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HOW TO USE THIS BOOK

This book serves two audiences: local service business founders and the 

young adults, AI Builders, and team members who support them. 

Rather than asking either audience to skip chapters, we have marked 

sections throughout with two simple tags:

◆ FOUNDER FOCUS

◆ OPERATOR DEEP DIVE

Both audiences benefit from reading the full book. The tags simply help you 

know which sections demand your closest attention.
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Key Diagrams & Visuals

This book contains visual frameworks, real Knowledge Panel examples, and 

step-by-step walkthroughs throughout. The most important ones are listed 

below as a quick-reference map.

Key Diagrams

Figure 1. The complete framework at a glance — from scattered digital 

pieces to a verified Knowledge Panel. This diagram maps how the five 

types of proof feed into the Social Amplification Engine's six stages, 

which build the Geo-Vertical Grid, trigger the panel, and lock the entity. 

(Introduction)

Figure 2. The five types of proof Google trusts. (Chapter 1)

Figure 3. From Marketing Mechanic Episode 1: how entities, objects, 

content, and signals feed the Knowledge Graph. (Chapter 1)

Figure 4. Topic bonds (your trade) and geo bonds (your city) combine to 

create an obvious identity. (Chapter 1)

Figure 5. What to focus on versus what to ignore. (Chapter 1)

Figure 6. Without a Knowledge Panel vs. with one: the sales script flips. 

(Chapter 2)

Figure 7. Scattered identity fragments vs. a fully aligned digital 

presence. (Chapter 2)

Figure 8. Renting attention vs. owning the entity — the ratchet effect. 

(Chapter 2)

Figure 9. The Authority Gap: real-world reputation vs. digital footprint. 

(Chapter 4)

Figure 10. The structured signals Google needs to verify your identity. 

(Chapter 4)

Figure 11. The identity clarity journey: three questions become one 

folder of truth, the folder becomes a public footprint, and every machine 

— Google, the LLMs, YouTube, and your own agents — reads the same 
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identity. The Knowledge Panel is the visible badge, not the destination. 

(Chapter 5)

Figure 12. The Social Amplification Engine: six sequential stages of 

authority building. (Chapter 6)

Figure 13. From Marketing Mechanic Episode 3: the Content Factory as 

a topic wheel. (Chapter 6)

Figure 14. Digital plumbing: the tracking, profiles, and measurement 

foundation. (Chapter 6)

Figure 15. Dual entity architecture: the person and the company as 

separate, linked entities. (Chapter 6)

Figure 16. The GCT triangle: Goals, Content, and Targeting aligned 

around business strategy. (Chapter 7)

Figure 17. The proof factory workflow: document, process, publish. 

(Chapter 8)

Figure 18. A video-first capture plan: quick, candid recordings that build 

into authority. (Chapter 8)

Figure 19. The targeting shift: clear, specific content naturally reaches 

the right audience. (Chapter 9)

Figure 20. The algorithm feedback loop: content guides platforms to the 

right audience at scale. (Chapter 9)

Figure 21. Content acts as a beacon, attracting the right prospects by 

trade and geography. (Chapter 9)

Figure 22. The Dollar-a-Day Flywheel: test, prove, scale. (Chapter 10)

Figure 23. How small paid signals trigger organic distribution. (Chapter 

10)

Figure 24. Building an evergreen 'greatest hits' library that runs for 

months. (Chapter 10)

Figure 25. From Marketing Mechanic Episode 8: building an AI 

operations stack for optimization. (Chapter 11)

Figure 26. The optimization stack: projects, custom GPTs, knowledge, 

agents, and management. (Chapter 11)
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Figure 27. The Geo-Vertical Grid: cities on one axis, trades on the other. 

X marks your position. (Chapter 12)

Figure 28. From Marketing Mechanic Episode 2: topic bonds and geo 

bonds mapped on a whiteboard. (Chapter 12)

Figure 29. Real authority patterns vs. fake patterns: Google can tell them 

apart. (Chapter 12)

Figure 30. The zero-friction capture pipeline: capture, caption, name, 

publish. (Chapter 12)

Figure 31. The SEO tree: how entity authority connects to search 

visibility. (Chapter 13)

Figure 32. From Marketing Mechanic Episode 5: the confidence curve. 

(Chapter 13)

Figure 33. The four levels of Knowledge Panel stability. (Chapter 15)

Figure 34. One body of entity evidence, read by every machine. This is 

why you build the source of truth once, not once per platform. (Chapter 

16)

Figure 35. The monthly 3-AI baseline. Same questions, same day, every 

month, so you can see whether the machines are learning you or 

forgetting you. (Chapter 16)

Figure 36. One number, seven components, and the two weak wedges 

telling you exactly what to work on next. Live rubric at 

blitzmetrics.com/personal-brand-score/. (Chapter 17)

Figure 37. A 40 and an 85 are the same business at different levels of 

machine-legibility. The distance between them is a to-do list, not a 

decade. (Chapter 17)

Figure 38. One vault of truth feeds every agent and every skill. Get this 

folder right and the hallucinations mostly disappear; get it wrong and 

they multiply. (Chapter 18)

Figure 39. The Rising AI Line. The waterline climbs as models improve, 

but the founder's judgment stays on dry land. (Chapter 18)
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Figure 40. E-E-A-T: Experience, Expertise, Authority, and Trust. 

(Appendix B)

Real Knowledge Panel Examples

Brady Sticker (Introduction, Chapter 3)

Tommy Mello (Introduction, Chapter 3)

Dan Antonelli (Introduction, Chapter 3)

Chuck Thokey (Introduction)

Joe Crisara (Chapter 3)

Dylan Haugen (Chapter 3)

Anthony Hilb (Chapter 3)

Claiming & Managing Walkthroughs

The Knowledge Graph Explorer tool: search your name to find your 

entity, confidence score, and KGMID. (Chapter 14)

Click the three dots at the top of the Knowledge Panel (to insert) 

(Chapter 14)

Select "Claim this Knowledge Panel" (to insert) (Chapter 14)

Click "Get verified.". (Chapter 14)

The claim form — confirm who you are, select 'I am this person,' and 

explain why you deserve the panel. (Chapter 14)

The identity verification step: a selfie holding your government-issued ID. 

(Chapter 14)

The web profiles submission step: provide your official profiles with 

logged-in screenshots. (Chapter 14)

The "Suggest edits" interface on a claimed panel (to insert) (Chapter 15)

Edit flags appear over each section (to insert) (Chapter 15)

Submit feedback directly to Google (to insert) (Chapter 15)

Google's Knowledge Panel support flow: type 'Combine Knowledge Panel' 

and select the matching option. (Chapter 15)
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Introduction: Your Digital Business Card Is 

Incomplete

Type “Brady Sticker” into Google and, for years, you got football 

merchandise. Not the pastor. Not the author people were actually searching 

for.

Brady’s problem was that his digital identity existed as loose pieces with no 

picture on the box. His website said one thing. His books lived somewhere 

else. His profiles and mentions floated independently. Google could see the 

pieces, but it couldn’t tell how they fit together, so it filled the gap with the 

wrong answer.

Today, Brady owns page one with his site, books, and profiles, all anchored 

by a verified Knowledge Panel. What changed was that everything was 

assembled into a single, recognizable picture that Google could confidently 

display.

Brady Sticker's Google Knowledge Panel.

That transformation is what this book helps you achieve.

What appears when someone searches your name is not accidental. Google 

is constantly trying to solve a puzzle about who you are. Every page, profile, 

mention, and association is a piece. When those pieces are scattered, 

mismatched, or incomplete, Google hesitates. When they align clearly 

enough to form a complete picture, Google confirms your identity publicly.
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This book is written for two groups: local service business founders and the 

young adults or team members who support them. Whether you own the 

company or execute the systems behind the scenes, you share the same 

objective: assembling a clear, verified reputation that appears when 

someone searches your name.

Every person in a business already has a personal brand. Most just have the 

pieces sitting in different places. Your website, social profiles, media 

mentions, bios, reviews, and professional connections all exist 

independently. Google’s job is to see whether those pieces belong to the 

same person. A Knowledge Panel appears when the answer becomes 

obvious.

A Knowledge Panel represents digital clarity. It signals that Google 

recognizes your identity as real, distinct, and reliable. Clients experience it 

as proof, not promotion. It reinforces referrals, increases conversion rates, 

and reduces the need to explain who you are. In practical terms, it removes 

friction from trust.

What This Looks Like

Imagine searching your name and seeing a complete, professional snapshot 

appear on the right side of Google: your photo, title, company, website, 

social links, and press mentions. That box exists because Google was finally 

able to assemble the pieces into a single, coherent picture. Instead of seeing 

scattered fragments, it recognizes a complete identity.

This is what happens when your digital presence stops looking like loose 

pieces on the table and starts forming a clear image.

This shift has already changed lives:

• Tommy Mello, a billionaire founder in the home services industry, is a 

great example. Despite building companies at massive scale and being 

widely known inside the industry, his online presence had not yet 

caught up with his real-world success. His Knowledge Panel existed, 
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but it lacked clarity and control. We helped him properly claim and 

verify it so Google could accurately connect his identity, companies, 

and public footprint. The result was a digital profile that finally 

reflected the level of authority he had already earned offline.

Tommy Mello's Google Knowledge Panel.

• Dan Antonelli, CEO of KickCharge Creative, organized his brand-

building work so Google could clearly connect his expertise, company, 

and public presence, resulting in a dominant, consistent identity across 

search.

Dan Antonelli's Google Knowledge Panel.

• Anthony Hilb, a landscaper, saw inbound calls increase once prospects 

could immediately confirm who he was, what he did, and that his 

reputation was legitimate.
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• Chuck Thokey, a sales coach for home-improvement businesses, 

reached a milestone when his Knowledge Panel reflected his role as an 

industry leader rather than a collection of disconnected mentions.

Chuck Thokey's Google Knowledge Panel.

Each of them already had the skill and the reputation. What changed was 

that their digital pieces were assembled clearly enough for Google to 

understand and display the full picture.

A Knowledge Panel is the foundation. Once the picture is complete, every 

new article, podcast, review, or profile strengthens the structure instead of 

adding confusion. The strategies in this book show how to build that 

foundation so your authority continues to grow over time.

And Yes, This Works for AI Too

When we started this work, “winning” meant showing up on the right side 

of Google. That target has moved.

Today, a prospect who hears your name is just as likely to type it into 

ChatGPT, Claude, Gemini, or Perplexity as into Google. They ask, “Who is \

[your name\]?”, and an AI answers in one paragraph, with citations. That 

paragraph is now your first impression. If the AI says nothing, says the 

wrong thing, or confuses you with someone else, the conversation ends 

before it begins.

And Google itself has crossed the same line. At Google I/O in May 2026, the 

company shipped its biggest redesign of Search in over two decades: AI 
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Mode is now the default experience worldwide, answers are assembled by 

Google’s Gemini models in real time, and new “information agents” monitor 

and act on searches continuously. What grounds all of it, what keeps an AI 

answer about you accurate instead of invented, is the same Knowledge 

Graph this book teaches you to enter.

Here is the part most people miss: the same proof structure that earns a 

Google Knowledge Panel is what earns an accurate, flattering AI 

answer. Knowledge Graphs, Wikidata, schema.org, consistent profiles, and 

credible third-party citations are not separate systems. They are the shared 

substrate that every large language model uses to ground itself. When you 

build the entity for Google, you are building it for every AI system that 

consumes Google’s data, Wikidata’s data, and the open web, which is all of 

them.

This isn’t theory for us. Anthony Hilb runs a $5 million landscaping 

company in Bloomington, Indiana: about 70 employees, his face on every 

yard sign and van, and until recently, no Knowledge Panel. We organized 

the proof he already had, tuned his company and personal sites, connected 

his profiles, and built the wheel. Now Google recommends him, and so does 

ChatGPT. The panel and the AI answer came from the same work, viewed 

from two surfaces.

So when this book tells you to claim your Entity Home, fix your schema, 

build your Wikidata page, and align your profiles, read it as a dual 

instruction: you are training Google’s Knowledge Graph and every LLM in 

the world at the same time. The Knowledge Panel is the visible badge. The 

AI answer is the invisible one. Both come from the same root.

Throughout the book we’ll flag the moments where the AI angle matters 

most. And in Appendix G, we give you the exact prompts to test what 

ChatGPT, Claude, and Perplexity say about you today, so you can measure 

progress on both surfaces.

 THE THIRD PATH: HAVE US DO IT◆
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Everything this book teaches, we also do as a service. The Google Knowledge 

Panel Package is $7,500, one-time, and guaranteed: we work until your panel 

is live, for up to 18 months. If it is not live by then, you get a full refund. We 

audit your entity, build or optimize your personal brand site (if you don't have 

one, we build it at no extra charge), produce and place the authority signals, 

monitor how Google's Knowledge Graph responds, and walk you through the 

claim. We've earned Knowledge Panels for over 100 of our friends and clients, 

including the owners you'll meet in this book.

Details and qualification: localservicespotlight.com/knowledge-panel-package, 

or email operations@localservicespotlight.com.

The One-Page Map: Where to Start

This book has three audiences and one destination. The chapters compound, 

but you don’t have to read them in order. Use this map to decide where to 

start.

Step 1: Diagnose yourself in 90 seconds. Search your full name in 

Google. Then go to our free Knowledge Graph Explorer at 

localservicespotlight.com/knowledge-graph-explorer/ and search the same 

name. One of three things is true:

What you see Where to start What to expect

A clean Knowledge Panel already 

shows up

Chapter 14 You’re eligible to claim. Do it 

this week.

A panel exists but is incomplete, 

wrong, or unstable

Chapter 12, then 13 Reinforce the cross, then 

trigger the claim.

No panel; scattered or thin 

results

Chapter 1, then the 

sprints in Appendix D

You’re building the 

foundation. 90 days minimum.
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Step 2: Pick your path. Founders read the Founder Focus chapters and 

delegate the rest. Operators, the AI Builders, apprentices, and marketing 

assistants who run this playbook, read every chapter, starting at Chapter 6. 

If the operator running yours is your son, daughter, or a young adult on 

your team, our AI Builder Program trains them on a real client (yours) with 

weekly live coaching; see the sidebar in Chapter 6. And if you want the 

result without running the project at all, see “The Third Path” above.

Step 3: Run one stage at a time. The full system is the Social 

Amplification Engine (Chapters 6–11), backed by the Technical Playbook 

(Appendix D), the Authority Checklist (Appendix A), and the One-Page Cheat 

Sheet (Appendix E). If that sounds like a lot, the only thing you have to do 

this week is the Plumbing section of the Authority Checklist. Everything else 

builds on it.

Step 4: Use the AI. You can hand any stage to ChatGPT or Claude in agent 

mode with the prompts in Appendix G. AI completes the steps. Your job is to 

know which step to run next. Appendix G has the prompts, and the free 

installable skill pack that runs the same system.

For Local Service Business Owners

◆ FOUNDER FOCUS

If you are a local service business owner, your highest value is to set 

direction, protect the brand, and ensure the right systems are in place. This 

book is structured so you can understand how digital authority works 

without needing to personally implement every detail.

Start by focusing on the chapters that explain how Google evaluates real-

world credibility and why verified authority matters to revenue and trust. 

From there, delegate the execution-heavy sections, especially Chapters 6 

through 11, to someone you trust: a team member, a marketing assistant, or 

a capable young adult such as a son, daughter, or apprentice who can follow 

instructions and apply them consistently.
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If you already have sufficient entity strength: an established personal brand, 

press mentions, public recognition, or a long operating history, you may 

already be eligible for a Knowledge Panel. In that case, go directly to 

Chapter 14, which walks through the exact claiming and verification 

process. Secure the panel first, then return to the execution chapters only 

as needed to reinforce and stabilize your entity.

Owners lead by deciding where attention is best spent. When vision remains 

with you and execution is delegated effectively, authority compounds faster 

and with less friction.

For AI Builders and Team Members

◆ OPERATOR DEEP DIVE

If you are an AI Builder in our program, your mission is to help local service 

businesses (often your parents’ or sponsors’ companies) build digital 

authority through the methods in this book. You are the hands-on operator 

who makes these strategies real.

Pay close attention to Chapters 6 through 11. These are the technical and 

execution-heavy chapters that explain content, schema, profile alignment, 

and the triggering process. Founders can skim these if they are not directly 

involved in implementation, but someone on their team must complete 

them. That may be an apprentice, a young adult, or a trusted teammate 

working toward the same goal.

Founders set the vision. Apprentices execute the systems that bring it to 

life. Together, you build a brand Google and your customers can trust.

What You're Actually Building

Most people who pick up a book like this are looking for something to do 

this week that makes the panel appear.

That's not what this is.
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What you're actually building is a record. A public, machine-readable record 

of work you've already done, relationships you've already earned, and a 

reputation that already exists, just not in a form Google can read.

The frustrating truth is that most of the founders we work with have more 

real authority than any of their competitors who already have Knowledge 

Panels. They've been in business longer. They've served more customers. 

Their names mean something in their communities. But Google doesn't 

know that. It can't drive past the trucks or overhear the referrals. It only 

knows what it can find, connect, and verify.

The gap is rarely missing work. It is missing legibility: the work exists, but 

Google can’t read it.

For a local service business owner, that means taking the reputation you've 

spent years building and giving it a structure that travels, one that shows up 

before you ever get on the phone, before a prospect decides whether to call, 

before the conversation you're already good at even begins. A Knowledge 

Panel doesn't make you more credible. It makes your credibility visible to 

people who haven't met you yet.

For a young adult or AI Builder, the opportunity is different but just as real. 

You're not starting with decades of business history. You're starting with 

attention, time, and the willingness to learn a system that most adults 

haven't figured out. The same process that builds authority for the 

businesses you support builds authority for you. Every case study you 

document, every panel you help claim, every piece of proof you help 

organize is also evidence that you know what you're doing. The record you 

build while doing this work is yours.

What changes when the panel appears isn't the work. It's the moment 

before the work begins. The hesitation disappears. The background check 

happens automatically. The conversation starts somewhere better.
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That moment is worth building toward. And unlike most things worth 

having, the path to it is specific, repeatable, and already being walked by 

people in industries that look like yours.

The book moves in four parts: understanding how machines see you, 

building the system, owning the result, and compounding it — scoring 

yourself and putting agents on the work. The sequence was built to 

compound. Let's begin.

Figure 1. The complete framework at a glance — from scattered digital pieces to a verified 

Knowledge Panel. This diagram maps how the five types of proof feed into the Social  

Amplification Engine's six stages, which build the Geo-Vertical Grid, trigger the panel, and  

lock the entity.
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Today, Dylan coaches others through those same principles and serves as a 
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Spotlight helps local-service business owners build digital authority through 

personal branding, structured proof, and the Geo-Vertical Grid.
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You’ve built real-world proof. This book turns that proof into clean, 

verifiable signals that Google understands, so the next time someone 

searches your name, the page looks like you.
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PART I

UNDERSTAND

How machines decide who you are
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Chapter 1 — How Google Sees You — 

Understanding the Knowledge Graph

Picture this. You’re the most trusted roofer in your city. Your trucks are 

everywhere. Neighbors recommend you. You’ve fixed more leaks than you 

can count. Then a prospect hears your name, pulls out their phone, and 

searches you. What they see in that moment decides whether the next call is 

“timeline and pricing” or “remind me, who are you again?”

Google doesn’t drive past your trucks. It doesn’t overhear the praise you get 

at Little League. It only sees what it can crawl, structure, and verify. If your 

story isn’t organized online, Google can’t be confident it’s you. And when 

Google isn’t confident, you blend into a page of blue links no one wants to 

interpret.

At the center of this is the Knowledge Graph: Google’s map of “things” 

(people, companies, places, books, podcasts) and how they relate. You don’t 

merely “rank for a keyword” here. You become an entity that Google 

recognizes.

When enough trusted, consistent evidence builds up, Google presents its 

understanding as a Knowledge Panel: the clean card at the top of the 

results with your headshot, name, role, company, links, and related media. 

That panel is Google's way of saying: We know who this person is.

Think of this like a jigsaw puzzle. In the real world, all the pieces already 

exist, your work, your reputation, your relationships, your results. Google’s 

job is not to invent those pieces, but to assemble them correctly. When too 

many pieces are missing or don’t fit together, the picture stays blurry. When 

enough verified pieces interlock, the image becomes obvious.

The same pattern applies whether you’re the founder whose name is on the 

door or the apprentice doing the work behind the scenes. Google doesn’t 

care about your job title, only whether it can confidently connect your name 

to consistent proof.
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 KEY TIP   ◆ You can’t buy it. You earn it by organizing proof.

Each proof type is a different piece of the puzzle. No single piece is enough 

on its own. A website without corroboration is an edge piece floating in 

space. Press without a clear home has nowhere to lock in. Google gains 

confidence only when multiple, independent pieces interlock to form the 

same picture.

The five kinds of proof Google trusts

Under the hood, Google weighs thousands of signals, but nearly everything 

you can influence falls into five buckets:

1. Entity Home – Your canonical source of truth: a personal brand website 

with a clear first sentence (“Tommy Mello is the founder of A1 Garage 

Door Service, based in Phoenix, AZ”), a professional headshot, and 

links to your official social profiles.

1. Owned Profiles – LinkedIn, YouTube, Instagram, X, Facebook, and 

other accounts that all match the same name, title, photo, and one-line 

positioning — every one of them pointing back to your Entity Home.

1. Third-Party Corroboration – Articles, podcasts, conference bios, 

association listings, and vendor pages where other credible entities 

name and link to you.

1. Rich Media – Videos, talks, long-form podcasts, and especially books 

that live on your site first and are mirrored to platforms that link back.

1. Local Signals (when relevant) – Google Business Profile, chamber and 

association listings, and local press that tie you to a city or service 

area.
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Figure 2. The five types of proof Google trusts.

When these buckets line up, the panel appears, and more importantly, 

sticks.

Colby Davis, who runs one of the largest residential painting companies in 

America out of Philadelphia, felt that lift the moment we highlighted his 

story on our site — he shared it proudly because it finally matched what 

people in his city already knew about him. (You'll get his full entity story in 

Chapter 15.)

The short version of how the graph “thinks”

If you squint, Google is asking four simple questions:

• Who are you?

• Where do you live on the web?

• Who else vouches for you?

• Do these answers agree everywhere?

To answer these questions in a way Google can trust, it helps to think in 

terms of anatomy:

• Entity (the skeleton). The “thing” itself, you and your company, each 

with its own identity.

• Entity Objects (the organs). Places the web can observe you: your site, 

LinkedIn, YouTube, podcast feed, book page, association bio, and 

speaker page.
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• Content (the muscle). The proof that lives on those objects: case 

studies, interviews, clips, talks, articles, and books, each with clear 

titles, dates, names.

• Signals (the blood flow). What platforms can measure: reviews, watch 

time, comments, branded search, profile clicks, and any evidence 

showing that people actually care.

Get those four working together and Google stops guessing about you.

That’s how Richard Canfield, a financial strategist, earned his panel. He 

built organs (site + profiles), added muscle (talks, articles), and let steady 

signals flow (interviews, client proof). A year later he messaged, “It’s nice to 

see this project over a year in the making finally take hold.” The result was 

the graph reconciling who he is with what the web could verify.

In The Marketing Mechanic Episode 1, Dennis Yu illustrates how Google’s 

understanding of identity flows through four connected layers: entities, 

entity objects, content, and signals. On the whiteboard below, he maps how 

those layers feed into the Knowledge Graph, the system that decides 

whether Google truly knows who you are. This visualization has become a 

staple in our workshops because it condenses an abstract concept into a 

single, practical picture you can build from.

Figure 3. From Marketing Mechanic Episode 1: how entities, objects, content, and signals  

feed the Knowledge Graph.
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Bonds that make you “obviously you”

Connections aren’t all equal. The graph reads what you’re connected to and 

where. Two kinds of bonds matter most for contractors:

• Topic bonds (your trade). Do you appear with known entities in your 

niche–vendors, associations, respected peers, industry podcasts?

• Geo bonds (your city). Do credible local sources (news, chamber, 

events, nearby partners) tie you to your service area?

Figure 4. Topic bonds (your trade) and geo bonds (your city) combine to create an obvious  

identity.

You don’t need to be everywhere; you need to be obvious. A Chicago 

plumber who appears with the state plumbing association, speaks at a 

regional show, is listed by key suppliers, and is named in local press has 

stronger, more specific bonds than a national patchwork of random blogs 

ever could.

This is why Alex Berman said publicly, “Claiming my Knowledge Panel is the 

easiest way to control what people see when they Google you.” He already 

had strong topic bonds within his industry. We helped align the rest: clear 

Entity Home, consistent profiles, and corroboration. Once the bonds agreed, 

the claim stuck and the card matched the work.

The Geo-Vertical pattern (why “real life” wins)

If you mapped your real relationships, you’d see a cross:
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• Vertical: people and platforms in your industry (suppliers, associations, 

peers, events).

• Horizontal: entities in your city/region (local press, chamber, partners, 

nonprofits).

 KEY TIP   ◆ That cross is what spammers can’t fake. It’s also what the graph 

rewards.

Anthony Hilb, who owns a lawn care and landscaping company, leaned into 

both arms of the cross: lawn care and landscaping on one axis, 

Bloomington, Indiana on the other. At the same time, we helped him 

organize his digital proof including a clean personal site, consistent profiles, 

community articles, and his panel followed. Inbound calls picked up, and the 

first five minutes of every conversation stopped being a background check.

What this looks like in the first 90 days

We’ll give you full, step-by-step instructions later in the book and a deep 

technical appendix for operators (see Appendix D), but here’s the high-level 

motion founders can run without drowning in technical language:

• Pick one home and one headline.Choose a single canonical URL (your 

personal site) and lead your first paragraph with a plain-English 

identity line. Use one master headshot everywhere.

• Make top profiles match.LinkedIn, YouTube, Instagram, X, etc: same 

name, same title, same image, one primary link back to your home.

• Collect three outside witnesses.A conference bio, a trade podcast, and 

vendor/association listing each naming you as you name yourself and 

linking home.

• Liberate two proofs from the walled gardens.Take the social clips you 

already have (client win, short talk, behind-the-scenes) and publish 

them to a page on your site with a short description and transcript. 

Then mirror to YouTube with a link back to that page.
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• Keep a light, steady drumbeat.Run tiny boosts on your “greatest hits” 

to warm audiences so the platforms see real engagement.

This is the same cadence that helped RJ Ahmed, an entrepreneur and 

podcaster, claim his panel on his own after going through our free trainings. 

When “Author” appeared under his name in Google, he called it a “just 

wow\!” moment: his proof had finally lined up.

Stories that prove the rule

• Anthony Hilb organized his personal site and coordinated social 

content until Google had enough corroboration to give him the panel. 

Now the search result for his name matches the person people meet in 

town. He jokes about being recognized at the grocery store “like a local 

celebrity,” but that’s what happens when your offline reputation finally 

shows up online.

 KEY TIP   ◆ The pattern is consistent: one home, one story, many witnesses.

What to ignore

You'll meet a lot of "experts" selling shortcuts; link schemes, fake 

directories, synthetic clicks, rented audiences. Google has spent decades 

learning to discount what's easy to fake and reward what's hard: clear 

identity, credible proximity, steady human engagement. That's why our 

process leans on what you already do well in the real world and simply 

makes it legible to machines.
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Figure 5. What to focus on versus what to ignore.

Where We Go From Here

Up to this point, you've built the mental model. Chapter 1 showed how 

Google understands entities inside the Knowledge Graph. Chapter 2 

explains why real-world reputation must be validated online and how 

verified authority ties directly to measurable business ROI. Chapter 3 

grounds that framework in reality with case studies from operators who 

turned fragmented digital footprints into consistent authority. Chapter 4 

defines the Authority Gap, the difference between who you are offline and 

what Google can confidently verify. Chapter 5 turns that into your first 

build: the brand brain — one folder of truth about who you are that every 

machine, and every later chapter, reads from.

Now the system begins.

Chapters 6 through 11 form the Social Amplification Engine, a complete 

operational process for closing that gap. Chapter 6 introduces the system as 

a whole and builds the plumbing: the basic instrumentation and profile 

hygiene that make every signal you publish visible and measurable. Chapter 

7 sets Goals, Content, and Targeting so effort connects cleanly to outcomes. 

Chapters 8 through 10 walk through producing real proof, putting it in front 

of the right people, and amplifying what earns response. Chapter 11 

tightens the loop, refining each stage so results compound over time.
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From there, Chapter 12 maps the Geo-Vertical Grid, how topic bonds and 

geographic bonds combine to make local authority obvious to Google. 

Chapter 13 explains how to push entity confidence far enough to trigger a 

Knowledge Panel. Chapter 14 walks through claiming and verification, 

including how to handle common roadblocks. Chapter 15 covers long-term 

panel management so edits stick, images stay accurate, and authority 

strengthens instead of decaying.

Then the book goes where search itself went. Chapter 16 covers AI search 

— how ChatGPT, Gemini, and Perplexity decide whose name to hand your 

customers. Chapter 17 gives you the Personal Brand Score: one number 

across seven components, so you always know what to fix next. And Chapter 

18 shows you how to point AI agents at this book and delegate the 95% of 

this work that no longer needs your hands.

If you want the exact audit searches, schema fields, checklists, and 

templates behind this system, jump ahead to Appendix D: The Technical 

Playbook. It contains the diagnostic queries we run, the failure-to-fix matrix, 

the content documentation checklist, and the measurement ledger used in 

active implementations.

Otherwise, keep turning the page. Your offline reputation already exists. 

The work ahead is making sure Google can see it.

 HAND THIS TO YOUR AGENT▶

Paste this into Claude or ChatGPT: "Run an entity audit on [Full Name], [Title] 

of [Company] in [City, State]. Return: the canonical Entity Home you found, 

every public profile naming me, third-party press or podcast mentions, any 

conflicts (namesakes, mismatched titles, outdated bios), and a 0–100 read on 

how clearly my entity is established. Cite every claim." That's Prompt 1 from 

Appendix G — it turns this chapter's mental model into your personal baseline 

in about five minutes.
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Chapter 2 — Why This Matters — How Verified 

Authority Drives Revenue

◆ FOUNDER FOCUS

Most home service business owners grow on word-of-mouth. You answer 

the late-night calls. You charge fair prices. You fix what other contractors 

botched. You show up. The community knows you.

Google doesn't. It can't drive past your trucks or hear what your neighbors 

say at Little League. It only sees what it can crawl, structure, and verify 

online. That digital snapshot is what decides whether you're credible to the 

people who haven't met you yet.

“You could be the most respected roofer in your city but if your digital 

footprint is weak or scattered, Google treats you like you don’t exist.”

This is a silent growth killer. It slows referrals. It confuses prospects. It 

makes a multi-million-dollar business look small. Credibility today isn't 

shaped by what you've done, it's shaped by what people see before they 

pick up the phone.

Google is the first stop for customers, employees, vendors, and partners 

checking your credibility. If they find an outdated Facebook profile, a half-

filled Yelp page, or a buried directory listing, you've lost control of your 

story. A Knowledge Panel takes that control back. It's Google's 

confirmation: this person is real. They are who they say they are. They 

matter.

When a Knowledge Panel appears, it becomes a conversion tool:

• It pre-validates trust before the sales call even begins.

• It reinforces referrals by showing you are established and recognized.

• It shortens the sales cycle by eliminating the “Are you legit?” questions.
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Figure 6. Without a Knowledge Panel vs. with one: the sales script flips.

The impact shows up fast. Anthony Hilb's inbound calls jumped the day his 

panel went live. People who had seen his trucks no longer needed 

reassurance. They skipped straight to project discussions.

Without a Knowledge Panel, you fight uphill:

• You prove yourself from scratch in every conversation.

• You repeat your story endlessly.

• You get treated like a commodity instead of an expert.

With a Knowledge Panel, the script flips:

• You gain credibility instantly.

• Google does the heavy lifting for your reputation.

• You control the first impression people form about you.

• You close the right clients faster.

▲ WATCH OUT   If you don't define your identity online, Google will. Or your 

competitors will.

The ROI of Reputation

Reputation usually gets treated as something you can't measure. That 

changes when reputation becomes visible at the moment of decision. When 



HOW TO GET A GOOGLE KNOWLEDGE PANEL

34

someone searches your name, what shows up isn't abstract anymore. It 

shapes trust, speed, and price.

A Knowledge Panel doesn't behave like an ad campaign that performs while 

money flows and disappears when it stops. It behaves like brand equity. 

Once it exists, it stays. It strengthens as more credible signals confirm what 

it shows. Over time it produces consistent business outcomes: higher trust, 

better-quality inquiries, shorter sales cycles, firmer pricing.

In the few seconds between hearing your name and deciding whether to 

call, prospects do a snap evaluation. They search. They scan. They judge. If 

what they see feels coherent, they move forward. If it feels scattered 

(conflicting profiles, duplicate listings, unclear identity), they hesitate. They 

open more tabs. Sometimes they don't come back.

Think of it as a partially assembled puzzle. When someone searches you, 

they're checking whether the pieces snap together cleanly: name, role, 

company, location, proof. If the picture is incomplete or mismatched, they 

hesitate, even when the individual pieces look impressive. Alignment 

removes that hesitation because the picture resolves quickly.

Figure 7. Scattered identity fragments vs. a fully aligned digital presence.

A Knowledge Panel resolves doubt. It doesn't persuade like copywriting. It 

just removes the friction that was about to kill the conversation.

The trust isn't claimed, it's inferred from consistency. Your Entity Home 

says one thing. LinkedIn repeats it. Interviews, bios, and third-party articles 
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confirm the same facts. When enough credible sources agree, Google 

stitches the signals into a single card.

Nothing about your operation changes the day the panel appears. Your 

service doesn't get better. Your team doesn't get more capable. What 

changes is the first impression. The background check that prospects, 

journalists, and partners used to do across multiple tabs now happens in 

two seconds.

That changes who shows up. Event organizers verify your background 

quickly. Journalists looking for expert commentary confirm identity without 

digging. Partners doing due diligence see a clean, consistent picture instead 

of a confusing trail. Senior hires evaluating an opportunity take cues from 

page one. None of it requires a pitch. The panel actively removes reasons to 

hesitate. That's why its impact sits upstream of marketing.

Sales conversations change too. The ones that used to start with credibility 

checks (“How long have you been doing this? Are you the same company I 

saw elsewhere?”) jump straight to substance. Prospects show up having 

already done their homework, because confirming your identity took no 

effort.

For service businesses, the savings show up everywhere. Fewer scheduling 

delays. Fewer credibility detours before an estimate. Less time spent 

correcting name confusion or fielding the "are you the same company?" 

question. The hidden tax on every interaction shrinks. You spend less time 

proving fundamentals and more time closing.

Pricing is the next place this lands. Price pressure thrives when buyers can't 

tell providers apart, that's when the lowest bid wins by default. A 

Knowledge Panel doesn't necessarily make you a luxury brand, but it does 

make you legible. It ties your name to a stable set of facts that signal 

experience and continuity: the company you lead, the city you serve, the 

interviews you've given, the work you've published, the associations that 

reference you.
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Often that clarity alone is enough to swing the decision. A homeowner picks 

the option that feels safer, even at a higher price. The roofer who kept 

reintroducing himself didn't need a better service, he needed to remove the 

fog around his identity so his quote could stand on its own.

The panel grows stronger for the same reason the rest of the system works: 

entities, content, and signals reinforce each other over time. When the 

structure is correct, the person and company defined as separate but 

connected entities, every new reference has a place to attach. Profiles, 

directories, speaker bios, and association pages function as organs 

connected to a stable skeleton. Content adds muscle. Reviews, watch time, 

meaningful engagement, and branded search keep the system active.

And there's the financial side. Most attention is perishable: ads, 

sponsorships, outreach, discounts. Their impact fades the moment you stop 

paying. A Knowledge Panel converts some of that transient attention into 

equity. An interview becomes a permanent reference connecting your name, 

company, and niche. A client review strengthens the pattern that confirms 

your identity. A book anchors authorship long after launch. The effect isn't a 

spike. It's a ratchet: progress that holds.

Figure 8. Renting attention vs. owning the entity — the ratchet effect.

Shortcuts fail because the Knowledge Graph isn't measuring volume. It's 

measuring agreement over time. Buying links, inflating bios, flooding 

platforms with disconnected clips, none of it produces agreement. Google 
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has spent decades getting good at telling consistent observation apart from 

loud inconsistency.

The Social Amplification Engine engineers that agreement deliberately. 

Plumbing makes your work readable. Goals keep proof connected to 

outcomes. Content gives the graph evidence to point to. Targeting puts that 

evidence in front of the right audience. Amplification keeps the strongest 

proof visible long enough for second-order effects (citations, invitations, 

reviews) to compound. Optimization prevents drift. Each part contributes to 

the same result, but only when run in sequence.

None of this works if the underlying work is hollow. A Knowledge Panel 

simply reflects reputation. When operators cut corners, the record 

eventually shows it. Reviews soften, engagement dies, peer references stop 

appearing. When the work is real, the system accelerates recognition of 

what already exists.

The immediate payoff is on your name query. The downstream payoffs 

spread further. Journalists find your talks faster. Associations confirm your 

credentials without friction, and recommendation systems know where to 

point because your identity is finally machine-readable.

For local service businesses, this matters most through geography. Local 

search is messy by default (duplicate listings, mismatched directories, near-

identical names). A Knowledge Panel anchored to a clean entity resolves the 

confusion. When your name, company, city, and proof of work appear 

together consistently, you don't have to manipulate results, since the 

answer becomes obvious.

You might think this is vanity. It's not. The panel is the spine that supports 

every other investment. Ads convert better when the landing surface shows 

a stable identity. Operations communicate better when outcomes connect to 

a recognized person and company. Referrals close faster when the recipient 

confirms credibility in seconds.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

38

The work is already being done. The outcomes already exist. The question is 

whether they're connected to where decisions get made. The Knowledge 

Graph keeps scanning for agreement. When you give it one home for the 

person, one for the company, matching profiles, durable third-party 

references, real proof of work, and steady engagement, the panel appears. 

When it does, the economics of your reputation change. Not because Google 

crowned you, because the public record of your competence finally became 

easy to read.

The rest of this book is the unglamorous work that makes that visible. 

Cleaning up identity. Publishing real proof. Connecting what you've done to 

where decisions begin. When those pieces stay aligned long enough, the 

panel appears. And once it does, Google can recognize you. Prospects can 

trust you. The reputation you've already earned starts working for you 

before you ever speak.

 HAND THIS TO YOUR AGENT▶

Paste this: "Search my name the way a prospect would the night before calling 

me. List everything that appears on page one, flag every point of friction or 

confusion (old profiles, namesakes, inconsistent titles, thin results), and 

estimate what each friction point costs me in trust before a first conversation." 

The output is this chapter's argument, written about you specifically — show it 

to whoever still thinks this is vanity.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

39

Chapter 3 — Profiles in Authority — How Top 

Entrepreneurs Own Their Search Results

The process of earning a Knowledge Panel has already been put into 

practice by entrepreneurs and professionals across industries. These stories 

show how building and documenting authority in a structured way creates 

results you can see and measure.

Note: Several of the individuals profiled below are clients or collaborators 

of the authors. Where applicable, our professional relationship is noted.

Tommy Mello

Tommy Mello built A1 Garage Door Service into one of the largest 

independently owned garage door companies in North America, doing 

$200M+ in annual revenue. He hosts the Home Service Expert podcast and 

wrote Home Service Millionaire and Elevate. Despite that scale, his 

Knowledge Panel didn't reflect the full picture for years. After it was 

claimed and properly aligned, his name on Google finally caught up to his 

name in the industry, companies, podcast, books, and leadership work all 

surfacing as one identity instead of scattered fragments.

Tommy Mello's Google Knowledge Panel.
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Dan Antonelli

Dan Antonelli runs KickCharge Creative, a branding agency that has 

rebranded thousands of home service businesses across the country. He's a 

published author and a regular speaker at industry events. Before his 

Knowledge Panel was claimed, a Google search of his name returned 

scattered fragments of his work (a podcast appearance here, a book listing 

there). After the claim, the snapshot sharpened: his role at KickCharge, his 

books, and his thought leadership now appear together as a single, 

coherent identity.

Dan Antonelli's Google Knowledge Panel.

Joe Crisara

Joe Crisara is the founder of ServiceMVP, a coaching and training 

organization for home service businesses. The industry knows him as 

"America's Service Sales Coach." He's been coaching, speaking, consulting, 

and writing on sales for decades.

When we started working with Joe, his offline reputation was massive, but a 

Google search of his name didn't reflect it. Event organizers and 

prospective clients had to dig through scattered mentions and secondary 

references to confirm who he was. The credibility was real. It just wasn't 

legible to anyone who hadn't already heard of him.
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We tightened the entity setup with him: Entity Home cleaned up, profiles 

aligned, schema added, and corroboration strengthened across his 

independent media appearances. Then we ran the claim.

It went through cleanly because the underlying signals already agreed. 

Once the panel stuck, it started doing the credibility check for him, 

surfacing his role at ServiceMVP, his coaching work, and his media 

presence in a single card.

For prospective ServiceMVP clients, the trust cycle shortened. For event 

organizers, the verification step disappeared. The decades of work were 

finally visible at the moment of decision.

Joe Crisara's Google Knowledge Panel.

Brady Sticker

Brady Sticker is a pastor and author whose digital identity got drowned out 

by football merchandise for years. Search his name and you'd get Tom 

Brady stickers, jerseys, and licensed gear, not the person.

Brady had the underlying material. Two books on church growth. Speaking 

engagements. Real ministry work. The problem wasn't the work, it was that 

nothing on the web was structured to tell Google he was a distinct entity.

We ran him through the Social Amplification Engine methodically. He 

published the two books with proper Author and Book pages on his site. He 

produced consistent short-form video. He appeared on podcasts. We 

organized his profiles, schema, and corroboration into a single coherent 

picture.
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The Knowledge Panel followed.

Today, Brady Sticker dominates page one for his own name. His website, 

books, and professional profiles anchor the result. The football merchandise 

sits below his actual work. The transformation didn't change who he was, it 

made him findable.

Brady Sticker's Google Knowledge Panel.

Caleb Guilliams

Caleb Guilliams is a former mentee of Dennis. A few years ago he had 

almost no online presence. Today he's positioned as the "fresh face of an old 

industry": life insurance.

He didn't get there by producing more content than his peers. He got there 

by becoming a hub. He published The And Asset, a book on his approach to 

insurance and wealth strategy. He convened a mastermind that brought 

together his top competitors. He invited the people most others would 

consider rivals into the same room and led the conversation.

That positioning: selfless, gathering, useful to peers, is what compounded 

into authority. The book gave Google an authorship anchor. The mastermind 

gave him cohort proximity to recognized industry figures. His own content 

gave him the canonical hub.

When the Knowledge Panel appeared, it reflected that pattern. Caleb's 

example shows that authority isn't built only through volume, it's built 
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through structural choices about who you appear with and what role you 

play.

Caleb Guilliams' Google Knowledge Panel.

Dylan Haugen

Dylan Haugen, one of the authors of this book, earned his Knowledge Panel 

at 17 by consistently documenting his love for dunking over years of work. 

He shared his journey, training, and insights with the dunking community 

on YouTube. He launched the Dunk Talk Podcast to highlight top 

professional dunkers like Jordan Kilganon and Isaiah Rivera, building a 

deeper position inside the niche.

He built credibility by sharing what he was learning publicly and connecting 

with the recognized figures in the sport. With Dennis Yu's guidance, he built 

a personal brand site as a canonical hub for his work, and co-founded Local 

Service Spotlight alongside Dennis to apply the same playbook to 

contractors and local service business owners. The consistent 

documentation, paired with deliberate organization of his assets, was what 

triggered the Knowledge Panel, proof that authority can compound at any 

age when the work is real and structured.
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Dylan Haugen's Google Knowledge Panel.

Anthony Hilb

Anthony Hilb owns a lawn care and landscaping company in Bloomington, 

Indiana. His business grew by $1.2 million in 18 months, almost entirely on 

word-of-mouth in his community.

The growth was real, but his digital footprint didn't reflect it. People in 

Bloomington knew him. People one town over wouldn't have if they Googled 

his name.

We worked with Anthony to organize his proof: a personal site, consistent 

profiles, community involvement properly documented, business 

achievements cited, and his geo and topic bonds (Bloomington on one axis, 

lawn care and landscaping on the other) tightened so they actually showed 

up to Google.

Once the alignment was there, the Knowledge Panel appeared.

Now the search result for his name matches the person people meet in 

town. Anthony jokes about being recognized at the grocery store like a local 

celebrity, but that's what happens when offline reputation finally shows up 

online. His inbound calls picked up. The first five minutes of every 

conversation stopped being a background check.
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Anthony Hilb's Google Knowledge Panel.

Richard Bliss

Richard Bliss has built a reputation in LinkedIn social selling and profile 

optimization. His Knowledge Panel reflects years of keynote speaking, 

thought leadership content, and consulting work with executives on how to 

present themselves online. He's a clean example of how authority builds 

when someone owns a niche and consistently publishes in it.

These stories reveal a consistent pattern. Success comes from 

demonstrating expertise through tangible work, documenting that work in 

multiple formats, associating with other authorities, and organizing it all 

online in a consistent, structured way. The same framework applies whether 

you’re running a local landscaping company, writing books, building 

communities, or speaking on global stages.

 HAND THIS TO YOUR AGENT▶

Paste this: "Find three people in my trade or an adjacent one who have claimed 

Google Knowledge Panels. For each, map what proof structure they have that I 

don't: entity home, books, podcasts, press, association listings, consistent 

profiles. Rank the gaps by how repeatable they are for me in 90 days." The 

case studies in this chapter follow a pattern — this makes the pattern yours.
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Chapter 4 — The Authority Gap — Why Most 

Founders Don't Have a Panel (Yet)

You might think that after building a multi-million-dollar business, 

employing dozens of people, and serving thousands of customers, Google 

would automatically recognize you as a trusted public figure. But it doesn’t 

work that way. Not even close.

Many of the most successful local entrepreneurs we meet, roofers, HVAC 

business owners, landscapers, lawn care operators, and other home service 

professionals, don’t even show up properly when you search their name. 

Their digital footprint is fragmented, incomplete, or buried under other 

people with the same name. Their story is untold, and their credibility isn’t 

being broadcast to the world.

“If Google doesn’t know who you are, your reputation doesn’t scale beyond 

word-of-mouth.”

— Dennis Yu

This is the Authority Gap, the space between your real-world credibility and 

your online visibility. It’s the digital vacuum where your hard-earned 

reputation disappears. And it exists because most local founders haven’t 

taken the time, or haven’t had the guidance, to teach Google who they are.

Figure 9. The Authority Gap: real-world reputation vs. digital footprint.
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Another way to see it is as a jigsaw puzzle with key pieces missing. In real 

life, the picture is already complete. Customers trust you, results speak, the 

business is real. Online, Google can only assemble what it can find and 

verify. If the pieces that prove identity and authority aren’t present (or don’t 

connect cleanly) the picture never resolves, even if the underlying 

reputation is strong.

Richard Bliss' Google Knowledge Panel.

Meanwhile, the founders who have built a consistent online presence (your 

competitors, influencers, and marketing-savvy peers), are winning by 

default. Their Knowledge Panels, verified mentions, and structured profiles 

make them look bigger, more credible, and more in-demand than they 

actually are. The difference isn’t luck. It's a structured online authority.

They aren’t necessarily better operators. They’re just giving Google a puzzle 

that’s easier to assemble. Their pieces match: one name, one role, one 

home, and enough third-party references that lock everything in place. 

When your pieces are scattered or inconsistent, Google hesitates. When 

theirs snap together, Google gains confidence and rewards clarity.

There are clear indicators that Google doesn’t fully recognize you yet. For 

example, when you Google your name, maybe your company comes up but 

your personal information is missing. Or there’s a famous person with the 

same name who dominates the results. Your LinkedIn bio might be outdated 

or incomplete. Perhaps you’ve never published content under your name. 

You don’t have a personal website that represents you as an entity. Or 

you’ve appeared on podcasts, videos, or blogs, but none of it is connected or 

attributed properly to you.
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Notice a pattern? This isn’t about your legitimacy. You’ve built the business. 

You’ve proven yourself in real life. The gap exists because Google doesn’t 

know how to verify your achievements. It doesn’t read minds, it reads 

structured signals online.

Think of Google like a meticulous librarian trying to catalog a book. If the 

book is missing pages, has conflicting editions, or is scattered across 

multiple libraries, the librarian can’t trust it. Google works the same way. It 

needs structured input to give you the correct output. That input comes in 

the form of consistent online identity, your name, title, photo, and niche 

matching across platforms. It comes from high-authority profiles linking to 

each other, such as LinkedIn, industry directories, and associations Google 

already trusts. It comes from verifiable third-party mentions in articles, 

podcasts, interviews, or guest posts that Google can index. It comes from a 

personal website that acts as your “entity home,” the canonical source of 

truth about you online. And it comes from public evidence of expertise: 

videos, podcasts, articles, books, or case studies that prove you’re a 

recognized authority.

Figure 10. The structured signals Google needs to verify your identity.

If any of these elements are missing or inconsistent, Google doesn’t have 

enough confidence to create your Knowledge Panel. Without it, your name 

is just another listing on a search page. People don’t see what they should 

see: a clear, credible authority in your space.
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The good news is that the Authority Gap isn’t permanent. It’s not about 

being too late or too small. Once you understand what Google is looking for, 

the solution is straightforward. You don’t need fame, a huge following, or a 

massive marketing budget. You just need a systematic approach to building 

your digital authority and giving Google the signals it trusts.

Once these signals are in place, earning a Knowledge Panel acts as an 

automatic reputation amplifier. Your credibility is verified before you even 

answer the phone. Referrals become easier. Sales conversations start at a 

higher level. Partnerships and networking opportunities appear without 

extra effort.

In the next chapter, we’ll outline the exact system we use to close the 

Authority Gap step by step, so founders just like you can trigger Knowledge 

Panels and finally control their digital authority.

 HAND THIS TO YOUR AGENT▶

Install the free Business Authority Agent Skill Pack 

(localservicespotlight.com/business-authority-pack) and run the reputation-

gap-analyzer skill: "Score the gap between my real-world credibility and what a 

machine can verify about me online. List every missing or inconsistent signal, 

worst first, with the fix for each." That's the Authority Gap, measured instead 

of felt.
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Chapter 5 — One Identity, Everywhere — The Brand 

Brain

Colby Davis bought a roofing company, an HVAC company, and started a 

private-equity rollup.

His SEO got worse.

Not flat. Worse. The man scaled Davis Painting into one of the largest 

residential painting companies in America, added two more companies to 

the portfolio, and watched his search results get muddier with every win.

Nothing was wrong with his marketing. Something was wrong with his 

clarity. Google could no longer tell which entity was which — and when a 

machine gets confused, it doesn't guess in your favor. It hedges. It shows 

less. It waits.

We'll come back to how Colby fixed it in Chapter 15. But sit with the lesson, 

because it's the lesson of this whole book, and most people miss it even 

after their panel goes live:

The Knowledge Panel is not the prize. Clarity is the prize. The panel is just 

the badge Google pins on you once clarity exists.

The question underneath every chapter

Every technique in this book — schema, profiles, Wikidata, content, 

amplification — is a delivery mechanism for the answers to three questions:

Who are you?

What do you stand for?

What result do you drive, for whom?

Say them out loud. If you can't answer each one in a single plain sentence, 

stop reading and fix that first, because no system can broadcast an identity 

you haven't decided on. "Tommy Mello is the founder of A1 Garage Door 
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Service, based in Phoenix, AZ" is one sentence. It answers who, what, and 

where without a single adjective. That sentence — not the website, not the 

panel — is the atom everything else is built from.

Most founders have never written their three sentences down. They have a 

logo, a truck wrap, and a thousand disconnected proof points. What they 

don't have is one place where the truth about them lives in a form a 

machine — or a new employee, or a journalist on deadline — can read 

without guessing.

 KEY TIP   ◆ You are not building a Knowledge Panel. You are building clarity 

about who you are — the panel, the AI answers, and the referrals are what 

clarity pays out.

Every machine reads the same you

Here's what changed in the last two years, and why this chapter exists now 

and didn't exist in the first draft of this book.

It used to be that one machine mattered: Google. You organized your 

identity so Google could verify it, and the reward was a panel.

Now count the machines reading you:

Google, assembling AI Mode answers from the Knowledge Graph. ChatGPT, 

answering "who is the best roofer near me" with a name. Claude, 

summarizing you for a prospect who pasted your proposal into it. Perplexity, 

citing its sources. YouTube, deciding whose videos surface. And the newest 

reader of all — your own AI agents, who can only do accurate work for you 

if somewhere there's an accurate record of you to work from.

Six readers. One you.

You cannot maintain six versions of your identity any more than Colby could 

maintain four tangled companies in one search result. The only strategy 

that scales is one source of truth, written once, read everywhere.
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That's not a metaphor. Wikidata, your schema, your Entity Home, and your 

profiles literally are the shared substrate these machines read (Chapter 13 

shows the wiring). When they agree, every machine gets more confident 

about you at once. When they disagree, every machine hedges at once.

Figure 11. The identity clarity journey: three questions become one folder of truth, the  

folder becomes a public footprint, and every machine — Google, the LLMs, YouTube, and 

your own agents — reads the same identity. The Knowledge Panel is the visible badge, not  

the destination.

The brand brain: one folder of truth

So here's the practice, and it costs you one focused afternoon.

Create one folder. We call it the brand brain. Some of our clients keep it in 

Obsidian, some in Google Drive, some in a plain folder on the desktop — the 

tool is irrelevant, the discipline isn't. Into it goes the truth about you, stated 

once, in your own words:

• Your three sentences: who you are, what you stand for, the result you 

drive.

• Your identity line (the Tommy Mello sentence) and your 75-word and 

150-word bios.

• The facts: founding date, service area, license numbers, team size, the 

numbers you're willing to say in public.

• Your master headshot and the 12-photo image stack (Appendix C).

• Transcripts of your best talks, podcasts, and videos.
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• Your case studies, with names, dates, and results.

• Your reviews — the real ones, with sources.

• The list of every profile, directory, and association page that carries 

your name.

That folder is now the canonical version of you. Not the version on some 

directory you forgot about. Not the bio your cousin wrote for the website in 

2019. This one.

When Dan Antonelli — the KickCharge founder you met in Chapter 3 — 

wanted his expertise to survive contact with AI, this is exactly what we 

built: twenty-nine files of Dan. His frameworks, his brand guidelines, his 

critique transcripts. Chapter 18 shows what happens when you point an 

agent at a folder like that. The short version: the agent stops guessing, 

because it doesn't have to.

▲ WATCH OUT   If your brand brain doesn't exist, it still exists — it's just 

scattered across old bios, stale directories, and other people's guesses. You 

don't choose whether you have a record. You only choose whether you're its 

author.

What flows out of the folder

Everything downstream in this book is the brand brain being published, 

surface by surface:

Your Entity Home (Chapter 6) is the brand brain made public — the identity 

line as the first paragraph, the bios, the headshot, the proof.

Your schema and Wikidata entry (Chapter 13) are the brand brain made 

machine-readable — the same facts, in structured code, with references.

Your content (Chapters 8–10) is the brand brain made visible — the case 

studies and transcripts turned into articles, clips, and boosts.
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Your score (Chapter 17) is the brand brain made measurable — seven 

components, one number, a gap list.

Your agents (Chapter 18) are the brand brain made productive — workers 

that read the folder first and never invent your facts.

Run it the other direction and you see why shortcuts fail. An agency that 

starts at the panel — schema without decided facts, profiles without one 

identity line, content without real proof — is publishing ambiguity at scale. 

That's how you get the Colby problem with none of Colby's revenue.

Not vanity. Positioning.

Founders sometimes wave this off as vanity. A picture box with my face on 

it? I have trucks to keep on the road.

Flip it around. When a homeowner searches your name tonight, something 

will come back. When a prospect asks ChatGPT about you this week, it will 

answer with whatever it can find. The only question is whether those 

answers were authored by you or assembled from scraps.

Clarity about who you are, what you charge for, and how you're different is 

not decoration — it's the thing that lets a $12,000 quote stand next to an 

$8,000 quote and win. The panel doesn't create that differentiation. It 

publishes it. Which is exactly why the work starts in the folder, not in the 

search result.

One sentence of positioning, repeated by every machine your buyer trusts, 

does more selling than your best salesperson — because it gets there first.

Build it this week

The founder version of this chapter is one checklist:

• Write the three sentences. Out loud first, then in the folder.

• Write the identity line and both bios. Steal the structure: name, role, 

company, city.
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• Collect the facts and the numbers you'll stand behind.

• Drop in the headshot, the photos, the transcripts, the case studies, the 

reviews.

• List every place your name appears online — this becomes your 

cleanup map for Chapter 6.

• Date the folder. You'll re-read it quarterly when you re-score (Chapter 

17).

One afternoon. Then every chapter that follows has a source of truth to 

draw from, and so does every machine that ever gets asked about you.

 HAND THIS TO YOUR AGENT▶

Paste this into Claude or ChatGPT: "Build my brand brain. Interview me for: (1) 

my three sentences — who I am, what I stand for, the result I drive; (2) my 

identity line and 75/150-word bios; (3) founding date, service area, licenses, 

team size, and the numbers I'll say publicly; (4) my case studies with names, 

dates, results; (5) every profile and directory carrying my name. Organize it 

into one folder structure I can keep in Obsidian or Drive, flag every fact you 

had to guess at, and list what's missing." Then keep that folder open in every 

session that follows — the free Business Authority Agent Skill Pack 

(localservicespotlight.com/business-authority-pack) is built to read it before 

running any skill.
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PART II

BUILD

The Social Amplification Engine
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Chapter 6 — The Social Amplification Engine — 

Your System for Manufacturing Authority

◆ OPERATOR DEEP DIVE

The success stories in the previous chapter all share a common theme: a 

clear, repeatable process for building authority. This process, called the 

Social Amplification Engine, is a six-stage framework that creates, 

organizes, and amplifies proof of expertise, evidence that Google uses to 

understand and trust a person or brand. Inside it sits the Content Factory: 

the four-stage production engine (Produce, Process, Post, Promote) that 

turns the work you already do into publishable proof. It’s a system based on 

more than 30 years of experience, billions of dollars in ad spend, and 

lessons from major platforms like Google, Facebook, LinkedIn, and Amazon. 

The Social Amplification Engine turns what many see as a mystery into a 

measurable, data-driven process.

Chapters 6 through 11 are execution-heavy. They explain the systems, 

setup, and operating details required to turn authority into something 

Google can measure and trust.

If you are an AI Builder or team member, this is where your work begins. 

These chapters are written for operators, the people responsible for setting 

up tracking, aligning profiles, producing proof, and running amplification. 

Follow these steps closely and in order. This is how the strategy becomes 

real.

If you are a local service business owner, your job here is to understand the 

system, not to personally carry out every task. Review the framework so you 

can evaluate progress and make decisions, then delegate execution to 

someone you trust. The Social Amplification Engine only works when it is 

implemented consistently, and that is best handled by a dedicated operator.

Founders provide direction. Operators run the system. The rest of this 

section assumes that distinction is clear.
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 WHO IS THE AI BUILDER?◆

Throughout this book, “AI Builder” means the person running this playbook: 

the operator who runs the Social Amplification Engine while the founder stays 

the authority. Often that’s a son, daughter, or young adult on the team, 

managing AI agents that do the heavy lifting.

It’s also the name of our training program, because we train these operators 

ourselves. The AI Builder Program is a one-year, hands-on apprenticeship: live 

group coaching every Thursday with Dennis Yu and the team, work on a real 

client (if the student doesn’t have one, we supply one), weekly Friday reports, 

and a community of 400+ builders. Nobody graduates on elapsed time; 

graduation means demonstrating provable results on a live business, the same 

way an apprentice plumber qualifies. Ethan Murphy started this way, running 

marketing for his dad’s landscaping company; he did it well enough that six 

other landscaping and Christmas-lights companies hired him, and now he runs 

his own agency.

If the AI Builder reading this book is yours, the program turns these chapters 

into their weekly coached curriculum: localservicespotlight.com/ai-builder-

program.

 THE THIRD PATH: HAVE US DO IT◆

Everything this book teaches, we also do as a service. The Google Knowledge 

Panel Package is $7,500, one-time, and guaranteed: we work until your panel 

is live, for up to 18 months. If it is not live by then, you get a full refund. We 

audit your entity, build or optimize your personal brand site (if you don't have 

one, we build it at no extra charge), produce and place the authority signals, 

monitor how Google's Knowledge Graph responds, and walk you through the 

claim. We've earned Knowledge Panels for over 100 of our friends and clients, 

including the owners you'll meet in this book.

Details and qualification: localservicespotlight.com/knowledge-panel-package, 

or email operations@localservicespotlight.com.
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The Social Amplification Engine works because it assembles the puzzle in 

the right order. Each of the six stages represents a distinct piece. Plumbing 

without goals is an edge piece with nothing to connect to. Content without 

targeting floats without context. Amplification without proof creates noise. 

When all six pieces are present and fit together, the picture resolves. 

Google stops seeing fragments and starts seeing a coherent, verifiable 

entity.

Figure 12. The Social Amplification Engine: six sequential stages of authority building.

In The Marketing Mechanic Episode 3, Dennis Yu contrasts the content 

treadmill with the Content Factory. He shows why most local businesses act 

like publishers, pushing out seasonal posts that vanish, while the real 

winners build “greatest hits” that keep earning trust, leads, and visibility.
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Figure 13. From Marketing Mechanic Episode 3: the Content Factory as a topic wheel.

The framework breaks down into six sequential steps:

Stage Focus Key Actions

1\. 

Plumbi

ng

Build 

the 

technic

al 

foundat

ion.

Set up Google Tag Manager (GTM) and connect analytics, pixels, and 

conversion tracking. Install remarketing tags and create custom 

audiences. Verify all profiles, claim Google Business Profile, ensure NAP 

consistency, and unify all data sources to track performance accurately. 

Digital plumbing ensures you can measure every touchpoint and power 

retargeting campaigns.

2\. 

Goals 

(GCT)

Define 

success 

and 

align 

strateg

y.

Set measurable business goals and KPIs. Identify the content and 

audience needed to reach goals, ensuring Goals, Content, and Targeting 

(GCT) are fully aligned.

3\. 

Conten

t

Create 

proof of 

experti

se.

Capture videos of client work, testimonials, podcasts, and speaking 

engagements. Document expertise in blogs, social content, and books to 

create an ongoing evidence library.

4\. 

Targeti

ng

Show 

content 

to the 

right 

people.

Segment audiences to reach customers, partners, or talent most relevant 

to your goals. Match messaging closely with each segment for maximum 

relevance.

5\. 

Amplifi

Scale 

content 

Use the Dollar-a-Day strategy to test and boost content across platforms. 

Increase ad spend only when data shows high engagement and strong 
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Stage Focus Key Actions

cation impact. targeting fit.

6\. 

Optimiz

ation

Refine 

and 

repeat.

Use data to fine-tune messaging, targeting, and campaigns. Optimization 

is only effective when plumbing and amplification are fully operational.

You might get temporary visibility, but the picture never fully locks in. 

Sequence is what turns individual efforts into a system Google can trust.

This system works because it’s sequential and data-backed. Skipping a step, 

like jumping straight to amplification or producing content without first 

having plumbing or goals in place, leads to wasted resources. Without 

goals, boosted content may not align with business objectives. Without 

plumbing, there’s no way to measure or improve performance. Following 

these steps in order ensures every effort is measurable, intentional, and 

effective, helping brands build a consistent online presence, earn a 

Knowledge Panel, and strengthen long-term authority.

Stage 1: Digital Plumbing — Building an Unbreakable Foundation

Before you record a single video or boost a single post, you need stable 

plumbing. Building a digital reputation without it is like setting a skyscraper 

on a swamp. Plumbing gives Google a clean, unambiguous structure it can 

understand and trust, and it gives you measurement so every move 

compounds.
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Figure 14. Digital plumbing: the tracking, profiles, and measurement foundation.

Start with a clear Entity Home. This is the canonical website about the 

founder, ideally on a name-matched domain. Everything else points here. 

Keep it separate from the company site. Link them both ways, but don’t mix 

bios and brand stories. When personal brand facts live on a company 

“About” page (or company facts live on a personal site), you create 

ambiguity. Clean separation helps Google resolve the person-as-entity and 

the company-as-entity without collisions.

Figure 15. Dual entity architecture: the person and the company as separate, linked 

entities.

Claim the obvious profiles next: LinkedIn, YouTube, Instagram, X, key 

industry directories, and make them match. Same name, same headline, 

same headshot, same one-line positioning. For local service businesses, lock 

down NAP consistency across Google Business Profile, Apple Maps, Yelp, 

and the big data aggregators. Mismatches are a confidence leak.
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Now install the instrumentation. Verify the Entity Home in Google Search 

Console so you can submit sitemaps, fix crawl issues, and show Google a 

reliable source of truth. Add Google Analytics for behavior and conversion 

reporting. Use Google Tag Manager (GTM) as the single place to deploy all 

pixels and tags so you aren’t hard-coding snippets all over the site. GTM 

loads tags based on triggers you define, which keeps tracking accurate and 

makes changes fast.

Plumbing is more than site tags. It’s all your data across channels, emails, 

CRM lists, customer files, ad-platform audiences, and URL parameters. With 

proper plumbing, you can pass audiences between channels, remarket to 

engage visitors, and see which content actually moves people. That’s what 

lets you run the Dollar-a-Day tests, build warm audiences, and push the best 

proof in front of the right people.

Here’s a concise checklist to get the foundation right without turning this 

book into a software manual:

• Create a GTM container and place it sitewide; keep tracking changes in 

GTM, not hard-coded.

• Verify the site in Google Search Console; submit sitemaps and clear 

errors.

• Set up Google Analytics; confirm pageview and key event tracking.

• Install and validate Facebook, LinkedIn, TikTok, and Google Ads pixels; 

enable standard events for your core conversions.

• Implement UTM parameters on all outbound links and campaigns so 

reporting stays clean.

• Claim and standardize major profiles; use a professional headshot and 

matching branding everywhere.

• Ensure NAP consistency across Google Business Profile and top 

directories (if local).

• Build remarketing audiences in Google Ads and Meta (e.g., 7/30/90-day 

website visitors).
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• QA the install: use GTM Preview, platform pixel helpers, and test 

conversions on real pages.

• Re-check data one week later to confirm flows and catch gaps.

• You can hand this entire checklist to an agent. The audit steps, the 

profile consistency check, the pixel QA: an installed skill runs them and 

reports back what is broken and what to fix first. Your job is the 

decisions, not the clicking.

Strong plumbing makes everything measurable. The feedback loop is what 

lets you improve what works and cut what doesn't, and that loop is what 

elevates the entity's confidence score and shortens the path to a Knowledge 

Panel.

Next, we’ll translate measurement into direction. Goals come before 

content. In the following chapter, you’ll map Goals, Content, and Targeting 

(GCT) so the proof you produce lines up with business outcomes and the 

audiences who need to see it.

 HAND THIS TO YOUR AGENT▶

Run the business-website-agent skill from the pack: "Audit my digital plumbing 

against the Chapter 6 checklist: GTM installed, Search Console verified, 

analytics firing, pixels validated, UTMs in use, profiles claimed and matching, 

NAP consistent, remarketing audiences built. Report pass/fail per item, then fix 

or give me exact click-path instructions for everything that failed." The audit 

steps, profile checks, and pixel QA are exactly the work agents never get tired 

of.
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Chapter 7 — Goals & GCT — Defining Success and 

Strategy

◆ OPERATOR DEEP DIVE

Most marketing failures aren't tactical. They're sequencing. Dennis puts it 

bluntly: you can't ice a cake that hasn't been baked. Agencies and operators 

throw tools at broken foundations all the time: running ads on top of bad 

tracking, boosting content that points to a thin website, chasing new 

platforms before the existing ones agree on who you are. The result is 

wasted spend, drift, and noise that confuses Google instead of building 

authority.

GCT (Goals, Content, Targeting) exists to stop that. It's the discipline that 

forces you to bake the cake before you ice it. Set the goal. Build the proof 

that ties to it. Put that proof in front of the right audience. Only then do you 

turn on amplification. Skip the alignment and you're decorating something 

that won't hold its shape.

The idea is simple: goals define the destination, content is the proof that 

gets you there, and targeting ensures that proof is seen by the right people. 

When all three line up, authority grows in a way Google can recognize and 

prospects can trust.
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Figure 16. The GCT triangle: Goals, Content, and Targeting aligned around business  

strategy.

For founders, success in this stage is tied directly to signals that are 

measurable and verifiable:

• Authority growth: A visible Knowledge Graph Machine ID (KGMID), a 

rising Confidence Score, stronger entity connections, and accurate 

SERP presentation for name queries.

• Content milestones: Publishing cornerstone assets like case studies, 

speaking clips, podcast appearances, and long-form videos on the 

Entity Home and trusted platforms.

• Distribution and engagement: Growth in branded searches, verified 

profiles, higher watch time on videos, and qualified traffic flowing to 

authority assets.

These outcomes can then be translated into clear KPIs, such as:

• Raise the Confidence Score by +50 in 90 days.

• Publish one case study per month.

• Secure two podcast guest appearances per month.

• Drive 40% of Entity Home traffic from branded queries.

• Reduce cost per qualified visit to authority assets.

Each part of GCT does specific work:

• Goals: Define the measurable results, claimable panel, SERP accuracy, 

verified profiles, or qualified calls per month.

• Content: Decide what kind of proof will move those numbers (case 

studies, expert videos, book excerpts, or earned media features).

• Targeting: Clarify who needs to see that proof (buyers, journalists, 

investors, industry peers) and where they will encounter it.

Take Plumbing Pros LLC, a Pennsylvania plumbing company we worked 

with. The goal was specific: consistent inbound calls the existing team could 

actually handle, not vague "more leads," but a steady call volume that 

matched their capacity to dispatch.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

67

The content side covered three lanes. Field videos showing real jobs, real 

techs, and real fixes. Customer reviews surfacing through their Google 

Business Profile. Brand consistency tight enough across every channel that 

customers started asking if Plumbing Pros was a franchise.

Targeting was sequenced. Email automation pulled past customers back 

into the funnel. Targeted Facebook and PPC ads ran to lookalikes of those 

past customers. Call tracking on every channel measured what actually 

drove the phone to ring instead of guessing.

The result: Google traffic 17x'd over 90 days. Revenue jumped 75% in 

month two. The owner's quote tells you the goal was met and then some: 

"When I started working with Dennis's team, I've seen a significant uptick. 

The second month, our revenue increased 75%, and then certain months 

will spike. It seems like the Google algorithm will just throw you a ton of 

jobs, and it's like almost I can't handle the work because I don't have 

enough workers to handle it…"

That's GCT working. The numbers didn't come from setting better goals. 

They came from goals, content, and targeting all aligned and deployed in 

sequence, on top of plumbing that was already built.

GCT works the same way for non-local businesses, just with different inputs. 

Dr. George Pratt's goal was book authority and sales, not phone calls, but 

reach for the ideas already in his books. The content was already there: 

testimonials, podcast clips, a six-minute video of Rob Dyrdek explaining how 

Dr. Pratt helped him focus and scale his business. We didn't make new 

content. We boosted what was already proven, Dollar-a-Day style. On the 

targeting side, $5/day Amazon ads ran on his books Code to Joy and Hyper 

Performance. The result was the books surfacing next to Jack Canfield in 

Amazon's recommendations. Same framework, different vertical.

The cadence matters too. Reviewing GCT weekly helps avoid wasted effort. 

If numbers aren’t moving, it usually means one of two things: not enough 

proof is being created, or the right proof isn’t reaching the right audience. 

Fixing those weak links keeps momentum going.
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 KEY TIP   ◆ Run weekly, GCT turns every video, article, or podcast appearance 

into a signal that compounds into authority instead of noise that gets lost.

Once goals are defined and aligned with content and targeting, the system 

shifts from planning into execution. The next step is producing the proof 

itself: capturing the real work, stories, and expertise that show Google and 

the world who you are.

 HAND THIS TO YOUR AGENT▶

Run the business-brand-strategist skill: "Interview me, then write my Goals-

Content-Targeting one-pager: the 90-day measurable goal, the three proof 

lanes that support it, and the specific audience each lane targets. End with the 

weekly GCT review checklist filled in for my business." Do the weekly review 

with the agent assembling numbers and you making the calls.
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Chapter 8 — Building Proof of Expertise

◆ OPERATOR DEEP DIVE

Content is the backbone of authority. In this stage you’re documenting real 

work and converting expertise into tangible proof that both people and 

machines can understand. The goal isn’t volume for its own sake. It’s clean, 

attributable evidence that ties back to goals and lives on your Entity Home 

first.

Start by deciding what counts as proof. The strongest mix usually includes:

• Cornerstone pieces on the Entity Home that explain your method, 

niche, and point of view.

• Case studies and testimonials with names, dates, metrics, and context.

• Long-form video and podcasts that show your thinking, screens, and 

process.

• Authorship assets such as short books, guides, and compilations from 

transcripts, each with an Author page and Book page on the Entity 

Home.

• Speaking and PR clips, media mentions, and quotable insights that 

others can reference.

Keep the workflow simple: document, process, publish. Document by 

recording the work you already do, client wins, demos, internal trainings, 

shop-floor problem solving. Process by transcribing and editing into articles, 

clips, and case studies with consistent titles, descriptions, and links. Publish 

to the Entity Home first, then syndicate to YouTube, LinkedIn, and relevant 

third-party sites so attribution points back to you. Documentation isn't 

polish, it's consolidation. As Dennis frames it: "If there's documented proof 

of you as a plumber in Eastern Pennsylvania or an HVAC contractor in 

Houston, Texas, those are real signals that teach AI and train your team on 

what authentic expertise looks like." Get the videos, Zoom recordings, CRM 
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records, manuals, and proof of how you do your work into one folder. 

Process from there.

The processing step is now agent work. A single skill can pull the transcript 

from every YouTube video you have ever published and turn each one into a 

clean article for your Entity Home: titled, formatted, internally linked, and 

waiting for your review. What used to be this chapter’s bottleneck becomes 

an afternoon of supervised output, real experience in, machine-readable 

proof out. (Appendix G shows where to get the skills.)

Figure 17. The proof factory workflow: document, process, publish.

Every asset needs a standard package. Give it a clear title, a one-sentence 

“what this proves,” your byline, headshot, role, location, and date. Link to 

related people and brands. Add a short description with your name and 

niche in natural language. On the Entity Home, add schema for Person, 

Article, VideoObject, or Book, plus sameAs links to your verified profiles.
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Case studies deserve a repeatable recipe. Lead with the problem, describe 

the approach, show numbers, add a client quote, and end with a clear 

takeaway. Include assets that reinforce trust, like a photo on site, a short 

clip from the client, or a screenshot of the result. If you can, add a before-

and-after search result for the client’s brand to tie the story back to 

visibility.

Use a video-first capture plan so content never bottlenecks. Aim for quick, 

candid recordings: one minute explaining a lesson learned, three minutes 

screen-sharing how you fixed something, a five-minute client debrief right 

after a job. Good audio beats perfect lighting. Shoot both vertical and 

horizontal when possible. Name files with who-what-when so the team can 

find and repurpose them later.

Figure 18. A video-first capture plan: quick, candid recordings that build into authority.

Take Anthony Hilb's tree removal crew in Bloomington, Indiana. After a 

Quick Audit identified the opportunity, we helped them produce one short 

video of an actual tree removal job, the kind of work the crew was already 
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doing every day. The whole point was to skip production overhead and 

capture the real thing.

The video went up on YouTube and Facebook. We ran a Dollar-a-Day boost 

locally, small spend, narrow geography. Within two minutes of the boost 

going live, the video ranked \#1 on Google for "tree removal" in 

Bloomington. That single video led directly to Google creating a Knowledge 

Panel for Anthony and his business.

Today, Anthony is the go-to expert in his market, locals recognize him "like 

a local celebrity." That happened without traditional SEO campaigns, paid 

backlinks, or content farms. Just amplified real content.

This is what the document → process → publish workflow looks like in 

practice. The tree wasn't staged for the camera. The crew didn't rehearse. 

The video wasn't polished, it was a real job, captured fast, edited light, and 

pushed through the right channels in the right order. The system gets fast 

results when the underlying work is real.

Set a cadence that you can keep. A practical target is two cornerstone 

pieces per month, one new case study per month, and weekly video clips.

Actual quality and value matter more than the polish of the video. Show real 

people, real work, and real outcomes. Use your own photos and footage. 

Attribute collaborators properly. Avoid generic stock and vague claims. If an 

asset doesn’t prove something specific about your expertise, rework it until 

it does.

Before you hit publish, run a short checklist:

• Entity Home version complete and canonical.

• Links to related people, companies, and sources added.

• Cross-posted to priority platforms with links back to the Entity Home.

With this pipeline in place, you’re not guessing at content. You’re 

manufacturing proof. That proof is what fuels the next stage, where we 
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ensure the right people actually see it and the right signals accumulate in 

the places Google trusts most.

 HAND THIS TO YOUR AGENT▶

Run the content-factory skill: "Here are links to my existing videos, posts, and 

reviews [paste]. Pick the 5 strongest pieces of real proof, and turn each into a 

canonical article for my Entity Home: title, H1, embedded clip, transcript 

section, three internal links. Then give me next month's capture list — the two 

cornerstone pieces and one case study I should record, based on jobs I already 

do weekly." Real experience in, machine-readable proof out.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

74

Chapter 9 — Targeting — Reaching the Right 

Audience

◆ OPERATOR DEEP DIVE

Even the strongest content fails if the wrong people see it. Authority isn’t 

about broadcasting as widely as possible, it’s about putting the right proof 

in front of the people who matter.

For years, targeting meant slicing audiences into tiny segments, stacking 

filters, and manually telling platforms who should see what. That still 

matters in some contexts, but the biggest change in recent years is this: the 

content itself has become the targeting. Social algorithms are designed to 

surface the most relevant content to the people most likely to care. If your 

proof is clear, authentic, and well-structured, the platforms will 

automatically connect it with the right viewers.

Figure 19. The targeting shift: clear, specific content naturally reaches the right audience.
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That doesn’t mean you abandon targeting altogether. It means your energy 

shifts. Instead of fighting the algorithms, you feed them. You create a steady 

stream of content that signals exactly who you are and what you stand for, 

then let the distribution systems do the heavy lifting.

The process starts with those who already know you (your warm audiences). 

These are people who have visited your site, watched your videos, or 

engaged with your brand in some way. From there, the platforms learn who 

else looks like them, expanding your reach without you having to 

micromanage every filter. And because the content itself carries the 

context: a testimonial video, a detailed case study, a clip from a keynote, it 

naturally attracts the right next set of people.

When this alignment works, you see it in subtle but powerful ways. A case 

study lands in front of a prospect who was already evaluating providers. An 

interview clip gets pushed to a journalist researching experts in your space. 

A blog post reaches a peer who later invites you to speak at an industry 

event. None of these were orchestrated one-to-one; they happened because 

the content itself guided the algorithms to the right people.
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Figure 20. The algorithm feedback loop: content guides platforms to the right audience at  

scale.

How This Works for Local Service Businesses

For a roofer, a plumber, or an HVAC company, targeting is not about 

building complex audience segments in an ads manager. It is about 

producing content so specific to your trade and your geography that the 

right people self-select.

By trade category:
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Figure 21. Content acts as a beacon, attracting the right prospects by trade and 

geography.

• A roofer who publishes a 90-second walkthrough of storm damage 

assessment in a specific neighborhood is targeting homeowners in that 

area who will eventually need that service. The specificity does the 

work.

• A tree removal crew that posts a 90-second clip of a hazardous oak 

coming down in a specific neighborhood is targeting every homeowner 

in that area who has been eyeing a similar tree in their yard. Anthony 

Hilb's tree removal crew in Bloomington ranks \#1 on Google for "tree 

removal" because of exactly this, short field videos showing real work, 

boosted locally a dollar a day at a time.

• An HVAC contractor who shares a real before-and-after of an 

emergency furnace replacement (with the homeowner's reaction) 

targets every homeowner whose furnace made a strange noise last 

night.

By platform:
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• YouTube captures search intent. People searching "how to tell if my 

roof has hail damage" are already in the market. A helpful, specific 

answer from a local roofer is the best targeting possible.

• Facebook and Instagram capture familiarity. Your testimonial video 

or crew photo reaches neighbors who see your trucks but have never 

learned your name.

• LinkedIn captures professional trust. Case studies and partnership 

announcements reach the contractors, suppliers, and business owners 

who refer work.

 HAND THIS TO YOUR AGENT▶

Paste this: "Build my targeting-by-specificity plan: for [trade] in [city], list 10 

video topics so specific to my trade and geography that the right customers 

self-select — real jobs, real neighborhoods, real seasonal problems. For each, 

name the platform it fits best (YouTube search intent, Facebook/Instagram 

familiarity, LinkedIn referral trust) and the first line I should say on camera." 

The content is the targeting; this writes the content plan.
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Chapter 10 — Amplification — Scaling Authority 

Signals

◆ OPERATOR DEEP DIVE

Once you have content that proves expertise and resonates with the right 

people, the next step is to amplify it. Amplification takes what already works 

and gives it staying power. It’s the difference between a great story 

reaching a handful of people and that same story reaching thousands of the 

right prospects, consistently, for months or even years.

Most people think amplification is “promotion.” In practice, it’s closer to 

translation. Your content might already be good, but the platforms can’t 

reward what they can’t confidently understand. A new channel, a new 

brand, or a new founder starts with almost no history. Early posts get a few 

views here, a few likes there, and then people conclude the content “didn’t 

work.” The bigger issue is that the system never received enough signal to 

learn who the content is for. Amplification solves that problem by creating 

enough initial activity for the algorithms to classify you. Done correctly, it 

doesn’t replace organic reach. It teaches the platforms how to build it.

That’s why the most reliable way to amplify is through the Dollar-a-Day 

strategy. Instead of gambling thousands on ad campaigns that may or may 

not work, you put a small, controlled spend behind multiple pieces of 

content and let the audience tell you what deserves more distribution. You 

start by testing: boost 10–20 posts at a small daily amount for a week. 

You’re not hunting vanity likes. You’re watching for meaningful 

engagement: quality comments, longer watch times, saves, shares, clicks to 

your Entity Home, and the kind of behavior that signals, “This person is 

paying attention.” Then you prove it: keep the top performers running for 

another stretch of time and begin layering in retargeting so people who 

engaged once can see you again in a different context. Only after that do 

you scale: increase budgets gradually on proven winners and expand 

placements across platforms.
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Figure 22. The Dollar-a-Day Flywheel: test, prove, scale.

The reason this works is simple: paid distribution can create free 

distribution, but only when the content earns it. If a viewer watches a piece 

of content and then chooses to watch another, subscribe, or click deeper 

into your library, you’ve triggered a chain reaction that the platform 

recognizes and rewards. One paid view often isn’t one isolated view. It can 

become three, four, or five additional organic views because the content has 

momentum and the viewer has intent. That’s the compounding effect.
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Figure 23. How small paid signals trigger organic distribution.

It’s why a channel can rack up large view totals without a single “viral” 

moment. The growth comes from consistent, repeatable signals, content 

that gets people to stay, and a small amount of spend that gives the system 

enough data to find similar people.

This is also why amplification is not the same thing as “running ads.” When 

people hear advertising, they picture a pitch. But the content that amplifies 

best usually doesn’t feel like selling at all. It’s teaching. It’s showing. It’s 

documenting. It’s a crew in the field. It’s the before and after. It’s the 

explanation a homeowner wishes someone would give them before they 

spend money. It’s a story that helps someone make a better decision. The 

platforms don’t need cinematic production to distribute that. They need 

clarity and authenticity. If a video starts with a clean, immediate signal, who 

this is for, what problem it addresses, where it’s happening, viewers decide 

quickly whether to keep watching, and the algorithm learns quickly how to 

match you to the right audience.
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This is where the idea of “memory” matters more than reach. Amplification 

isn’t about getting everyone to see you once. It’s about getting the right 

people to see you often enough that you become familiar. Familiarity 

changes outcomes. It’s what makes someone pause when they see your 

name in a search result. It’s what makes an LSA, a map listing, a review 

snippet, or a social post land differently. The homeowner isn’t thinking, “I 

saw their boosted post.” They’re thinking, “I’ve seen this person before.” 

That recognition is a trust shortcut, and trust is what converts attention into 

choice.

Amplification also works because it is evergreen when your content is 

evergreen. Promotions tied to a calendar burn out. Stories don’t. A crew 

moment, a customer explanation, a lesson learned, a case study, an 

interview, a walkthrough, those pieces can run for months because they 

stay relevant. You don’t have to constantly invent a new hook to keep them 

alive. You build a “greatest hits” library: the handful of pieces that 

consistently hold attention and represent you well. Those are the ones you 

keep circulating. When a topic is too technical, or the story doesn’t connect, 

you don’t argue with the data. You let it go. When a piece unexpectedly 

performs, you don’t overthink why it “shouldn’t” have worked. You keep it 

running and learn from what people actually did.
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Figure 24. Building an evergreen 'greatest hits' library that runs for months.

Over time, something else happens that most businesses never plan for: 

even if you stop boosting tomorrow, you don’t drop back to where you 

started. There’s residual value. The channel has history. The platforms have 

context. Your audience has habits. Your newer posts tend to start higher 

because there’s already an ecosystem around you. That’s why amplification 

is best understood as building infrastructure, not buying exposure. You’re 

creating a durable layer of awareness that makes every other channel 

perform better.

This is especially powerful for local service businesses and founders, 

because your real goal isn’t to “go big.” It’s to become trusted in a defined 

market. A contractor doesn’t need national fame. They need to be the 

familiar, credible option within the area they serve. When the right people 

see your face, your team, and your proof repeatedly, without being pushed, 

your authority becomes easier to accept. For a homeowner, it feels safer. 

For a partner, it feels validated. For a journalist or event organizer, it looks 
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established. For the platforms, it looks like a consistent entity with real 

engagement patterns.

Amplification doesn’t require advanced ad skills. It’s built into every 

platform as a simple decision: which stories are worth paying a small 

amount of distribution to keep alive? The skill is not in pushing buttons. The 

skill is in choosing the right inputs: client wins, testimonials, case studies, 

clear explanations, and real moments that show competence and character. 

When those get steady distribution, the platforms do what they were 

designed to do, find more people who behave like the ones who already 

responded well.

The goal isn’t to reach everyone. It’s to reach the right people over and over 

until your authority becomes obvious. The budget stays small, but the 

impact compounds because you’re not buying a moment. You’re building 

recognition.

This is the layer Ethan Van De Hey built his reputation on. At twenty-six, he 

founded Roofing Launch, an agency that runs these amplification systems 

for home service companies. He treats amplification as what this chapter 

says it is: infrastructure, a durable layer of familiarity that makes every 

other channel perform better, instead of a campaign that ends.

With amplification in place, the system now shifts from reach to refinement. 

The final stage, optimization, is about tightening the machine, cutting what 

doesn’t work, and keeping the winners running so every signal you send 

reinforces your authority.

 HAND THIS TO YOUR AGENT▶

Run the dollar-a-day-strategist skill: "Here are my last 20 posts with their 

engagement numbers [paste or connect]. Pick the 10 worth testing at $1/day 

for 7 days, define what 'meaningful engagement' means for each, and give me 

the kill/keep/scale decision rules for day 7. Set the whole test up as a checklist 

I can hand to my ads manager or run myself." Test, prove, scale — with the 

agent doing the bookkeeping.
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Chapter 11 — Optimization — Refining and Scaling

◆ OPERATOR DEEP DIVE

Optimization is where authority begins to compound. With plumbing set, 

goals defined, content produced, targeting aligned, and amplification 

running, this final stage is about tightening the system so every effort 

produces greater returns over time.

Each stage of the Social Amplification Engine builds on the last. When 

they're run in sequence, every action becomes measurable and improvable. 

Skipping steps (like running ads without plumbing, or producing content 

without clear goals) wastes time and budget. When the foundation is solid, 

every optimization cycle makes the authority footprint sharper and more 

resilient.

The discipline is reviewing what's already running, refining what 

underperforms, and leaning into what gains traction. Content that already 

works gets stronger. Targeting becomes more precise. Amplification gets 

more efficient.

The Weekly Review

Set aside thirty minutes each week to review what is running. Pull up your 

top five performing pieces and check whether they are still active and still 

earning engagement. Look at your amplification spend and ask whether the 

budget is concentrated on winners or spread across stale posts that stopped 

working months ago. Open your Entity Home analytics and check whether 

traffic is growing, where it is coming from, and whether branded queries 

are increasing as a share of total visits.

Then pick one profile (maybe LinkedIn this week, YouTube the next), and 

verify that the bio is current, the headshot matches, and the primary link 

still points home. These small checks take minutes individually but prevent 

the kind of slow drift that eats entity confidence over time.
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What to Do When Numbers Stagnate

If progress stalls, the cause is almost always one of three things.

The first is that the content pipeline dried up. You stopped producing new 

proof. Weeks pass without a new case study, a new video, or a new guest 

appearance. The platforms see inactivity and reduce distribution. The fix is 

straightforward: resume the cadence. Two cornerstone pieces per month 

and one case study per month is enough to keep the system fed.

The second is that amplification is on autopilot. The same three posts have 

been boosted for four months. The audiences have saturated. Engagement 

rates decline. The fix is to rotate in fresh winners from the past sixty days 

and retire anything that has stopped earning meaningful interaction.

The third is that profiles drifted. A bio got updated on one platform but not 

the others. A headshot was swapped on LinkedIn but the old one still 

appears on the Entity Home. A link broke when the site was redesigned. 

These small inconsistencies accumulate silently and erode the agreement 

that the Knowledge Graph depends on. A quick consistency check across 

the top five profiles usually reveals the leak.

Marko Sipilä is what this discipline looks like in a person. He came through 

our program and ran the loop without mercy: weekly numbers, weekly fixes, 

no skipped cycles. He took his agency from fifty thousand dollars in debt to 

forty-five thousand dollars a month in profit, built CoatingLaunch past one 

hundred clients with a ninety-five percent client success rate, and is now on 

his third company with us. When Dennis finds something at two in the 

morning that affects Marko’s business, he sends it right then, and the 

iteration never stops. Operators who treat optimization as a weekly habit 

instead of an emergency are the ones whose authority compounds.
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How Optimization Creates Momentum

Figure 25. From Marketing Mechanic Episode 8: building an AI operations stack for  

optimization.

When optimization is running well, each cycle makes the next one easier. 

Content that already works gets additional distribution. Targeting becomes 

more precise because the platforms have learned who responds. 

Amplification becomes more efficient because the budget flows to proven 

performers instead of experiments. The entity footprint gets cleaner 

because small inconsistencies are caught before they harden into real 

problems.

This is the stage where authority stops feeling like a project and starts 

feeling like a system. The inputs are predictable. The outputs are 

measurable. The growth is steady rather than dramatic, which is exactly 

what the Knowledge Graph rewards.

Your SERP starts reflecting the reality of your reputation. Your Knowledge 

Panel grows richer and more durable as signals continue to align.
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Figure 26. The optimization stack: projects, custom GPTs, knowledge, agents, and 

management.

The tooling under this stage has evolved fast, and it is worth being specific 

about the timeline. In the beginning, optimization meant a person in a 

spreadsheet doing everything by hand. Then came custom GPTs: you could 

load your brand voice and checklists into one and it would help, but you still 

did most of the work, prompt by prompt, session by session. That era is 

already over.

Today this stage runs on agents. You install skills (documented procedures 

the agent can execute), feed them as much context as you can (your reports, 
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your checklists, your past results), and let them run the entire loop: pull the 

numbers, compare against last period, flag what stalled, draft the fixes, and 

write the report. The discipline that makes this work is recursive self-

improvement: every run, the agent documents what it did, QAs its own 

output, and sharpens its own instructions, so the system gets better each 

cycle without you rebuilding it. That is why the free skill pack in Appendix G 

includes recursive-self-improvement-qa as its own skill.

We watched this flip happen in our own talks. One year we taught custom 

GPTs on stage; the next year, at the same event, the same workflows ran as 

agents end to end. The Weekly Review earlier in this chapter is the perfect 

first candidate: hand it to an agent along with this book's checklists and 

your analytics access, then review its output instead of assembling it 

yourself.

The Metrics That Matter

For founders building toward a personal Knowledge Panel, the metrics that 

matter are specific:

Metric What It Tells You How Often to 

Check

Branded search volume Are more people searching your name? Monthly

Entity Home traffic from 

branded queries

Is your site the destination when people 

search you?

Weekly

Video watch time (YouTube, 

social)

Are people staying with your content? Weekly

Confidence Score Is Google's certainty about your entity 

increasing?

Monthly

Profile click-throughs Are your profiles driving traffic to your 

Entity Home?

Monthly

Third-party mentions Are independent sources referencing you? Monthly

Cost per meaningful 

engagement

Is amplification spend efficient? Weekly (if 

running ads)
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With the system running smoothly, the next step is the endgame: claiming 

and managing your Knowledge Panel. That’s where all the groundwork 

comes together and your authority becomes visible not just to Google, but 

to every prospect, partner, and peer who searches your name.

You’ve tuned the machine: plumbing fixed, goals aligned, content created, 

targeting optimized, and winners amplified. Before we push for the 

Knowledge Panel, there’s one last optimization that makes local entities 

undeniable: organizing your proof along two axes: where you operate and 

what you do. That’s the Geo-Vertical Grid.

 HAND THIS TO YOUR AGENT▶

Hand the Weekly Review to an agent, permanently. Run recursive-self-

improvement-qa with: "Every week: pull my top five performing pieces, check 

my amplification spend against winners, review Entity Home traffic and 

branded-query share, and audit one profile for drift. Draft my Metrics » 

Analysis » Action report, flag what stalled, propose the fixes — and update your 

own checklist with anything you caught late." You read the report and steer. 

That's the whole job now.
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PART III

OWN

Trigger, claim, and keep the panel
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Chapter 12 — The Geo-Vertical Grid — How Local 

Service Entities Rank

This chapter translates Dennis’s Geo-Vertical Grid into a practical play you 

can run as a local service founder (the San Diego roofer, the Chicago 

plumber, the Phoenix garage door operator). You’ll engineer visible proof at 

the intersection of your geo (city/region) and your vertical (trade/category). 

That cross, done right, creates a trust pattern spammers can’t fake and 

Google can’t ignore.

You can think of the Geo-Vertical Grid as the part of the puzzle that locks 

the middle together. Many businesses have pieces scattered everywhere, 

but this is where the image either resolves or stays fuzzy. When your trade 

and your city intersect with real, independent proof, the pieces stop sliding 

around and begin to hold their shape.

1) The Grid at a Glance

Think of a simple cross:

• Vertical (Category): peers, suppliers, software, conferences, media in 

your industry (e.g., roofers → Roofing Process Conference, suppliers, 

trade podcasts; garage door → Vertical Track; pools → industry 

associations).

• Geo (City/Region): your service areas, local press, chamber, charities, 

events, customers, and allied trades (HVAC, electrical, real estate).

Your goal is to densify the cross, plenty of high-quality ties within your city 

and within your trade. You’ll still have some out-of-city and cross-category 

bonds (that’s natural), but the strongest pattern clusters around your cross.
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Figure 27. The Geo-Vertical Grid: cities on one axis, trades on the other. X marks your  

position.

Why it works: Algorithms look for coherence. A legitimate Atlanta roofer 

naturally appears with:

• Atlanta entities (neighborhoods, local press, chamber, allied trades), 

and

• Roofing entities (roofing suppliers, conferences, credible roofers in 

other cities).

 KEY TIP   ◆ That signature is hard to fake at scale, and it’s exactly what the 

Knowledge Graph expects to see.

In Episode 2 of the Marketing Mechanic, Dennis Yu explains the Geo-

Vertical Grid and draws it on the whiteboard. Local authority follows a 

simple pattern: topic bonds run vertically through your trade, while geo 

bonds run horizontally through your city and nearby neighborhoods. Fill 

that cross with real partners, suppliers, associations, and local nodes so 

Google stops guessing.
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Figure 28. From Marketing Mechanic Episode 2: topic bonds and geo bonds mapped on a  

whiteboard.

2) Entities, Objects, Content, Signals (applied locally)

You already know the stack (Ch. 1). Here it is with local detail:

• Entity: You (Person) + your company (Organization).

• Entity Objects: GBP, LinkedIn, YouTube, industry directory profile, 

local chamber profile, conference speaker page, partner bios.

• Content: Project walk-throughs, shop tours, supplier interviews, 

customer testimonials, neighborhood case studies, conference clips.

• Signals: Reviews (credible local accounts), watch time on topic videos, 

meaningful comments, branded queries, local press mentions, 

neighboring trade shout-outs.

The grid tells you which objects to prioritize and where to publish content 

so those signals line up.

3) What the Grid Exposes (and why fakery fails)

• Real pattern: Atlanta roofer shows up with Buckhead jobs, Fulton 

County permits, Atlanta Business Chronicle mention, Roofing Process 

Conference clip, supplier co-posts, interviews with respected roofers in 

other cities.
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Figure 29. Real authority patterns vs. fake patterns: Google can tell them apart.

• Fake pattern: Random DR links from romance blogs, bulk directories, 

or PBNs; a sudden burst of 1,000 “links” with no local/industry 

footprint; mismatched names/handles/images.

Dennis’s rule: Ignore vanity metrics (DA/DR). Focus on relevance and 

independence. Google discounts garbage and no longer punishes you for 

spammy links you didn’t create. Build what spammers can’t, which are real-

world, on-camera relationships and corroboration.

Spam fails because the pieces don’t fit. You can buy links, listings, or bursts 

of attention, but they don’t interlock with a real geo or a real trade. The 

picture never resolves.

The Geo-Vertical Grid works because every piece reinforces the same image 

from different angles, making inconsistency obvious and authenticity easy 

to recognize.

4) Build the Cross: Practical Plays

A) Vertical (Category) Plays

• Peer interviews (other cities): “Home Service Heroes, \[Your City\]” 

podcast; 10–15 minute Zooms with respected operators (e.g., the 

Phoenix garage leader, the Miami pool builder). Publish to your site 

first; mirror to YouTube/LinkedIn.
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• This play is how Brad Strawbridge of Capital City Roofing shows up in 

our own grid. Dennis’s standing advice to operators: interview the 

mentor who helped you, on camera, and thank them by name. “You 

helped me grow my roofing company from two million to five million in 

the last two years, and I’d love to have you give that same advice to 

other roofers.” One fifteen-minute recording creates a vertical bond in 

both directions: the mentor gets documented proof of impact, you get a 

co-mention with a respected operator in your trade, and Google gets 

one more independent witness at exactly the intersection it cares 

about.

• Supplier & software spotlights: 3–5 videos with your distributor/ISV 

reps; add transcripts, list SKUs/tools, and link the supplier’s official 

site.

• Conference footprint: Speaker/sponsor pages, recap blogs, photo 

galleries. Ask organizers to include your headshot, exact title line, and 

canonical link (see Ch. 1).

B) Geo (City) Plays

• Neighborhood case studies: “\[Service\] in Buckhead, What 532 jobs 

taught us.” Map, photos, 60–120s video, review snippets; embed on 

site; mirror clip to YouTube with first link back.

• Allied-trade loops: Short mutual spotlights with the HVAC, electrical, 

restoration, real estate pros you already refer. Each post links both 

ways to canonical bios.

• Local press & civic nodes: Chamber profile, city business journals, 

charity partnerships, school/league sponsorships, with your title line 

and canonical link.

C) Image Discipline (ties the grid together)

• Stack: Min. 12 distinct photos (3 headshots, 3 podium/talk, 3 

lifestyle/work, 3 with known entities).
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• Hygiene: EXIF stripped; descriptive filenames; ALT = canonical name 

+ role + city; reuse the same master headshot across site + profiles; 

OG/Twitter card previews verified.

5) Sub-Grids: Go narrower to win faster

Zoom into micro-geo × sub-category:

• Example: “Commercial Roofing, Buckhead” (not “roofing Atlanta”).

Produce a 4–6 piece bundle: a 3-minute rooftop walkthrough, a 

permit/process explainer, a supplier Q\&A, a property manager 

testimonial, and a before/after gallery, all on your site first, then 

repurposed elsewhere.

 KEY TIP   ◆ Micro-grids rank faster, create undeniable topical + local clarity, 

and give you assets that scale outward.

6) Capture SOP (zero friction)

Always-On Phone Capture

Figure 30. The zero-friction capture pipeline: capture, caption, name, publish.

Technicians and project managers should treat their phone as a lightweight 

documentation tool while they are already on site. The goal is not high 

production value, but consistent, real-world proof. Each clip should be short 
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(roughly 30 to 90 seconds) and recorded immediately after the work is 

done, while the details are still fresh.

In each clip, the person recording should briefly explain three things in 

plain language: what problem was fixed, what tool or part was used, and 

one practical takeaway for a homeowner or business owner. This could be a 

maintenance tip, a warning sign to watch for, or a simple explanation of 

why the issue happened. Over time, these short clips compound into a 

library of credible, first-hand expertise that no outsourced content team 

could recreate.

Caption The Canonical Name

Every video should clearly state the canonical name of the business, service, 

or professional being represented within the first 15 seconds of spoken 

audio. This is not optional. The exact name should be spoken naturally, as 

part of the explanation, not tacked on at the end.

That same exact name must also appear in the captions (SRT files) with no 

variations, abbreviations, or substitutions. Consistency here matters. Search 

engines and platforms rely on repeated, matching signals to understand 

who the content is about. If the spoken name, captions, and on-page text 

disagree, authority is diluted.

Filename Discipline

Before uploading or sharing any video, the file itself should be named using 

a consistent structure:

first-last-role-city-topic-YYYY.mp4

For example, this might look like: john-smith-technician-phoenix-water-

heater-repair-2026.mp4. This naming convention creates clarity for internal 

teams, editors, and automated systems. It also prevents asset confusion 

months or years later when files are reused, repurposed, or audited. Treat 

filenames as metadata, not as an afterthought.
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Publish Order And Distribution

Publishing should follow a strict order to establish a clear source of truth. 

First, the video is embedded or referenced on the canonical page of the 

company’s own website. This page is the primary authority asset.

Next, the video is published to YouTube, with the very first link in the 

description pointing back to that canonical page. Only after those two steps 

are complete should the content be distributed to secondary platforms such 

as LinkedIn, short-form video apps, or other social channels. Across all 

platforms, handles, business names, and descriptions should remain 

consistent. This sequence reinforces ownership, attribution, and authority 

rather than scattering signals across the internet.

The caption, filename, and publish-order rules above are exactly the kind of 

work agents never get tired of. Record the clip, then let a skill enforce the 

naming, write the captions with your canonical name in them, and publish 

in the right order every time.

7) Quality Checks (Dennis’s “lie detector”)

These checks act as a quick diagnostic rather than a full framework. Each 

one helps confirm that authority signals are steady, aligned, and easy to 

interpret.

Temporal consistency. Activity should follow a predictable cadence over 

time. Long periods of inactivity followed by sudden bursts create 

uncertainty about relevance and reliability. A steady rhythm, even at a 

modest pace, sends a clearer signal than sporadic surges.

Topical consistency. Co-mentions should align with the industry you want to 

be known for. When people, brands, and topics that reference you closely 

resemble your core field, it becomes easier for systems to classify your 

expertise correctly.
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Local consistency. Reviews, citations, and partner mentions should resolve 

clearly to your city and nearby neighborhoods. When location signals 

cluster geographically, local relevance is reinforced instead of blurred.

Identity consistency. Use the same headshot, handle, and professional title 

everywhere. Minor variations compound over time and weaken recognition. 

This principle is covered in more depth earlier, but the rule remains simple: 

look and read the same wherever you appear.

Attribution consistency. Third-party sites and profiles should link directly to 

your Entity Home, not to a link tree or intermediary page. Direct attribution 

clarifies ownership and avoids splitting authority across multiple 

destinations.

8) Quick Wins This Month

This set of actions is meant to strengthen authority signals without turning 

into a long process. Each item is practical on its own, but together they help 

fill in gaps that often exist even when the core assets are already in place.

Start by recording five short peer interviews with professionals in the same 

trade who operate in different cities. These don’t need to be highly 

produced or scripted. The goal is to show industry-level association beyond 

your own market. Simple conversations about shared standards, common 

problems, or tools you all rely on are enough to establish peer recognition 

and credibility.

Next, publish three neighborhood-specific case studies on your site. Each 

one should focus on a real job or outcome, supported by an embedded on-

site video and a few authentic review snippets. This connects proof of work, 

location, and customer feedback in a single asset, which strengthens both 

topical and local relevance.

Then, film two supplier or vendor spotlights that highlight the tools, 

materials, or specifications you regularly use. These videos ground your 
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work in real inputs and recognizable brands, which adds credibility without 

relying on self-promotion.

9) What to Ignore (saves you money and risk)

There are several common tactics that look appealing on the surface but 

create more problems than progress. Ignoring them is often the fastest way 

to protect both your budget and your long-term visibility.

Buying so-called “high-DR” links from unrelated sites is one of the most 

common mistakes. Authority does not transfer cleanly when the source has 

no topical or contextual connection to your work. These links may look 

impressive in a spreadsheet, but they rarely strengthen real credibility and 

can introduce unnecessary risk.

Synthetic signals such as click-through manipulation, traffic bots, or other 

artificial engagement schemes fall into the same category. These tactics 

attempt to imitate real behavior without any underlying substance. They do 

not reflect genuine interest, expertise, or trust, and they tend to break the 

moment scrutiny increases.

Mass directory submissions are another low-return activity when they lack 

geographic or industry relevance. Being listed everywhere is not the same 

as being recognized in the right places. A small number of accurate, locally 

and topically aligned citations does more than hundreds of generic listings.

Finally, avoid prioritizing vanity follower counts over signals that actually 

indicate trust. Watch time, real reviews, and named co-mentions from 

credible third parties carry far more weight than inflated audience numbers 

that never engage.

10) The Outcome: A Pattern Only You Can Produce

When your geo × vertical cross is dense with independent witnesses (peers, 

suppliers, allied trades, local press, neighborhoods), Google doesn’t have to 

guess. The grid is how you make “local authority” machine-readable.
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With the Geo-Vertical Grid in place, your presence now looks inevitable: the 

same headshot and handle everywhere, steady local reviews, neighborhood 

case studies, and supplier and peer corroboration, all resolving to a single 

Entity Home. This is the confidence pattern that consistently appears before 

a Knowledge Panel emerges.

In Chapter 13, you’ll learn how to trigger a Knowledge Panel in the first 

place, what signals must already be present, how they work together, which 

assets matter most, and the common mistakes that prevent panels from 

appearing at all. Only after that foundation exists does claiming and 

verification become relevant.

 HAND THIS TO YOUR AGENT▶

Paste Prompt 5 from Appendix G: "List 25 specific third-party properties where 

I should appear to densify the cross between [City] and [Trade] — split local 

(chamber, press, allied trades, charities) and vertical (associations, suppliers, 

conferences, podcasts). For each: the URL and a one-sentence pitch for why 

they'd feature me." Then book the top five. The agent finds the grid; you build 

the relationships.
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Chapter 13 — The Tipping Point — How to Trigger 

Your Knowledge Panel

Executing the Social Amplification Engine builds authority piece by piece. 

Each new profile claimed, article published, and mention earned adds to the 

web of evidence Google uses to form its understanding of you. Over time, 

these signals begin to reinforce one another, raising Google’s confidence 

until it tips over the threshold and your Knowledge Panel appears.

You can think of this moment like the final pieces of a jigsaw snapping into 

place. Individually, none of the pieces feel decisive. But once enough of 

them interlock, profiles, authorship, schema, and third-party mentions, the 

picture becomes complete. At that point, Google no longer has to infer who 

you are. It can see the image clearly, and the panel appears as a natural 

result.

That tipping point isn’t random. Certain signals act as accelerators. One of 

the strongest is authorship. When you publish a book, whether through a 

traditional publisher or independently via Amazon, Google recognizes that 

as a durable, verifiable marker of expertise. For founders, authorship 

doesn’t require starting from scratch. A book can be created by transcribing 

existing talks, podcasts, or videos, then editing those transcripts into 

chapters. Publishing across high-authority platforms creates a new entity 

(the book) that links directly back to your entity, boosting confidence and 

making a panel more likely to appear.

In Episode 5 of The Marketing Mechanic, Dennis Yu breaks down how SEO 

actually works and sketches the confidence curve on the whiteboard. He 

explains that SEO isn’t about manipulating algorithms but about earning 

trust through repeated, consistent proof. Each review, mention, and citation 

is a micro-signal that raises Google’s confidence in who you are and what 

you do. When those signals align across trusted surfaces, the Knowledge 

Panel becomes inevitable.
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Figure 31. The SEO tree: how entity authority connects to search visibility.
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Figure 32. From Marketing Mechanic Episode 5: the confidence curve.

Another powerful accelerator is structured data on your Entity Home. One 

way to do that is implementing schema markup, code that translates 

human-readable details into machine-readable facts. It allows your site to 

declare unambiguously: This page is about a person named Tommy Mello. 

His official website is tommymello.com. This is his LinkedIn profile. This is 

his YouTube channel. By reducing ambiguity, schema makes it easier for 

Google to connect the dots across your digital footprint.

In practice, these are the triggers we see most often move the needle:

• Publishing a book or guide that Google can tie directly to you

• Adding schema markup to your Entity Home and keeping it updated

• Using the same headshot, title, and bio across all major profiles

• Earning mentions and backlinks from high-authority third-party sites

• Linking all profiles and assets back to the Entity Home for consistency

• Repurposing real, valuable content across all platforms (including your 

personal brand website)

In most cases, though, it’s the reinforcing loop that does the heavy lifting. 

When your name, headshot, title, and expertise appear consistently across 

LinkedIn, YouTube, podcasts, and your Entity Home, and when those 

platforms link back to each other, Google has the confidence it needs to 

form the panel. Sometimes the panel already exists, but doesn’t display for 

a simple name search.

The pattern is clear: panels don’t appear because of a single hack. They 

appear when evidence is consistent, repeated, and trusted across enough 

places that Google no longer hesitates.

Once the panel appears, the next step is claiming it. That’s where you 

officially connect your Google account to the panel, verify your identity, and 

unlock the ability to suggest edits. In Chapter 14, we’ll walk through the 

exact process step by step so you can secure ownership of your digital 

identity once it goes live.
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Wikidata: The Structured Backbone

Most people overlook Wikidata, but it is one of the primary structured data 

sources that feeds directly into Google's Knowledge Graph. It is also 

increasingly used by large language models (ChatGPT, Claude, Gemini, 

Perplexity) for entity grounding, when an AI tries to answer "Who is \[your 

name\]?", a well-structured Wikidata entry with properly referenced claims 

makes you far more likely to be accurately represented.

Think of Wikidata as the structured backbone that helps machines 

understand who someone is, not just that they exist. Every claim on 

Wikidata (your occupation, your employer, your social profiles, your date of 

birth) is a node in a knowledge web that Google, Bing, Apple, and every AI 

system reads.

A strong Wikidata entry for a person includes:

• Core identity claims: "instance of: human," given name, family name, 

and a clear English description , each with at least one reference.

• Biographical facts: Date of birth, place of birth, country of 

citizenship, languages spoken.

• Professional claims: Specific occupation, employer/affiliation, 

"educated at" linked to the university's Wikidata item.

• Platform identifiers: Instagram, TikTok, YouTube, X/Twitter, 

LinkedIn, Facebook, plus any industry-specific IDs (World Athletics, 

Crunchbase, IMDb, etc.).

• Google Knowledge Graph ID: You can add your KGMID as property 

P2671, explicitly connecting Wikidata to Google's Knowledge Graph.

The Bidirectional Bridge: The strongest signal comes from a closed loop, 

Wikidata's "official website" property points to your Entity Home, and your 

Entity Home's JSON-LD schema includes the Wikidata URL in its sameAs 

array. When both sides reference the same set of authoritative profiles, 

Google's confidence increases substantially.
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Reference diversity matters. If every claim on your Wikidata entry cites a 

single source, Google treats it as thin. Each claim should ideally have 

references from at least two different domains. The more independent 

sources that confirm the same fact, the stronger the entity.

If you use WordPress with Rank Math SEO, the Additional Profiles field in 

Social Meta settings maps directly to the schema.org sameAs property. Fill 

it with all your entity URLs: Wikidata, YouTube, Instagram, TikTok, 

LinkedIn, X/Twitter, and any industry profiles. This closes the bidirectional 

loop without writing code. (See Appendix D for full Wikidata SOP and copy-

paste schema templates.)

The Encyclopedia Layer: Wikipedia, Wikidata, Grokipedia

We've submitted more than 100 people to Grokipedia. About 60 are live.

That number is the newest reason to care about encyclopedia pages, and it's 

worth seeing all three layers clearly before you chase any of them. They are 

not the same thing, and they are not equally worth your time.

Wikipedia is the hardest, and you should not force it.

Wikipedia has editors, notability standards, and strict conflict-of-interest 

rules. To hold a page you need genuine, independent, reliable coverage of 

you. Not press releases. Not your own website. Real secondary sources 

writing about you because you matter to their readers.

Most contractors are not Wikipedia-notable yet, and that is completely fine. 

If you pay someone to sneak you on before you qualify, an editor deletes it, 

and now you look worse than if you'd never tried. Let Wikipedia be a 

lagging trophy, earned after the real-world coverage already exists. It is not 

a thing you buy your way into.

Wikidata is the layer you actually work on.

We covered the mechanics earlier in this chapter, so we won't repeat them 

here. Just hold the order of the three in your head. Wikidata is the machine-
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readable spine, the bar is far lower than Wikipedia, and it feeds Google's 

Knowledge Graph directly. For most of you, this is where the encyclopedia 

work lives and pays off.

Grokipedia is the new surface, and it's why this section exists.

Grokipedia is xAI's encyclopedia, out of Elon Musk's AI company. It's new, 

which is exactly what makes it an opening. Language models ground their 

answers partly in encyclopedia-style sources, and Grokipedia is a fresh, 

high-authority one that didn't exist a year ago. It reads like a social graph, 

connecting a business to its services, its city, and its people, much the way 

the Knowledge Graph does.

Hold this thought for Chapter 16, where we take on AI search directly. 

When a language model reaches for a trusted source to confirm who you 

are, one more clean encyclopedia entry corroborating your facts makes the 

machine more confident about naming you. Grokipedia is that game played 

on one more board, and right now the board is wide open.

Here are our real numbers. More than 100 submitted, roughly 60 accepted, 

each page built with real citations, usually 30 to 60 of them.

Notice what earns acceptance. Citations. Which tells you exactly how to 

prepare a candidate.

Don't submit a naked name and hope. Build the source of truth first. Entity 

home stating your facts plainly. Person schema. Consistent citations across 

independent sources. Ideally a Wikidata item already live. Do that 

groundwork, and Grokipedia has something real to verify you against. Skip 

it, and you're asking a fact-checking machine to confirm claims that nothing 

on the open web backs up. That's how you get rejected.

So the order never changes. Entity home and citations first. Submit second. 

Then check monthly, because acceptance isn't instant and pages get revised 

over time. We run a readiness check every month on our candidates, the 

same MAA loop we run on everything else. Metrics: is the page live and 
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accurate? Analysis: what's missing or wrong? Action: shore up the weak 

citation and resubmit.

 KEY TIP   ◆ Build the entity home and citations first, then submit to Grokipedia 

only when a fact-checker — human or machine — could confirm every claim on 

the page from independent sources.

 A FIVE-MINUTE TEST◆

Before you finish this chapter, run this test. It works whether or not you have a 

Knowledge Panel yet.

1. Open ChatGPT, Claude, and Perplexity in three tabs. 2. In each, type: “Who 

is [your full name]? Cite your sources.” 3. Screenshot all three answers.

Identity. Did it confidently name your trade, city, and company?

Sources. Did it cite your Entity Home, LinkedIn, or Wikidata? Or did it cite 

forums, scrapers, and random listicles?

Confusion. Did it merge you with someone else, or hedge (“I’m not sure who 

you’re referring to”)?

This is your AI baseline. Re-run the test every 30 days. As your Wikidata entry 

stabilizes, your sameAs schema closes, and your third-party citations multiply, 

the answers tighten, the sources improve, and the confusion disappears. The 

same evidence that triggers your Google panel is teaching every AI system, in 

parallel, who you are. If the answers today are thin or wrong, you don’t have 

an AI problem, you have an entity problem. The fix is the rest of this book.

Pair this with your Knowledge Graph Explorer confidence score. The score tells 

you what Google’s machines believe about you; the three AI answers tell you 

what your customers’ machines say about you. Track both monthly. They rise 

together, because they feed from the same evidence.

 HAND THIS TO YOUR AGENT▶

Run the knowledge-panel-entity-seo skill: "Generate my Person and 
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Organization JSON-LD from my brand brain, with a complete sameAs array. 

Then draft my Wikidata entry with two independent references per claim 

(Appendix D.19 format). Then run a Grokipedia readiness check: could a fact-

checker confirm every claim about me from independent sources? List what's 

missing before I submit anywhere." Structured backbone, wired in one session.
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Chapter 14 — Claiming Your Knowledge Panel — 

Verifying Ownership the Right Way

◆ FOUNDER FOCUS

Triggering a panel proves Google can connect the dots. Claiming it proves 

you’re the person (or the official representative) behind those dots. The 

claim unlocks the ability to suggest edits, attach official profiles, and steady 

the panel as your career evolves.

 KEY TIP   ◆ Claiming a Knowledge Panel is not an execution task, it is an 

ownership action.

If you are a local service business owner, this step is your responsibility. 

The claim verifies that you are the official representative of the entity. It 

requires judgment, long-term account access, and personal verification that 

should not be delegated casually. Even if a team member prepares 

materials, the final claim should be completed by the owner or the person 

legally and publicly tied to the brand.

If you are an AI Builder or team member, your role is to support this step, 

not to complete it. You can help gather documentation, organize 

screenshots, verify links, and ensure the Entity Home and profiles are 

aligned, but the actual claim should be submitted by the owner. Once the 

panel is successfully claimed, you can move ahead to Chapter 15 and assist 

with long-term panel management, monitoring, and maintenance.

Ownership claims establish control. Execution supports it. This chapter 

assumes that distinction is clear.

At this stage, the picture is already assembled. Claiming the panel is not 

about adding new pieces. It is about locking the pieces in place so they 

cannot drift. The claim tells Google that the image it sees is correct and that 
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future updates should flow through you, not through guesses or conflicting 

sources.

 THE THIRD PATH: HAVE US DO IT◆

Everything this book teaches, we also do as a service. The Google Knowledge 

Panel Package is $7,500, one-time, and guaranteed: we work until your panel 

is live, for up to 18 months. If it is not live by then, you get a full refund. We 

audit your entity, build or optimize your personal brand site (if you don't have 

one, we build it at no extra charge), produce and place the authority signals, 

monitor how Google's Knowledge Graph responds, and walk you through the 

claim. We've earned Knowledge Panels for over 100 of our friends and clients, 

including the owners you'll meet in this book.

Details and qualification: localservicespotlight.com/knowledge-panel-package, 

or email operations@localservicespotlight.com.

The claim flow starts in the panel itself. When your panel appears, click the 

three dots next to your name, then look for “Claim this Knowledge Panel”. 

Click through and sign in with a Google account that you have permanent 

access to. Google then asks you to verify identity and association. Expect to 

provide a clear selfie holding a government ID, your country and language, 

and links to your official website and social profiles. Treat this like a 

compliance step, not a negotiation: your submission should mirror facts that 

already exist on your Entity Home and authoritative profiles.

Before you click anything, assemble your materials. Having everything in 

one place reduces rejection risk and gives you an audit trail if you need to 

resubmit.

Claim Prep — One-Page Checklist

Item Ready? Notes

Google (Gmail) account ☐ Must be the same account you’ll use in the claim flow.

Panel link + KGMID ☐ Keep both handy for documentation and possible 
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Item Ready? Notes

future re-submissions.

Government ID + selfie 

holding that ID

☐ Face and ID must be clearly visible, and ID text must 

be legible.

Official website URL 

(Entity Home)

☐ Matches Search Console property.

Official social profile URLs 

(4–5)

☐ LinkedIn, YouTube, X, etc., should already be linked 

from your Entity Home.

Screenshots of logged-in 

ownership

☐ LinkedIn, YouTube, Facebook, WordPress dashboard, 

etc.

When everything on the checklist is in place, open our Knowledge Graph 

Explorer tool (https://localservicespotlight.com/knowledge-graph-explorer/) 

and search your name. From the results, identify the panel that clearly 

represents you and click “See on Google.” Save the Google link that opens 

at the top of your screen, this URL contains your KGMID and is the 

reference point you’ll need later.

The Knowledge Graph Explorer tool: search your name to find your entity, confidence 

score, and KGMID.
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Before attempting to claim anything, review what Google is already 

associating with that panel. The sources shown beneath it should clearly 

resolve to you: your Entity Home, your social profiles, and recognizable 

media features. If those results are mixed, incomplete, or point to someone 

else, a claim attempt will almost certainly fail.

If the panel looks uncertain, stop and return to the six stages. Continue 

reinforcing your entity until Google consistently connects the right assets to 

the right name. Only when the panel is clean, aligned, and unambiguous are 

you ready to move forward with a claim.

Here’s how the sequence works:

At the top of the panel, next to your name in bold, click the three dots:

[ SCREENSHOT TO INSERT: Click the three dots at the top of the Knowledge Panel ]

[ SCREENSHOT TO INSERT: Select "Claim this Knowledge Panel" ]

Click "Get verified.".

It’s important to use a Google account you will continue to control over the 

long term, because the same account is required to suggest edits and 

manage the panel once the claim is approved.
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Inside the claim form, you’ll encounter several sections that require careful 

attention. The first few questions are straightforward, basic information 

about you and your entity.

The part that trips most people up is the question asking why you are 

claiming the Knowledge Panel. This is one of the most important steps in 

the entire process. While it looks like a simple prompt, it’s where Google 

evaluates whether you’re credible enough to be recognized as the verified 

owner. Most rejections happen here, not because people don’t want the 

panel badly enough, but because they fail to present proof. Google isn’t 

asking why you want the panel, it’s asking why you deserve it. Frame your 

response around evidence. Say who you are and what you do, then back it 

up with verifiable achievements. Mention major press appearances, 

industry‑recognized podcasts, collaborations with well‑known companies or 

experts, conferences where you’ve spoken, or books you’ve published. The 

more you can point to proof already visible in Google’s index, the stronger 

your case becomes. Then close with a short, practical statement about why 

accuracy matters: so that anyone searching for you sees correct 

information, consistent branding, and your official social profiles. This 

shows Google that granting you control improves the integrity of its results.
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The claim form — confirm who you are, select 'I am this person,' and explain why you  

deserve the panel.

The next stage is identity verification. While Google accepts various 

government IDs, a passport tends to work most reliably. You must upload a 

selfie holding the ID, ensuring both your face and the ID are visible, with 

the ID text completely legible. This is another common reason claims fail, 

blurry or cropped ID images.
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The identity verification step: a selfie holding your government-issued ID.

You’ll also be asked to provide web profiles. This is where you enter your 

official social media accounts and websites. Supply as many legitimate 

profiles as you can, LinkedIn, YouTube, Instagram, Facebook, TikTok, and 

most importantly your personal brand website. For each, you must include 

both the URL and a logged‑in screenshot proving you have management 

access (for example, YouTube Studio for your channel, WordPress 

dashboard for your website, or LinkedIn while signed into your account).

The web profiles submission step: provide your official profiles with logged-in screenshots.

Once you’ve filled out these sections, you’ll simply accept Google’s terms. 

Then you submit.

If your claim is denied, don’t panic. This often comes down to gaps in 

documentation or insufficient evidence that ties everything together. That’s 

why it’s so important to save every piece of what you submit: your license 

photo, the selfie with ID, the logged-in screenshots of your profiles, and 

especially the exact text you used when answering the “why are you 

claiming this panel” question. By reviewing and refining these materials, 

most people succeed on a second attempt. In some cases, the issue isn’t 

with the claim itself but with Google’s confidence in your entity. If your 

digital footprint is still thin or fragmented, go back to the Social 

Amplification Engine and continue strengthening your proof until the panel 

is undeniable.
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If you’ve prepared carefully and Google approves, you’ll usually see the 

claim finalized within 24–48 hours. Once approved, you’ll receive an email 

from Google’s Knowledge Panel team letting you know your application was 

accepted. That’s the signal that you’ve taken control. From here, the work 

shifts from claiming to stewardship, managing accuracy, influencing 

images, monitoring changes, and handling duplicates. That’s what the next 

chapter is all about.

Every so often the claim link won’t open the normal verification options. 

Instead, you’re told you don’t have access to Partner Dash (Google’s Brand 

Accounts system). The claim process runs through that system under the 

hood, so if your Google Workspace admin has disabled certain “Additional 

Google services,” the flow gets blocked. This isn’t about eligibility, it’s about 

permissions.

In practice, the roadblocks look like this: a user clicks Claim this Knowledge 

Panel while signed into a locked-down Workspace account; Partner 

Dash/Brand Accounts is off for their organizational unit; the claim halts. 

Other culprits include being signed into multiple Google accounts in the 

same browser (Google grabs the wrong session) or using an under-18/Edu-

restricted account.

The fastest way through is simple: open an Incognito window, sign in with 

one account only, and, if policy is the issue, use a personal @gmail.com to 

complete the claim. Verification still relies on official properties (Search 

Console for your domain, a YouTube Brand Account, or a major social 

profile), so you’re not lowering the bar, you’re just avoiding Workspace 

policy landmines.

If you need to keep the work email, loop in IT:Ask them to enable Brand 

Accounts and Partner Dash/Content Manager in Admin Console → Apps → 

Additional Google services for your organizational unit. After they flip the 

switches, sign out/in (or use Incognito) and retry the claim link.

A few extra gotchas worth noting:
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• If the Claim link vanishes and you only see Suggest edits, someone 

probably already claimed the panel. Use Request access.

• “Browser account soup” causes confusion. Keep it to one signed-in 

account when you claim.

• K–12/youth-restricted Workspace setups typically can’t use Brand 

Accounts, use a different Google account.

Treat the claim like a product login: if Brand Accounts/Partner Dash is off, 

you’re locked out. Use a personal Gmail or have IT enable the services, then 

finish verification via Search Console/YouTube/socials.

 HAND THIS TO YOUR AGENT▶

This is the 5% chapter — the claim is yours, not the agent's. But let the agent 

prep the packet: "Assemble my Claim Prep checklist: confirm my panel and 

KGMID via the Knowledge Graph Explorer, list the profile URLs and logged-in 

screenshots I need, and draft my 'why I deserve this panel' statement from my 

brand brain — evidence first, no adjectives. Flag anything weak enough to risk 

a rejection." Then you, the owner, submit it.
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Chapter 15 — Long-Term Panel Management

Securing a Knowledge Panel is a milestone, but it is not the finish line. Once 

you have claimed your panel, you have effectively become the CEO of your 

own Search Engine Results Page (SERP). That role comes with an ongoing 

responsibility: guiding how Google and, by extension, the world sees you.

At this stage, the puzzle is already complete. Long-term panel management 

is about making sure the pieces stay in place.

The Stability Ladder

You can think of panel stability as a ladder:

• Level 0 — Unseen: No panel; scattered data; no recognition.

• Level 1 — Emerging: A Knowledge Graph node exists, but the panel 

appears intermittently and details wobble.

• Level 2 — Recognized: The panel appears reliably, though images 

and labels may still drift.

• Level 3 — Locked: The panel is claimed, verified, and stable. Edits 

propagate quickly and your chosen headshot or logo consistently 

appears.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

122

Figure 33. The four levels of Knowledge Panel stability.

One of the most visible aspects of panel management is imagery. Google’s 

systems draw from a wide pool of sources to decide which photo or logo 

appears, often grouping images into what it considers “sets.” If you want 

your professional headshot to dominate, it must be consistent across your 

most authoritative properties: your Entity Home, LinkedIn, guest bios, press 

features, and speaking event sites. The same applies to organizations, logos 

must be standardized, high-quality, and marked up properly in schema to 

ensure Google treats one version as definitive. Repetition is influence.

Accuracy matters just as much. While Google’s “Suggest an edit” and 

“Feedback” tools offer a direct way to request changes, approvals depend 

on whether your correction is backed by corroborating data from trusted 

sources.
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To suggest an edit, make sure you're logged into the account you used to 

claim the panel, navigate to your panel, then click “Suggest edits.”

[ SCREENSHOT TO INSERT: The "Suggest edits" interface on a claimed panel ]

Flags will appear over each section you can edit, plus a “general feedback” 

option near the top.

[ SCREENSHOT TO INSERT: Edit flags appear over each section ]

Click any flag to send feedback directly to Google about that part of your 

panel.

[ SCREENSHOT TO INSERT: Submit feedback directly to Google ]

Updating your Entity Home first, then reinforcing those changes through 

social profiles, press mentions, and structured data, increases the odds that 

Google accepts your edits. The panel is the tip of the iceberg, if the 

foundation underneath isn’t aligned, surface corrections won’t stick.

Duplicate panels are another issue you may encounter. They usually occur 

when Google sees the same person or brand as multiple separate entities. 

The fix is methodical: claim both panels, then submit a merge request 

through the feedback link on each one, explaining they represent the same 

entity. Only when Google sees alignment between your sites, schema, and 

profiles will it confidently combine them.

Long-term management also extends beyond the panel itself. The panel 

reflects your entire digital ecosystem. Wikipedia pages, professional 

association directories, and high-authority news or press features all 

contribute to its strength. Neglecting these sources is like ignoring parts of 

your résumé: Google will fill in the blanks with whatever it can find. 



HOW TO GET A GOOGLE KNOWLEDGE PANEL

124

Regularly auditing and updating your presence across these platforms 

keeps your panel current and authoritative.

A few practical rhythms help keep everything on track:

• Check your panel regularly. Review images, description, and links. 

Submit updates as needed.

• Refresh your Entity Home. Keep your About page, schema markup, and 

profile links accurate and consistent.

• Monitor authoritative profiles. LinkedIn and industry directories often 

shape what Google trusts.

• Track press and mentions. Each new podcast, article, or speaking 

engagement is fuel for your Knowledge Panel.

The Four Pillars of a Locked Entity

The four pillars of a locked entity give Google what it needs to stop 

guessing:

• Entity Home: One canonical URL that defines you clearly, beginning 

with a straightforward sentence and linking to your official profiles.

• Structured Identity: JSON-LD schema with durable IDs, sameAs links, 

logos, alternate names, and explicit ties between a founder and a 

company.

• Corroboration Web: Independent sources like Wikidata, association 

listings, media coverage, and conference bios, all pointing back to the 

Entity Home.

• Google Surface Alignment: Consistency inside Google’s own 

products: Search Console, YouTube, Business Profile, and Publisher 

Center.

A simple way to test whether you’re locked is to look at behavior. Does the 

panel appear for your brand-only queries? Do verified edits go live within 

days instead of weeks? Are off-brand images gone for good? Do you 
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consistently outrank namesakes or near-matches? If two or more of these 

checks fail, you’re not fully locked yet.

Most failures trace back to the same causes: multiple “homes” competing 

for authority, inconsistent naming across platforms, not enough proof 

signals, over-reliance on self-published sources, or Workspace account 

restrictions blocking the claim flow. Another common mistake is treating 

the Knowledge Panel as interchangeable with Google Business Profile. They 

are distinct, though consistency between them strengthens your overall 

identity.

Colby Davis hit several of those walls at once. He scaled Davis Painting into 

one of the largest residential painting companies in America, then bought a 

roofing company, an HVAC company, and started a private-equity rollup. 

The surprise: the SEO of his companies got weaker after the acquisitions, 

because Google could no longer tell which entity was which, and under his 

own name a national jewelry brand competed for the results. The fix was 

not more marketing. We crystallized each company as its own entity, with 

its own home and schema, then connected every one of them back to Colby. 

The structure resolved the confusion, and the confusion was the problem.

Moving to lock is not about chasing every micro-edit but about running a 

repeatable cadence. Start with a clean Entity Home and durable schema. 

Normalize profiles so they all tell the same story and link back. Create or 

repair a Wikidata item. Secure a handful of editorial mentions from 

independent sites and collect them on an “In the News” page. Verify your 

domain in Search Console and connect that account to your claim flow. 

Then, make a habit of auditing regularly: checking schema, profiles, images, 

and new mentions. Each cycle adds receipts to the web of trust until the 

entity stabilizes.

Jeff Sterling Hughes ran that exact cadence. Sterling Lawyers, one of the 

largest family law firms in the country, carries his name, and his agency 

Rocket Clicks was built with the firm as its first client. But every resource 

had gone into the firm and the agency, and nothing into the connected 
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entity pieces, so when he began rolling up other family law firms, the 

structure had to catch up to the scale. We trained his team, built his site, 

and documented the whole process publicly. Search his name and you can 

watch the receipts accumulate, which is exactly the point: a locked entity is 

not a secret. It is a public record that keeps agreeing with itself.

For individuals, panels often lock faster because creator signals (YouTube 

channels, podcasts, books), carry weight. Companies usually need more 

validation from third-party sources, legal facts, and brand assets. In both 

cases, the principle is the same: one home, one story, reinforced by a 

network of consistent, verifiable proof.

As Dennis Yu puts it, “Locking the entity means Google stops guessing. You 

give it one home, one story, and a web of third-party receipts.”

Claiming your Knowledge Panel is the first visible proof that Google 

recognizes you as an entity. But claiming it isn’t the same as controlling it. 

Here’s how to strengthen accuracy, maintain trust, and keep your digital 

identity stable over time.

1) Prepare the Evidence Before Editing

Google rarely accepts changes without corroboration. Before submitting 

edits, collect public URLs that confirm your information elsewhere on the 

web. Each fact you submit should have at least one independent page that 

says the same thing.Use this checklist:

 Official website (Entity Home) with your preferred title, headshot, ☐

and description.

 Verified social profiles (LinkedIn, YouTube, or X).☐

 Third-party mentions (podcasts, press features, company pages).☐

 A clean, copyright-safe headshot.☐

 A single-sentence bio or title line that will appear across all platforms.☐

When those items are in place, edits you submit to Google stand on solid 

ground.
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2) Submitting and Reinforcing Your Edits

Once your panel is claimed, navigate to your Knowledge Panel. From there, 

you’ll see areas where Google allows edits, such as profile details, images, 

and linked profiles. The mechanics are straightforward, but accuracy and 

supporting evidence are what determine whether changes stick.

At this stage, your job is not to optimize or rebrand anything. It’s to review 

each editable section and correct inaccuracies or gaps. For every edit you 

submit, clearly state what you believe should be changed and why. Google 

expects edits to be factual, restrained, and verifiable, not promotional or 

speculative.

Whenever possible, support each change with public evidence. This usually 

means linking to pages you already control or are clearly associated with: 

your Entity Home, an About page, a podcast bio, media features, conference 

listings, or other third-party mentions that already corroborate the 

information. These sources are how Google confirms that an edit reflects 

reality rather than preference.

As you submit changes, document everything. Take screenshots before and 

after each submission, and keep a simple log noting what was edited, when 

it was submitted, and which URLs were used as supporting proof. This 

record becomes your audit trail if edits are delayed, partially accepted, or 

need to be revisited later.

3) Strengthen the Web Around the Panel

 KEY TIP   ◆ Claiming the panel is not the same as securing authority. The panel’s 

stability depends on how consistent the surrounding web remains.

 Website CleanupEnsure your About page lists the same name, title, ☐

and description you submitted to Google.Add schema with sameAs links 

to each verified profile.Include your headshot and short bio near the top 

of the page.
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 Profile AlignmentUpdate LinkedIn, YouTube, X, and Instagram to ☐

match your chosen title and headshot.If you run a company, make sure 

its “Team” or “Leadership” section links directly to your Entity Home.

 Authority LinksCollect and repurpose 3–5 independent features that ☐

confirm your position, guest podcasts, local news articles, vendor or 

association listings, or event speaker bios. These sources make your 

panel harder to dispute.

 Image ConsistencyUse one headshot file everywhere. File name, alt ☐

text, and schema image tag should all match.

 Spoken-Name ReinforcementSay your canonical name (“Brady ☐

Sticker,” not “Brady”) in intros and outros of every video or podcast for 

the next 90 days. Algorithms track captions and transcripts; this 

repetition helps lock identity.

4) Handling Common Issues

Duplicate PanelsDuplicate Knowledge Panels occur when Google mistakenly 

treats the same person or organization as two separate entities. This usually 

happens when early signals were inconsistent (different names, URLs, or 

profiles pointing in different directions). When duplicates exist, Google’s 

confidence drops, edits take longer to stick, and the panel may wobble.

The most reliable way to resolve duplicate panels is now through Google’s 

official Knowledge Panel support flow rather than relying only on standard 

feedback links.

Start by visiting Google’s Knowledge Panel help page and select “Contact 

Us.” Before doing anything else, confirm that you are signed into the same 

Google account used to claim and verify your primary Knowledge Panel.

When prompted with “Tell us what we can help with,” type “Combine 

Knowledge Panel”. A follow-up prompt will appear asking you to choose the 

best description of the issue, select “Combine Knowledge Panel” again. 

Google may surface optional help articles at this stage; these are 

informational only and can be skipped.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

129

Google's Knowledge Panel support flow: type 'Combine Knowledge Panel' and select the  

matching option.

Next, choose Email as the contact method. This opens a short form that 

routes directly to the Knowledge Panel support team. You’ll be asked to 

provide your name, the name of the person or organization you represent, 

your country, and the official email address used to manage the entity on 

Google. You’ll also need to include the URL of your primary Knowledge 

Panel, the one you want preserved.

In the description field, clearly explain the issue in plain, factual language. 

For example:“Please merge this duplicate Knowledge Panel into my primary 

panel. Both panels represent the same entity.” Include the URL or KGMID 

of the duplicate panel, and, if possible, reference your Entity Home as 

corroborating proof.

After submission, Google typically responds within two to three business 

days. They may confirm the merge directly or request clarification if 

confidence signals are still weak.

To improve success rates, make sure there is no ambiguity about which 

panel is the correct one. Your Entity Home, schema markup, and major 

profiles should all point to a single canonical identity. Avoid submitting 

multiple merge requests at the same time.
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Resolving duplicate panels is a major step toward locking the entity. Once 

Google no longer has to choose between competing representations, 

stability improves across images, labels, and future edits.

Wrong Photo or TitleEnsure the headshot on your site and major profiles is 

correct first, then submit the change again. Google’s systems prioritize 

visible consistency over single edit requests.

Missing Socials or LinksMake sure your Entity Home lists the profiles 

publicly. Google mirrors only what it can verify from multiple trusted 

surfaces.

Rejected EditsNever resubmit blindly. Fix the inconsistency at its source 

(website, LinkedIn, press bio), then reapply once the web reflects your 

change.

5) Continuous Growth Cycle

 KEY TIP   ◆ Panels evolve slowly. The key to stability is cadence.

 Review Often: Search your name on desktop and mobile. Screenshot ☐

the results.

 Profile Audit: Verify that bios, titles, and photos match your Entity ☐

Home.

 Press Collection: Add new podcasts or articles to your “In the News” ☐

page.

 Submit Feedback: Suggest factual updates to Google only when ☐

evidence is ready.

 Backlink Hygiene: Check that top mentions still point to your correct ☐

site and not an old URL.

Consistency over time is how the algorithm learns to trust your version of 

truth.
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6) Moving Toward a Fully Locked Entity

If your panel still wobbles after several months, focus on three 

reinforcements:

• Add Durable Proof: Publish or co-author a book, appear on recognized 

podcasts, or gain coverage on high-authority media.

• Boost Awareness: Run light, Dollar-a-Day ad traffic to your strongest 

content. Paid engagement that results in real interactions (watch time, 

branded search) helps stabilize the panel.

• Tighten the Structured Backbone: Re-verify your Wikidata entry, 

schema, and sameAs links so every machine-readable claim resolves to 

the same identity (see Chapter 13 and Appendix D.19).

7) The Principle: Clarity Beats Volume

Long-term Knowledge Panel management isn’t about flooding Google with 

content, it’s about maintaining clear, aligned proof. One canonical site, one 

image, one story, repeated and confirmed across multiple independent 

sources. Every time those elements stay in sync, your confidence score 

increases silently in the background.

As Dennis says:

“The more consistent your web presence becomes, the less Google has to 

think. And when Google stops thinking, your authority becomes 

permanent.”

Once your panel is claimed and stabilized, the final step is to build 

permanence. Consistency wins in the short term; rhythm wins in the long 

term. The same growth habits that keep a car engine smooth will keep your 

digital identity precise and trusted. What follows is the operating rhythm 

that professional teams and personal brands alike can run every quarter to 

keep their entities locked.
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8) Content Cadence for Panel Freshness

▲ WATCH OUT   A stagnant entity slowly decays. Regular, light publishing keeps 

Google’s index refreshed and signals ongoing relevance.

Always embed long-form videos on your site with transcripts and schema. 

Your website should remain the central hub: everything else points back.

9) Feedback and Claim Hygiene

Once your panel is claimed, feedback submission becomes a maintenance 

tool, not a rescue plan. Regular cadence:

 Review the panel’s content for accuracy.☐

 If you spot errors or outdated details, use the three-dot “Feedback” ☐

menu and provide factual proof URLs.

 Track any pending edits in your internal ledger to avoid duplicate ☐

submissions.

 Never use feedback to argue opinions; submit verifiable facts only.☐

▲ WATCH OUT   If your edits are consistently ignored, reassess your proof 

sources: the problem is almost always lack of corroboration.

10) When to Escalate

If your entity shows signs of regression, disappearing panel, mismatched 

title, or wrong image after months of stability, treat it as a system warning, 

not a random glitch.

Escalation process:

• Review your Entity Home for recent changes (broken links, deleted 

schema, URL redirects).
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• Rebuild missing corroboration (press pages or partner bios may have 

expired).

• Submit a limited round of feedback updates with clean proof URLs.

• If issues persist, re-verify your domain in Search Console and reconnect 

the same account to your panel claim.

These fixes usually re-stabilize the entity.

11) Final Principle: Permanence Through Proof

Google rewards clarity and consistency over time. Each repetition of your 

name, title, and face in credible contexts is another vote that says, “This is 

who I am, and this is where I belong.”

 HAND THIS TO YOUR AGENT▶

Schedule the quarterly audit (Appendix D.16) as an agent job: "Every quarter: 

run the 9 diagnostic queries from Appendix D.6 and log pass/fail, snapshot my 

panel and image results, verify schema and sameAs still resolve, list new third-

party mentions to add to my In the News page, and draft the suggest-edit 

submissions for anything that drifted — with proof URLs attached. Deliver it as 

my Confidence Ledger update." Drift dies when the audit never gets skipped.
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PART IV

COMPOUND

AI search, your score, and your agents
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Chapter 16 — Ranking in the Machines — AI Search 

Without the Snake Oil

Ask ChatGPT who to hire for tree removal in Bloomington, Indiana.

Anthony Hilb comes up.

Now search his name on Google. Panel on the right, videos ranked, reviews 

stacked. Two machines that have never spoken to each other, handing back 

the same answer.

Anthony runs a $5 million landscaping company. Around 70 employees. He 

never bought his way into those answers, because there is no button to buy. 

You can't run a ChatGPT ad. There's no "boost me in Gemini."

Here's what actually happened. Anthony posted one real tree-removal video. 

We put a dollar a day behind it. Inside two minutes it ranked #1 on Google 

for that job in his town. Shortly after, his Knowledge Panel showed up on 

the right side of the results.

The machines recommend him in parallel.

Why more than one at once? Because they are all reading the same thing.

That's the whole chapter. We're going to show you what the machines 

actually read, why nobody can sell you a shortcut into it, and how to 

measure whether you're winning or getting played.

Your next customer is asking a robot who to hire

The homeowner with a dead oak leaning over her garage used to google 

"tree removal near me" and call three numbers.

Now she opens ChatGPT and types "who should I hire to take down a tree in 

Bloomington?"

And the robot hands her a name.
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One name, maybe three. Not ten blue links. Not a map with twenty pins. A 

short list, stated with confidence, like a friend who knows a guy.

If you're on that short list, your phone rings. If you're not, you never knew 

the call existed. She didn't skip you. She never saw you.

Same thing is happening for the HVAC company across town. A guy's 

furnace dies at 9pm and he asks his phone, out loud, "who fixes furnaces 

near me and are they any good." The machine answers with whoever it can 

confirm is real and trusted.

This is already happening in your trade, in your city, today. The only 

question is whether the machine knows you exist.

How the machines actually answer

An AI answer isn't magic and it isn't a popularity contest. It gets assembled 

from three inputs.

Training data. Everything the model read when it was built. If you were a 

documented, real entity at training time, you're baked in.

Retrieval. The live web pull the model does when it needs current facts. 

Your site, your reviews, your citations, fetched in the moment the question 

is asked.

The Knowledge Graph. Google's structured map of real-world entities and 

how they connect to each other. Gemini and Google's AI Mode lean on it 

directly. Wikidata feeds into it. We cover exactly how that plumbing works 

in Chapter 13, so I won't repeat it here.

Now look at those three inputs again. They are the SAME substrate that 

produces your Knowledge Panel.

Entity home. Schema. Wikidata. Consistent citations from real sources. That 

pile of evidence is what triggers your panel AND what a language model 

grounds its answer in when your name comes up.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

137

So you don't run two campaigns, one for Google and one for ChatGPT. You 

do the entity work once. Every machine that reads the web reads the same 

you.

That's why Anthony's one video rippled across all of them. He became a 

cleaner, more confirmable entity, and the machines noticed in parallel.

Figure 34. One body of entity evidence, read by every machine. This is why you build the  

source of truth once, not once per platform.

 KEY TIP   ◆ You are not optimizing for four different AIs; you are building one 

real, machine-readable entity that all four of them happen to read.

"We'll rank you #1 in ChatGPT" is a scam

Your inbox is about to fill up with a new pitch. "AI SEO." "GEO." "We 

guarantee you'll rank #1 in ChatGPT." A monthly retainer to "optimize you 

for AI."

We made a whole episode about this. Marketing Mechanic Episode 9. The 

title is "AI SEO Is a Scam," and here is the punchline.

The people selling you ChatGPT rankings can't even rank themselves.
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Go check. Ask ChatGPT who the best AI SEO agency is. Watch them not 

come up. If the magic actually worked, they'd point it at their own name 

first.

There is no ranking slot to buy inside a language model. The model isn't 

taking bids. It grounds its answer in verified-source evidence about real 

entities. If that evidence says you're the real, trusted answer, you get 

named. If it doesn't, no retainer changes that.

Watch what one competitor in the Knowledge Panel business did. They 

launched with paid ads and "secret sauce" positioning. High ticket, hush-

hush, pay us and we reveal the method. Then they published their own 

technical guide. And the guide lays out the same open playbook everybody 

serious in this space already uses. Entity home. Schema. Citations. There is 

no secret sauce. There's a method, and it's the one in this book.

We publish everything, on purpose. If it were a secret, you couldn't check it, 

and if you can't check it, you shouldn't trust it.

▲ WATCH OUT   If an "AI optimization" vendor can't show their own name 

coming up in ChatGPT and Gemini for their own category, do not hand them a 

monthly retainer.

Real signals vs. fake signals

Episode 12 breaks down AEO, "Answer Engine Optimization," the newest 

three-letter buzzword. Same principle as the panel underneath it. Some 

signals are real. Some are theater.

Here is the sort.

Real signals (machines actually read 

these)

Fake signals (someone is selling you 

these)

Entity home — your site as the source of 

truth

A monthly "AI optimization" retainer with no 

deliverable
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Real signals (machines actually read 

these)

Fake signals (someone is selling you 

these)

Person and Organization schema Stuffing "best HVAC in Dallas" forty times on 

your homepage

A Wikidata item (Chapter 13) Paying to get listed in invented "AI directories"

Consistent citations across real, 

independent sources

Buying a "ChatGPT ranking report"

Canonical articles an AI can quote a clean 

sentence from

Spinning 200 thin AI blog posts nobody cites

The fake column has one thing in common. Every item is trying to trick a 

reader. The real column is trying to BE the thing the reader confirms.

We've watched contractors buy hundreds of thin blog posts. Pure volume. 

Almost no new calls came from any of it, because none of it was quotable 

proof a machine would ground an answer in. It was noise dressed up as 

content. Meanwhile Anthony's single tree-removal video, real work with his 

real face and his real town in it, moved the needle in two minutes.

Machines get better at telling those two columns apart every single month. 

Build for the real one.

The fastest way onto the short list

You don't get named by a machine by wishing. You get named by handing it 

evidence it can verify. Here's the exact sequence Anthony ran, and it's the 

same whether you cut trees, replace roofs, or unclog drains.

One. Post real proof. A one-minute phone video of actual work. Your face, 

the job, the town said out loud in the first few seconds. Not a stock photo. 

Not an AI-written "10 tips" post. The tree coming down, in Bloomington, 

with Anthony in the frame.

Two. Put a dollar a day behind it. Seven days, engagement or video-views 

objective, aimed at your town. The budget is not the point. The point is 
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giving that proof enough real human engagement that it reads as legitimate 

instead of ignored.

Three. Anchor it to your entity home. The video, and the short article you 

repurpose from it, links back to the one site that states who you are. Now 

the proof has an address, and the address has schema on it.

Four. Let the citations stack. A podcast you guested on. A local news 

mention. A directory that's actually real. Each one is another independent 

voice saying the same thing about the same entity.

Real proof, real engagement, one home, corroborating citations. Run that 

on a loop and you stop hoping the machines stumble onto you. You've 

handed them a case file they can't argue with.

This is why it beats a pile of blog posts. Every step here produces something 

a machine can quote and confirm. Volume produces nothing to quote. Proof 

does.

How to measure whether you're winning

You can't manage what you don't measure. So measure it. Here's the 

monthly test we run, and you can do it yourself in about fifteen minutes with 

no tools.

Pick your buyer's real questions. For a roofer in Atlanta that's "best roofer 

in Atlanta," "is [your name] legit," and "who should I hire to fix a leaking 

roof in Atlanta."

Ask all three questions in all three machines. ChatGPT. Gemini. Perplexity. 

Same questions, same day.

Write down three things for each answer. Did it name you? What sources 

did it cite? Who else showed up?

That's your baseline. Do it the first week of every month, in the same sheet, 

forever.
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Now you can see movement. Are you named in one machine but invisible in 

the others? Is a competitor getting cited from a podcast you could also be a 

guest on? Is the source everybody quotes a directory you happen to be 

missing from? Every one of those is a to-do, handed to you by the machines 

themselves.

Two numbers tell the story over time.

Branded search. Are more people googling your actual name, month over 

month? That's the truest signal that real-world recognition is climbing, and 

recognition feeds every machine.

Share of voice. Across all nine answers, three questions times three 

machines, how many name you versus your top competitor? Four out of nine 

today. Six out of nine next quarter. That's your scoreboard, and it doesn't 

lie.

Figure 35. The monthly 3-AI baseline. Same questions, same day, every month, so you can  

see whether the machines are learning you or forgetting you.

 KEY TIP   ◆ Track branded-search volume and share of voice monthly; those two 

numbers move slowly and they don't lie, which is exactly why the snake-oil 

sellers never put them on a report.
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Google AI Mode is the front door now

This stopped being a side experiment in May 2026.

At Google I/O, AI Mode became the default search experience worldwide. 

For a huge share of your customers, the first thing they now see on Google 

is not a list of ten links. It's an assembled answer.

And Gemini builds that answer grounded in the Knowledge Graph, the same 

structured entity map your panel lives inside.

So the panel isn't a vanity trophy sitting off to the side anymore. The entity 

work that earns your panel is the identical work that gets you INTO the 

default Google answer and into the chatbots your customers already trust 

for everything else.

One foundation. Every front door.

Why entity work is the only durable play

Models change. ChatGPT ships a new version. Gemini reorganizes. 

Perplexity tweaks how it cites. Whatever "AI optimization" trick works this 

quarter gets patched by next quarter.

The entity underneath doesn't churn like that.

A clean entity home, correct schema, a real Wikidata item, and citations 

from sources actual humans trust. That evidence is durable. It's what every 

model reaches for, because it's what's TRUE. You're not chasing an 

algorithm around. You're being a verifiable, real business that's easy for a 

machine to confirm and hard to fake.

Look at who the machines already name without hesitation. Tommy Mello 

for garage doors. Dan Antonelli for home-service branding. Chuck Thokey 

for sales. Anthony Hilb for landscaping in his county. None of them bought 

an AI ranking. Each one built a real, legible entity, and the machines caught 

up on their own.
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Anthony didn't optimize for ChatGPT. He posted a real video, put a dollar a 

day on it, and built a real entity. The machines took it from there. All of 

them, at once.

 HAND THIS TO YOUR AGENT▶

Install the free Business Authority Agent Skill Pack from 

localservicespotlight.com/business-authority-pack (about 60 seconds on 

Claude), then switch on the ai-search-visibility skill. Paste this: "Using the ai-

search-visibility skill, run my monthly 3-AI baseline. Ask ChatGPT, Gemini, and 

Perplexity these questions for my business — 'best [trade] in [city]', 'is [my 

name] legit', and 'who should I hire to [job] in [city]'. For each answer, log 

whether I'm named, the exact sources cited, and which competitors appear. 

Give me a share-of-voice score out of nine and the three citation gaps to close 

first." Run it the same week every month and diff it against last month. When a 

competitor gets named and you don't, the fix is more entity evidence, never a 

longer prompt or a bigger retainer.
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Chapter 17 — Score Yourself — The Personal 

Brand Score

We ranked 78 professional dunkers in public.

Real names, real numbers, on the Pro Dunker Authority Index — scored 

with the exact same 100-point rubric we use on roofers and plumbers. 

Nathaniel "Hoopin Nate" Kenney sits at #1. Everyone below him can see 

exactly how far off the top they are, and which components are costing 

them the points.

A dunker doesn't argue with his score. He asks one question. "What do I do 

to climb?"

That's the entire point of a score. It turns "am I any good?" into "here are 

the three things holding me back and here's the order to fix them."

Your business deserves the same clarity a dunker gets. So let me hand you 

the number.

Founders don't need vibes, they need a number

Ask most owners how their brand is doing and you get a shrug and a story. 

"Pretty good, I think. We get referrals. My website's nice."

That's vibes. You can't manage vibes. You can't compare vibes to last 

quarter or to the guy across town.

We built the Personal Brand Score for exactly this. One hundred points. 

Seven components. One number at the top and a gap list underneath it.

The number tells you where you stand. The gap list tells you what to do 

Monday morning. No vibes, no debate, no "I feel like we should post more."

And because it's the same rubric for everyone, it travels. A 72 means the 

same thing for an HVAC owner in Phoenix as it does for a pro dunker or for 

Dennis. That's what makes it a score instead of an opinion.
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The seven components (and where each one lives in this book)

The hundred points split across seven parts. Each part is one job the 

machines and your customers are grading you on, whether you watch them 

or not. Here's what each one measures, and where in this book you go to fix 

it.

Compo

nent

What it actually measures Where you fix 

it

Entity 

Home

Do you own one source of truth — your own site — that 

machines read as "this is who this person is"?

Chapters 1, 5, 

and 6

Knowled

ge Panel

Is your panel live, claimed, and accurate? Chapters 13–15

Search 

Presenc

e

Do you own page one of your own name, or do strangers and 

namesakes?

Chapter 12 and 

Appendix D.8

Content Are you publishing real, repurposed proof of your work, or 

nothing (or worse, AI filler)?

Chapter 8

Audienc

e

Is there a real, reachable following that engages, and can you 

amplify to it?

Chapters 9 and 

10

Schema Can a machine parse who you are, in structured code, without 

guessing?

Chapter 13 and 

Appendix D

Social Are your profiles consistent, complete, and linked back to the 

entity home?

Chapter 6 and 

Appendix C

Read that column on the right. The score isn't a separate project bolted onto 

the book. It's a map OF the book. Every chapter you work through moves 

one of these seven needles. The score just tells you which needle is stuck 

lowest.
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Figure 36. One number, seven components, and the two weak wedges telling you exactly  

what to work on next. Live rubric at blitzmetrics.com/personal-brand-score/.

 KEY TIP   ◆ A score you can't act on is just a grade; the Personal Brand Score is 

built so the lowest component IS your next task.

How to score yourself this week

You don't need us to get your number. Two moves and you have it.

Move one, the free Quick Audit at localservicespotlight.com/quick-audit/. It 

runs on Metrics, Analysis, Action. Metrics: it pulls what's actually out there 

about you and your business right now. Analysis: it grades each area. 

Action: it hands you the fixes in priority order. Prescription before diagnosis 

is malpractice, so it diagnoses first.

Move two, point an agent at the gap. Install the free Business Authority 

Agent Skill Pack and turn on the reputation-gap-analyzer skill. It reads your 

seven components, tells you your score, and lists the holes with the biggest 

hole first. Fifteen minutes, no meeting, no salesperson.

Write the number down with today's date. That number is worthless as a 

trophy and priceless as a starting line.
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▲ WATCH OUT   Don't skip straight to "make me a Knowledge Panel." If your 

Entity Home and Schema components are near zero, a panel won't trigger or 

won't stick — the score exists to stop you from building the roof before the 

walls.

Two gauges: Confidence Score and Personal Brand Score

There's a second number worth watching, and people confuse it with the 

first one constantly.

The Confidence Score is Google's own read. It's how sure Google's 

Knowledge Graph is that you are a real, distinct entity, separate from the 

eleven other people with your name. You can glimpse it through the 

Knowledge Graph Explorer at localservicespotlight.com/knowledge-graph-

explorer/. It answers one narrow question: does the machine believe you 

exist, and does it know which "you" it's looking at?

The Personal Brand Score is your read. It's the whole footprint. Seven 

components, everything a customer or a machine encounters when they 

check you out.

Two gauges, two jobs. The Confidence Score is one instrument reporting on 

one thing Google privately believes. The Personal Brand Score is the full 

dashboard for your authority. A low Confidence Score with a decent 

Personal Brand Score usually means you've got the assets but the schema 

and Wikidata wiring is loose, so Google can't connect the dots. A high 

Confidence Score with a mediocre Personal Brand Score means Google 

knows you're real but you've got thin content and no audience to amplify to.

Watch both. They tell you different truths, and the gap between them is 

often the most useful thing on the page.

What a 40 looks like versus an 85

Numbers get real when you can picture them. Here are the two ends.
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A 40. You have a website, maybe a nice-looking one. You post on Facebook 

when you remember. But your site never plainly states who you are in a way 

a machine can read. No Person schema. Your blog posts, the few there are, 

are authored by "admin." No Knowledge Panel. Google isn't sure you're a 

different person from the other three guys with your name in the state. You 

get referrals, so you feel fine, and you're one algorithm change away from 

disappearing.

Nixon Lee started at 41. Real business, real reputation, illegible to 

machines.

An 85. Entity home locked and stating the facts. Panel live. You own page 

one of your own name. Schema clean, Wikidata item correct, so the 

Confidence Score is high. Real reviews and real job videos flowing every 

week through the Content Factory. Citations landing from podcasts and 

local press. When a customer asks a machine about you, the machine 

answers with confidence, because you gave it plenty to be confident with.

Tommy Mello lives up there. Dan Antonelli lives up there. That's not luck 

and it's not fame. It's seven components, each one deliberately walked from 

red to green.

Nixon went from 41 to 86 after one focused schema-and-content build. Not 

years. One build. Because once you have the number and the gap list, the 

work stops being mysterious.
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Figure 37. A 40 and an 85 are the same business at different levels of machine-legibility.  

The distance between them is a to-do list, not a decade.

Read a real readout, component by component

Abstractions don't fix brands. Component scores do. So let's walk Anthony 

Hilb across all seven and show you what a strong board actually reads like.

Entity Home. Green. He owns one site that plainly states he's Anthony Hilb, 

landscaper, in Bloomington. Machines have a source of truth to point at.

Knowledge Panel. Green. It triggered after the tree-removal video pushed 

his entity over the line. Live, claimed, accurate.

Search Presence. Green. Search his name and you get him, not a namesake, 

not a stranger.

Content. Green. Real job videos flowing, his face and his work, repurposed 

through the Content Factory instead of AI filler.

Audience. Green. A real local following that engages, which means a dollar 

a day actually has something to amplify.

Schema. Green. Person and Organization schema on the site, so a machine 

never has to guess what he is.

Social. Green. Profiles consistent and linked back to the entity home, no 

dead ends and no conflicting bios.

Seven greens is how you get to the mid-80s. Now picture the same seven for 

the version of Anthony that existed before any of this. Nice site, but the 

entity home component was near zero because nothing on it was machine-

readable. No panel. Schema blank. Content authored by "admin." That's the 

41 that businesses like Nixon's start at, and it's not a worse business. It's 

the same quality of work, wearing a blindfold in front of the machines.

Here's the part owners miss. Anthony didn't grind all seven at once. The 

video and the dollar a day lit up Content and Audience, which dragged 

Panel and Search Presence up behind them, and the schema fix was a single 
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afternoon. The lowest components moved first and pulled the rest along. 

That's what a gap list buys you. You stop spreading effort evenly and start 

hitting the wedge that's holding the whole number down.

That's why we score you before we build anything. Seven small grades tell 

you the one move that matters this month, and the one you can safely 

ignore until next quarter.

Leaderboards: why a public score makes people move

Back to the dunkers.

Dylan's world is professional dunking, and we scored 78 of them into the 

Pro Dunker Authority Index using this same hundred-point rubric. Real 

names, ranked, in public.

Something happens when a score goes public. People fight to move up.

The dunker sitting mid-board isn't satisfied. He can see exactly who is above 

him and by how much. The board turned an invisible, abstract idea, "build 

your authority," into a rank he could climb. That's motivation you can't 

manufacture with a pep talk.

And a public board does a second job. It's proof. Anyone can see the rubric 

applied to 78 real people, with receipts, scored the same way every time. It 

shows the method is real and repeatable, not a story we tell about 

ourselves. We run these boards for trades too, so a contractor can see 

where they sit against a field of their peers, not against a vibe.

Picture a public board of the top fifty roofers in your metro, names and 

numbers visible, scored on the same seven components. The roofer sitting 

at #12 doesn't need a sales pitch from us. He needs to see the eleven names 

above him and the exact components where he's leaking points. The rank is 

the pitch. Once a competitive owner has seen himself at #12, he does not 

rest until he's top five. We've watched dunkers behave exactly that way, and 

in our experience contractors are more competitive than dunkers.
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Put your number somewhere you'll see it. Better yet, somewhere your 

competitor will see it, once yours is the one to beat.

Re-score every quarter

A score is a snapshot, and you are not standing still.

Run it again every ninety days. Same rubric, same seven components. Write 

the new number under the old one.

This is just Metrics, Analysis, Action on your own brand. The score is the 

metric. The gap list is the analysis. Closing the biggest gap is the action. 

Then you re-score, and the metric tells you if the action worked.

Do that four times a year and the number climbs on its own, because you're 

never guessing what to work on. The board tells you. Every time.

 HAND THIS TO YOUR AGENT▶

Install the free Business Authority Agent Skill Pack from 

localservicespotlight.com/business-authority-pack (about 60 seconds on 

Claude) and turn on the reputation-gap-analyzer skill. Paste this: "Using the 

reputation-gap-analyzer skill and the Personal Brand Score rubric, score my 

business across all seven components — Entity Home, Knowledge Panel, 

Search Presence, Content, Audience, Schema, Social. Give me one number out 

of 100, the score for each component, and rank my gaps worst-first. Then also 

check my entity in Google's Knowledge Graph Explorer and tell me my 

Confidence Score, so I have both gauges. Finish with the single highest-

leverage fix I should do this week." Save the result with today's date, do the 

top fix, and run the exact same prompt again in ninety days to see the number 

move.
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Chapter 18 — Your Agents Read This Book Too

Dan Antonelli has critiqued more home-service truck wraps than almost 

anyone alive.

So we bottled him.

Twenty-nine files. His brand guidelines, his books, transcripts of his 

critiques, the exact frameworks he runs when he tears down a bad wrap. 

One folder. Then we pointed an agent at that folder and handed it a photo of 

a truck.

The agent critiqued the wrap the way Dan would. Same standards, same 

order, same bluntness. Dan read the output and made the final call.

Nobody typed the critique. The agent did the work. Dan made the calls.

That's the shape of this whole chapter. Almost everything in this book can 

be executed by an AI agent. We'd put it at 95%.

The other 5% is yours forever. Here's where the line sits.

The 5% you never hand over

An agent can research, draft, format, audit, schedule, and repurpose all day 

without getting tired. That's the 95%.

Three things it cannot own for you.

What's true. The agent doesn't know if you actually did that $40,000 roof, 

won that award, or served that town for twenty years. You know. If the facts 

are wrong, it's because you didn't give it the right ones, and no model can 

fact-check your own life for you.

What's the goal. Only you decide what you're building toward. More 

commercial jobs and fewer cheap ones. An exit in three years. Becoming the 

name in your county. The agent optimizes toward the goal you set. Set the 

wrong goal and it'll march you there efficiently.
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The claim itself. Whatever your brand asserts to the world, you own it. Your 

name is on it. If the agent writes "the #1 rated plumber in Austin" and 

you're not, that's your problem when a customer calls it out, not the 

model's.

Under those three sits a fourth quiet one. The relationship. The customer 

trusts a human. The agent can tee up the conversation. It can't be the 

person who shows up and shakes a hand.

Keep those. Delegate the rest.

 KEY TIP   ◆ The founder owns three things no model can: what's true, what the 

goal is, and the claim being made — everything else is executable work an 

agent can carry.

Watch the split in action

Here's how a content plan gets built now, on a normal Tuesday.

The agent reads your brand brain first — the folder of truth you built in 

Chapter 5. Then it pulls your goals, content, and targeting and proposes a 

plan. Which of your real jobs to film. Which topics map to what your 

customers actually search. Which single video to shoot and how to slice it 

into a week of pieces. It drafts the calendar and writes first-pass titles for 

every slot.

An hour of a marketing coordinator's work, done in about four minutes.

Then you step in. Three times. The 5%.

First, the claims. The agent wants to write "over a decade of experience." Is 

that true? You know. It doesn't. Check it, keep it or kill it. That's the kind of 

line that gets a business called out later if nobody owns it.

Second, the goal. Left alone, agents optimize for reach — maximum 

eyeballs. But maybe you need commercial jobs, not a bigger audience of 
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homeowners who will never hire you. Say so, and the agent rebuilds the 

whole plan in seconds, aimed at the right customer.

Third, the kill. There's always one catchy angle that makes a claim you can't 

personally stand behind. Fun headline, wrong for you. Gone.

Four minutes of agent work. Four minutes of your judgment. Neither can do 

the other's part.

When it's done, the agent writes the end-of-day report itself: what it built, 

what it assumed, what it still needs from you. You read it and make the 

calls. You never touch a keyboard to produce the plan, and you never once 

lose command of it.

That's what "95% executable" looks like. Not a robot doing your marketing 

while you sleep. A very fast worker doing the hands-on-keyboard part, and 

you doing the part that has your name on it — the same split Dan runs on 

every truck critique.

Skills are just documented procedures

An agent isn't magic. It's a worker that follows written procedures. We call 

those procedures skills, and each one lives in a plain markdown file, a Skill 

MD, that spells out the steps the way you'd train a new hire.

That's the whole trick behind scaling this. Episode 37 covers it. You write 

the procedure down once, as a Skill MD, and then any agent can run it a 

thousand times without you re-explaining.

We packaged the ten skills you need for everything in this book into one 

free download. The Business Authority Agent Skill Pack, at 

localservicespotlight.com/business-authority-pack. It installs on Claude in 

about sixty seconds. Here's how the ten map to the work.

Skill What it does Where in the 

book

business-brand- Nails your positioning and your goals-content- Chapter 7
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Skill What it does Where in the 

book

strategist targeting

positive-mentions-

harvester

Finds and organizes every real mention and 

citation of you

Chapters 8 and 

12

reputation-gap-

analyzer

Scores you and ranks the holes worst-first Chapter 17

business-website-agent Builds your entity home Chapters 1, 5, 

and 6

knowledge-panel-

entity-seo

Structures the entity so the panel triggers Chapters 13–15

ai-search-visibility Measures and improves how AIs answer about 

you

Chapter 16

dollar-a-day-strategist Runs the $1/day boost on your best proof Chapter 10

content-factory Repurposes one piece of proof into many Chapter 8

definitive-article-writer Writes the canonical, quotable article on a topic Chapters 8 and 

12

recursive-self-

improvement-qa

QAs every run and sharpens the next one this chapter

The pack also ships with a file called boil-the-ocean.md. It's the operating 

principle: do the whole job, tested and documented, not a plan you'll finish 

later. And we update the pack as the models change, so the procedure 

keeps working even when the underlying AI doesn't stand still.

The brand brain: one folder of truth

Before any agent does anything for you, it should read one folder. The 

brand brain — the vault of truth you built in Chapter 5. Bios in your exact 

words, founding date, service area, license numbers, real numbers, photos, 

transcripts, case studies, real reviews.
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The agent reads the brand brain first, every time, and works from it. Dan's 

truck-critique agent works because twenty-nine files of Dan sit underneath 

it.

This is the highest-leverage hour you will spend in this entire book. Here's 

why. Garbage in, hallucination out. When an agent invents a stat or gets 

your service area wrong, it's almost never because the model is dumb. It's 

because your brain folder didn't have the real number, so it guessed. Fill 

the folder and the guessing stops.

Anthony's tree-removal video worked because the truth was in it, his real 

face, his real town, his real work. Your brand brain is that same truth, 

written down once so a machine can quote it without making anything up.

Figure 38. One vault of truth feeds every agent and every skill. Get this folder right and the  

hallucinations mostly disappear; get it wrong and they multiply.

▲ WATCH OUT   An agent with no brand brain will confidently make things up 

about you; never let one publish until it's reading from a folder of facts you 

wrote and checked.

Every run makes the next run better

Good agents don't just do the task. They document it, check it, and leave the 

next run sharper than they found it.
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That's the recursive-self-improvement-qa skill, and it's the reason you can 

trust this playbook. Every client build we do gets published, step by step, on 

our blogs. We call those meta articles. They say what we did, what worked, 

and what we'd fix next time.

Then the agent QAs its own work against the definitive article, the master 

procedure for that task, and updates the checklist so the mistake it just 

caught can't happen again.

Learn, Do, Teach. We do the work by hand until we understand it. We do it 

enough times to get fast. Then we teach it, by writing it down, so an agent, 

or you, can run it cold.

Content, Checklist, Software. The article becomes a checklist. The checklist 

becomes a skill. The messy manual thing becomes a button. That's the 

assembly line every procedure in the pack rode to get there.

And it's why we publish everything instead of guarding a "secret sauce." 

The receipts ARE the training. A method you can read, check, and re-run is 

a method you can trust.

Keep humans in command with EOD and MAA

Handing work to agents doesn't mean going dark. It means better 

reporting, not less.

Our operators send an end-of-day report. Short. What ran, what shipped, 

what's stuck. The agent drafts it. The human reads it and owns the calls 

inside it.

Every week, a Metrics, Analysis, Action review. Metrics: what moved. 

Analysis: why. Action: what we do next. Again, the agent assembles the 

numbers and the first-draft read. The human decides.

The reports are also how you catch an agent drifting. An agent running on a 

stale brand brain, or optimizing toward a goal you changed last month 

without telling it, shows up in the numbers long before it shows up in a 
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customer complaint. You read Friday's MAA, you spot the metric that's off, 

you fix the input, and the drift is gone by Monday. That's the whole 

difference between running a crew of agents and hoping a black box 

behaves. You never hope. You read the report.

This rhythm is what keeps you the boss and not a bystander. You're not 

watching a black box. You're reading a report, every day, and steering. The 

agent is fast hands. You're the head.

Point your agent at this book

Here's the payoff of publishing all of it.

You can hand your agent this book.

Not metaphorically. Literally. Tell it: "Read this chapter. Install the 

matching skill from the Business Authority Agent Skill Pack. Run it on my 

business. Report back with what you did and what you need from me."

Read Chapter 13 and run knowledge-panel-entity-seo to wire your schema. 

Read Chapter 16 and run ai-search-visibility to get your baseline. Read 

Chapter 17 and run reputation-gap-analyzer to get your number and your 

gap list.

The book is the manual. The pack is the toolset. Your agent is the worker. 

You're the one who knows what's true and where you're going.

The Rising AI Line: what stays human

Episode 31 has a name for what's happening to this whole trade. The Rising 

AI Line.

Picture a waterline that keeps rising. Below it, the work agents can do. 

Above it, the work that needs a human.

The line rises every time the models get better. The stuff that's now 

underwater used to sit above it. Research. First drafts. Formatting. First-

pass audits. Reporting. All of it is below the line already, done by agents.
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What stays above the line? Judgment. Deciding what's true. Setting the 

goal. Making the claim. Owning the relationship. Your goals-content-

targeting, the core of who you serve and what you say, is the asset the 

rising line never swallows.

Figure 39. The Rising AI Line. The waterline climbs as models improve, but the founder's  

judgment stays on dry land.

This is why most digital marketers who only ever did the underwater work 

are in trouble, and why the ones who own the above-water judgment are 

doing better than ever. The agent got faster. The founder who knows what 

to point it at got more valuable.

Your agents will read this book. Make sure you've read the 5% they can't.

 HAND THIS TO YOUR AGENT▶

Install the free Business Authority Agent Skill Pack from 

localservicespotlight.com/business-authority-pack (about 60 seconds on 

Claude). First, build your brand brain by pasting this: "Create a brand-brain 

folder for my business. Ask me for my bio, founding date, service area, license 

numbers, real team and revenue numbers, top photos, podcast and talk 

transcripts, case studies, and best reviews. Save it as the source of truth you 

read before every task, and flag anything you'd otherwise have to guess." Then 

point it at the work: "Read the chapter I name, install the matching skill from 

the pack, run it on my business using only facts from my brand brain, QA 

yourself with recursive-self-improvement-qa, and send me an end-of-day report 
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of what you did and what you need from me." You keep the judgment. It keeps 

the receipts.
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Conclusion — Build the Proof. Let the Signals 

Speak.

At this point, you have walked through the full arc of how Knowledge Panels 

are built, triggered, claimed, and maintained. You have seen how real-world 

work becomes verifiable proof, how that proof compounds into confidence, 

and how confidence resolves into a panel that accurately represents who 

you are. This is all the result of alignment, consistency, and evidence.

By now, the picture should be clear. Your job is not to invent a new story, 

but to make sure the right pieces are present and connected: one home, 

consistent profiles, credible third-party mentions, and proof of work that 

stays attached to your name. When those pieces fit together, Google stops 

guessing, and the public record matches reality.

A Knowledge Panel is not just a visual element in search results. It is 

Google's confirmation that your identity, reputation, and expertise are 

coherent and trustworthy. When that confirmation exists, friction 

disappears. People arrive informed. Conversations start further along. Your 

online presence finally reflects the work you have already done offline.

Here is what matters now:

If you are a founder, your first step is to look at your Entity Home. Does it 

exist? Does it clearly state who you are, what you do, and where you 

operate? Does every profile point back to it? Start there. Everything else in 

this book builds on that foundation.

If you are an apprentice or team member, your first step is to pick one 

client and run the plumbing checklist. Verify the Entity Home, align the 

profiles, check the schema. That single pass will teach you more than re-

reading the book twice.

If you want help, we are available. Through our company, Local Service 

Spotlight, we work with local service business owners to build and maintain 
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a proper Entity Home. That includes building and hosting the site, 

structuring it correctly for Google, and keeping it clean and consistent over 

time. You are also welcome to reach out directly to any of the authors of this 

book.

But this book gives you everything you need to do it yourself. Every step, 

checklist, and strategy is included so that a motivated founder or operator 

can execute the entire process independently.

Most people buy books like this and never make it to the end. They skim, 

bookmark a few pages, and move on. The fact that you are here already 

puts you ahead of that curve.

What matters now is what you do next. The signals you build only start 

working once they exist in the real world, published, connected, and 

consistent.

Take what you have learned and apply it. Start building the proof. Tighten 

the gaps. Put the framework into motion. When you do, authority stops 

being abstract and starts showing up where it counts: on the screen where 

every prospect, partner, and peer will look before deciding to trust you.

The work is not finished because the book ends here. It starts because you 

are ready to move.

Build the proof carefully. Let the signals speak for themselves.

Four Ways to Run This Playbook (One of Them Is Free)

There's no secret in any of this. Gather the right signals of trust, organize 

them, and distribute them until the machines have high confidence in who 

you are. Some firms sell that exact process as proprietary "secret sauce" 

behind a high-ticket curtain. We publish it — the same way we've published 

how we built our clients' sites and panels, step by step, on our own blogs. 

We give away the knowledge and charge for the execution. A chef can show 

you the exact knife he uses; owning the knife doesn't make you the chef.
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We also borrowed a rule from Perry Marshall — he sketched it for Dennis 

over dinner at a Mexican restaurant in Chicago, on Dennis's birthday: IF, 

IF, THEN, ELSE. IF you're the right fit, and IF the expectations are set 

straight, THEN we can guarantee the work — ELSE we should point you to 

a better path instead of taking your money. Here's what that looks like in 

practice.

 THE FOUR PATHS◆

Do it yourself — free. This book, the checklists in the appendices, and the 

free Business Authority Agent Skill Pack (localservicespotlight.com/business-

authority-pack). The cost is your hours: budget 10–20 a month. Most readers 

should start here, and many should never leave.

Train an AI Builder — $7,500. Enroll your son, daughter, or young operator 

in our one-year AI Builder apprenticeship: weekly live coaching with Dennis 

Yu, a real client (yours, or we supply one), Friday report accountability, and 

graduation by demonstrated results — not elapsed time. Your founder time: 

about 5 hours a month. localservicespotlight.com/ai-builder-program

Cloud AI Setup — $7,500. We install the machine on your own accounts: 

your brand brain built and loaded, the full skill library configured on your 

Claude, your agents wired to your analytics and reporting, your team trained, 

and 90 days of co-running it with you. You own everything when we leave. It's 

the difference between reading about the factory and holding the factory keys. 

localservicespotlight.com/cloud-ai-setup

Have us do it — the Google Knowledge Panel Package, $7,500, 

guaranteed. We execute every chapter of this book for you and work until 

your panel is live — for up to 18 months. If it is not live by then, you get a full 

refund. Covers the entity audit, your personal brand site (built at no extra 

charge if you don't have one), authority building through podcasts and 

citations, monitoring until the panel triggers, and hands-on help through 

claiming. Most panels go live in 6 to 12 months; competitive names can take 

longer — that's why the guarantee runs 18.

The guarantee exists because we qualify first (the IF before the THEN). The 

package is built for owners who meet at least three of these: $2M+ in annual 

revenue, 200+ Google reviews with strong ratings, a personal brand or the 
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willingness to build one, availability for podcast guesting or hosting, and 

willingness to collaborate on content. If that's not you yet — take the free path 

or the AI Builder path, build the proof, and come back. We'll still be publishing 

everything.

Start at localservicespotlight.com/knowledge-panel-package, or email 

operations@localservicespotlight.com. Either way, you now hold the same map 

we use.

 ONE LAST HANDOFF▶

When you close this book, open Claude and paste: "Read the book 'How to Get 

a Google Knowledge Panel' with me chapter by chapter. For each chapter I 

name, install the matching skill from the free Business Authority Agent Skill 

Pack at localservicespotlight.com/business-authority-pack, run it on my 

business using only facts from my brand brain, and send me an end-of-day 

report." The book is the manual. The pack is the toolset. Your agent is the 

worker. You're the one who knows what's true and where you're going.
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APPENDICES

Checklists, playbooks, and the prompt pack
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Appendix A — The Authority Checklist

This one-page checklist summarizes the key actions of the Social 

Amplification Engine, serving as a quick-reference guide. The middle 

sections, Produce, Process, Post, and Promote, are the four stages of the 

Content Factory: the production engine that runs inside the system.

Plumbing

 Personal brand website (Entity Home) is live with your name as the ☐

domain.  Clear separation exists between personal brand site and company☐  

site.  All relevant social media profiles are claimed and consistently ☐

branded.  NAP (Name, Address, Phone) information is consistent across all☐  

local directories.  Website is verified in Google Search Console.☐

The Content Factory: Produce & Process

 Regular video or podcast content you are recording.☐

 Client testimonials and success stories you are documenting.☐

 Long-form content you repurpose into blog articles and case studies.☐

 A plan is in place to compile expertise into a book.☐

The Content Factory: Post & Promote

 Processed content you post consistently on the Entity Home blog.☐

 You distribute content on key social platforms (e.g., LinkedIn, ☐

YouTube).

 Guest posts or contributor articles are secured on high-authority ☐

sites.

 A “$1-a-day” promotion strategy is active for top-performing content.☐
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Optimization

 The Local Service Spotlight Knowledge Panel Tool is used to find the ☐

entity’s KGMID.

 The Confidence Score is monitored as a primary KPI.☐

 The tool is used to identify and fix information gaps.☐

Trigger, Claim, Manage

 Schema.org markup is correctly implemented on the Entity Home.☐

 The Knowledge Panel has been claimed by the owner (identity ☐

verified via Search Console, YouTube, or a major social profile).

 The panel is monitored regularly for accuracy and professional ☐

imagery.
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Appendix B — Glossary of Key Terms

AI Mode: Google’s AI-powered search experience, made the global default 

in 2026, where Gemini models assemble conversational answers grounded 

in the Knowledge Graph. Entities with strong, consistent Knowledge Panels 

are the ones AI Mode can recommend confidently.

AI Builder: The operator who runs this playbook — often a son, daughter, 

or young adult on the team — managing AI agents while the founder stays 

the authority. Also the name of our one-year training program (Chapter 6).

Authority Gap: The space between your real-world credibility and what 

Google (or any machine) can confidently verify about you online. Defined in 

Chapter 4.

Brand Brain: Your single folder of truth — bios, facts, photos, transcripts, 

case studies, reviews — kept in Obsidian, Drive, or a plain folder. Every 

machine-facing surface, and every agent, publishes from it. Built in Chapter 

5.

CCS (Content, Checklist, Software): Our production ladder: the article 

becomes a checklist, the checklist becomes a skill an agent can run. How 

every procedure in this book was made.

Confidence Score: A metric shown in our Knowledge Graph Explorer tool 

that estimates how confidently Google recognizes a particular entity. Higher 

scores suggest stronger entity recognition. Google's Knowledge Graph uses 

its own internal confidence signals when deciding whether to surface a 

panel; our tool computes the Confidence Score from publicly observable 

signals that correlate with those internal signals. It's a proxy (not a direct 

read of Google's internal numbers), but in our experience, a score above 

500 reliably precedes a visible Knowledge Panel.

Content Factory: Our four-stage content production system, Produce, 

Process, Post, and Promote, that powers the middle of the Social 
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Amplification Engine. It turns the work you already do into publishable, 

amplifiable proof.

Dollar-a-Day: Our amplification strategy of boosting multiple content 

pieces with a small daily spend (often one dollar per day per post) to let the 

audience signal which pieces deserve more distribution. Covered in Chapter 

10.

E-E-A-T:Stands for Experience, Expertise, Authority, and Trust. A set of 

guidelines used by Google’s quality raters to assess content quality. 

Demonstrating E-E-A-T is essential for ranking and recognition.

Figure 40. E-E-A-T: Experience, Expertise, Authority, and Trust.

Entity:A distinct and well-defined thing or concept (such as a person, 

organization, place, or creative work) that Google can identify and 

understand.
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Entity Home:The single, official website that serves as the canonical 

source of information for an entity. For a personal brand, this is typically a 

website with a domain matching the person’s name.

Entity Object: A public surface where Google can observe you: your 

website, LinkedIn, YouTube channel, podcast feed, book page, speaker 

page, or association bio. Each entity object adds another verifiable data 

point about who you are.

GCT (Goals, Content, Targeting): The alignment framework we use in the 

second stage of the Social Amplification Engine. Goals define the 

destination, content is the proof that gets you there, and targeting ensures 

the right audience sees it.

Geo-Vertical Grid: Our framework for how local authority builds along two 

axes: your trade (vertical) and your city (horizontal). Dense, independent 

ties at the intersection create a trust pattern algorithms can't fake. Covered 

in Chapter 12.

Grokipedia: xAI's encyclopedia — a newer, high-authority corroboration 

surface that language models read. Covered in Chapter 13.

Google Knowledge Panel (Knowledge Panel / KP):The information box 

that appears on Google search results for entities recognized in the 

Knowledge Graph. It summarizes verified information from multiple 

sources.

Knowledge Graph:Google’s database of entities and their relationships. It 

powers Knowledge Panels and semantic search.

Knowledge Graph Machine ID (KGMID):A unique alphanumeric 

identifier assigned to an entity within Google’s Knowledge Graph, similar to 

a digital ID number.

LDT (Learn, Do, Teach): Our operating rule: do the work by hand first, 

get good at it, then teach it publicly. The reason this book publishes the 

whole method instead of gatekeeping it.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

171

Meta Article: The published write-up of how we actually did a piece of 

client work — what ran, what broke, what we'd fix. Our receipts.

NAP Consistency:An acronym for Name, Address, Phone Number. For 

local businesses, maintaining identical NAP information across all 

directories is critical for local SEO.

Personal Brand Score: Our 100-point score across seven components — 

Entity Home, Knowledge Panel, Search Presence, Content, Audience, 

Schema, Social. Rubric at blitzmetrics.com/personal-brand-score/. Chapter 

17.

Quick Audit: Our free Metrics » Analysis » Action audit of a business's 

digital presence, at localservicespotlight.com/quick-audit/.

Schema.org:A standardized vocabulary of structured data added to 

website code to help search engines understand content. It defines entities 

such as “Person,” “Organization,” or “Event.”

sameAs: A schema.org property that declares other web locations 

representing the same entity. A proper sameAs array in your Entity Home's 

JSON-LD connects your site to your LinkedIn, YouTube, Wikidata entry, and 

other verified profiles, closing the loop Google uses to confirm identity.

Skill (Skill MD): A documented procedure, written in a markdown file, 

that an AI agent can execute repeatedly — the software rung of CCS. Ten of 

them ship free in the Business Authority Agent Skill Pack (Appendix G).

Search Generative Experience (SGE): Google’s 2023–2024 experiment with 

AI-generated answers in search. It evolved into AI Overviews and then AI 

Mode, which became the default Google Search experience worldwide in 

2026. See AI Mode.

Social Amplification Engine (SAE): Our six-stage framework for 

manufacturing digital authority: Plumbing, Goals (GCT), Content, Targeting, 

Amplification, and Optimization. The Content Factory runs inside it. We 
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cover it in depth in Chapters 6–11. Published reference: 

blitzmetrics.com/campaign-launch-checklist/.

Wikidata: A free, open knowledge base that serves as a primary structured 

data source for Google's Knowledge Graph and major AI systems. Entries 

consist of claims with references that help machines understand entities.
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Appendix C — Current Operational Standards

(Complements Chapter 1, Chapter 13, and Chapter 14)

This appendix contains refinements currently used in training and hands-on 

implementations to improve three outcomes: clearer identity, higher 

success rates when triggering and verifying panels, and greater stability 

after a panel appears.

These additions do not replace the core framework outlined earlier in the 

book. They strengthen it. If you are early in the process, your priority 

remains the fundamentals in Chapter 1. If your foundation is already in 

place, the items in this appendix help reduce ambiguity, prevent common 

failure modes, and shorten the path from clarity to confidence.

Read this appendix in two passes:

• First pass (fast): review the headings and apply the items that remove 

obvious friction (images, handles, spoken-name consistency, 

verification account hygiene).

• Second pass (implementation): return to specific sections when 

preparing to trigger a panel, attempting verification, or correcting post-

launch drift.

Cross-references

• Canonical structure and schema foundations: Chapter 1 and Appendix 

D

• Content cadence, audits, and reinforcement cycles: Chapters 8 and 11

• Triggering the panel: Chapter 13

• Claiming and verification flow: Chapter 14

• Ongoing monitoring and stewardship: Chapter 15
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1) Image Stack Requirements

Panels stabilize faster when Google can consistently associate one person 

with one visual identity across multiple credible contexts.

Minimum image set (12 per person):

• 3 headshots (at least one square and one vertical)

• 3 speaking or podium shots

• 3 work-in-context images

• 3 images with other recognizable entities (peers, organizers, brands)

Publishing rules:

• Use descriptive filenames with your canonical name and role Example: 

anthony-hilb-landscaper-headshot-2026.jpg

• Strip unnecessary EXIF data where possible

• ALT text should match canonical name + role on the Entity Home

• Publish master images on the Entity Home and reuse the same file 

URLs in structured data

The goal is not variety for its own sake. It’s repeatable recognition.

2) Spoken-Name Standard (New)

For 90 days after launch or a major identity reset, make your name explicit 

in audio and captions.

Standard:

• Speak the exact canonical name within the first 15 seconds of every 

video or podcast

• Ensure the same name appears in captions and SRT files

This ties voice, text, and entity strings together and reduces ambiguity, 

especially for common names.
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3) Handle + Avatar Lock (Tighten)

▲ WATCH OUT   Minor inconsistencies create long-term identity drift.

Standard:

• Use one handle (or the closest viable variant) across major platforms

• Use the same headshot everywhere before expanding distribution or 

outreach

 KEY TIP   ◆ Resolve any handle conflicts early. Consistency beats perfection.

4) Guest Slot SOP With Photo Proof (Upgrade)

Guest appearances only strengthen entity confidence when identity is 

visible and verifiable.

Minimum requirements for appearances:

• The page links to your Entity Home and one primary social profile

• The thumbnail shows your face and name clearly

Treat these as baseline requirements.

5) Same-Name Collision Safeguards

If your name is shared, specificity must be intentional.

Actions:

• Strengthen Person schema with job title, topical anchors, and relevant 

sameAs links

• Publish 3–5 disambiguation posts titled: “\[Name\], \[Occupation\] in \

[City\]” Include image galleries and internal links back to your primary 

bio page
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6) Cadence Rule For Panel Freshness (New)

After launch or a major cleanup, consistency matters more than volume.

Minimum recommended cadence (8–12 weeks):

• 2 long-form videos per month

• 2 shorts per week

• Repurpose across your site(s) and interlink properly

• Keep 2–3 proven clips lightly promoted to maintain steady attention

The goal is continuity, not spikes.

7) Media Kit On The Entity Home (Upgrade)

A centralized media kit reduces third-party errors.

Include:

• Short and long bios (third person)

• Multiple headshots

• Logos where applicable

• Canonical links (Entity Home, press, speaking, socials)

Mark up the page with Person schema and sameAs links.

8) Post-Launch Feedback Hygiene (Minor)

Edits stick when corroboration already exists.

Quarterly process:

• Review facts, images, and linked profiles

• Fix the Entity Home and profiles first

• Submit feedback only after public evidence matches the request

9) Benchmarks And Timing Notes

These are reference ranges, not guarantees.
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• Fastest verification routes: Search Console, YouTube, X

• Typical stabilization window once signals align: \~3 weeks to 3 months

Team Preflight Checklist

 Handles unified and headshot standardized☐

 Image stack published; preview cards verified☐

 Entity Home identity line appears immediately; Person schema live☐

 Company Organization schema links correctly to founder☐

 Disambiguation content published if needed☐

 Guest kit updated☐

 Verification account matches Search Console owner☐

Quarterly Panel QA Checklist

 Diagnostic searches reviewed and logged☐

 Panel image and title verified☐

 New third-party mentions added and linked back☐

 Structured data still points to master assets☐

 Cadence maintained during active windows☐
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Appendix D — The Technical Playbook

This appendix is your operator’s manual. It contains the detailed checklists, 

templates, schema, queries, and SOPs behind the system taught in Chapters 

1 through 15. Use it when you (or your team) need exact steps, copy blocks, 

or code.

Cross-refs:

• Site plumbing & instrumentation: Chapter 6

• Geo-Vertical Grid & tipping mechanics: Chapter 12

• Triggering a Knowledge Panel: Chapter 13

• Claiming & verification flow: Chapter 14

• Long-term panel stewardship: Chapter 15

D.1 Canonical Stack & Site Wiring

Goal: Make every surface resolve to one “home” so Google stops guessing.

D.1.1 Your Entity Home (personal site)

Homepage first paragraph (identity line):

“Tommy Mello is the Founder and CEO of A1 Garage Door Service, based in 

Phoenix, AZ.”

Must-haves (above the fold):

• Master headshot (same everywhere)

• One-line title + city + company

• Short bio (75–150 words)

• Links: LinkedIn, YouTube, Instagram, X, Crunchbase (and trade 

profiles)

• Link to company site

• Links to Books / Media / Speaking / Press / Contact
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Person schema (JSON-LD):

\<script type="application/ld+json"\>

{

"@context": "https://schema.org",

"@type": "Person",

"name": "Tommy Mello",

"image": "https://tommymello.com/media/tommy-mello-headshot.jpg",

"jobTitle": "Founder & CEO",

"url": "https://tommymello.com/",

"worksFor": {

"@type": "Organization",

"name": "A1 Garage Door Service",

"url": "https://a1garage.com/"

},

"address": {

"@type": "PostalAddress",

"addressLocality": "Phoenix",

"addressRegion": "AZ",

"addressCountry": "US"

},

"sameAs": \[

"https://www.linkedin.com/in/tommymello",

"https://www.youtube.com/@tommymello",

"https://www.instagram.com/tommymello",

"https://twitter.com/tommymello",

"https://www.crunchbase.com/person/tommy-mello"

\]
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}

\</script\>

D.1.2 Company site (Organization schema)

\<script type="application/ld+json"\>

{

"@context":"https://schema.org",

"@type":"Organization",

"name":"A1 Garage Door Service",

"url":"https://a1garage.com/",

"logo":"https://a1garage.com/media/logo.png",

"founder":{

"@type":"Person",

"name":"Tommy Mello",

"url":"https://tommymello.com/"

},

"sameAs":\[

"https://www.facebook.com/a1garage",

"https://www.instagram.com/a1garage"

\]

}

\</script\>

D.1.3 Replace Linktree

Create /links on your site (fast, crawlable) with a 2–3 sentence bio and your 

top destinations. Point the single “primary link” on 

LinkedIn/YouTube/Instagram/X → https://yourdomain.com/links.
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D.2 Profile Constellation Checklist (Top 10 Objects)

Standardize across: LinkedIn, YouTube, Instagram, X, Apple/Spotify (if you 

podcast, which you should), major trade directory, speaker directory, 

Knowledge Panel (after claim).

Fields to match:

• Name (exact spacing/case)

• Headshot (identical image URL if possible)

• Headline/title (same first 8–10 words)

• Location (city, state)

• About/Bio first line (matches homepage)

• Primary link → /links (your domain)

• Handles: pick one format (@anthonyhilb vs @theanthonyhilb) and unify

• Verification / rel-me / profile domain verification (where supported)

D.3 Media Objects & Content Liberation 2.0

Filename discipline (machines read patterns):

• firstname-lastname-headshot-YYYY.jpg

• talk-title-conference-YYYY-city.mp4

• book-title-YYYY-isbn.pdf

Schema snippets:

VideoObject

\<script type="application/ld+json"\>

{

"@context":"https://schema.org",

"@type":"VideoObject",

"name":"How to Hire a Garage Door Service Company",
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"description":"Tommy Mello explains what to look for when hiring a 

garage door service company.",

"thumbnailUrl":"https://tommymello.com/media/video-thumb.jpg",

"uploadDate":"2026-02-01",

"contentUrl":"https://tommymello.com/videos/hire-a-garage-door-

company.mp4",

"embedUrl":"https://www.youtube.com/embed/VIDEO\_ID",

"publisher":{"@type":"Organization","name":"Tommy Mello Media"}

}

\</script\>

Article / PodcastEpisode (swap @type as needed)

\<script type="application/ld+json"\>

{

"@context":"https://schema.org",

"@type":"Article",

"headline":"How to Choose a Garage Door Service Company in 

Phoenix",

"author":{"@type":"Person","name":"Tommy 

Mello","url":"https://tommymello.com/"},

"datePublished":"2026-01-12",

"mainEntityOfPage":"https://tommymello.com/articles/choose-garage-

door-company"

}

\</script\>

Book & Author

\<script type="application/ld+json"\>

{

"@context":"https://schema.org",
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"@type":"Book",

"name":"Home Service Millionaire",

"isbn":"978-1-23456-789-7",

"author":{"@type":"Person","name":"Tommy 

Mello","url":"https://tommymello.com/"},

"url":"https://tommymello.com/books/home-service-millionaire"

}

\</script\>

D.4 Bonds Matrix (Prioritization Rubric)

Bond Type Example Directio

n

Practical 

Weight

Identity exact-

match

Same headshot/title across Site + LinkedIn 

+ YouTube

Identity High

Topic association Speaker page on top trade conference Topic High

Geo association Local chamber profile, city news Geo Med–High

Cohort repetition 5+ podcasts with well-known peers Topic Med–High

Durable authorship Book with Author page + ISBN Topic High

Vendor/directory Listing on key supplier/SaaS Topic Medium

Reviews (credible) Named review from local guide Geo/

Quality

Med–High

Social proof 

(meaningful)

Thoughtful comments, shares Topic/

Quality

Medium

Off-topic high DR Big romance blog links HVAC guide None Near-zero

Rule: Relevance \> raw authority.

D.5 The Six Sprints (7–14 days each)

Sprint 1: Identity Lock-In
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• Choose master headshot + one identity line

• Update homepage first paragraph

• Cross-link site ↔ LinkedIn ↔ YouTube ↔ podcast ↔ company

• Add Person schema; confirm Org schema on company site

Sprint 2: Topic + Geo Bonds

• 3–5 topic citations (association, vendor, podcast, conference)

• 3–5 geo citations (chamber, local news, university/clinic, charity)

• Ensure each page links back to Entity Home and matches identity line

Sprint 3: Cohort Loops

• Book 4–6 guest spots with respected peers (60 days)

• Publish your own short peer interviews

• Create “People we learn from in \[Niche\]” hub page

Sprint 4: Content Liberation

• Pull 10 best social posts; publish 5 canonical articles with embedded 

clips + transcripts

• Mirror videos to YouTube; link back to canonical pages

• Add captions; name entities correctly

Sprint 5: Traffic & Amplification

• Build warm audiences (7/30/90-day site visitors & video viewers)

• Run $1/day boosts on 5–10 posts that already perform

• Keep 3–4 winners live; drive to canonical pages

Sprint 6: Drift Control & Audits

• Quarterly identity checks (see D.16)

• Fix on Entity Home first, then profiles, then suggest edits

• Maintain a single “In the News” page; log each mention

D.6 Diagnostic Queries (Quarterly)

Run and record pass/fail:
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• Your Name: Entity Home top 3?

• Your Name + city: Dominantly you?

• Your Name + company: Bios align?

• Your Name + podcast: Third-party episodes visible & linking back?

• Your Name + book: Author/Book resolve to your site + Amazon?

• Your Name + linkedin: Headline matches homepage title line?

• Your Name + images: Master headshot modal image?

• Your Name + niche: Right “People also search for”?

• site:yourdomain.com "Your Name": One canonical bio; no stale dupes?

Interpretation:

• Fail 1–3 → strengthen Entity Home + schema + internal prominence

• Fail 4–6 → third-party linkage & profile hygiene

• Fail 7 → standardize headshot across authoritative profiles + schema 

image

• Fail 8 → more cohort loops with credible peers

• Dupes in 9 → consolidate, redirect, and deindex strays

D.7 Failure Modes → Targeted Fixes

Symptom Likely Cause Fix

LinkedIn 

outranks your 

site on name

Weak Entity Home / thin 

first paragraph / no 

schema

Strengthen homepage bio; add Person 

schema; increase internal linking to home

Bio only on 

company /about 

page

Person ≠ Organization 

conflation

Move personal bio to personal site; cross-link 

with schema (founder, worksFor)

Panel shows 

wrong photo/title

No master headshot or 

mismatched schema

Publish master assets; point schema 

image/logo to them; reuse everywhere

Mixed results 

with name-twins

Weak geo/topic bonds Enforce title line; add geo citations; cohort 

loops; authorship

Claim rejected Weak canonical alignment Tighten Profile → Home → third-party loop; 
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Symptom Likely Cause Fix

retry via a Search Console-verified account

Panel wobbles 

on/off

Intermittent confidence Monthly new third-party mentions; consistent 

schema/images; keep winners boosted

D.8 Name Collision Playbook

• Title line everywhere: “Tommy Mello, Founder and CEO of A1 Garage 

Door Service, Phoenix, AZ.”

• Geo citations: Chamber, city journal, clinic/university affiliation, awards 

(all linking home).

• Cohort proximity: Appear with known Phoenix home service entities; 

publish a “Who we learn from” page.

• Authorship hammer: Author + Book (ISBN) pages on your site and 

Amazon.

D.9 Press & Speaker Kits

/press (press kit)

• 75-word and 150-word bios (with title line + city)

• Master headshot (square + vertical)

• Company logo (SVG + PNG)

• “What I’m known for” (1 paragraph) + 3 proof links

• Canonical links: Entity Home, LinkedIn, YouTube

/speaking (speaker kit)

• Three talk titles + outcomes

• 100-word emcee intro

• AV needs + run-of-show preferences

• Request to link your canonical bio
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D.10 Measurement: The Confidence Ledger (Sheet Columns)

• Entity: Name | Canonical URL | Headshot URL | Title line | City

• Profiles (Top 10): Platform | URL | Primary link target | Last reviewed

• Third-Party Nodes: URL | Type (podcast/assoc/chamber/press) | Anchor 

text | Links back (Y/N) | Date

• Media Objects: Title | Type (video/book/article) | Canonical URL | 

Transcript (Y/N)

• Quarterly Checks: 9 diagnostics (P/F) | Panel (none/partial/full) | 

Image/Title accuracy | Notes

Run in \< 60 minutes per quarter.

D.11 Acceleration Loops (Ethical “Shortcuts”)

Authorship Bundle (6–8 weeks):Transcripts → Short book → Author & Book 

pages → Amazon listing → announce on LinkedIn/YouTube → 2 podcast 

interviews about the book (hosts link to your Author page).

Cohort Burst (45 days):5 interviews with respected peers; each post links 

canonical bios both ways.

$1/Day Identity Boost (always on):2–3 “greatest hits” clips boosted to warm 

audiences. The point is steady branded search + watch time.

D.12 What Not to Do

• Don’t send your primary link to Linktree (use /links on your domain).

• Don’t create multiple “About Me” pages; pick one canonical bio URL.

• Don’t keyword-stuff titles that don’t match real use.

• Don’t buy press releases in lieu of editorial mentions.

• Don’t request panel edits before your public evidence matches the ask.
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D.13 One-Page Identity Block (General Example)

Template:Tommy Mello is the Founder and CEO of A1 Garage Door Service 

in Phoenix, AZ. He’s the host of the Home Service Expert podcast and 

author of Home Service Millionaire and Elevate. Official site: 

tommymello.com.

Use something similar on: homepage first paragraph, LinkedIn About, 

YouTube description footer, speaker bios, third-party profiles.

D.14 Schema Library (Copy-Paste & Adapt)

Add to canonical pages only (avoid duplicates).

• Person: see D.1.1

• Organization: see D.1.2

• WebSite (with Sitelinks SearchAction):

\<script type="application/ld+json"\>

{

"@context":"https://schema.org",

"@type":"WebSite",

"url":"https://tommymello.com/",

"potentialAction":{

"@type":"SearchAction",

"target":"https://tommymello.com/?s={search\_term\_string}",

"query-input":"required name=search\_term\_string"

}

}

\</script\>

• Article / VideoObject / PodcastEpisode / Book: see D.3
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D.15 Asset Hygiene

• Handles: unify (choose one pattern).

• Filenames: human-readable, consistent (see D.4).

• EXIF: strip heavy EXIF for speed; keep timestamps consistent across 

copies.

• Alt text: concise, factual (“Tommy Mello headshot, Phoenix, AZ”).

• Image URLs: point schema image to a stable, crawlable file on your 

domain.

D.16 Quarterly Audit SOP

• Run the 9 Diagnostic Queries (D.6).

• Snapshot SERP and images (save to /audits/YYYY-Qx/).

• Log pass/fail in the Confidence Ledger (D.10).

• Fix drift: Entity Home → profiles → third-party suggests/updates.

• Add at least one new third-party node this quarter.

• Confirm boosts running only on top performers.

D.17 Claiming Prep (Before Chapter 14)

• Search Console verified on a personal site (you, not just the dev).

• Profile Constellation primary links → your /links.

• Third-party nodes live and linking home (≥3).

• Master headshot visible across top surfaces + schema image matches.

• Identity block present across homepage, LinkedIn, YouTube 

descriptions.

(For the actual claim steps and escalation methods, see Chapter 14.)

D.18 Geo-Vertical Capture Ideas (Fuel for Bonds)

• Photos/videos with local partners (tag them; publish a canonical post).

• Chamber event recaps; sponsor spotlights.
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• Supplier/vendor shout-outs with on-site photos.

• “People we learn from in \[City/Niche\]” hub page.

• Local media mentions (even small) summarized on your /press page.

• Reviews from recognizable local accounts; embed on canonical case 

pages.

D.19 Wikidata Optimization SOP

Based on "The Wikidata SOP" by Dennis Yu and "How We Optimized 

Trenton Sandler's Wikidata and Schema" by Dylan Haugen, published on 

BlitzMetrics.

Phase 1: Audit

1. Search the person's name in the Knowledge Graph Explorer. Record: 

confidence score, KGMID, number of entity results.

1. Search for the person on Wikidata. If they have an entry, inventory 

every claim: what properties exist, how many references each has, 

what identifiers are present.

1. Google the person's name and screenshot the results. Does a 

Knowledge Panel appear?

Phase 2: Create or Enrich the Wikidata Entry

• Core identity: "instance of: human" (referenced), "sex or gender" 

(referenced), given name, family name, English description.

• Biographical facts: Date of birth, place of birth, country of 

citizenship, languages spoken , each with at least one reference, ideally 

two.

• Professional claims: Specific occupation, employer/affiliation, 

"educated at" (linked to the university's Wikidata item).

• Platform identifiers: Instagram username + numeric ID, TikTok 

username + numeric user ID, YouTube handle + channel ID, X/Twitter 

username, LinkedIn personal profile ID, Facebook profile ID. For 
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athletes: World Athletics ID, TFRRS. For business: Crunchbase. For 

media: Spotify, Apple Podcasts, IMDb.

• Google Knowledge Graph ID: Add the KGMID as property P2671.

• Official website: Add with a "language of work or name: English" 

qualifier.

Phase 3: Diversify References

Each claim should have references from at least two different domains. 

Sources: company website about pages, conference speaker bios, media 

articles, professional association listings, verified social profiles, industry 

databases.

Phase 4: Close the Bidirectional Loop

Wikidata should point to the Entity Home via "official website." The Entity 

Home's JSON-LD should include the Wikidata URI in its sameAs array. For 

WordPress with Rank Math: fill the Additional Profiles field (Titles & Meta → 

Social Meta) with all entity URLs including the Wikidata URI.

Phase 5: Monitor

Check the Knowledge Graph Explorer confidence score weekly. Google re-

crawls on its own schedule (weeks to months). Also check LLM responses: 

ask ChatGPT, Claude, and Perplexity "Who is \[Name\]?": accuracy improves 

as entity signals strengthen.

Final Note

The appendices are not meant to be read straight through. They exist so you 

never have to guess, reverse-engineer, or rely on memory when precision 

matters. When something breaks, stalls, or feels unclear, this is where you 

come to find the exact lever to pull.

If you feel overwhelmed, step back to Chapter 1 and re-establish the 

narrative: one entity, one home, one consistent story supported by real-
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world proof. Then return here only for the specific section that solves the 

problem in front of you.

Most failures don't come from missing tactics. They come from 

inconsistency, impatience, or trying to apply too many changes at once. Use 

these tools deliberately. Fix the source first, confirm alignment second, and 

only then attempt edits, claims, or amplification.

When in doubt, return to the rule that governs everything in this system: 

one home, one story, many consistent witnesses. Maintain that discipline, 

and the rest becomes a repeatable process you can run, audit, and correct 

over time.
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Appendix E — The One-Page Knowledge Panel 

Cheat Sheet

WHO: Local service business founders (roofers, HVAC, landscapers, 

plumbers, tree removal) and the team members who build their digital 

authority.

WHAT: A Google Knowledge Panel: the verified identity card that appears 

when someone searches your name. Google's confirmation that you are real, 

credible, and trustworthy.

THE FRAMEWORK IN THREE PHASES:

Phase What You Do Chapte

rs

1\. 

Underst

and

Learn how Google sees you, why it matters for revenue, study who's 

done it

1–4

2\. Build Run the Social Amplification Engine: Plumbing → Goals → Content → 

Targeting → Amplify → Optimize

5–10

3\. Own Lock the Geo-Vertical Grid, trigger the panel, claim it, manage it long-

term

11–14

THE FIVE TYPES OF PROOF GOOGLE TRUSTS:

• Entity Home — Your personal brand website (one canonical source of 

truth)

• Owned Profiles — LinkedIn, YouTube, Instagram, X — all matching

• Third-Party Corroboration — Articles, podcasts, conference bios, 

association listings

• Rich Media — Videos, talks, books on your site first, mirrored to 

platforms

• Local Signals — Google Business Profile, chamber listings, local press
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SOCIAL AMPLIFICATION ENGINE — SIX STAGES IN ORDER:

1. Plumbing: Entity Home live, profiles claimed, analytics installed, NAP 

consistent

1. Goals (GCT): Goals, Content, and Targeting aligned — reviewed 

weekly

1. Content: 2 cornerstone pieces/month, 1 case study/month, weekly 

video clips

1. Targeting: Content so specific it targets itself — right trade, right city, 

right platform

1. Amplification: Dollar-a-Day — test 10-20 posts, prove top performers, 

scale winners

1. Optimization: Weekly review: what's working, what's stalling, what 

should change

THE GEO-VERTICAL GRID:

• Vertical (your trade): Peers, suppliers, conferences, trade podcasts

• Horizontal (your city): Local press, chamber, allied trades, 

community orgs

• Dense, independent ties at the intersection = a trust pattern spammers 

cannot fake

TRIGGER → CLAIM → LOCK:

• Trigger: Authorship + Wikidata + schema + consistent profiles + 

third-party mentions

• Claim: Owner responsibility — selfie with ID, logged-in screenshots, 

evidence statement

• Lock: Entity Home + Structured Identity + Corroboration Web + 

Google Surface Alignment

THE RULE: One home, one story, many consistent witnesses.
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Appendix F — List of Figures

This appendix catalogs every visual in the book, organized into three 

categories: Figures (conceptual diagrams and frameworks), Real Knowledge 

Panel Examples (real panels from clients, peers, and mentees), and 

Walkthrough Screenshots (the exact Google interface steps for claiming and 

managing your panel). Five walkthrough screenshots are marked 

[SCREENSHOT TO INSERT] in Chapters 14 and 15 and will join this list 

when placed.

Figures

Figure 1.  The complete framework at a glance — from scattered digital 

pieces to a verified Knowledge Panel. This diagram maps how the five types 

of proof feed into the Social Amplification Engine's six stages, which build 

the Geo-Vertical Grid, trigger the panel, and lock the entity.  — Introduction

Figure 2.  The five types of proof Google trusts.  — Chapter 1

Figure 3.  From Marketing Mechanic Episode 1: how entities, objects, 

content, and signals feed the Knowledge Graph.  — Chapter 1

Figure 4.  Topic bonds (your trade) and geo bonds (your city) combine to 

create an obvious identity.  — Chapter 1

Figure 5.  What to focus on versus what to ignore.  — Chapter 1

Figure 6.  Without a Knowledge Panel vs. with one: the sales script flips.  — 

Chapter 2

Figure 7.  Scattered identity fragments vs. a fully aligned digital presence.  

— Chapter 2

Figure 8.  Renting attention vs. owning the entity — the ratchet effect.  — 

Chapter 2

Figure 9.  The Authority Gap: real-world reputation vs. digital footprint.  — 

Chapter 4

Figure 10.  The structured signals Google needs to verify your identity.  — 

Chapter 4
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Figure 11.  The identity clarity journey: three questions become one folder 

of truth, the folder becomes a public footprint, and every machine — 

Google, the LLMs, YouTube, and your own agents — reads the same 

identity. The Knowledge Panel is the visible badge, not the destination.  — 

Chapter 5

Figure 12.  The Social Amplification Engine: six sequential stages of 

authority building.  — Chapter 6

Figure 13.  From Marketing Mechanic Episode 3: the Content Factory as a 

topic wheel.  — Chapter 6

Figure 14.  Digital plumbing: the tracking, profiles, and measurement 

foundation.  — Chapter 6

Figure 15.  Dual entity architecture: the person and the company as 

separate, linked entities.  — Chapter 6

Figure 16.  The GCT triangle: Goals, Content, and Targeting aligned around 

business strategy.  — Chapter 7

Figure 17.  The proof factory workflow: document, process, publish.  — 

Chapter 8

Figure 18.  A video-first capture plan: quick, candid recordings that build 

into authority.  — Chapter 8

Figure 19.  The targeting shift: clear, specific content naturally reaches the 

right audience.  — Chapter 9

Figure 20.  The algorithm feedback loop: content guides platforms to the 

right audience at scale.  — Chapter 9

Figure 21.  Content acts as a beacon, attracting the right prospects by trade 

and geography.  — Chapter 9

Figure 22.  The Dollar-a-Day Flywheel: test, prove, scale.  — Chapter 10

Figure 23.  How small paid signals trigger organic distribution.  — Chapter 

10

Figure 24.  Building an evergreen 'greatest hits' library that runs for 

months.  — Chapter 10
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Figure 25.  From Marketing Mechanic Episode 8: building an AI operations 

stack for optimization.  — Chapter 11

Figure 26.  The optimization stack: projects, custom GPTs, knowledge, 

agents, and management.  — Chapter 11

Figure 27.  The Geo-Vertical Grid: cities on one axis, trades on the other. X 

marks your position.  — Chapter 12

Figure 28.  From Marketing Mechanic Episode 2: topic bonds and geo 

bonds mapped on a whiteboard.  — Chapter 12

Figure 29.  Real authority patterns vs. fake patterns: Google can tell them 

apart.  — Chapter 12

Figure 30.  The zero-friction capture pipeline: capture, caption, name, 

publish.  — Chapter 12

Figure 31.  The SEO tree: how entity authority connects to search visibility. 

— Chapter 13

Figure 32.  From Marketing Mechanic Episode 5: the confidence curve.  — 

Chapter 13

Figure 33.  The four levels of Knowledge Panel stability.  — Chapter 15

Figure 34.  One body of entity evidence, read by every machine. This is why 

you build the source of truth once, not once per platform.  — Chapter 16

Figure 35.  The monthly 3-AI baseline. Same questions, same day, every 

month, so you can see whether the machines are learning you or forgetting 

you.  — Chapter 16

Figure 36.  One number, seven components, and the two weak wedges 

telling you exactly what to work on next. Live rubric at 

blitzmetrics.com/personal-brand-score/.  — Chapter 17

Figure 37.  A 40 and an 85 are the same business at different levels of 

machine-legibility. The distance between them is a to-do list, not a decade.  

— Chapter 17

Figure 38.  One vault of truth feeds every agent and every skill. Get this 

folder right and the hallucinations mostly disappear; get it wrong and they 

multiply.  — Chapter 18
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Figure 39.  The Rising AI Line. The waterline climbs as models improve, but 

the founder's judgment stays on dry land.  — Chapter 18

Figure 40.  E-E-A-T: Experience, Expertise, Authority, and Trust.  — 

Appendix B

Real Knowledge Panel Examples

Brady Sticker  — Introduction, Chapter 3

Tommy Mello  — Introduction, Chapter 3

Dan Antonelli  — Introduction, Chapter 3

Chuck Thokey  — Introduction

Joe Crisara  — Chapter 3

Dylan Haugen  — Chapter 3

Anthony Hilb  — Chapter 3

Walkthrough Screenshots

The Knowledge Graph Explorer tool: search your name to find your entity, 

confidence score, and KGMID.  — Chapter 14

Click the three dots at the top of the Knowledge Panel (to insert)  — 

Chapter 14

Select "Claim this Knowledge Panel" (to insert)  — Chapter 14

Click "Get verified.".  — Chapter 14

The claim form — confirm who you are, select 'I am this person,' and explain 

why you deserve the panel.  — Chapter 14

The identity verification step: a selfie holding your government-issued ID.  

— Chapter 14

The web profiles submission step: provide your official profiles with logged-

in screenshots.  — Chapter 14

The "Suggest edits" interface on a claimed panel (to insert)  — Chapter 15

Edit flags appear over each section (to insert)  — Chapter 15

Submit feedback directly to Google (to insert)  — Chapter 15
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Google's Knowledge Panel support flow: type 'Combine Knowledge Panel' 

and select the matching option.  — Chapter 15
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Appendix G — The AI Prompt Pack

Every chapter of this book describes work that an AI agent can now do in 

minutes. Below are the seven prompts we use in our own implementations, 

the same ones our AI Builders run on live client engagements. Each one is 

designed to be pasted into ChatGPT (with Tasks or Agent Mode), Claude 

(with file access), or Perplexity. Replace the bracketed fields with your 

details. Run them in order.

Prompt 1 — Entity Audit

“You are an entity-SEO analyst. Search the open web for \[Full Name\] in \

[City, State\], who is the \[Title\] of \[Company\]. Return: (1) the canonical 

Entity Home you found, (2) every public profile that names this person, (3) 

any third-party press or podcast mentions, (4) any apparent conflicts (other 

people with the same name, mismatched titles, outdated bios), and (5) a 

confidence score from 0–100 for how clearly the entity is established. Cite 

every claim.”

Prompt 2 — Identity Lock-In Copy

“Write the one-sentence identity line, 75-word bio, and 150-word about-

page bio for \[Full Name\], \[Title\] at \[Company\] in \[City\]. Use plain 

English, lead with what they do, name the company and city in the first 15 

words, and end with a credibility marker (years of experience, customers 

served, or a notable achievement). Output three versions ranging from 

conservative to confident.”

Prompt 3 — Schema Generator

“Generate the JSON-LD Person schema and Organization schema for \[Full 

Name\] / \[Company\]. Include sameAs links for: LinkedIn, YouTube, 

Instagram, X, Crunchbase, Wikidata (if it exists), and any industry 

directories. Use the structure in Appendix D as the template. Output valid, 

copy-paste-ready code.”
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Prompt 4 — Wikidata Draft

“Draft a Wikidata entry for \[Full Name\]. Include: instance of (human), 

description (one line), date of birth (if public), country of citizenship, 

occupation, employer, educated at, and platform identifiers for every social 

profile listed at \[Entity Home URL\]. For each claim, provide at least two 

independent source references. Output in the format Wikidata’s editor 

accepts.”

Prompt 5 — Geo-Vertical Bond Builder

“List 25 specific third-party properties where \[Full Name\] should appear to 

densify the cross between \[City\] and \[Trade\]. Split into: (a) local: 

chamber, local press, allied trades, charities, university; (b) vertical: trade 

associations, suppliers, conferences, industry podcasts, peer brands. For 

each, give the exact URL and a one-sentence pitch for why they should be 

featured.”

Prompt 6 — Content Liberation

“Here are 10 social posts I’ve published in the last 60 days \[paste links or 

text\]. Pick the 5 strongest and rewrite each as a canonical 600–900 word 

article for my Entity Home. Each article should have a clear title, an H1, an 

embedded clip or quote, a transcript section, and three internal links to 

other pages on the site. Maintain the brand voice at \[Entity Home URL\].”

Prompt 7 — AI Visibility Check

“I’m going to ask you a question and I want you to answer normally first, 

then critique your own answer. Question: ‘Who is \[Full Name\]?’ After 

answering, tell me: what sources you drew from, what you’re uncertain 

about, what you’d want to see to be more confident, and whether you would 

have confused this person with anyone else.”

Use Prompt 7 once a month. As your entity stabilizes, the answer tightens, 

the sources improve, and the uncertainty drops. That is your real KPI.



HOW TO GET A GOOGLE KNOWLEDGE PANEL

202

From Prompts to Skills

These prompts are the manual transmission. The same system now ships as 

installable agent skills: the free Business Authority Agent Skill Pack at 

localservicespotlight.com/business-authority-pack installs on Claude in 

about sixty seconds and runs ten named skills that mirror this book : 

reputation-gap-analyzer (Chapter 4), business-website-agent (Chapter 6), 

business-brand-strategist (Chapter 7), positive-mentions-harvester and 

definitive-article-writer (Chapter 8), dollar-a-day-strategist (Chapter 10), 

recursive-self-improvement-qa (Chapter 11), knowledge-panel-entity-seo 

(Chapter 13), ai-search-visibility (the AI sections throughout), and content-

factory (the production engine itself). We keep the pack current as models 

change, so the installed version is always newer than any printed page.

We build these agents the same way we teach everything else: we do the 

work manually first, document it, then turn it into agents. Those builds are 

published step by step on the Local Service Spotlight and BlitzMetrics 

blogs, with new examples daily, so you can watch the exact process this 

appendix compresses.

Scan & Run

Reading the print edition? These five codes take you straight to the working 

tools behind this book.

Left to right: the Knowledge Graph Explorer (find your entity and Confidence Score), the  

free Quick Audit, the free Business Authority Agent Skill Pack, the Personal Brand Score  

rubric, and the Knowledge Panel Package.

THE CLAIM-PREP TEAR-SHEET
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Photocopy this page or tear it out. When your panel appears and you are 

ready to claim, work straight down this list. It is the same checklist from 

Chapter 14.

Item Ready? Notes

Google (Gmail) account ☐ Must be the same account you’ll use in the claim flow.

Panel link + KGMID ☐ Keep both handy for documentation and possible 

future re-submissions.

Government ID + selfie 

holding that ID

☐ Face and ID must be clearly visible, and ID text must 

be legible.

Official website URL 

(Entity Home)

☐ Matches Search Console property.

Official social profile URLs 

(4–5)

☐ LinkedIn, YouTube, X, etc., should already be linked 

from your Entity Home.

Screenshots of logged-in 

ownership

☐ LinkedIn, YouTube, Facebook, WordPress dashboard, 

etc.
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