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Google Posts 101
Creating Engaging, Eye-Catching Local Business Posts
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Introduction

Google aims to provide the best answer possible to each 
and every searcher, often without ever sending them to 
a website. Critical business information, including your 
locations’ name, address, phone number and store hours, 
appears alongside elements designed to engage and convert 
searchers to customers—location photos, your business 
description, online reviews, and more. 

How your locations appear in local and organic search 
results can inspire a conversion or keep searchers scrolling.
Google Posts are a lesser known, underutilized content type 
that can help your location listings stand out in search and 
get noticed. Designed to inform and engage searchers, Posts enable your brand to highlight offers, 
news, in-store events and more for local customers. This shareable, short form content is built to 
inspire action in search. 

Posts can help improve your brand’s local visibility and rankings, as well. We know that GMB 
signals are a key local ranking factor and the most impactful signal for Map Pack rankings. Actively 
publishing posts demonstrates to Google your brand’s commitment to providing consumers the most 
relevant, up-to-date information possible. 

So why aren’t more businesses tapping into the opportunity? As determined by a local SEO expert’s 
analysis of over 2,000 Posts, just 17.5% of businesses had published one within the last week. Over 
40% had never created a Google Post at all. Of course, one brand’s missed opportunity is another’s 
chance to shine, especially in competitive local search results.

In this ebook, you’ll learn how to create and optimize different types of Posts, which content 
is regulated or prohibited, best practices for creating the most engaging posts, and more. We 
encourage you to reach out to Rio SEO with any questions you have about incorporating Google 
Posts into your local marketing strategy. We’re here to help!

40%
of businesses have never 

created a Google Post
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https://moz.com/blog/2018-local-search-ranking-factors-survey
https://docs.google.com/spreadsheets/d/1mcYdap9W2vAwjmt5gdhKBVgjBU1CyPf3roijTdC5gf4/edit#gid=200387515
https://www.rioseo.com/contact-us/


2

Offer Posts

Offers Posts appear near the top of the Business Profile on Google 
Search and Maps. They also appear with all other posts in the 
“Updates” tab. Each one may include:

• Offer title
• 1-10 photos
• Start date, End Date, and the option to add a Time

Other optional details include a coupon code, a link to redee, an 
offer, and terms and conditions. 

Offer Posts go live as soon as you publish and stay live through 
the end of the offer timeframe. A “View offer” action button is 
automatically added to the post.

What’s New
Share news and updates with customers with this Post format 
that displays for up to 7 days. ‘What’s New’ Posts include:

• 1-10 photos or a video
• A text description
• Call-to-action buttons that encourage searchers to Book, 

Order online, Buy, Learn more, Sign up, or Call now

According to Google, you may see suggestions for What’s 
New posts based on your 4- or 5-star customer reviews. These 
appear when you sign in to Google My Business, or through 
email notifications.

Although you have up to 1,500 characters to write your 
description, keep it brief and link to your Local Page or other 
more in-depth source of information for more details.

Be sure to include 
any redemption 

instructions, unique 
codes, or restrictions 

on offers or sales.

Get to Know the Different 
Types of Google Posts

Google Posts 101: Creating Engaging, Eye-Catching Local Business Posts 

https://www.blog.google/outreach-initiatives/small-business/how-use-new-offers-view-your-business-profile/
https://www.blog.google/outreach-initiatives/small-business/how-use-new-offers-view-your-business-profile/
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Event Posts

Use Event Posts to share important information about real-
world local events. Those that GMB deem worthy may 
appear on the “Overview” tab of the Business Profile to 
make them more prominent to your customers. ‘Event’ Posts 
include:
• A title of up to 58 characters
• 1-10 photos 
• Up to 1,500 characters description
• CTA buttons for: Book, Order online, Buy, Learn more, 

Sign up, Call now

According to Google, the event featured in your Post 
“should real, accurate, and occurring at the specified 
location”. You should also avoid using promotional language, 
pricing information or discount offers in your Post title. 

If you do not set start or end times for your Event, the system will default to 24 hours on the date it’s 
posted. If there are start & end dates, the post is live from publishing until the end of the event.

Product Posts

You can use the product posts to add products that will appear in your “Product tab.” These can 
include:

• 1 photo
• The product name (up to 58 characters)
• Fixed price or price range radio buttons and an optional 

product price
• A product description of up to 1,000 characters

The call-to-action button options for this Post type are Order 
online, Buy, Learn more, and Get offer.  

Tip: Make your Product Posts pop with a high quality photo. 
As you publish Product Posts, get creative. Showcase 
people using your product in different ways, various types of 
customers who use your product, and more.
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COVID-19 Posts

Use this Post type to share critical information about temporary closures, new operating hours, 
changes to regular service such as takeout/delivery options, and safety precautions being taken by 
the business. 

You can also share in-stock, low stock, or out of stock announcements for high-demand products.

Each status update may contain a link to learn more.
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Best Practices for 

Keep each Post focused on a single theme, update, or offer. Text 
should be brief and include only the necessary details. 

Include a clear call-to-action so searchers know exactly what to do 
next with the information provided. 

Craft engaging headlines that speak directly to searchers’ needs and 
inspire them to take action.

Use Posts to help searchers better understand your business and 
the experience you offer. Google specifically advises that “Content 
that’s irrelevant to the business or has no clear association with the 
business isn’t allowed.”

Encourage customers to “Follow” your business in the Google Maps 
App. Any new Posts will show up in their “For you” feed section. 

Best Practices for Engaging 
Google Posts
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Use Google Posts to promote the availability of gift cards, to support 
cash flow.

https://support.google.com/business/answer/7213077
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 Video & Images

Always use images and video where possible. Google has found that people 
are more interested in Posts with photos, videos, or GIFs.

Ensure that Post photos have a minimum resolution of 400px wide by 300px 
tall and are in JPG or PNG format. Look for simple, direct, vibrantly colored 
subject matter and take your Post photos in well-lit conditions.

Use original photos. Google lists screenshots, stock photos and GIFs among 
the image types that should not be used in Posts.

Be respectful of no-photography zones and avoid publishing photos of 
identifiable people without their permission.

Note that GMB will accept the following file formats for video: AVI, MP4, 
MOV, FLV, WMV, MPG, M4V, MKV, M2TS, and MTS. The maximum size for 
videos is 100 MB.

According to Google, the ideal length of Post text is between 150-300 
characters.

 Post Copy

As you write your Google Posts, think about what it is that makes your 
business, product, or event unique. Highlight those differentiating elements in 
your copywriting.

Abbreviate days and months (ie.: Monday becomes Mon.; January becomes 
Jan. or 01) to allow more space for important details.

Avoid hyperbole that Google considers spammy; commercial slang such as 
“BOGO,” excessive exclamation marks, and all caps are a few examples.

6
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https://support.google.com/contributionpolicy/answer/7411351?hl=en&ref_topic=7422769
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Stay in GMB’s good graces by avoiding publishing any potentially prohibited content. It is also 
important to understand Google’s perspective on Posts concerning regulated industries.  As a rule, 
brands are not allowed to post content related to regulated products and services including:

Prohibited & Regulated 
Content in Posts

• adult services or gambling
• alcohol, tobacco and fireworks
• financial services
• pharmaceuticals or recreational drugs
• unapproved supplements and medical devices
• weapons

However, it is important to note that Google 
specifically states, “If you offer products or services 
in an industry that is regulated, you’re allowed to 
use posts but you can’t post content related to the 
products themselves.”

If you are in financial services, for example, you cannot post about the financial products you sell. 
However, you could use Google Posts to promote upcoming local events, share information about 
appointment booking, or link to recent media coverage about your brand.

Incidental depiction of regulated goods may be allowed. For example, a video shot inside a restaurant 
that catches customers drinking wine will be allowed by Google. However, if alcohol is the main focus 
of the video, that content is prohibited. Avoid this prohibited content entirely:

• Misspellings, gimmicky character use, 
gibberish, or automated or distracting 
content (such as blurry or poor image/video 
quality or unrecognizable content)

• Images, videos, or links that negatively 
distract user attention

• Links to malware, viruses, or other harmful 
software

• Links to sites irrelevant to the business

• Phishing scams

• Harassing, bullying, or hateful content.

• Content that contains obscene, profane, or 
offensive language or gestures.

• Content that promotes or encourages 
violence, or that graphically depicts injuries, 
abuse of humans or animals, or violent acts.

• Sexually suggestive or sexually explicit 
content.

• Terrorist content

Make sure each 
Google Post is an 

accurate reflection of 
your brand values and 

the experience you 
want to offer.

Google Posts 101: Creating Engaging, Eye-Catching Local Business Posts 

https://support.google.com/business/answer/7342169
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Google Post FAQs

Can I edit or delete a post?
Yes, you can edit or delete a Post after publishing. 
Click here for step-by-step instructions for 
editing and deleting from desktop or mobile. 

Can our brand use Posts if we don’t have 
locations or service areas?
Yes, follow the process of getting verified here 
and you can publish posts directly to Google 
Search.

Where can I see Post analytics?
Post Insights are located inside your GMB 
dashboard. You can also incorporate UTM 
tracking for any URL you add to your Post to 
help increase the accuracy of your reporting. Use 
Google’s free URL builder tool to get started.

How do I create a Google Post?
You can create new Posts by logging into the 
GMB Dashboard on Desktop or by downloading 
and logging into the GMB App on your mobile 
device.

Can Posts be imported in bulk?
No, Google Posts cannot be imported in bulk.

How long are Posts visible?
Posts more than a week old get archived, unless 
a date range is specified in which case they can 
be extended for up to 14 days. COVID-19 Posts 
currently display for 28 days and Events post can 
display for up to one year.

Where are Google Posts visible?
The various Post types display in different places. 
Posts may appear:
• In the “Updates” or “Overview” tabs of the 

Business Profile on mobile on Search and 
Maps based on various signals

• In the “From the Owner” section of the 
Business Profile on your computer on Search 
and Maps

• On Google My Business websites

Can our brand use Posts if we don’t have 
locations or service areas?
Yes, follow the process of getting verified here 
and you can publish posts directly to Google 
Search.

How many Posts can be live at one time?
You can have up to 10 live at once, but there 
really is no purpose in doing so. The thumbnail 
preview in the Business Profile is smaller when 
there’s more than 1 post and it fits a maximum of 
2 posts.

Can we use emojis in 
Google Posts?

Yes! 
They can add visual interest 
when used sparingly.

Google Posts 101: Creating Engaging, Eye-Catching Local Business Posts 

https://support.google.com/business/answer/7342763?hl=en&ref_topic=7343035
https://support.google.com/business/answer/7439496?hl=en&ref_topic=7343035
https://ga-dev-tools.appspot.com/campaign-url-builder/
https://business.google.com/?skipPagesList=1&gmbsrc=ca-ww-z-z-z-gmb-l-z-l~mhp-rds_bot-u&ppsrc=GMBLS&skipLandingPage=true&hl=en&_ga=2.141992506.928291044.1559058781-990333397.1421171926
https://play.google.com/store/apps/details?id=com.google.android.apps.vega&hl=en_CA
https://support.google.com/knowledgepanel/answer/7438081
https://support.google.com/knowledgepanel/answer/7438081
https://support.google.com/knowledgepanel/answer/7534902


CONNECT WITH US

858.529.5005
info@rioseo.com
www.rioseo.com

Google Posts are an underused, highly visible opportunity 
for brands to connect with customers at the local level. 

We help brands like yours innovate and implement Google 
Posts and other local marketing strategies built to scale. 

Get a Free Local Audit

Rio SEO simplifies complex local marketing by empowering enterprise brands with software solutions 
that engage customers throughout the search ecosystem. Our heritage as search experts combined 
with our first-class service drives tangible results for some of the nation’s most recognizable brands.

http://www.rioseo.com
 https://go.rioseo.com/free-local-audit.html 

