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BEILERS
OF NYESVILLE GREENHOUSE & GARDEN CENTER

1195 N. Nyesville Rd, 
Rockville, IN 47872
Monday - Friday 8am - 8pm  
Saturday 8am - 4pm • Closed Sunday

Vegetables
Annuals

Perennials
Ornamental Trees

Berry Plants
Hanging Baskets

Fruit Trees
Tropicals

Houses • Crawl Spaces
Commercial • Blown In
Spray Foam • Batts  • Ag

Amos Beiler 
765-592-3632

https://www.coveredbridges.com/things-to-do-1/beilers-of-nyesville-greenhouse
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Subscriptions Come  
to Main Street

Subscriptions have come a 
long way from magazines 

and DVDs. Now, 
subscription models can 
work across all kinds of 
businesses, including 
those lining your local 

Main Street. 
Here are some popular subscrip-

tion models generating income for 
small businesses shared by the U.S. 
Chamber of Commerce. 

CURATED  
EXPERIENCE BOXES

Subscription boxes are boxes of 
goods on a theme, usually, that 
arrive on a schedule set by the 
company and the customer. Small 
businesses can take advantage of 
these services by getting their 
products out to a select but highly 
engaged crowd who may not have 
otherwise found them. 

A great example of this is the 
Explore Local Box, the Chamber 
says. It provides customers with a 
monthly gift box of locally pro-
duced goods, including food, from 
a different city. Explore Local 
offers single boxes to celebrate an 
occasion or offers three-month, 
six-month and 12-month options. 
These make great corporate gifts as 
well. Explore Local features a new 
city every month and, it points out, 

they visit the city themselves to 
find unique products that display 
the character of each place. 

CLASSES 
Subscription models work great 

for businesses that offer classes, 
either in person, online or both. 
Look at opportunities, even, for 
classes that are adjacent to what 
your business does. For instance, a 
nursery that sells fruit, vegetable 
and herb plants can offer cooking 
classes al fresco. That class can be 
recorded and then uploaded to an 
online learning platform. 
Subscribers get first crack at the 

classes and then seats can be filled 
by one-off attendees. 

Similar to offering classes, the 
Chamber suggests making a digital 
archive of educational materials 
that’s available to subscribers. This 
can be recipes, how-tos, stories and 
more. The Chamber points to 
Super Duper Publications, a South 
Carolina company that hosts edu-
cational and therapeutic materials 
for kids. Its archive includes work-
sheets, games and more. 
Subscribers get instant access to 
content. 

COMMUNITY 
MEMBERSHIPS

Small businesses can build a 
subscription-based place for people 
to meet, work and network, the 
Chamber says. An example is Our 
House in Queens, New York, a 
coworking space that hosts classes 
and workshops. It provides sub-
scriptions that give people access 
to amenities, games, entertainment 
and more. Our House calls itself 
“Astoria’s living room,” and offers 
room for people to host a game 
night, create art and more.
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DISCOUNT STOREDISCOUNT STORE
Fisher’sFisher’s

6492 E. 850 N., Waveland, IN
(765) 435-7231

5  mi. E of Turkey Run Park on SR 47.  Turn north on 700 E., 
Turn left on 850 N. Approx. 1 mile

Mon, Wed & Thurs 8 am-6 pm • Tues & Fri 8 am-8 pm
Sat 8 am-5 pm • Closed Sunday

Bellmore  Bellmore  
Country StoreCountry Store

Fresh Deli Sandwiches
Discount Groceries • Bulk Foods  

Deli Meats & Cheese • Canned Goods
Mon, Tues, Wed, Fri 9-6, Sat 9-5:30 *Closed Thurs & Sun
Visit our 2nd Store, Fisher’s Discount Store

At the intersection of 59 & 36 | 765-344-1520

https://www.coveredbridges.com/things-to-do-1/fishers-discount-store
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Making Shopping  
Personal & Fun

One of the advantages 
small businesses  

have over their larger 
competitors: They can 
make shopping more 
about the experience, 

creating personal 
memories that deliver joy 
as well as great products.

 
Here are ways businesses can 

work together and how shoppers 
can reap the benefits.  

FOR BUSINESSES
Look for opportunities to bring in 

more customers while enhancing 
enhance the shopping experience. 
Invite a food truck, coffee cart or 
other professionals that comple-
ment your business. Set up appoint-
ment times to help people navigate 
your product selection, offering 
classes and banding together with 
other small businesses for special 
shopping nights. 

One great way to meet other local 
business owners who may be able to 
support you is to join your local 
chamber of commerce. Not only 
will you meet other business owners 
in your community, but you can 
build credibility with your custom-
ers. The U.S. Chamber of Commerce 
says 63% of customers have a higher 
opinion of businesses that are 
chamber of commerce members. 

Chambers can provide businesses 
resources, including low-cost loans 
or other financial aid. Once you 
know some of your small business 
neighbors, look for opportunities to 
collaborate, whether it’s a sip-and-
shop night or just recommending 
complementary goods and services. 

FOR SHOPPERS
Support your local small busi-

nesses by looking for opportunities 
to spend on Main Street. Consider 

that small businesses generate 
43.5% of U.S. gross domestic prod-
uct and employ around half of the 
U.S. workforce. They represent 
about 39% of all private-sector pay-
roll. Even if major retailers offer a 
lower upfront cost, your shopping 
dollars make more of an impact 
when spent at a small business. 

If that’s not enough, small busi-
nesses often offer a better experi-
ence than major retailers. Because 
small business owners know their 
local area so well, they have the 

potential to offer a unique kind of 
service and product, whether you’re 
shopping for a special gift or ser-
vices that have to be right on time, 
every time. Set a resolution to sup-
port small, whether it’s on your 
Main Street or small businesses 
elsewhere. 

Shopping small businesses may 
take a little more planning than 
swinging by a major retailer, but the 
experience and the impact can 
make it well worth it.
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MIDWEST WINDOW CO.

LET US DO THE HARD
WORK FOR YOU!

we know WINDOWS!
Call us today at (765) 592-3944

16 Seip Road, Rockville, IN 47872 | Open Mon-Sat 8am-4pm

REPLACEMENT 

WINDOWS.

 Installation 
available!

Specializing  
in

806 Kentucky St., Crawfordsville, IN  |  dutchertrenching@gmail.com

765-362-3308 • 765-364-1594

Septic/Sewer Installations,  
Repair & Maintenance 
Septic Tank Cleaning

Grease Trap Cleaning • Riser Installations  
Lift Pumps • Locator Service 
High Pressure Water Jetting 

Sewer Machines • Camera Service
IOWPA Certified Septic Inspections

Josh & Brittany McCloud
OWNERS

,
765-362-3308 • 765-364-1594

https://www.coveredbridges.com/things-to-do-1/midwest-window
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Take a Small Business Staycation
Staycations are growing in 

popularity. Radical 
Storage reported that 96% 

of Americans reduced 
their travel plans last year 
because of a rising cost of 

living. 

There are great ways to support 
small businesses and save money. 
Here are some ideas on how you 
can stay and spend locally and still 
have a great time. 

EATING OUT
Restaurants are small business-

es, too, and provide a good (and 
tasty) way to experience your 
hometown. Get away from big 
chains and challenge yourself to get 
outside of your neighborhood. 
Make a list of restaurants you’ve 
been meaning to try, get familiar 
with the menu, and get to eating. 
Also keep an eye out for grocery 
stores and specialty shops that are 
outside of your normal routine. 
Bakeries, kitchen wares stores, cof-
fee shops and other shops may 
have delicious goods for you to eat 
on site and take home with you. 
Use a more relaxed staycation 
schedule to track down food trucks 
and carts with variable locations 
and service hours. You might just 
find a new favorite. 

TAKE A CLASS
Many small businesses offer 

classes and a staycation may be just 
the opportunity to book a lesson. 
Stores may give a discount to 

attendees to set themselves up to 
practice at home what they learned 
at the store. For instance, an art 
store may offer painting classes 
and 10% discounts on art supplies 
bought that night. Grocery stores 
and kitchen wares stores frequently 
schedule cooking classes and liquor 
stores have tastings and pairing 
classes. Pick some skills you’d like 
to learn and hit the web, social 

media or ask friends and family to 
find classes that are perfect for you. 

TAKE ADVANTAGE  
OF SERVICES

Not all small businesses are 
retailers; many are service-based. 
Reclaim some of your staycation 
time by outsourcing household 
chores. Book a lawn service, 
house cleaning, car detailing or 

laundry service and relax. 
Remember it may be common-
place to tip service providers in 
your area and, if you’re taking 
advantage of a coupon or dis-
count, tip based on the original 
amount of the bill. Use that free 
time to book experiences at a spa, 
salon or other service you want to 
try.
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LARGEST SELECTION OF CRAFT BEER
IN THE  

COUNTY!

Mon-Thur 10am-11:30pm, Fri-Sat 10am-Midnight, Sun Noon-8pm

(765) 362-MALT
2407 Lafayette Rd, Crawfordsville, IN 47933

Beer, Wine & Spirits
Projects large and small 

completed respectfully, with 
quality craftsmanship and 

hometown pride.
Licensed & Insured

Jamie Gemino
& Heather Gemino
(765) 367-2711

MARTIN EXTERIORS
Siding • Porches • Railing • Fences 
Replacement Doors & Windows

317.533.2801
Jesse Martin - Local Owner

Serving West Central Indiana

Roachdale, Indiana

https://www.facebook.com/p/Gemino-Construction-Tree-Services-LLC-100063756993601/
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MARTIN EXTERIORS
Siding • Porches • Railing • Fences 
Replacement Doors & Windows

317.533.2801
Jesse Martin - Local Owner

Serving West Central Indiana

Roachdale, Indiana

Credit Card Fees Explained
Credit card surcharges 

became popular during 
the COVID-19 pandemic 
and haven’t gone away 
even as the virus died 
down and lockdowns 
became a thing of the 

past. 

According to a 2025 J.D. Power 
survey, about a third of small busi-
nesses are adding surcharges to 
credit card transactions. 

WHY SURCHARGES? 
When merchants accept credit 

cards, they incur a processing fee 
from the network that sends the 
credit card information from the 
merchant to the banks and card 
issuers. It’s usually 2-4% of the 
transaction and, typically, business-
es chose to absorb that cost in their 
pricing. However, during the 
COVID-19 pandemic, many busi-
nesses, hurting for revenue, opted 
to hit customers with a surcharge 
rather than increase pricing more. 

ARE SURCHARGES LEGAL? 
Yes, for the most part. Federal 

law allows the surcharges, but 
some states restrict the practice. 
Generally speaking, the fee may 
not exceed the actual processing 
cost with a maximum of 4%. 
Surcharges may not be applied to 
debit cards or prepaid cards. Before 
adding a surcharge to bills, mer-
chants must notify both their cus-
tomers and their bank. Experian 
says surcharges must be listed sep-

arately on receipts and must be 
returned on refunded transactions. 

Customers who believe they 
were charged a surcharge illegally 
can report the activity to the state’s 
attorney general’s office or to the 
district attorney in the county 
where the business is located. They 
could also contact the relevant card 
network, such as Visa or 
Mastercard. Businesses that break 
their processing bank’s rules may 

face fines or lose their ability to 
accept that card.

HOW ABOUT A  
CASH DISCOUNT? 

Cash discounts are slightly differ-
ent than charging a credit card sur-
charge. Businesses offering cash 
discounts give customers a dis-
count for paying with cash instead 
of swiping a card. All 50 states 

allow the practice of cash discount-
ing, the National Federation of 
Independent Businesses says, and 
federal law prevents card issuers 
from stopping businesses from 
offering cash discounts. Businesses 
offering cash discounts must make 
them available to all prospective 
customers and must conspicuously 
disclose the availability of any dis-
count.
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765-794-4888
117 W. Main St., Darlington, IN 47940

“Best lil hardware store in Darlington”

M-F 9 AM–5 PM 
Sat 8:30 AM–3 PM

Sunday Closed

Find us on
Facebook!

Annuals • Perennials • Vegetables 
Hanging Baskets • Custom Planters 

Tropicals • Trees & Shrubs

3973 W US HWY 136, CRAWFORDSVILLE, IN
HOURS: M-SAT 9-5, SUN 12-4

Check out our farmstand, featuring 
LOCAL vendors/Artisans!

(Milk, honey, cheeses, beef & chicken,  
sourdough breads, pizzas, & so much more)

Contact our Advertising department today to speak with 
one of our marketing executives to help get you started.

  Single Sheet InsertsSingle Sheet Inserts
  Tri-Fold BrochuresTri-Fold Brochures
  MenusMenus
  Business CardsBusiness Cards
  PostersPosters
  MagazinesMagazines
  PostcardsPostcards
  Direct MailersDirect Mailers

& much more!& much more!

SUZZY CALDWELL
SALES MANAGER

765-376-8905
suzzy@jrpress.com

facebook.com/JournalReview JournalReview.com
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200 S. Washington St Ste 101, Crawfordsville, IN
765-362-1200

Follow UsFollow Us
 on Facebook for weekly speicals,  

special events and more!

9 E Washington St., Roachdale, IN 46172
765-522-1599

DrinksDrinks
Tea, Lemonade, Coke, Sprite
Diet Coke, Mr. Pibb, Rootbeer . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $2.50
Red Bull . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $3.00
Ginger Ale . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $3.00
Mountain Dew . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $3.00
Refills . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$1.25

Last CallLast Call
Pretzels w/Cheese (3) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $8.00 
Housemade Chips w/Salsa . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $8.00 
Queso . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $2.00 
Fried Pickle Spears (6) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $8.00
Onion Ring Basket . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00
Spicy Cheese Curds  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00
Breaded Mushrooms . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00
Mozzarella Triangles (6) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00

Kids Meals (12 & Under)Kids Meals (12 & Under)
(Includes one side & a drink)

Chicken Tenders (2) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00
Cheese Quesadilla . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00
Hamburger  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00
Cheeseburger . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00
Grilled Cheese . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$8.00

Homemade DessertsHomemade Desserts
Pie, Cobbler, Cake  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $4.00 
Scoop of Vanilla Ice Cream . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $1.00 

tricountybank.net NMLS: #422911

Bainbridge: 765-522-6216
Russellville: 765-435-2620

Crawfordsville: South Blvd: 765-362-9555
Downtown: 765-362-4900

Roachdale: 765-522-1000

for tomorrow, we have a loan for it.

dreamWhatever you 

We have the loan product that is right for you:

•	 Purchase	loans	for	1-4	family	residential

•	 Dream	Green	Home	Equity	Line	of	Credit

•	 Lot	loans				•		Condo	loans				•		Home	construction	loans

•	 Refinancing	of	current	home	to	potentially	lower		

your	rate	and	payment

Fixed and Variable rate loans
VA loans • USDA loans

Construction Loans and more!

SOLUTIONS

Mortgage 

Let us help make your dream a reality!

Lana Renick
Guardian Operations Liasion

Office: (765) 323-2716

Cell: (765) 366-1369

Fax: (765) 362-1268

Lana.renick@cg-idd.com

6911 Hillsdale Court

Indianapolis, IN 46250

www.cg-idd.com
Support Our Food Drive with Winter Savings!

Your support helps feed families in need. All donations will benefit local food pantries. 

Cans are collected while we are in the home. Ends 12/13/2025

DONATE 5 CANS OF FOOD GET $5 OFF ANY SERVICE

Summers Matches Donations—200,000+ Cans Collected Last Year!

FLIP OVER FOR WINTER SAVINGS!
765-267-8598

SummersPHC.com765-267-8598
SummersPHC.com

SCAN TO 
SCHEDULESCAN TO 

Schedule Your $69

Heating Tune-Up Today!

STAY WARM
ALL SEASON!

ting
HEATINGATINGA
TUNE-UPUPHEATING
TUNE-UP$69$69 TERMS & CONDITIONS APPLY

UP
Y FREE 

ESTIMATES!

Don’t wait!
Get Your  
Custom

Quote Now!

If you can put ink on it,
we can print it!

https://www.facebook.com/p/Ryans-Flowers-100057212929545/
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Fighting the Loneliness Epidemic
Loneliness is a serious 

problem in the U.S. with  
around half of the adult 

population identifying as 
lonely. 

Loneliness is characterized by 
insufficient social connections and 
resources and is linked to a range 
of negative health consequences, 
including heart disease, substance 
use, poor mental health and 
domestic violence. In 2023, the U.S. 
Surgeon General estimated being 
lonely is the equivalent of smoking 
15 cigarettes a day. 

WHY ARE WE LONELY? 
The Harvard Graduate School of 

Education’s Making Caring 
Common project conducted a sur-
vey in 2024 that found several caus-
es of the loneliness epidemic, 
including technology, insufficient 
time with family, overwork or 
being too tired or busy, mental 
health challenges, societal issues 
and more. MCC’s researchers say 
Americans need to promote a cul-
ture that cares and serves others 
with a social infrastructure that can 
help people develop meaningful 
relationships. 

WHAT ARE  
THIRD SPACES? 

This is where third spaces — and 
small businesses — can come in. 
The first space is our home. Work 
is the second space. A third space is 
anywhere else people can connect 
and build community. Think of 
public, municipal spaces like 

libraries and parks, or religious 
spaces like temples, mosques or 
churches. Small businesses have an 
important role to play here, too. 
Third spaces are also places like 
cafes, gyms, coworking spaces, 
bookstores, restaurants, pubs, gal-
leries, gaming stores and more. 

Third spaces are critical spaces 
for fostering social interaction and 
connecting communal bonds. 
Increasingly, the Brookings 
Institution says, these brick-and-
mortar third spaces are at risk. 
Research shows zoning laws have 
taken a toll as well as higher rates 
of poverty and encroaching techno-
logical and social media networks. 
But small businesses can help and 
it may provide an opportunity to 

boost profits. 

MAKING A THIRD SPACE
The city of Boston set up the 

Third Spaces Lab to help set up 
these critical connection points in 
the city. Among other initiatives, it 
set up small business incentives to 
encourage the development of third 
spaces in the city. The program 
found Boston’s third spaces thrive 
when they are welcoming, connec-
tive, creative, caring, resilient, equi-
table and flexible, all high-flying 
goals that are critical to any suc-
cessful business. 

More functionally, third spaces 
can be anywhere where everyone is 
welcome and everyone is invited. It 
needs to be accessible, often walk-

able or on public transportation 
routes, with a cozy, comfortable 
atmosphere. 

It has amenities that encourage 
people to gather, such as food and 
drinks, Wi-Fi and regular events. 
Most of all, it needs a core group  of 
regulars that uphold the values of 
the space and take ownership of 
the culture. As the youth say, it 
should have good vibes. 

A small business that sets itself 
up to be a successful third space is 
doing more than just turning a 
profit. It’s weaving itself into the 
fabric of the community. Its influ-
ence is far more than just dollars 
spent — it becomes a real invest-
ment in people. 
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LUMBER • PLYWOOD • MILLWORK
MACHINING • SAWING • LOGGING

765-918-1039 • Cooperscustomhardwoods.com
3506 W Offield Monument Rd, Crawfordsville

https://cooperscustomhardwoods.com/
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Creating Small Businesses that Last
Small businesses can help 

communities build and 
retain culture. 

Communities, in turn, can 
help preserve small 

businesses through legacy 
programs. 

These are government programs 
that provide support, financial and 
otherwise, to help keep small busi-
nesses afloat. 

WHAT ARE LEGACY 
BUSINESSES? 

Legacy businesses are 
long-standing, often locally owned 
and independent businesses that 
have operated in a community for a 
length of time and contributed to 
the community’s identity, culture 
and economic stability. They are 
pillars of the community that help 
it maintain its unique history and 
traditions. These are often family 
owned or multigenerational busi-
nesses that are, yes, small business-
es. 

HELPING LEGACY 
BUSINESSES

Cities across the country have set 
up legacy business programs to 
help support these businesses. For 
instance, in San Francisco, legacy 
businesses can receive marketing 
and promotion help, including par-
ticipation in Heritage Happy Hours 
and connections with other legacy 
businesses. Businesses can get help 
with finances, legal issues, zoning 
challenges, succession planning, 
and more. St. Petersburg, Florida 

offers events, panel discussions and 
more. Los Angeles Conservancy 
created a Legacy Business Toolkit 
to help legacy business owners 
strengthen and grow their busi-
nesses. 

One of the most important 
aspects of these initiatives is help-
ing legacy businesses plan for the 
future. Municipal programs can 
help businesses create and exe-
cute successful succession plans 
that guarantee legacy businesses’ 
success for years to come. This 

might include helping them find 
new owners, establish new man-
agement or even branch out into 
other ventures to help the busi-
ness evolve. 

SUPPORTING  
LEGACY BUSINESSES

You can support legacy business-
es by shopping locally. Use the pro-
grams in your area to identify lega-
cy businesses you can patronize. 
After visiting them, leave an online 

review. Tell your friends and family. 
Attend any special events around 
legacy businesses in your area. If 
you know a legacy business or what 
you think is a legacy business, 
encourage them to participate in 
municipal programs in your area. 
Let them know about the benefits 
of joining with other legacy busi-
nesses and making those connec-
tions. It may be as simple as regis-
tering with the city. 

LUMBER • PLYWOOD • MILLWORK
MACHINING • SAWING • LOGGING

765-918-1039 • Cooperscustomhardwoods.com
3506 W Offield Monument Rd, Crawfordsville

https://cooperscustomhardwoods.com/
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How Online Reviews Help
Since the dawn of the 

twenty-first century, much 
has changed about the 

way businesses and 
consumers interact with 

one another. 

The Internet has had a lot to do 
with that shift, and it continues to 
inform and affect consumer deci-
sions every day.

Online reviews are particularly 
influential components of modern 
buying. According to the online 
review facilitator Trustpilot, two out 
of every three consumers rank 
online reviews as the biggest influ-
ence on their buying decisions. In 
fact, reviews outrank search engines 
and social media in terms of their 
influence on modern buyers. That’s 
vital information for business own-
ers, but it’s also important for con-
sumers who want to support the 
local businesses that call their com-
munities home. Because online 
reviews are so influential, business 
owners can encourage customers to 
write them, and consumers who 
choose to do so can consider these 
tips to ensure their assessments are 
as beneficial to local businesses as 
possible.

EMPHASIZE BEING 
INFORMATIVE

The more informative a review is, 
the more likely prospective custom-
ers are to gain a greater understand-
ing of what separates a given busi-
ness apart from the competition. 
The search engine optimization 

(SEO) experts at Sterling Sky note 
that longer reviews tend to stay at 
the top of Google Business Profiles 
(GBP) listings for a longer time. 
Unfortunately, Sterling Sky research-
ers found that one-star reviews aver-
aged 244 words, while five-star 
reviews average 74 words. That sug-
gests even the most positive reviews 
are unlikely to remain near the top 
of a firm’s profile if they’re short. An 
informative review need not be a 
lengthy screed, but reviewers can 
try to write as much for a positive 
review as they would a negative one.

• Be truthful. An authentic render-
ing of your experience with a com-
pany will be recognized as such by 
savvy consumers, and thus more 
likely to compel others to patronize 
a business. Share details of your 
experience with the company, and 

emphasize accuracy over all. If part 
of the experience was negative but 
the overall encounter was positive, 
note both aspects. Pulling back and 
offering an overly glowing review 
might backfire, as other consumers 
might question its authenticity and 
wonder if the business is really wor-
thy of a positive review.

WRITE WELL
Writing is not everyone’s forte, 

but it’s still important for online 
review writers to try to write as well 
as possible. Poor grammar can be 
distracting, and that can affect how 
people perceive a review. Some may 
be too distracted by poor grammar 
to recognize the reviewer had a posi-
tive experience with a given compa-
ny. Review writers need not sweat 
over their grammar as if they were 

writing a term paper, but the review 
could be most beneficial to local 
businesses if the grammar does not 
draw attention away from their 
experiences.

AVOID SOCIAL OR 
POLITICAL COMMENTARY
Online reviews are not appropri-

ate forums to foster or engage in 
political or social commentary. 
Consumers who want to help local 
businesses should refrain from dis-
cussing anything other than their 
experiences with a company and its 
products in an online review.

Online reviews play a significant 
role in modern business. Writing an 
informative, truthful review can 
help local business owners in your 
community.
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Finding Small Businesses
Google is such a powerful 
tool that it’s changed our 

vocabulary. Instead  
of finding something,  

we Google it, and  
that includes  

small businesses. 

With just a few clicks, you can tai-
lor Google to help you find small 
businesses to support no matter 
where you are. If you’re a business 
owner, a few more clicks can make 
you more visible to potential cus-
tomers. 

FOR SMALL BUSINESS 
OWNERS AND MANAGERS

Getting listed on Google starts by 
creating a Google Business Profile at 
business.google.com. Enter your 
business details, choose the appro-
priate business category and add 
your physical address or service 
area. Choose a verification method 
and verify your business, then opti-
mize your profile by adding busi-
ness hours, a description and more. 
If your business already has a list-
ing, take the steps to claim the busi-
ness and take control of the profile. 
Use the same name and address 
across all online directories and 
your website to help Google’s bots 
verify your information. 

FOR CONSUMERS  
AND SEARCHERS

Let’s say you’re looking  
for pet supplies. Type “pet supplies” 
into the Google search bar and then 
find the toggle switch icon under 

the bar to refine your search. Click 
the icon and then, under “refine 
your search,” choose the small busi-
ness option. As you shop, you’ll 
notice small business icons and 
notes on products small businesses 
offer. To find businesses near you, 
activate your location services. 
Google’s Location Services uses 
GPS, Wi-Fi, mobile networks and 
more to determine your location. To 
get the best results, turn it on in 

your settings and set it to active. 
You can add your current location 

to your search. Instead of searching 
for “sandwich shops” try “sandwich 
shops in Orlando.” You can perma-
nently set some addresses, such as 
home or work, in your personal 
Google profile. 

KEEP IT GOING
Google says it is important for 

business owners to keep their pro-

file active by adding photos. Reply 
professionally to any reviews left by 
customers and encourage your cus-
tomers to leave reviews. This helps 
you build your visibility. Use local 
keywords on your website, title tags 
and meta descriptions, and make 
sure it’s mobile friendly.
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