
To Post or Not 
to Post: 

What We Learned From 
Analyzing Over 1,000 

Google Posts
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Phases of Quarantine

Day 5:
Crochet

Day 4 of 
lockdown

Day 11: 
Toilet people art

We lost track… just a 
lot of Netflix
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POSTS
POSTS
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Yan Gilbert Zach Mallett Becky Weller
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Disclaimers
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The data set 
only had a 
total of 36 
conversions.
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Click here.  
Convert onsite.
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Clicks in 
Google 
Analytics 

Clicks in 
Google My 

Business 
Insights



What Type of 
Google Post 
Performed 
Best?



Offer Posts
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Set the date 
range the 
post stays 
live for.





COVID posts show 
significantly higher in 

knowledge panels. 
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COVID posts 
stay live for 
28 days.



Event Post



Set the 
date range 
the post 
stays live 
for.



Normal (7-Day Posts)





Supposed 
to stay live 
for 7 
days...



Section Title 60pt 
Section Subtitle

6 months 
old

As of Jan 2021...



Stay live for 6 months.

March 17
March 20







Post Type # of Posts Clicks (GMB) Clicks (GA) Average 
Conversions

Offer 299 3.06 0.51 0.08

COVID 33 2.48 1.6 0.27

Event 182 1.46 1.42 0.14

Update (7-Day) 523 0.76 1.13 0.06

Average numbers for data set

Post Type Comparison



@ J O Y A N N E H A W K I N S

Do they just perform 
better because they 
get more views?



Post Type # of Posts Clicks (GMB) Views CTR*

Offer 299 3.06 512 0.6%

COVID 33 2.48 570 0.4%

Event 182 1.46 636 0.2%

Update (7-Day) 523 0.76 277 0.3%

Average numbers for data set ~ *Average 
GMB clicks/average GMB views

Post Type Comparison



Is it better 
to have a 
post with 
a title?
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Title

No Title



Average numbers for data set

Post Type Comparison
Title # of Posts Clicks (GMB) Clicks (GA) Conversions

No 343 0.99 0.97 0.05

Yes 697 1.90 0.84 0.10



Do titles in 
ALL CAPS 
perform 
better?
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Average numbers for data set

Post Comparison All Caps Vs Not
All Caps Title # of Posts Clicks (GMB)

No 679 1.92

Yes 15 1.13



Do posts 
with emojis 
perform 
better?



@ J O Y A N N E H A W K I N S



Average numbers for data set

Post Comparison Emojis Vs None
Emojis # of Posts Clicks (GMB) Clicks (GA) Conversions

Yes 50 3.06 0.62 0.13

No 987 1.53 0.89 0.09



Do posts with 
text in the 
image 
perform 
better?
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VS



Average numbers for data set

Post Comparison Text Inlay Vs None

Text in Image # of Posts Clicks (GMB)

Yes 688 2.03

No 306 0.59



Do posts with 
stock photos 
perform 
better?
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Not Stock

Stock



Average numbers for data set

Post Comparison Stock Photo Vs Not
Stock Photo # of Posts Clicks (GMB)

Yes 314 0.38

No 680 2.13



Do posts 
with logos 
perform 
better?
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Average numbers for data set

Post Comparison Logo Vs None
Logo # of Posts Clicks (GMB)

Yes 577 1.57

No 417 1.60



What types of 
content 
perform best 
in posts?
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Sense of 
Urgency



Average 
2.68 
clicks

25
Posts

Average numbers for data set
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Simple 
Call To 
Action



Average 
2.73 
clicks

350
Posts

Average numbers for data set
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Specials



Average 
6.04 
clicks

52
Posts

Average numbers for data set



Average numbers for data set

Best Performing Post Summary

Type of Post Number of Posts Number of Clicks

1. Specials 52 Posts 6.04 Clicks

2. Call to Action 350 Posts 2.73 Clicks

3. Sense of Urgency 25 Posts 2.68 Clicks



What types of 
content 
perform worst 
in posts?
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Who 
We Are 
(Bios)

3rd (Tied)



Average 
1.04 
clicks

105
Posts

Average numbers for data set
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Products 
(or Services)3rd (Tied)



Average 
1.04 
clicks

210
Posts

Average numbers for data set
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Seasonal/
Holiday

2nd



Average 
0.75 
clicks

36
Posts

Average numbers for data set
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ReviewsWorst



Average 
0.71 
clicks

14
Posts

Average numbers for data set



Average numbers for data set

Worst Performing Post Summary
Type of Post Number of Posts Number of Clicks

1. Reviews 14 Posts 0.71 Clicks

2. Seasonal/Holiday 36 Posts 0.75 Clicks

3. Products (or Services) 210 Posts 1.04 Clicks

4. Who We Are (Bios) 105 Posts 1.04 Clicks



Subscribe for the Full Results: 

https://www.sterlingsky.ca/newsletter/



Did the 
presence of 
Google Posts 
impact 
ranking?



● 3 GMB listings
● No SEO efforts going on
● 2 marketing companies, 

1 physical therapist 
● Small towns

The Candidates



● Scheduled posts 
● 1 post a week for 9 weeks
● 441 keywords (per location)
● Tracking local rankings in 

the top 10 



Listing 1: Physical therapy business

Type of Post Number of Posts Number of Clicks

1. Reviews 14 Posts 0.71 Clicks

2. Seasonal/Holiday 36 Posts 0.75 Clicks

3. Products (or Services) 210 Posts 1.04 Clicks

4. Who We Are (Bios) 105 Posts 1.04 Clicks

345 346



Listing 2: Marketing company listing

110
79
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Both marketing listings 
were verified using the 

same address.

https://www.sterlingsky.ca/google-local-filter/ 

https://www.sterlingsky.ca/google-local-filter/
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After the December 9th 
algorithm update, listing 1 

stopped showing and 
listing 2 started displaying 
instead for some keywords. 

https://www.sterlingsky.ca/google-local-filter/ 

https://www.sterlingsky.ca/google-local-filter/


The Filter

www.sterlingsky.ca/google-local-filter/



50

61





Look at 
SERPs
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Why utilize posts?



Posts justifications 

moz.com/blog/influence-local-justifications



SERP on Dec 16 showing 
Dec 13 post

Newer posts take 
priority



SERP on Jan 6 showing 
Jan 3 post



Justifications pull posts from the last 
60 days.
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Other things we 
learned...



Views in GMB Insights include 
searches from rank trackers
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Average CTR 
was 0.50%



You need 200 
views before 
you're likely to 
get clicks.



Average numbers for data set ~ 
*Average GMB clicks/average GMB views

Post Comparison Practitioner Vs Not

Practitioner # of Posts Clicks (GMB) Views CTR*

Yes 58 0.81 79 1%

No 979 1.65 437 0.4%



Tracking Posts in Google Analytics 

www.sterlingsky.ca/tracking-google-my-business-posts
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bit.ly/mozcon2021

1. Use offer posts & COVID posts
2. Include a title on the post and make sure it’s 

not all caps.
3. Use emojis
4. Include photos that:

a. Use text in the photo
b. Are not stock photos

5. Make sure the following is included in the post:
a. Specials
b. Calls-to-action
c. Sense of urgency

Successful Google Post Blueprint
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Email:  
https://www.sterlingsky.ca/
newsletter

Forum: 
www.localsearchforum.com

Twitter: 
https://twitter.com/JoyanneHawkins

LinkedIn: 
https://www.linkedin.com/in/
joyhawkins/ 

Facebook Group: 
https://www.facebook.com
/groups/localsearchforum 

https://www.sterlingsky.ca/newsletter
https://www.sterlingsky.ca/newsletter
http://www.localsearchforum.com
https://twitter.com/JoyanneHawkins
https://www.linkedin.com/in/joyhawkins/
https://www.linkedin.com/in/joyhawkins/
https://www.facebook.com/groups/localsearchforum
https://www.facebook.com/groups/localsearchforum


Thank You!


