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The Future Belongs To Brands That Win Locally 
AI Driven Hyper Local Discovery, Conversion & Measurement - Engineered at Scale 
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The New Era of Local 
Physical locations are living, breathing machines. When they’re full, a 
brand thrives. When they’re empty, every minute is a lost opportunity 
that never comes back. In 2025, store visits are driven by one thing: 

Being discoverable at the exact moment a customer is 
ready to walk in. 

But in a noisy digital world, that moment is harder to capture — unless 
you engineer it. 

The Retail Landscape 

1.​ Google & Meta dominate local intent 

90%+ of “near me” decisions happen on Google Search, Maps, Meta, 
and Instagram. Brands must master these platforms or stay invisible. 

2.​ Store-level performance is unpredictable 

Even within the same city, two stores of the same chain can perform 
drastically differently. 

Most brands don’t know why. 
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3.​ Offline attribution is finally accurate 

Google, Meta, and POS systems now allow reliable matching of ad 
viewers → walk-ins → purchases. Brands that use offline data win 2–3X 
more return. 

4.​ Local SEO is an always-on money-maker 

GBP (Google Business Profile), local landing pages, and reviews 
influence walk-ins more than traditional ads. Yet most brands 
under-optimize them. 

5.​ Organic social is critical for trust 

Stores with active local content (Reels, Stories, staff faces, customer 
moments) convert 30–50% more first-time visitors. 

6.​ Competitor conquesting is exploding 

Brands are aggressively capturing customers standing inside 
competitor locations & redirecting them. Most businesses don’t even 
know this is happening. 

7.​ Local customers want convenience, instant 
decisions 

People buy from the store closest, fastest, most visible, and most 
credible — not necessarily the “best.” 
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Common Pain Points 
1.​ “Our store sales fluctuate without any 

explanation.” 

No footfall prediction model. No real-time insights. No corrective 
action. 

2.​ “We don’t know which ads actually bring walk-ins.” 

Most campaigns lack offline POS matching and proper store-level 
attribution. 

3.​ “Our Google Maps listings are inconsistent.” 

Half-filled profiles, mismatched addresses, missing reviews — all 
killing visibility. 

4.​ “Our ads look the same for every store.” 

No hyper-local creative personalization. Every store needs custom 
messaging. 

5.​ “Our website doesn’t support store-level SEO.” 

Missing structured data, poor store pages, slow mobile load — money 
lost daily. 

6.​ “We have no idea what competitors are doing 
locally.” 

No conquest programs. No visibility into competitor store impact. 

7.​ “Our social media is not local enough to influence 
walk-ins.” 

Generic posts hurt you. Customers respond to what feels local & 
human. 

8.​ “We don’t have a standardized system for 
promotions.” 

Random discounts instead of data-driven offers. 

9.​ “Our brand team and store teams aren’t aligned.” 

Operations → Marketing gap = lost footfall. 

10.​“We don’t have a scalable model for 50, 100, 300+ 
stores.” 

Most companies treat each store manually. That fails after 25–30 
outlets.  
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Our Strengths 
WHY THIS SYSTEM WINS 

1.​ 15+ years of deep multi-location marketing 
experience 

You understand the complexity of scale, regions, budgets, SKU-mixes, 
and local behaviour. 

2.​ Proven frameworks across QSR, retail, clinics, 
salons, and fitness 

Your systems are category-agnostic but insight-rich. 

3.​ End-to-end Store Visit Engine 
●​ Google Ads 
●​ Meta Ads 
●​ Local SEO 
●​ Website Optimization 
●​ Local Social 
●​ Offline Attribution 

4.​ Proprietary store-level playbooks 

Custom geo-fencing, dynamic creative templates, POS match 
workflows, and city-tier strategies. 

5.​ Hyper-local creative excellence 

You don’t just run ads — you craft messaging that resonates 500m 
around each store. 

6.​ Industry-leading measurement discipline 

Every store, every impression, every visit = tracked, matched, and 
reported. 

7.​ Data-backed promo engineering 

Offers that drive footfall without eroding margins. 

8.​ Strong technical capabilities 

Schema integration, map optimizations, store-page systems, POS 
sync, ETL pipelines. 

9.​ Local Social Mastery 

You turn neighbourhoods into micro-communities around each store. 

10.​Scalability 

Everything you provide is modular, repeatable, and ready to deploy 
across 10 → 50 → 500 stores. 
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The Four Cylinder Engine 
Store-visit performance requires four engines working together: 

1.​ Google Ads Engine (High-intent → Visits) 
2.​ Meta Store Traffic Engine (Attention → Visits) 
3.​ Local SEO Engine (Maps → Visits) 
4.​ Local Organic Social Engine (Trust → Visits) 

This is your Store Visit OS you can sell and operate. 

1. Google Ads 
ADVANCED STORE VISIT ENGINE 

Google = the most intent-rich walk-in traffic on earth. Below are seven 
advanced Google Ads systems with exact steps to execute. 

1.1 Performance Max for Store Visits 

Objective: Automated omnichannel ads optimized for direction clicks, 
calls, and visits. 

Where: Google Ads → Campaign Type → Performance Max → “Store 
Goals” enabled. 
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Step-by-step setup 

1.​ Prerequisites 
a.​ Ensure all store locations are verified in Google 

Business Profile (GBP). 
b.​ Connect GBP to Google Ads (Business info → Linked 

accounts).​
 

2.​ Create the PMax campaign 
a.​ Campaign Objective → “Local store visits & promotions”. 
b.​ Select all store locations.​

 
3.​ Asset groups by geography 

a.​ Create separate asset groups per region/city (not all 
stores in one). 

b.​ Add store-specific headlines and descriptions, e.g., 
“Visit our {City} Store – 2 mins away”; “Open today until 
10 PM. Click for directions.”​
 

4.​ Audience signals 
a.​ Add custom intent keywords like “spa near me”, “burger 

near me”, “dental near me”. 
b.​ Add CRM audiences if available.​

 
5.​ Location extensions 

a.​ Enable location extension + clickable directions button.​
 

 

6.​ Conversion tracking 
a.​ Enable “Click to call”, “Click for directions”, and “Store 

visit conversions” (if available).​
 

7.​ Optimization 
a.​ Add promotions/deals via Business Profile → Add Offer 

and sync. 

Advanced enhancements 

●​ Use store-specific landing pages with UTMs. 
●​ Create automated rules to increase budgets on busy days 

(e.g., Fridays/Saturdays). 
●​ Use seasonal bid adjustments for holidays.​

 

KPIs 

●​ Directions clicks 
●​ Calls 
●​ Store Visit Conversions 
●​ Cost per store visit (CPV).​
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1.2 Local Campaigns 

Objective: Direct store visits via Maps, Search, Display, and YouTube. 

Where: Google Ads → Local Campaign. 

1.​ Connect GBP. 
2.​ Select store locations. 
3.​ Add radius targeting per store (5 km urban, 10–15 km 

suburban). 
4.​ Upload store-specific images and short videos. 
5.​ Add offer extensions if running discounts.​

 

Advanced tactics 

●​ Use call reporting numbers unique per store. 
●​ Upload offline conversion data from POS with Google Offline 

Conversions API. 

1.3 Branded Search with Store Extensions 

Objective: Show nearest store and map when someone searches 
your brand. 

1.​ Campaign → Search → Branded keywords. 
2.​ Add location extensions.​

 
3.​ Add store-specific sitelinks: “{City} Store – Directions”, “{City} 

Menu”, “Book {City} Appointment”. 

4.​ Add store-callout like: “Open till 11 PM – {City}”.​
 

Advanced tactic 

●​ Test competitor comparison copy carefully (legal/brand-safe): 
e.g., “Brand vs Competitor — Better deals near you.”​
 

1.4 High-Intent “Near Me” Dominance  

Keywords to target: “{service} near me”, “best {category} near me”, 
“{category} open now”, “{food/service} nearby”. 

1.​ Create a separate campaign for “near me” intent. 
2.​ Bid 20–30% higher than generic keywords. 
3.​ Use store landing pages. 
4.​ Add “Open now” callout extensions.​

 

1.5 Geo-Fenced Google Display + YouTube 
Remarketing 

Objective: Show ads to people currently inside 1–2 km around your 
store. 

1.​ Create a Google Display campaign. 
2.​ Use radius targeting around each store. 
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3.​ Deliver creatives like “Hungry? Walk in now — 500m away.” 
4.​ Add custom affinity segments (fast-food lovers, salon clients). 
5.​ Retarget previous store visitors via GA4 signals.​

 

1.6 Waze Ads for Navigation-Based Visits 

1.​ Set up Waze for Brands. 
2.​ Use “Nearby Arrow” ads. 
3.​ Add “Tap to Navigate” CTA. 
4.​ Add unique promo code to track redemptions.​

 

1.7 Google Maps Ads  
(Location Extensions + Promoted Pins) 

Objective: Make your stores show as sponsored locations. 

1.​ Enable location extensions. 
2.​ Add store-specific photos & offers. 
3.​ Activate Promoted Pins. 
4.​ Use call reporting numbers.​

 

 

 

 

 

 

People search for what they need, 
but they visit what feels closest, 
fastest, and frictionless. 
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2. Meta Ads 
ADVANCED STORE VISIT ENGINE 

Meta is best for influencing local footfall using dynamic, 
location-aware creatives. 

2.1 Meta Store Traffic Campaigns (Dynamic 
Nearest-Store Ads) 

Where: Meta Ads Manager → Objective → Store Traffic. 

1.​ Set up Business Locations in Meta (import CSV or sync). 
2.​ Create a Store Traffic campaign. 
3.​ Choose stores to promote. 
4.​ Create dynamic creative templates: 

a.​ Headline: “2 minutes from {Location Name}” 
b.​ CTA: “Get Directions” 

5.​ Use Automatic Placements. 
6.​ Audience: 3–5 km around stores and lookalikes of past 

in-store purchasers. 
7.​ POS offline conversion matching via Meta Offline Events API. 

Advanced enhancements 

●​ Weather-triggered creative switching. 
●​ Use dynamic distance tokens. 
●​ Sync store hours to creative copy. 

 

KPIs 

●​ Directions clicks 
●​ Calls 
●​ Offline matches 
●​ Cost per visit. 

2.2 Click-to-Message (WhatsApp) Store Visit 
Funnels 

People message → get details → visit a store 

1.​ Setup WhatsApp Business API and templates. 
2.​ Create Click-to-Message ads. 
3.​ Auto-reply with hours, menu/services, and a Google Maps link. 
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4.​ Offer an immediate incentive: “Show this chat & get 10% off 
today.” 

5.​ Match WhatsApp numbers with POS to measure conversions. 

2.3 Local Awareness + Geo-Conquesting 

Target people inside neighborhoods or competitor zones. 

Steps 

1.​ Use manual geofencing (drop multiple pins).​
 

2.​ Radius: 1–3 km for dense cities, 5–6 km for suburbs.​
 

3.​ For competitor conquesting: drop pins on competitor outlets 
and serve value messaging.​
 

4.​ Keep budgets small but always-on. 

2.4 Hyper-Local A/B Creative Testing 
Framework 

1.​ Create multiple ad sets targeting different micro-areas. 
2.​ Upload region-specific creatives (e.g., “Next to Phoenix Mall”, 

“Opposite XYZ Metro”). 
3.​ Track per-location CTR & visit lift. 
4.​ Scale winning creatives and regions. 

2.5 Meta Dynamic Offer Engine 

Let Meta optimize offer delivery by store. 

1.​ Create a library of 10–12 offers. 
2.​ Upload to Offer Manager. 
3.​ Allow Meta to dynamically serve offers by behavior/location. 
4.​ Track unique redemptions per store.​
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3. Local SEO  
Maps, Site, Schema, Authority 

Local SEO is a long-term, high-intent traffic source. Break it into four 
sub-engines. 

3.1 Google Business Profile (GBP) 
Optimization 

The most important element of Local SEO for each store. 

1.​ Ensure the primary category is precise (Restaurant, Dental 
Clinic, Spa). 

2.​ Add relevant secondary categories. 
3.​ List all services. 
4.​ Upload high-quality photos: storefront, interior, menu/services. 
5.​ Add short videos. 
6.​ Add UTMs to website links. 
7.​ Add Products (menu items/services). 
8.​ Publish weekly GBP posts (offers, events). 
9.​ Enable and manage Q&A. 
10.​ Implement a review acquisition strategy. 

Advanced practices 

●​ Use Service Area settings for home-delivery service stores. 
●​ Build citations across 40+ relevant directories. 
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●​ Maintain positive steady review velocity with tech integrations 
and outreach. 

KPIs 

●​ Map pack ranking 
●​ Direction clicks 
●​ GBP views 
●​ Review volume and rating 

3.2 On-Page Local SEO (Website 
Optimization) 

Each store must have a dedicated, optimized landing page. 

1.​ H1: “{Store Name} – {Category} in {City}” 
2.​ NAP (Name, Address, Phone) in visible location. 
3.​ Embedded Google Map. 
4.​ Driving directions link. 
5.​ Opening hours with structured data. 
6.​ Store photos and staff photos. 
7.​ Local reviews snippet. 
8.​ Localized content — 200–400 words about the neighborhood. 
9.​ FAQ and FAQ schema. 
10.​Clear CTAs: “Get Directions / Call Now”.​

 

Technical SEO 

●​ Page speed < 2–3 seconds, mobile-first. 
●​ Implement JSON-LD LocalBusiness, GeoCoordinates, 

OpeningHours, Review and FAQ schemas. 

Tracking & CRO 

●​ Add UTMs from ads to store pages. 
●​ A/B test CTA placement and button copy. 
●​ Use click-to-call and click-to-directions prominent above the 

fold. 

KPIs 

●​ Page visits 
●​ Clicks to directions 
●​ Phone calls  
●​ Conversions. 

3.3 Content for Local SEO 

Build authority with targeted local content. 

Example topics 

●​ “Best {food/service} in {city}” 
●​ “{Store name} menu prices” 
●​ “How to choose a good {dentist/spa/…} in {locality}” 
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Execution 

●​ Publish 1–2 local posts per store/area per month. 
●​ Internally link to store pages and GBP. 
●​ Repurpose content into GBP posts and social. 

3.4 Off-Page Authority Building 

Tactics 

●​ Build local citations (JustDial, Sulekha, Foursquare, Yelp, niche 
directories). 

●​ Secure local press mentions and event sponsorships. 
●​ Partner with colleges, gyms, neighborhoods for links and 

mentions. 
●​ Do guest posts or hyper-local content collaborations. 

KPIs 

●​ Local citation count, domain references, organic local ranking 
movement.​
 

 

 

 

 

Your most valuable 
customers aren’t far away; 
they’re often unseen 
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4. LOCAL ORGANIC 
SOCIAL ENGINE 
Organic social builds trust, discovery, and habitual footfall. 
 

4.1 Local Social Templates Per Store 
 
Create reusable templates: 

●​ Store announcements, offers, staff intros, behind-the-scenes, 
neighborhood partnerships, customer testimonials. 
 

4.2 Hyper-Local Posting Strategy 
 
Each store posts 3–5 times weekly covering: 

1.​ Local attraction hooks: “Near the XYZ Metro? Stop by!” 
2.​ Geo-tag every post and story. 
3.​ Use staff photos and short Reels showing service or food.​

Reshare UGC regularly. 
4.​ Use simple CTAs: “Show this story for 15% off”.​

 

4.3 Community Engagement Framework 
1.​ Identify local hashtags and groups (#CityEats, #CitySpa). 

2.​ Partner with micro-influencers for authentic posts and track via 
unique promo codes. 

3.​ Run community nights, tasting sessions, or free consultation 
hours. 

4.4 Local Social Listening 
 
Monitor brand mentions, tag mentions, complaints and competitor 
activity. Respond publicly and privately within 30–60 minutes for 
high-trust handling. 
 

4.5 Conversion Tracking (Organic) 
 
Use 

●​ Unique offer codes tied to posts/stories. 
●​ Instagram reservation features or WhatsApp booking links. 
●​ Track post → store conversions via coupon codes or 

ask-for-post verification at POS. 

KPIs 

●​ Engagement rate  
●​ UGC volume  
●​ Post-driven visits (coupon redemptions) 
●​ Follower growth in local geo.​
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If a store can’t be found online, it doesn’t exist offline. 
 
Let’s Talk. 
 
Doug McQueen 
President  
Doug@TargetHeart.com  
+1 (760) 889-9903 
 
 

Hari Ankem 
CTO  
Hari@TargetHeart.com  
+1 (571) 666-3450 
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