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Executive Summary
The goal of Chatmeter’s Local Brand Report is to reveal which of America’s biggest retail and restaurant brands are prepared 
for voice search in 2019. Today we are in “The Age of the Consumer” where consumers expect their needs and wants to be 
addressed immediately and delivered with an excellent customer experience. 

Google’s Consumer Insights has reported a 900%+ increase in “near me tonight/today” searches in the past two years. This 
incredible increase in “near me” searches shows just how important having a local SEO strategy in place is because businesses 
will be more visible to consumers in their moment of need. 

This report dives into what a successful local SEO strategy looks like and then evaluates 12 of America’s largest retail and 
restaurant brands to determine if they are prepared to meet the demands of today’s consumers online and in voice search.

Our Grading Process
Utilizing Chatmeter’s dashboard, we use a wide variety of metrics to evaluate each brand. We look at review rating, review 
response rate, listing accuracy, and their Local Brand Visibility (LBV) score. A brand’s LBV score is an aggregate of the most 
important metrics tied to reputation, social media activity, and local SEO. Customer activity levels, listing accuracy, rankings, 
and customer ratings all factor into the score.

Brand Comparisons
We put the 12 brands in head to head battles to determine which company is the winner of their industry. We used LBV scores, 
review ratings, and review response rates to determine the winners.

Recommendations for all brands and Conclusion
Throughout the report we saw 3 key areas that all brands could improve upon in their local SEO strategy. Those were responding 
to all reviews, post to local social media pages, and develop an unbranded keyword optimization strategy. If these brands were to 
implement these strategies, they will see improvements in their rankings and success on conversions with voice searches.

Retail

TJ Maxx Ross StoresVS

Target WalmartVS
Apple Best BuyVS

Restaurants

Starbucks Dunkin’VS

Jack in the Box Wendy’sVS
A&W Restaurants Dairy QueenVS
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Over the past few years, the concept of local search has transformed how brands approach digital marketing. 
Businesses find the most success when they are able to drive traffic back to their brick and mortar stores. In 
order to do this, they need a strong local SEO strategy in place. 

A complete local SEO strategy addresses 5 key factors: review management, local listings, local SEO rankings, 
local pages, and social media.

Brands with strong optimization in all 5 categories will have a leg up against their competitors in 2019.
How well a business is performing in these 5 categories demonstrates a healthy online reputation and more 
importantly, how visible the business is in local search results. Businesses with higher visibility in local search 
results have more consumers visiting their locations and making purchases.

In today’s world, consumers are trending towards utilizing voice to conduct purchases and make decisions 
about which businesses they should make purchases from. When it comes to local search, voice is 3x more 
likely to be used than text. Mobile users are relying on voice search to supply them with on-the-go information. 
The hands-free design of voice search is giving users the ability to search for a location while driving.
Optimizing a brand for voice search and incorporating a Voice Engine Optimization (VEO) strategy into an
overarching marketing strategy is vital for businesses in 2019.

ENGAGE LOCATEREACH RANK LISTEN

Get your brand audit at Chatmeter.com
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Voice search is being adopted at a dramatic rate by consumers. Already, 20% of mobile searches are made 
using voice according to Google, and Gartner projects that 20% of all user interactions on smartphones in 
three years will happen through voice. This urgency makes the need for a VEO strategy essential if you plan
to beat out local competitors in a voice-first world.

The number of search results given by a device is
diminishing as we move towards more convenient
search options. 

Optimizing for voice search really comes down to ranking as high as possible. In a yearly survey by Darren 
Shaw of Whitespark, he rounded up the 8 most important local ranking factors and broke it down by
importance. The results of this survey create a benchmark for how the industry recommends brands
optimize for local search and improve their rankings.

Improving local search rankings will help businesses become more visible online and in voice searches.
This report ultimately shows which businesses are prepared to meet consumers demands in 2019 and
which brands have a lot of work to do.

THE WEIGH IN: THE CURRENT STATE OF LOCAL SEARCH AND REPUTATION
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2018
Local Search

Ranking
Factors

16.53%
Link Signals
(Inbound anchor text, linking domain authority,
linking domain quantity, etc.)

25.12%
Google My Business Signals
(Proximity, categories, keyword in business title, etc.)

13.82%
On-Page Signals
(Presence of NAP, keywords in titles,
domain authority, etc.)

10.82%
Citation Signals
(IYP/aggregator NAP consistency, citation 
volume, etc.)

5.88%
Personalization

(Search Histories, Keywords, Unique Queries, etc.)
9.56%

Behavioral Signals
(Click-through rate, mobile clicks to call

check-ins, etc.)

2.82%
Social Signals

(Google engagement, Facebook engagement,
Twitter engagement, etc.)

15.44%
Review Signals

(Review quantity, review valocity,
review diversity, etc.)

THE 2018 LOCAL RANKING FACTORS

Desktop gives 10 results, mobile provides 3, and 
smart speakers give a single search result.

https://www.chatmeter.com/blog/2018-local-ranking-factors/


To capture the scope of the brick-and-mortar retail and restaurant industries, we took a list of the top 100 
retailers and restaurants and narrowed that down to 12 by selecting the key brands for each category.

In this report, we analyzed 12 of the biggest retail and restaurant brands in the nation to determine who is 
most prepared for the voice search revolution. We used real customer data to determine the biggest areas of 
opportunity for a brand to increase their visibility in search results and improve the offline to the online cus-
tomer experience. 

In last year’s report, we focused entirely on retail, specifically during the holiday shopping season to come to a 
conclusion on which brands were most successful during the busiest shopping season of the year. This year, 
we took this one step further by including 6 of the largest restaurant brands across different food service 
industries. Retail and restaurants typically go hand in hand with each other and we used this report to see how 
restaurant brands fared during the same holiday shopping season. 

We put some of the biggest brands in the country in a head-to-head battle to learn who has seen the most 
improvement in the last 3 months of the year and which company is that industry’s champion. Using review 
data and real customer feedback, we examined in-store experiences provided by retailers and restaurants as 
told by their customers. 

This is Chatmeter’s second annual Local Brand Report. This looks back at 2018 to see how some of the top 
brands in the US performed online.

Chatmeter’s dashboard has analyzed over 1.9 million locations and billions of customer reviews, social media 
mentions, and sentiment since 2009. This huge amount of data allows Chatmeter to gain the full picture of a 
brand’s online reputation and dive deep into the details when needed. Along with artificial intelligence and 
sentiment analysis, we utilize the analytics gathered in our dashboard to prepare the data in this report.

Our Process

4 Get your brand audit at Chatmeter.com
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To start off this report and get a quick assessment of each brand across the 5 key areas of local SEO, we turned 
to Chatmeter’s Local Brand Visibility (LBV) scoring system. A brand’s LBV score is an aggregate of the most 
important metrics tied to reputation, social media activity, and local SEO. Customer activity levels, listing
accuracy, rankings, customer ratings, and local competitors all factor into the score. 

For the purpose of this high level brand comparison report, we’re omitting the local competitors part of the 
LBV score and focusing on national competitors.

In general, an LBV score above 70 is reflective of an industry leader, a score between 50 and 70 is average
and a score below 50 is poor. Think of the gradient scale as a digital report card of online health.

How healthy is each brand as a 
whole? There is no one factor that 
can be used to identify the success 
of a business’ local SEO success. 
Reviews, social posts, listings, 
rankings, and search traffic
analytics all need to be broken 
down into their core components 
in order to accurately assess their 
relative impacts on a business’ 
online standing.

LOCAL BRAND VISIBILITY

Best Buy
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Target
Walmart

Dairy
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Dunkin’

A&W

Apple
Wendy’s

Starbucks

Jack in
the Box
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THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH ROUND ONE | Local Brand Visibility

Company Overall LBV
Score

Review
Score Social Score Listings

Score Search Score

Target

Ross

TJ Maxx

Best Buy

Walmart

Dairy Queen

Dunkin’

A&W

Apple

Wendy’s

Jack in the Box

Starbucks

64

63

63

61

59

58

56

55

54

53

51

51

53

52

54

53

50

48

50

49

45

46

44

34

28

45

19

2

39

60

7

29

0

16

28

65

88

87

74

89

85

67

87

60

82

73

72

69

40

43

57

44

39

34

46

45

42

29

26

25

THE LBV SCORES OF ALL BRANDS (BEST TO WORST):

Get your brand audit at Chatmeter.com
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ROUND ONE | Local Brand VisibilityTHE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

Deep Dive on LBV Scores: LISTINGS
The listings score is a measure of how accurate and well curated the 
listings are for a location. There are 3 factors that go into this score: NAP 
accuracy, website accuracy, and listing duplicates. 

The average listings score across all brands is a 78, the highest being Best 
Buy (89) and the lowest being A&W Restaurants at 60. Keep in mind that 
the listings score overall had the highest average out of all 5 categories in 
the LBV score. It is clear that listings management was a priority in 2018 
because of how important listings accuracy, presence, and optimization is 
in local search rankings. 

Now that listings are an established strategy in these brand’s overall 
marketing strategy, it’s time to look into the other 3 categories. In round 2, 
we’ll discuss where brands could expand.

Deep Dive on LBV Scores: REVIEWS
As a brand, online reputation means more than anything. Today, a 
brand’s reputation can easily be torn down simply from a few bad 
reviews or social media comments.

Customers are more likely to return to a business when their
experience is positive. It also impacts other potential customers 
because 73% of consumers say positive reviews make them trust 
businesses more. That trust leads them to choose your business over 
competitors.

The average review score across all 12 brands is 48, the highest being 
TJ Maxx with 54 and the lowest is Starbucks with a 34. Based on
Chatmeter’s grading system, these scores are poor. Brands of this 
caliber need to be achieving scores that are much closer to 70 which 
marks industry leaders. With the importance of reviews in the retail 
and restaurant industries, it is vital that these companies put a
solution in place to start managing and responding to their reviews to 
bring their scores up from just being average.

Get your brand audit at Chatmeter.com
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This incredible increase in “near me” searches shows just how important Local SEO is to 
the success of brick and mortar stores. When analyzing the Search score, we are
focusing on how well the brand is optimized for unbranded searches and their current
rankings on those keywords. 

Deep Dive on LBV Scores: SOCIAL
92% of all marketers indicated that their social media efforts have generated more online exposure for their businesses and at a 
time when 97% of customers are researching physical stores online, a brand’s local social presence could be the difference 
between a customer choosing them or a competitor.

Keeping content updated and relevant to the business’s unique services builds trust with customers and shows that the business 
is active and engaged online, which has become a prerequisite for customers looking to make a trip to a physical location. 

With the rise of local search on social media from features like geo-tags and filters, social media makes up a significant portion
of your local SEO score.

THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

Deep Dive on LBV Scores: SEARCH

ROUND ONE | Local Brand Visibility

Get your brand audit at Chatmeter.com

We analyzed the millions of 
searches across all Chatmeter 
customers and found that on 
average, 81.7% of the
time impressions on local
search listings come from 
unbranded keywords.

Google’s Consumer Insights 
has reported a 900%+ increase 
in “near me tonight/today” 
searches in the past two years. 

We are living in an age where consumers have incredible amounts of trust in search 
engines like Google and Yelp and are no longer brand loyal. Consumers trust that 
Google will send them to a place where they will have a wonderful experience. 

Most brands focus on optimizing their listings and website for branded keywords 
because they have a higher click-through-rate and return on investment. Unfortunately, 
if a business is only focusing on branded keywords, they are only reaching a small 
percentage of their potential audience. The brand is not growing to new customers.

The average rankings score across all 12 brands is 39, the highest rankings score is 57 for TJ Maxx. Again, a good rankings score 
is 70. These companies are not visible on unbranded local searches relevant to each brand. Low rankings across the board can 
show how none of these brands are optimized for voice.
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In our analysis, we found that the social scores trended lower with the retail companies. Retail companies are less likely to be 
posting directly from their location’s local social pages compared to the restaurant companies.

Both of these scores are pretty terrible making it evident that a local social media strategy is being neglected. This also means 
that when consumers are searching online, tagging businesses, and researching brands to shop at, they are not finding any 
information about any of the 12 brands we’re discussing in this report. Brands are not making the connection between social 
and local search rankings.

Average social score for the 6 retailers: 22
Average social score for the 6 restaurants: 33

CONCLUSION OF ROUND ONE

Analyzing each brands LBV scores and the 5 factors that go into the scores gives a good understanding of where each brand 
stands against each other and with their own local SEO strategies. Today, brands need to be optimized in all 5 areas to be
relevant in voice searches and based on the above findings, none of the brands have scores of 70 and therefore are not industry 
leaders. The rest of the report evaluates listings and review management to determine where the brands can improve upon
their strategies.

THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

Deep Dive on LBV Scores: SOCIAL (Cont.)

ROUND ONE | Local Brand Visibility

Get your brand audit at Chatmeter.com
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LOCAL LISTINGS MANAGEMENT

Get your brand audit at Chatmeter.com

Using Chatmeter’s Listing Management Accuracy 
report we can see the accuracy of each brands’ online 
listings as well as their presence. This report is 
extremely helpful because you can see the accuracy of 
your listings as a whole and then have the option to 
drill into the phone number, address, and name accu-
racy across every site you are listed on.  

Across all 12 companies, the average listing accuracy is 
90.75%. The company with the least accurate listings 
was Apple with 74% accuracy. 

When it comes to keeping online listings up-to-date, 
most local SEO experts refer to the acronym NAP 
which stands for Name, Address, and Phone Number. 
However, it’s becoming more and more apparent that 
a complete and accurate listing needs more than just 
NAP presence. 

In order to truly succeed with listings, businesses now 
need to have NAPWCHD accuracy which stands for 
Name, Address, Phone Number, Website, Category, 
Hours of Operation, Description. NAPWCHD accuracy 
is the new normal for businesses since 25% of how 
Google ranks businesses is related to GMB optimiza-
tion which includes every NAPWCHD factor. 

THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

https://www.chatmeter.com/blog/what-is-napwchd/


The 12 brands in our report have good NAP accuracy as well as NAPWCHD accuracy. Most brands have
corporate websites on their listings, a designated category and accurate hours of operation. Next steps for all 
of these businesses would be having local websites instead of corporate ones and filling out the second 
description on their Google listings called “From the Business”. The second description is the business’s
opportunity to add keywords they are attempting to rank for. 

The businesses that implement more Google Optimization will see higher rankings and in turn, show up for 
more voice searches. Consumers search for unbranded keywords and specific products in their moment of 
need so those businesses with optimized descriptions will be the winners in voice search.

11

ROUND TWO | Local Listings Management

Get your brand audit at Chatmeter.com

THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

Local Listings Management, Continued
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THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

REVIEW MANAGEMENT

In today’s competitive market, not only does customer service play a powerful role in helping your brand stand out, but it can 
also impact your local SEO score. Google and other search engines have admitted 15% of search ranking factors are derived from 
reviews.

We tracked review counts during that the last 3 months of 2018 to see which brand was being discussed the most by consumers 
and to see which industry saw the biggest increase in review count during the holiday shopping season. 

Two brands had by far the most reviews on average during that month time period, Best Buy received an average of 82 reviews 
per store per month and Walmart received an average of 65 reviews per store per month.

As a whole, the average review count per store per month was 28. Restaurants averaged 17 reviews per location per month and 
retailers averaged 39 reviews per store per month. Retailers saw double the amount of action during the holiday shopping 
season compared to restaurants which is to be expected. The biggest difference between 2 brands was Target and Walmart. 
Target had the lowest number of reviews during the last 3 months with an average of 10 reviews per store per month whereas 
Walmart had 65 reviews. 

Responding to reviews is just good business practice. Taking the time to respond to reviews shows future customers you care. 
Not to mention, 14% of customers are more likely to return to a business that responded to their feedback. 

The highest review response rate in the last 3 months was A&W Restaurants. Their average response rate was 12%. It is clear 
they have implemented a review management solution to assist them in answering their reviews. 

Review Quantity

Review Response Rate

Get your brand audit at Chatmeter.com

On average, the review response rate in the 
last 3 months across all 12 companies is 1.4%. 
Eight out of the 12 companies (67%) have a 
review response rate of 0%. It’s shocking to see 
the majority of these businesses have not 
responded to a single review in the past 3 
months. 

Companies now need to be investing in a review
management system to help them respond to the
thousands of reviews they receive. Those businesses that 
make this investment will see a return in higher rankings 
and more customers going to their brick and mortar 
locations. Responding to reviews is the quickest way to 
become more visible online in voice results.
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Star ratings are featured prominently on listings and search results making them a critical factor in driving consumers’ choices.

We compared the review ratings for the last 3 months of 2018 to the rest of the year to learn who’s ratings increased or 
decreased during that period. As a whole, most brands had a slight increase or no change in their review rating.

Apple saw the biggest increase in their reviews going from a 3.4 all-time rating up to a 3.6 during the holiday shopping season. 

Starbucks was the only brand that saw a decrease in their review ratings during that period going from a 3.9 all time down to a 
3.8.

These star ratings show which companies were the leaders in delivering a superb customer experience in the last 3 months:

THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

Ratings

ROUND THREE | Review Management

Company Review Rating in
the Last 3 Mo. Company Review Rating in

the Last 3 Mo.

TJ Maxx

Best Buy

Ross Stores

A&W Restaurants

Dairy Queen

Target

Dunkin’

Starbucks

Walmart

Apple Store

Wendy’s

Jack in the Box

4.2

4.1

4.1

4.0

3.9

3.9

3.8

3.8

3.8

3.6

3.6

3.5
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THE LOCAL BRAND REPORT: WHICH BRANDS PACK THE BIGGEST PUNCH

BRAND FACE-OFF

Creating a successful in-store experience during this time of year has become all the more critical, not only for 
driving revenue, but for building an online reputation that influences consumers behavior for the next year to 
come.

We used customer reviews, LBV scores and third party data to help us decide which brand is the winner in 6 
head to head comparisons. The retailers and restaurants most trusted by consumers to deliver a great overall 
customer experience are listed below. 

We have compared these brands and determined winners not only on just their LBV scores and review ratings, 
but we also look closely at the ratio and the change improvements YoY.

Get your brand audit at Chatmeter.com



RETAIL:

15

63

63

19

45

57

39

0 20 40 60 80 100

Rankings Score

Social Score

LBV Score

TJ MAXX

Ross Stores

Review Rating
(Last 3 Months)

Review Response Rate
(Last 3 Months)

4.2
4.1

0%
0%

TJ MAXX
ROSS STORES
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RETAIL

TJ Maxx and Ross Stores are some of the most successful brands in the discount retailer space because of the 
discounts consumers can find. These off-price retailers have been benefitting from a disappearing
middle-class and a higher demand for budget options - 2 factors that have been hurting department stores like 
JCPenney and Sears. 

Ross stock (ROST) is traditionally a Dividend Champion with 25 consecutive years of dividend increases.
However, ROST took a dip over the holidays which could explain the lower review rating score. In contrast, TJ 
Maxx reported that comparable sales were up 9%. Lower review ratings suggest lower service which could in 
turn suggest a lower stock value for Ross Stores. 

Looking at their LBV scores, Ross is beating TJ Maxx by a lot with their social strategy and it’s evident that TJ 
Maxx is focusing on optimizing their online listings to increase local search rankings.

WINNER: 

This brand comparison is the closest one out of all of our head to head battles. TJ Maxx and Ross are both 
performing above average. It is too close to tell because they have the same overall LBV score, a .1 difference 
in review rating and the same review response rate.

Reasoning:

Recommendations:

The easy win for both of these brands is to start responding to reviews. TJ Maxx has a significantly higher 
Ranking score. Reviews influence 15% of how Google ranks businesses. If TJ Maxx doesn’t start responding to 
reviews then they could lose their high ranking.

Get your brand audit at Chatmeter.com
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64

59

28

39

40

39
Rankings Score

Social Score

LBV Score
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RETAIL:

Target

Walmart

Review Rating
(Last 3 Months)

Review Response Rate
(Last 3 Months)

3.9
3.9

0%
0%

TARGET
WALMART
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Target and Walmart are some of the biggest brands in the US. Walmart is consistently rated as one of the top 5 
businesses in the country and Target has fierce consumer loyalty, making this one of the most interesting 
brand battles.

Target’s sales increased 5.7% during the holiday season in stores, this growth outpaces that of the holiday 
season in 2017 when Target saw a 3.5% increase in sales. Walmart was reporting that in-store traffic was up 
1.2% in the months before the holiday shopping season giving them good momentum. 

We’re comparing the best of the best retail brands in America. These companies are known for either their 
excellent customer experience (Target) or incredible price structures and ability to compete with ecommerce 
giants such as Amazon (Walmart). Both companies have done an excellent job at staying innovative in their 
stores, now it is time to bring those same processes to their local SEO strategies.

18

RETAIL

WINNER: 

Even though Walmart has a more successful local social strategy and typically higher revenue, Target is
beating out the company on review ratings and rankings as well as brand loyalty. Their higher LBV score is 
reflecting in the sales increase over the holiday shopping season.

Reasoning:

Recommendations:

Much like the other retailers, either brand could win next year by adding local review response to their
marketing strategy. It is vital that both brands start implementing a review response strategy to see
improvements in review ratings and rankings.

Get your brand audit at Chatmeter.com



54

61

0
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42

44
Rankings Score

Social Score
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RETAIL:

Apple

Best Buy

Review Rating
(Last 3 Months)

Review Response Rate
(Last 3 Months)

3.6
4.1

0%
1%

APPLE
BEST BUY
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RETAIL

WINNER: 

Best Buy is the clear winner of the head to head comparison because of their superior customer service and 
Buy Online Pick Up In Store (BOPUS) offering which is reflective in their higher LBV scores and review ratings.

Reasoning:

Recommendations:

Apple and Best Buy have the lowest Social scores out of every other brand. It is clear that neither brand is 
prioritizing local social, with Apple neglecting it completely. Having a well known brand is no longer going to 
cut it in the age of the consumer. Today’s consumers care about having a meaningful experience and a good 
way to demonstrate that is through social posts at each location. 

Today’s consumers are seeking experiences when they visit a store. This creates a huge opportunity for the 
tech providers of our world to showcase their newest products in fun and innovative ways that will drive 
people to their stores. A unique customer experience is what we looked for in this head to head battle.

This is the biggest difference in LBV scores out of all of the head to head battles. Apple scored 7 points lower 
than Best Buy. Apple also has a significantly lower review rating than Best Buy. 

Service is the major differentiator with these two brands. Apple’s reviews contained words such as “slow” and 
“rude” whereas Best Buy had reviews that described the service as “friendly” and “fast”.

Get your brand audit at Chatmeter.com
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RESTAURANTS:

Starbucks

Dunkin’

Review Rating
(Last 3 Months)

Review Response Rate
(Last 3 Months)

3.8
3.9

0%
2%

STARBUCKS
DUNKIN’
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RESTAURANTS

WINNER: 

Reasoning:

Recommendations:

Get your brand audit at Chatmeter.com

In 2018, Dunkin’ had a big initiative in utilizing their locations and enhancing the customer experience. They 
launched new next-generation store models and became the first national restaurant brand to offer a
drive-thru lane specifically for mobile ordering. Dunkin’ is taking aim at Starbucks hoping to boost convenience 
and speed of service. 

Starbucks has incredible consumer loyalty in a world where brand loyalty is dying. Starbucks Rewards increased 
11% year-over-year to 13.3 million active members with member spend accounting for 36% of US
company-operated sales. 

The profits at both companies show that they have done well at creating brand loyalty with an experience that
customers will come back to again and again. Starbucks and Dunkin’ have the highest Social scores out of all of 
the brand comparisons. Both of these companies have a franchise model giving each store owner or manager 
liberty to post at their own cadence. This is where restaurants differ greatly from retail in which they prioritize 
local social posting in their marketing strategies.

Dunkin’ has just barely beaten out Starbucks for the coffee industry’s brand winner with their slightly higher 
LBV score and review response rate. Dunkin’ is clearly listening to their customers needs with their new store 
initiative and it shows in their higher review rating.

There is a big opportunity for both of these brands is to improve their local search rankings score. As more 
and more consumers are turning to voice search in their moment of need, Starbucks and Dunkin’ need to 
focus on improving their ranking for the unbranded searches.
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RESTAURANTS:

51

53

28

16

26

29

Jack in the Box

Wendy’s

Review Rating
(Last 3 Months)

Review Response Rate
(Last 3 Months)

3.5
3.6

0%
0%

JACK IN THE BOX
WENDY’S

Get your brand audit at Chatmeter.com

Rankings Score

Social Score

LBV Score



Both brands are operated using a franchise model but with greatly different operational strategies. In the last 
year, franchises are suing Jack in the Box because of poor marketing funding and assistance from corporate. 
On the other side, Wendy’s stock has grown by 6% year-to-date.

Some surprising statistics are the Social scores. Wendy’s is known for their sarcastic and widely popular twitter 
handle. However, on a local scale, it’s difficult to find any content being posted. In the eye of the consumers, a 
popular Twitter handle goes a long way but for search engines, they need to see local social content to know 
that their recommending a good business. 

With Wendy’s better business practices, they are seeing higher review ratings and rankings than Jack in the 
Box making them the clear winner of this head to head comparison.

RESTAURANTS
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WINNER:

These two brands have the lowest scores across the board for LBV scores and review ratings. Wendy’s
reportedly has better business practices and are seeing slightly higher review ratings and rankings but Jack in 
the Box is beating them in local social scores. The difference between the LBV scores is a mere 2 points and 
their rating scores are essentially a race for last place.

Reasoning:

Recommendations:
The fast food industry is not prioritizing their digital presence in local search. One of the quickest ways to 
increase rankings and review ratings is to start responding to reviews. Once consumers see that these national 
businesses care about their customers on a local level by engaging and responding to reviews, they’ll want to 
start visiting their restaurants and leave reviews as well.
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RESTAURANTS:
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A&W Restaurants

Dairy Queen

Review Rating
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Review Response Rate
(Last 3 Months)

4.0
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12%
2%

A&W RESTAURANTS
DAIRY QUEEN
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In a different category than fast food, we selected A&W Restaurants and Dairy Queen as our specialty food
services brands. While these brands are not as big as Wendy’s or Jack in the Box, they are doing very well in 
their niche markets. 

Dairy Queen has a significantly higher social score than A&W which is probably why their LBV score is higher 
than A&W’s. However, A&W is actively responding to their reviews and engaging with their customers which, in 
turn, is giving them a higher review rating and much higher rankings.

RESTAURANTS

WINNER: 

A&W clearly has a good long term approach for their online reputation. A&W’s efforts in the local SEO strategy 
go a long way and ultimately, having the highest review response rate, not only in this head to head battle but 
overall, is what makes us declare A&W Restaurants the winner.

Reasoning:

Recommendations:

At the rate that A&W is going, Dairy Queen needs to implement a review responding strategy to attempt to 
compete with A&W in the future.
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After analyzing all 12 brands, it was clear there were 3 major areas where everyone was missing the mark 
when it came to their local SEO strategies. Eleven out of 12 brands had no review response strategy, the ma-
jority of brands struggled with their local social scores, and every brand could use a new unbranded keyword 
strategy. 

1. RESPOND TO YOUR REVIEWS
Reviews without responses will affect a brand’s rankings negatively more than one may think. Here are our tips on how to 
respond to reviews:

Thank the customer. They just gave you a compliment, say thank you!

Get specific. Use the customer’s name or reference something in their review to avoid looking like a copy and pasted a 
response (even if it is).

Entice them to come back. Encourage the reviewer to become a repeat customer. One way to do this is by tempting 
them with a new or different product.

Positive Reviews

5 star with comment

Respond To:

GOOGLE

9/20/16

Awesome location since it gives you a big city feel at this Starbucks. Great coffee and great customer service. Comparable to Starbucks and
ambiance I’ve had in NYC.

Starbucks, 290 W Jefferson St, Syracuse, NY 13202

JUMPING J.

Clear Submit for Approval

Hi Jumping J. thank you for visiting Starbucks and sharing a positive review!

location

Single Review
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RECOMENDATIONS FOR ALL BRANDS

Apologize and thank them for their feedback. Sometimes brands can learn more about a business from a bad review 
than a good one. Apologize for their poor experience and thank them for taking the time to leave feedback.

Respond appropriately. This is a public conversation, remember to be respectful.

Invite the conversation offline. Avoid going back and forth with an unhappy customer, instead, invite them to finish the 
conversation offline. Finish the response with contact information for support, we recommend an email and a phone 
number.

Keep it short and sweet. Don’t put emphasis on a bad review by dragging it on. Use the steps above and keep it short, 
don’t say more than absolutely needed.

Negative Reviews
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Here are some of our best tips for increasing a
brand’s social media presence:

2. POST TO LOCAL SOCIAL PAGES
Every brand struggled with their social scores, Apple even scored a 0.
It is time to transition from national social media
campaigns to campaigns that have a more local focus.

74% of consumers use social media to guide their purchasing decisions. 
When the average American spends close to 2 hours a day on social 
media, there is no reason why social media shouldn’t be part of a 
brand’s local SEO strategy.

Post on a consistent basis. This is a lot easier said than 
done. But by developing a content calendar and
scheduling your posts ahead of time there should be
no problem posting consistently.

Don’t forget to hashtag! Hashtags are a great organic 
way for people to find a business on social media. Take 
advantage of some trending hashtags by adding them
to relevant posts.

Start conversations and respond to comments,
questions, and brand mentions. Engage with customers 
and make them feel heard, it goes a long way.

RECOMENDATIONS FOR ALL BRANDS
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3. DEVELOP AN UNBRANDED KEYWORD OPTIMIZATION STRATEGY
In order to reach new customers, bring more visitors to a business, and rank higher in more searches, brands need to be
optimizing for unbranded keywords. This means selecting an unbranded keyword category and incorporating that keyword 
throughout business listings and the website.

Business categories on a Google listing

Putting it in website headers

Website content under those headers

Alt tags on images

Backlinks with the keyword are a great plus

Gaining reviews with the unbranded keyword mentioned

Best places to do this are:

RECOMENDATIONS FOR ALL BRANDS

Branded
18.3%

Unbranded
81.7%

On average, Chatmeter’s 
customers were found by 
81.7% of the time by 
unbranded searches.

BRANDED VS. UNBRANDED
SEARCHES

https://www.chatmeter.com/blog/optimize-keywords-veo/
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Being optimized for voice search is about ranking as high as possible. To do that, brands must improve listing 
accuracy, optimize listings for unbranded keyword searches, respond to reviews, and establish a local social 
campaign. The 5 key areas of a successful local SEO strategy. 

Today we are in “The Age of the Consumer” where consumers expect their needs and wants to be addressed 
immediately and delivered with an excellent customer experience. 

Google’s Consumer Insights has reported a 900%+ increase in “near me tonight/today” searches in the past 
two years. This incredible increase in “near me” searches shows just how important having a local SEO
strategy in place is because businesses will be more visible to consumers in their moment of need. 

Throughout the report we saw 3 key areas that all brands could improve upon in their local SEO strategy. 
Those were responding to all reviews, post to local social media pages, and develop an unbranded keyword 
optimization strategy. If these brands were to implement these strategies, they will see improvements in their 
rankings and success on conversions with voice searches. 

Utilizing a review management software can help retailers and restaurants understand consumer trends, 
quickly determine which locations to celebrate and where to improve. There are platforms out there like
Chatmeter that can provide brands with the proper tools to get started by easily analyzing those experiences, 
identifying areas to improve, and allowing brands to quickly engage with their customers in an effort to create 
loyal, lifetime customers.
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Now that you know where some of the top brands in America land with their LBV scores
and online reputation, see where your business scores and where you could use some
improvements with a free brand audit from Chatmeter.

www.chatmeter.com/get-started

LISTINGS
Create, update, and 
optimize your local 

listings with 
Chatmeter and see 

how you can expand 
your reach.

REVIEWS
Read, analyze, and 
respond to reviews 

everywhere. Our 
review tools help 

you to engage with 
local customers.

LOCAL SEO
Outrank the 

competition with 
local SEO tools built 
to help you gain the 
local online visibility 
your brand deserves.

PAGES
Make it easy for your 
customers to locate 

the right 
information about 
the location closest 

to them.

SOCIAL MEDIA
Listen and engage 
with your loyal fans 

on social media. 
Easily monitor all 

social activity across 
100’s of accounts.

https://www.chatmeter.com/get-started/
https://www.chatmeter.com/platform/local-listings-management/
https://www.chatmeter.com/platform/review-management/
https://www.chatmeter.com/platform/local-seo-rank-tracking/
https://www.chatmeter.com/platform/local-pages/
https://www.chatmeter.com/platform/social-media-management/



