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Liability Disclaimer  

 

By reading this document, you assume all risks associated with using the advice given below, with a 

full understanding that you, solely, are responsible for anything that may occur as a result of putting 

this information into action in any way, and regardless of your interpretation of the advice.  

 

You further agree that our company cannot be held responsible in any way for the success or failure 

of your business as a result of the information presented below. It is your responsibility to conduct 

your own due diligence regarding the safe and successful operation of your business if you intend to 

apply any of our information in any way to your business operations.  

 

 

Terms of Use  

 

You are given a non-transferable, òpersonal useó license to this product. You cannot distribute it or 

share it with other individuals. Also, there are no resale rights or private label rights granted when 

purchasing this document. In other words, it's for your own personal use only.  
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Introduction  

 

 

This is an important document for all involved with local SEO and òoffline marketingó.   

 

My name is Brian Anderson, and as many of you know, I lead an SEO company in Atlanta and 

Miami, Peachtree SEO (www.peachtreeseo.com), heavily focused on local clients.   

 

While we originally focused on virtually every business that was interested, we now have a core 

competency in the legal, medical, and dental professions.  We have focused on a mix of organic 

SEO services coupled with Google Places.  While we do offer social media marketing and other 

revenue sources such as direct email and niche website design, 95% of my companies revenue 

comes from SEO ð true organic and òlocaló. 

 

I have authored several successful courses including the 2011 Experts Guide:  Google Places Cheat 

Sheet, Offline Presentation System, and Offline Silver. 

 

 

 

 

Iõve partnered with Mario Brown, President of Royal Internet Marketing and prolific creator of 

numerous content rich local marketing courses.  Mario is the 2010 author of the groundbreaking 

Google Places Unleashed course, which introduced the market to many of the intricacies of building 

and optimizing a local business listing on Google with full video training.   
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Together, we collaborated to introduce you to the very new local business marketing offering from 

our friends at Microsoft: 

 

Bing Business Portal 

 

 

For those that follow local SEO, you know that Google has been long the only game in town.  The 

former Bing Local Listing Center was not worth spending the time on for clients. 

 

With this new offering from Microsoft, the game is changing.  The Bing Business Portal has arrived! 
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Firsté.Google Places is still King 

 

Both Mario and I have had the fortune of meeting some phenomenal people from across the SEO 

and internet marketing industry.    

 

The Google Places phenomenon is still amazing to us.  In the last few years Google has managed to 

deliver incredible value to the local business.  Listings such as the below òMap Resultó make it very 

easy for a local business to connect with their customers and prospects. 

 

 

 

Google has long had a strangle-hold on marketing small businesses online.  Its òGoogle Placesó 

offering drives so much business in virtually every category, that it has been a true game changer. 

 

A spot in the above Google Places Map would be worth Tens of Thousands! 
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For all those involved in local SEO or local internet marketing, it is absolutely essential you become 

well-versed with Google Places.  Study the free content from Google, and pick up several technical 

guides to learn all you can.   

 

Naturally, we recommend our own products as something you should consider! J 

 

My 2011 Expert Guide:  Google Places Cheat Sheet is a fabulous reference guide and is often 

updated to help all.  Itõs more technical than fluff, and is packed full of great content. 

 

Mario put out what may be the most complete Google Places training course in November 2010.  

His Google Places Unleashed, www.gplacesunleashed.com, does an excellent job with videos and 

great content getting you off in the right direction.  

 

If you are looking for a truly comprehensive course to teach you Google Places today, consider 

Marioõs course to provide the required grounding you will want.  You will get great video content, 

with lots of basic and advanced concepts.  Between my Google Places Cheat Sheet and Marioõs 

strategies and training, you will possess a superb library of Google Places information to help teach 

you. 

 

While Google and its Google Places offering are still tops for Local Search ð remember a key point: 

 

¶ A significant amount of traffic is controlled by non-search engines.  These third 

parties could switch at any time from one provider to another. 

o Apple uses Google as the default provider 

o All of the various ISPõs choose their own default provider (Comcast, Cox, 

Charter, AT&T Uverse, etc.) 

o OEM hardware manufacturers ð the guys that make the computers cut deals 

to determine who will be the default search provider on the installed 

browser.  Think about who has the biggest presence on Internet Explorer on 

new machines today?  é. Google.  Think Microsoft doesnõt want to change 

that!  

 

http://www.gplacesunleashed.com/
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Why BingéWhy Now? 

 

Most of you will be asking yourself, why Bing, and why now in June 2011? 

There are several answers to this question ð but the obvious reason is easy: 

MOMENTUM  

Bing and their new Bing Business Portal have serious momentum. 

Consideré.. 

 

¶ In October of 2010, Microsoft and Yahoo completed their agreement to have Microsoft 

Bing power the Yahoo Organic Search Results. 

¶ In January of 2011, Microsoft completed another deal with Conduit to add roughly 2 points 

of additional market share 

¶ The first half of 2011, Microsoft has made many small moves to add market share. 

 

Soé.as of June 2011, the Microsoft Bing organic market share is roughly 33 or 34%, with Google 

controlling 66-67%.   

 

That means 1 out of every 3 online searchers are seeing Bing 

powered results! 

 

At the same time, Google has faltered a bit. 

To make it even more interesting, a July 2010 study by online ad network Chitika, helps illustrate 

that Bing users are actually worth MORE to advertisers than Google users! 
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òA new study by online ad network Chitika shows that an individual Bing user is worth one and a 

half individual Google users in value to website owners. 

The value of an individual user, in this case, is determined by their likelihood to click on a 

websiteõs revenue-generating call-to-action ð in Chitikaõs case, a text ad embedded in the 

site.  Across the sample of nearly 15 million impressions used for this study, Google users clicked 

on ads at a rate of 1.09%, while Bing users clicked on ads 1.67% of the time.ó 

 

Could the Unthinkable Occur  
 

 
All of the above should help you understand why itõs time for you to pay attention to Bing.  They 

have serious momentum!   

Some recent data from Hitwise and Analysis from Mashable paint an even more interesting picture: 
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Credit:  Could Bing Overtake Google in 2012, Christina Warren, Mashable 
 

This chart reflects what weõve discussed above.  òBing-poweredó search is at or slightly above 30% 

of all searches! 

Buté.letõs extrapolate a bit moreéé 

Qouting Ms. Warren and Mashable againé  

òGoogle still clearly leads Bing more than 2 to 1. But when you consider that that ratio was 3 to 1 last fall, the 

gap appears to be closing. Bing is growing by five or six percent each month, whereas Google is losing two to 

three percent. 

So what would happen if that trend continued?ó 

 

(Note ð the below chart is theoretical!) 
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Credit:  Could Bing Overtake Google in 2012, Christina Warren, Mashable 

 

In the above scenario ï which is a total projection based on Google loosing 3% a mos. and Bing 

continuing itôs 5% gain on a monthly basis.   

We agree ï almost completely improbableé. 

But if you follow Ms. Warrenôs hypothesisé.one can easily see that it is POSSIBLE (even if unlikely) that 

é.. Bing will overtake Google in less than a year ð January 2012. 

 

What does this really means in our eyes?  We should all pay attention to Bing ð lots of attention, and 

shift some degree of focus on Local SEO to Bing Business Portal!  Get Bing on your radar now! 
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Bing Business Portal Basics 

 

Microsoft Bing very recently released its new Bing Business Portal.  As a matter of fact, this is still in 

BETA! 

 

Bing Business Portal (BBP) replaces the old Bing Local Listing Center ð which wasnõt too useful! 

 

The new offering launched on April 12th, 2011 has the makings of a very useful local business 

marketing tool. 

 

Here is the very slick new dashboard: 

 

 

 

Letõs review some of the highlights of what you can do with Bing! 

 

¶ Claim, create, verify, and manage local business listings 

¶ Identify key search categories where you want your listing to appear 

¶ Customize listings with enhanced details such as logos, photos, and more 

¶ Create a mobile Web site (and automatically generate a free QR Code) so customers can 

learn about your business on their mobile devices 

¶ Create a custom menu (restaurants and bars) for inclusion on a mobile menu 

¶ Create Deals (coupons) and promote them for free on Bing (both PC and Mobile) and 

Facebook 

 

These features alone surpass Google Places in functionality. 
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One important thing to note is that we expect Microsoft to begin charging business owners to be in 

the BBP.  Amazingébut yes, weõre almost 100% on this.  If you read their FAQ, you will see: 

 

òThere is currently no charge to use the Bing Business Portaléó 

 

This is very obvious to us that we may all see a charge here in the future.   

 

Letõs look at an example Bing Business Portal listing: 

 

 

To avoid using òpayingó clients we will continue to use Brianõs younger brothers company ð Anderson Air LLC!  

As you can tell at first glance, it looks very similar to a Google Places listing.  Also important to realize, this is a 

new listing, and doesnõt have any reviews as of today. 

The reviews would flow in beneath the Photos section. 
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Notice the òSend to Mobileó option ð this is a recurring theme across Bing Business Portal. 

Remember this as well ð Bing Business Portal is in Beta.  And already we feel it is slicker and easier to use than 

Google Places, while providing more functionality!   
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How to Do a Bing Business Portal Listing  (Step-by-Step) 
 

 

 

Step 1:   Visit Bing and Get Started 
 

www.bing.com/businessportal 

 
 

 
 
 

 

Note ï you will need to set-up a Windows Live ID to proceed at this step.  You may already 

have one, but if not, plan on it! 

 

 

  

http://www.bing.com/businessportal
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Step 2:  Add a new listing  

 
 

 
  

 

As you begin adding your own or your clients listing, and hit ñSearchò, you may be surprised to 

see that Bing already has your data in the system.   

 

If this is the case, you will choose ñClaimò at this step. 
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Step 3:  )Î ÔÈÅ ÃÁÓÅ ÏÆ Á Ȱ#ÌÁÉÍÅÄȱ ÌÉÓÔÉÎÇ ɀ you will have to get pass the captcha  
 

 

 
This is just your standard ñEnter the characters from aboveò to get to the next screen.  We found 

it responsive and easy to use.   

 

Upon completion of the Catpcha, you will have to login using your desired Windows Live login: 
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Step 4:  Fill out Basic Busines s Info under the Details Tab  
 

 
 

 

 

 

We highlighted some of the coolness of Bing Business Portal!  Note ï we are now in the 

ñDetailsò tab. 

 

Unlike Google Places, the layout here is quite intuitive.  Besides the basics, some welcome 

additions from social media! 

 

Facebook Address ï Check! 

Twitter Address ï Check! 

 

 

Interestingly enough ï no mention of YouTube (a Google property) here! 
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Step 5:  3ÅÌÅÃÔÉÎÇ Ȱ#ÁÔÅÇÏÒÉÅÓȱ 
 

 

 
 

Bing has their categories under ï ñWhat kind of business is thisò ï right below the business 

name.   

 

Just like with Google, this is a critical section of the creation process. 

 

Unlike Google, you will not be choosing 5 categories.  With Bing ï pick the absolute best 

category for the clients business. 
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When you fill in the Contact Info, you will be presented with another slick, user friendly pop-up 

to help guide you through what is visible and not visible to the visitor: 

 

 

This is where you get the TOS guidelines for Bing, and you can opt-in to emails from Microsoft 

about the Bing Business Portal or of course, other products. 
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Step 6:  Completing the Business Profile  
 

 

 

 
 

 

This is another very cool feature of the Bing Business Portal.  In the Profile section, you can use 

what Microsoft calls ñSlidersò to tell Bing what % of your business matches each of up to 5 

specialties. 

 

While it is still early, we liken this to the 5 Google Places categories.  Itôs obvious very important 

to use this section wisely.   
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3ÔÅÐ χȡ  #ÏÍÐÌÅÔÉÎÇ ÔÈÅ Ȱ-ÏÂÉÌÅȱ ÐÏÒÔÉÏÎ ÏÆ ÔÈÅ ÂÕÓÉÎÅÓÓ ÌÉÓÔÉÎÇ 
 

 

 
 

 

Unlike anything else weôve seen, Bing is very mobile friendly! 

 

You are able to have a free mobile website automatically created from the Business Listings, as 

well as a custom QR Code generated. 

 

If you remember, Google Places removed QR codes earlier in 2011. 

 

Also in the Mobile section of the profile, you are able to highlight 10 specials and top sellers for 

your business listing.  We will discuss more about optimization here later in the document. 
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Step 8:  Adding Photos to Your Listing  
 

 

 

 

 
 

 

 

Bing Business Portal allows you to add up to 9 photos.  You cannot ï at least today in Beta ï tie 

in photos by using a URL to a photo sharing site.  We will discuss optimization later in the 

document. 

 

Important note ï no videos allowed today. 
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Step 9:  Complete the Ȱ-ÏÒÅ $ÅÔÁÉÌÓȱ ÓÅÃÔÉÏÎ 
 

 
 

 

Fill in the above blanks ï all of them please!  We will discuss optimization strategies later in the 

document. 
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Step 10:  Adding Users to Your Business Listing  
 

 

Continuing with the innovation ï Bing Business Listing allows you to add multiple other users 

for each of your listings! 

 

This is such an important feature for all of us who do consulting!  Wowéfinally! 

 

Note that there is role hierarchy ï Manager, Administrator, and for those you need to turn off, 

Suspended status. 
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Step 11:  Verify your listing  
 

 

 

You will have a choice of both phone and mail options.   

 

¶ With the phone verify option, a code will pop-up on the screen. 

 

¶ When you get the automated call, you or the business owner will need to enter the 4 digit 

code. 

 

¶ As soon as that is completed, you will see the below screen: 

 

 

 
 

 

 

 

 

This will allow you to Publish your listing at any time.  
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Step 12:  Publish your business listing  

 
When you are ready to go, itõs time to make your comprehensive Bing Business Portal listing live: 
 
 

 
 
 
 
You will then see that your listing has been published successfully.  Unfortunately, just like with 

Google, you donõt have a good feel for when it will go live.  Twenty minutes to 2-3 weeks! 

 

One thing is for certain - we can tell you itõs not 20 minutes! J 
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Your Bing dashboard will now show the listing as òPublish in Progressó. 
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More Cool Areas of Bing Business Portal  
 
 

What I Sell 
 

With BBP, you can indicate specific products your business sells: 

 

 

 
 

 

 

As you can see, you can indicate Specials and standard products, including descriptions and 

pricing. 

 

 

 

Deals (Think Coupons or Specials)  
 

Bing also has a ñDealsò tab that is very interesting.    You are able to highlight a special offer, 

allow it to be printed or use on a mobile device, add descriptions, photos, and even dates it is 

running: 
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All of your ñDealsò are displayed in the dashboard, making it easy to keep up with multiple 

offers.  Unlike Google Places, these offers can run more than 30 days: 
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Optimizing for Bing ɀ General Strategies 

 

While many of us are quite familiar with the strategies needed to compete organically with 

Google, and more recently with Google Places ï most SEOôs are unfamiliar with how to target 

Bing. 

 

Considering that Bing has a strong penetration in the B2C market place ï for local SEO, it is 

critical to invest some time here. 

 

Some good and bad points to understand about Bing (not Bing Business Portal, but Bing proper) 

 

¶ Sites can rank well organically in Bing with much less site authority.  The links coming 

to your site can be ñweakerò and still help you. 

¶ Bing is very partial to travel, hotel, hospitality, and entertainment (multiple sources on 

this one) 

¶ Bing does not crawl websites as deeply as Google 

o Additionally, Bing falls short in handling dynamic URLôs.   

¶ Unlike Google who seemingly can find a citation virtually anywhere for your business, 

Bing has historically had a difficult time finding these.  (Soéwe will help them out!) 

¶ Bing likes older domains, but does not penalize new sites. 

¶ Bing is not good at handling 301 redirects. 

 

 

When you optimize for Bing, there are a few ñmust-doôsò to achieve success: 

 

1. Use Bing Webmaster Tools 

http://www.bing.com/toolbox/webmaster/ 

2. Claim your listings on Bing Business Portal  

3. When possible, grab exact match domains 

4. Pay attention to your use of anchor text ï this is big with Bing 

5. Include both HTML and XML site maps with Bing 

http://www.bing.com/toolbox/webmaster/
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6. Your robot.txt files should specifically include Bing.  Go as far to indicate that MSNBot 

is allowed to crawl the page and is not banned. 

7. <Title> tag ï make sure the title tag is focused on the content of your page / keyword.  

Bing likes focused title tags. 

8. Donôt fear outbound linking!  Link from your pages to relevant other sites.  Google may 

hate it, but Bing loves it. 

9. Optimize your pictures, videos, maps ï if you look through the Bing search results you 

will see much stronger rich media support than with Google. 

10. Leverage the Bing equivalent of Google Instant:  ñRelated Searchesò 

a. Optimize your pages for these terms as well to maximize appeal 

11. Ensure your pages all have at least 350 words ï if you find you are under this number 

increase the word count 

12. Avoid dynamic urls ï Bing is worse than Google on this point.  If your url changes all of 

the time, you are basically asking to not have it indexed with Bing. 

Cool Resources: 
 

 

Bingle.nu -- http://www.bingle.nu 

 

A very useful site that presents both Bing and Google results. 

 

http://www.bingle.nu/







































