activities.



Review your existing video 
content to identify content 
with the best opportunity to 
rank. These should be the 
initial focus for optimization.

Think about the title structure 
of videos and the  keywords 
that users would search to 
find that kind of content. 
“Things to Do”, “Best 
Restaurants” and “Travel” 
are all good general search 
terms to start with. 

1.



● Video title is a key 
opportunity to improve 
ranking

● Ensure the destination 
name is always included. 
Incorporate other 
keywords where relevant.

● High correlation between 
using “Travel” in titles and 
ranking in Google Travel 
Guide video block 

● Choose videos that are 
more informational in 
nature

● Restructure titles as 
needed. 

OPTIMIZATION:

Video Titles



● Use description to 
highlight video contents 
and supporting 
information.

● Incorporate relevant 
keywords in a natural 
way (don’t stuff).

● Aim for 200 words 
minimum to add extra 
weight in search.

● Linking from videos to 
relevant content on 
your website adds 
weight and authority.

OPTIMIZATION:

Descriptions



● Channel and video 
engagement influence 
visibility within Google’s 
product ecosystem

● Channel engagement 
includes number of 
subscribers and total 
videos from a channel 
watched by a user

● Video engagement 
includes watch time, 
shares and likes.

● Incorporate calls to 
action pushing viewers 
to subscribe, share, or 
comment 

OPTIMIZATION:

Engagement



Utilize Posts on Google Program to 
Expand Organic Exposure



Search Posts (or Posts on Google) is 
an opportunity to share content 
directly on search engine results 
pages in the Knowledge Panel for 
the city.

Post appear anywhere a KP 
appears for your destination - 
typically “destination name”  or 
“destination name + state 
abbreviation” 



Search posts also show 
up as articles in the 
Google app’s news 
feed feature. 



When you’re logged into 
the CVB account, you 
can access Posts via the 
Knowledge Panel, or you 
can use the link below. 

It provides an easy-to-use 
content management 
system that you can use 
to post photos, videos, 
events and more. 

https://posts.google.com/author 

1.

https://posts.google.com/author


Choose a post type here, 
some examples of the 
various types in the next 
few slides. Note that the 
“event” type is the only 
post type that allows any 
kind of dollar figure or 
pricing - all other types 
will be rejected if you 
include a “$” or “% off”. 

https://posts.google.com/author 

2.

https://posts.google.com/author


You can add text to the post. 
The post front-end will display 
up to 85 characters before it 
truncates, but Posts can be 
longer than that.   

You can also add links (with 
analytics tracking codes) to 
the text of your post. This is 
one of the few opportunities 
where you can drive traffic 
directly to your owned 
channels from the Google 
product ecosystem. 

3.



You can add video to a 
post using YouTube video 
links. Or you can add 
photos from your desktop. 
You can create a 
slideshow that includes up 
to 10 images.    

After you’re done with the 
content, there’s 
functionality to preview the 
post before it goes live.    

4.



There are also 
scheduling tools. A 
post will be live for 7 
days, but you can set 
it to end sooner than 
that. You can also 
schedule posts to go 
live in the future (up to 
a week in advance).   

Extend lifespan to 14 
days for a post.     

5.



Be sure to follow 
Google’s policies for 
external content. It’s 
important to focus on 
content that is 
aligned with what 
users want. Posts 
shouldn’t be used for 
sales, deals or special 
offers.      

6.



Some Posts Examples



Stories - series of 
photo “cards” with 
captions.



Articles - mixing 
colorful photos and 
information about 
upcoming festivals 
has broad appeal for 
both locals and 
visitors.



• Polls, Events and GIFs (as content types) tend to produce the 
highest engagement from users. 

• Keeping two Posts live at a time will maximize view rate for your 
content.  More than two will reduce viewability of oldest post.

• Use content that will grab people’s attention: bright colors, higher 
saturation, etc. 

• Searchers have destination intent, but represent a broad range of 
interests and informational needs. 

• Space out posts so that pieces of content get at least 3-4 days in the 
lead position to maximize results. 

• Post early in the week if you’re promoting something the following 
weekend. We saw surprising levels of visibility Sun-Tues.

• Seasonally relevant content often generates higher engagement 
than evergreen content. 

• Don’t be afraid to use more text than will display, but be clear 
about subject matter above the fold so users can decide whether to 
engage.

• Use clear calls to action for hypertext links: “Learn More” etc. 

Posts Best 
Practices



Measurements & Tracking



Views for maps 
contributed content 
are available under 
“Your contributions” 
sortable by either 
date posted or total 
views. 

There is no date filter, 
so if you want to chart 
growth over time 
remember to capture 
your numbers 
monthly. 

https://maps.google.com 

https://maps.google.com


Data on your 
corrections and 
additions to business 
information is 
available under Edits, 
though there is no 
total count. Note that 
not all edits will be 
approved - they can 
be rejected by the 
owner or by Google’s 
algorithm. 



Use the Street View 
app on the Pixel 
phone to see data 
about driving street 
view, including total 
approved images, 
total views and most 
popular images. This 
will also show any 
individual 360 images 
you submitted via the 
SV app or via maps. 



Posts data

Views

Interaction rate
https://posts.google.com/author 

https://posts.google.com/author


Maps, Local Guides, GMB and Posts (search team) all 
send weekly or monthly summary emails for your 
contributions as well. 



It’s worth checking 
these emails, they 
often have useful 
summary stats you 
can easily screenshot 
and add to your 
board presentations. 



Work Plan Checklist
❏ Flag irrelevant or low-quality images in the photo 

galleries of popular POIs

❏ Create new images for POIs that are 
underrepresented and upload via maps

Optimization

❏ Identify technical issues and other bugs within 
products and flag to google via form

❏ Optimize articles around appropriate keywords 
related to your destination in travel guides.

❏ Optimize YouTube titles, descriptions and tags. 
Add additional video content if available

❏ Implement structured data/schema data on 
events and other pages of your website

❏ Optimize images on your site

❏ Utilize Posts on Google program to expand 
organic exposure for events, etc.

Verification

❏ Identify listings that should be claimed by the 
DMO and begin to proactively manage content

❏ Assist unverified partners with verification

Listing Information

❏ Add missing information for Top Sights and GMB 
listings

❏ Identify and resolve duplication in Top Sights

❏ Add missing listings to Google Maps

Visual Assets (Photos & 360s)

❏ Identify and upload owned assets to relevant 
listings

❏ Identify and upload destination “generic” 
owned assets and upload to Google Maps



Thanks!


