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Read This First
If you own a local business and your website isn't bringing in customers, you're not alone — and it's

almost never because Google has something against you.

In nearly every case we've audited, the same handful of issues are quietly holding the business back.

They're not glamorous. They're not hidden in some secret algorithm. They're fixable. But until they get

fixed, your website will keep losing to competitors who often have weaker products and less

experience than you do.

This guide walks through the seven most common reasons local business websites fail to rank — in

plain English, with no jargon and no fluff. Each one includes a quick way to check if it's affecting your

site, plus a clear next step.

"If your competitors are showing up first and you're not, it's usually fixable in

less than a month."

Read it cover to cover, or skip to the section that sounds most like your situation. Either way, you'll

come out of it knowing more than 95% of business owners about why some sites win and others

don't.

Let's get into it.
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REASON 01

Google Doesn't Know What You Do
Here's a quick experiment. Open your website in a new tab and look at the very top of the browser —

the little tab label that shows the page name. What does it say?

If it just says your business name, or worse, looks like "mybusiness – mybusiness," you've found the

single most common reason small business websites underperform in search.

That tab label is called the "title tag," and it's one of the strongest signals Google uses to figure out

what your business is. If yours doesn't mention what you sell or where you're located, Google has to

guess — and Google doesn't guess in your favor.

The same goes for the big headline at the top of your homepage. If it's just a logo, or a vague phrase

like "Welcome" or "Home," you're leaving the most valuable real estate on your site empty.

What good looks like

Your title tag should read like a complete sentence describing what you do and where:

Bad:  Smith's Bakery – Home

Good: Smith's Bakery | Fresh Sourdough & Pastries in Brooklyn, NY

QUICK TEST

Right-click your homepage and choose "View Page Source." Press Ctrl+F (Cmd+F on Mac) and

search for "<title>". Read what comes after it. If it doesn't describe what you do and where you are,

this is costing you traffic right now.
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REASON 02

Every Page Says the Same Thing
When someone Googles your business and your website appears, they don't just see a link — they

see a short paragraph of text underneath it. That paragraph is called a "meta description," and it's

your one chance to convince a stranger to click on your site instead of a competitor's.

Most small business websites have one of two problems:

• Problem A: Every single page on the site has the exact same description — the homepage, the

about page, the products page, all identical.

• Problem B: There's no description at all, so Google grabs whatever random text it can find from

the page and shoves it into the search result.

Either way, you're leaving the click-through decision up to chance. Worse, when descriptions are

identical, Google often ignores them and writes its own — which usually doesn't mention the things

that would actually make someone want to visit you.

What good looks like

Each major page on your site should have its own unique description, written for the specific shopper

who would land there. The homepage describes your overall business. A category page describes

that category. A location page describes that location.

"Generic descriptions are like having one elevator pitch for every situation. It

works for nobody."

QUICK TEST

Search for your business on Google. Then click the second result down (any internal page of your

site). Compare the two text blurbs underneath each result. If they're identical or nearly identical,

you have a meta description problem.
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REASON 03

You're Invisible in Local Search
When someone in your town searches for what you sell — "coffee shop near me," "dry cleaner [your

zip]," "best pizza [your neighborhood]" — Google shows a special box of three local businesses with

a map. That box is called the "local pack," and showing up in it is worth more than any other position

on the page.

Why? Because most people don't scroll past it. They tap one of the three businesses, get directions,

and that's the entire decision. If you're not in those three slots for searches that should bring you

customers, you might as well not exist.

Most small business owners assume getting into the local pack is mysterious. It's not. There's a

specific list of signals Google looks at, and most local businesses have at least three of them broken

or missing entirely.

What gets you into the local pack

• A complete and active Google Business Profile (the listing that shows your hours, photos, and

reviews)

• Your business name, address, and phone number formatted identically across your website,

Google, Yelp, Facebook, and other directories

• Hidden code on your website that explicitly tells Google your business address, hours, and

category

• A steady stream of customer reviews — not just one big batch from years ago

• Photos uploaded to your Google Business Profile within the last six months

The good news: each of these is fixable. The hidden code piece (called "structured data" or

"schema") is the one most businesses miss — and it's often the difference between showing up in the

local pack and not.

QUICK TEST

Open Google in an incognito browser window and search for your main service plus your city

("accountant in Cleveland", "florist in Tampa"). Are you in the top three local results? If not, this is

almost certainly a fixable problem — not a competitive one.
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REASON 04

Your Address Is Written 5 Different Ways
This one sounds too small to matter. It's actually one of the biggest reasons local businesses lose to

less-experienced competitors.

Google checks your business name, address, and phone number against every place those details

appear online — your website, your Google Business Profile, Yelp, Facebook, the Chamber of

Commerce, your industry association, every directory you've ever been listed in. If any of them

disagree, Google gets less confident that you're a real, established business.

And when Google is less confident, it shows your business less often.

The most common version of this: your website footer says "123 South Main Street." Your Yelp listing

says "123 S. Main St." Your Facebook page says "123 South Main St." Your Google Business Profile

uses your old address from when you moved three years ago.

To you, those are obviously the same business. To Google, those are four signals of varying

confidence — and it's splitting your local-search authority across all of them.

What good looks like

Pick one canonical version of your name, address, and phone number. Use it identically everywhere.

Spelled-out ("South Main Street") is generally better than abbreviated ("S Main St") because it

matches how customers naturally type it.

"Consistency isn't glamorous. It's just one of the few things that quietly

outranks half your competition."

QUICK TEST

Search Google for your business name. Look at the side panel that pops up on the right. Does the

address match what's in your website footer? Does it match your Yelp page? Your Facebook? Any

inconsistency you find is costing you visibility.
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REASON 05

Your Pages Don't Have Enough Words
This sounds counterintuitive in 2026. People scroll. People skim. Nobody reads anything anymore.

Why would adding more words to your page help?

Because Google still has to figure out what each page is about — and it figures that out by reading

the words on the page.

Here's a pattern we see constantly: a small business has beautiful product or service photos, a clean

homepage, and category pages that go straight into a grid of items. There are no descriptions. No

context. No reason to land there other than to look at pictures.

The problem isn't that the pages look bad. The problem is that Google has nothing to work with. If

your "Services" page literally has zero text other than service names, it's competing for the keyword

against pages that have hundreds of words of relevant context. You will lose, every time.

What good looks like

Each major page should have at least 100–200 words of intentional copy that describes what's on the

page, who it's for, and why someone should care. This isn't about stuffing keywords — it's about

giving Google something to read so it can rank you for the right things.

On your homepage: introduce your business. What do you do? Where? Who do you serve? What

makes you different?

On a category page: describe the category. Why do shoppers come to you for these items? How do

you authenticate / source / select them?

On a service page: explain the service. Who is it for? What does the experience look like? What's

the typical outcome?

QUICK TEST

Open the most important non-homepage page on your site — your top-selling category, your main

service page, whatever you most want to rank for. Read it. If you can read every word in under 10

seconds, the page is too thin to compete.
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REASON 06

Your Photos Are Invisible to Google
Beautiful product photos. Stunning location shots. A homepage banner that took your designer hours

to perfect.

Google can't see any of it.

Search engines don't look at your images the way humans do. They read a hidden text label called

"alt text" that's supposed to describe each image. If the alt text is missing, blank, or just the filename

("IMG_4827.jpg"), Google has no way to know what's in the picture, what page it's on, or what

searches it should help you rank for.

This matters for two reasons:

• Image search traffic. A meaningful percentage of shoppers — especially in fashion, home

goods, food, and design — search Google Images, not regular Google. If your photos have no alt

text, you're invisible there.

• Page context. Even on regular search results, Google uses image alt text to better understand

what your page is about. Strong alt text means stronger rankings overall.

What good looks like

Every image on your site should have a short, descriptive alt text — a sentence that describes what's

in the picture, including any brand or product details that would matter to a searcher.

Bad:  IMG_4827.jpg, or no alt text at all

Good: Pre-owned designer leather handbag in black with gold hardware

QUICK TEST

On any page of your website, right-click any image and choose "Inspect" (or "Inspect Element").

Look at the highlighted code for "alt=" followed by text. If it's blank or just a filename, you have an

alt text problem on that image — and probably across the whole site.
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REASON 07

You're Hiding Behind Your Logo
Walk into any small business and ask the owner what makes them different. They can talk for ten

minutes — their story, their values, the year they opened, the time the news did a feature on them,

the customer who flew in from out of state for their service.

Now go to that same business's website. Almost none of that is there.

Most small business websites confuse "clean design" with "saying nothing." The homepage has a

logo, a banner image, maybe a tagline, and a button to shop. There's no story, no "Who we are," no

reason for a stranger to trust the business over a faceless e-commerce competitor.

This isn't just a sales problem — though it is that. It's a search problem. Google rewards websites that

demonstrate authority and expertise on a topic. If your website doesn't actually communicate that you

know your stuff, Google has nothing to grade you on.

What good looks like

Your homepage should answer four questions in the first 30 seconds of looking at it:

• What do you do?

• Who do you do it for?

• Where are you located (if you're local)?

• Why should someone choose you over a competitor?

That doesn't mean blocks of dense text — it means a few clear paragraphs, an authentic photo, your

awards or credentials, and any third-party validation you've earned (press mentions, association

memberships, certifications).

"If your competitor wins on the website alone, it's not because their business is

better. It's because theirs tells the story and yours doesn't."

QUICK TEST
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Imagine someone who has never heard of your business lands on your homepage. Without

scrolling, can they answer all four questions above? If not, you're asking strangers to do work that

should be done for them — and most of them will leave.



SEARCH SURGE LABS Why Your Website Isn't Ranking

ENGINEERED TO RANK. BUILT TO CONVERT. Page 11

What To Do Next
If you read all seven and recognized your business in even two of them, you're probably losing

customers right now to competitors who don't know any more than you do — they've just had

someone fix the basics on their site.

Here's the encouraging part: every issue in this guide is fixable. None of them require rebuilding your

website. None of them require buying ads. Most can be addressed in a few weeks of focused work.

Three options:

Option 1 — DIY

Pick the easiest fix from the list and tackle it this weekend. The title tag (Reason 1) is usually the

highest-impact starting point and takes about 30 minutes if you have access to your website's admin

panel. Then come back next weekend and do the next one.

Option 2 — Hand it to your existing developer

If you already have a web developer or marketing person, send them this guide. Ask which of the

seven issues are present on your site and how long each would take to fix. Watch how they respond

— a good professional will know exactly what you're talking about and have a clear plan.

Option 3 — Get a free audit

If you'd rather know exactly which of the seven (and a few others not in this guide) are affecting your

site — with specific examples, fixes, and impact estimates — Search Surge Labs offers a free SEO

audit specifically for local businesses. We deliver it as a real PDF report within one business day. No

commitment, no upsell pressure. Just clarity on what's working, what's not, and what the

highest-impact fixes would be.

Ready for clarity on your site?
Request a free SEO audit. We'll walk through which of these seven issues are showing up

on your site, and what fixing them could realistically do for your traffic. Engagements start at

$750 — no contracts, no monthly retainers required.
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