
FROM ZERO RANKINGS TO LOCAL MARKET DOMINANCE
10 map-pack markets at #1. In twelve months, 16 of 17 active stores ranked in the local top 10.

TWELVE-MONTH ENGAGEMENT, 2019 TO 2020
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A Sixteen-Store Chain the Internet Could Not See
The physical footprint had no digital shadow
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THE CHALLENGE

Zipps Liquor operated sixteen stores across East Texas, carried more inventory than many local 
competitors, and had an established domain. Yet the website ranked for zero non-branded organic 
keywords. The old Wix site had thin content, no scalable store-page system, and inconsistent local 
signals. A shopper searching near any given store found a competitor instead.

THE FIRST-YEAR RESULT

Twelve months in, the physical footprint finally had a digital equivalent: rankings in every market, and 
phones that rang because of them.

16 of 17
ACTIVE STORES IN THE LOCAL TOP 10

10
MARKETS HOLDING THE #1 MAP POSITION

TRANSFORMATION AT A GLANCE

16 STORES
Retail locations at kickoff; 18 by the end, including new launches 
and one closure

0 KEYWORDS
Non-branded organic rankings at the start

4.37K KEYWORDS
Organic rankings in SpyFu at twelve months

10X CALL ACTIVITY
Call-tracking clicks rose from 3 to 30 a week at peak

16 OF 17
Active stores in the local top 10 at twelve months



One Search System, Built Store by Store
Website, local architecture, content, and measurement working as one engine
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01
SEO-FIRST WEBSITE REBUILD

Pivotal Point Marketing moved the 
site from Wix to WordPress and 
rebuilt it around search intent, with 
dedicated pages for every store and 
clear paths for retail, wholesale, and 
party demand.

02
SCALABLE LOCAL ARCHITECTURE

Consistent location data, directory 
citations, internal links, optimized 
pages, and Google Business Profile 
work created one repeatable 
framework for every market.

03
HIGH-OUTPUT CONTENT ENGINE

Four to five articles and two videos 
were published each week, 
supported by social content, local 
pages, backlinks, and press releases 
for store launches.

04
ACTION-LEVEL MEASUREMENT

Calls, forms, direction requests, 
wholesale inquiries, and party orders 
were tracked in weekly reporting so 
rankings were measured against 
customer action.

THE CADENCE: 4 TO 5 ARTICLES AND 2 VIDEOS EVERY WEEK



Local Search, Taken Market by Market
Ten weeks of location-level tracking, from the weekly ranking reports
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LOCATION START OF TRACKING TEN WEEKS LATER GAIN

Montgomery #20 map #1 map +19

Bellville #21 map #1 map +20

Oakwood 50+ map #1 map +49

Conroe, N. Frazier #10 map #2 map +8

Magnolia #10 map #4 map +6

Nacogdoches #16 organic #2 organic +14

10
MARKETS HOLDING THE #1 MAP POSITION

At twelve months

16 of 17
ACTIVE STORES IN THE LOCAL TOP 10

At twelve months

+49
BIGGEST SINGLE JUMP

Oakwood, beyond position 50 to #1

MAP-PACK POSITION IS THE SEARCH RESULT THAT PUTS A STORE ON THE MAP, LITERALLY, FOR THE SHOPPER STANDING NEAREST TO IT



Rankings Turned Into Ringing Phones
Customer actions, not vanity metrics, measured week by week
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Call-tracking clicks per archived reporting week, over twelve weeks. The phone went from three clicks a week to thirty.

10x
PEAK CALL-TRACKING CLICKS

3 to 30 a week

42.6K
WEEKLY SEARCH IMPRESSIONS

Peak week, up from 27.8K

0 to 6
CONTACT FORMS PER WEEK

In just over two months



New Stores Entered the Market Search-Ready
The same system handled launches, additions, and closures without losing control
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WINONA, TX

A dedicated store page, directory listings, press 
release, and opening announcement were 
completed as the new location prepared to 
launch.

MARSHALL, TX

The next launch followed the same checklist: 
Google Business Profile work, a new location 
page, listings, and supporting content.

THE WOODLANDS, TX

When this store closed, location references were 
removed quickly so customers and search 
platforms received accurate information.

THE DIFFERENCE

New markets stopped being one-off projects. They became a documented process that aligned the website, listings, profiles, and launch content from the start. The network grew 
from 16 stores to 18 during the engagement and the search system absorbed every change without a rebuild.



When COVID Hit, the Strategy Changed in One Week
The same operating system, redirected toward the next opportunity
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THE ORIGINAL PLAN

Build a dedicated page for wedding and event liquor orders.

THE IMMEDIATE PIVOT

We finished the wholesale page for restaurant and bar owners in the first week of March. Two weeks 
later Texas shut down dine-in service. As event demand disappeared, Pivotal Point Marketing paused 
the wedding page, rebuilt the wholesale page, fixed its calls to action and form, and created a 
Facebook group connecting Zipps with local bar and restaurant owners for recovery and future 
demand.

The strategy moved with the market instead of waiting for the client to rewrite the assignment.

PAUSED Wedding and event landing page

REBUILT Wholesale page and conversion paths

CREATED Local wholesale relationship channel

TRACKED Wholesale forms, calls, and party orders



From Zero Rankings to 4,370 Organic Keywords
In twelve months, the rebuilt site supported both broad visibility and local market dominance
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AT KICKOFF

0
NON-BRANDED ORGANIC KEYWORDS

Documented in the original proposal

TWELVE MONTHS LATER

4,370
ORGANIC KEYWORDS

Recorded in SpyFu as the engagement closed

THE GROWTH CAME FROM ONE CONNECTED SYSTEM: SITE + LOCATIONS + CONTENT + AUTHORITY



Zipps Became the Local Search Leader It Should Have Been

THE RESULT

Pivotal Point Marketing rebuilt the website, local architecture, content engine, launch 
process, and conversion reporting behind a sixteen-store retail chain.

Twelve months in, SpyFu recorded approximately 4,370 organic keywords. Sixteen of 
seventeen active stores ranked in the local top 10 and ten held the #1 map position. 
The system also supported new-store launches and adapted during COVID in a single 
week.

TWELVE-MONTH ENGAGEMENT, 2019 TO 2020

THE NUMBERS

10 at #1
MAP-PACK MARKETS

16 / 17
STORES IN LOCAL TOP 10

10x
PEAK CALL-TRACKING ACTIVITY

4.37K
KEYWORDS IN TWELVE MONTHS

One connected system turned store count into market coverage, customer 
action, and durable search equity.
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