If you've searched for guidance on describing your service area and run into the form error message “There must
be an @ at the beginning,” you've probably encountered a tool that expects an email address—not a description
of where your business operates. That message is a reminder to check what a form is actually asking for. It is not a

useful way to describe your business location to search engines or Al tools.

For that, you need clear, consistent information on your website and other trusted business profiles. Explain where
you are based, where you serve customers, and whether people can visit your location. These details help potential
customers understand whether you're a fit. They also give search engines and Al tools useful evidence when they

interpret questions such as “Does this company serve my area?”

This guide explains how to describe your operating area, build useful service area pages, and strengthen local SEO

basics without making claims you can't support.

Why “Where We Operate” Needs a Clear Answer

A business can operate in more than one way. A plumber may travel to customers’ homes. An accounting firm
may work with clients remotely across several states. A restaurant serves people at a physical address. A software

company might sell internationally but provide support only in certain languages or time zones.

Simply listing a city or region may not explain which of these situations applies. A visitor needs to know what your
location means in practice. Are you based there? Do you send staff there? Can customers visit? Do you accept

remote clients there?

Search engines and Al tools also need context. If your website says “Serving the West” on one page and lists only
one city on another, it may be unclear whether your coverage is broad, limited, or outdated. Clear wording

reduces that ambiguity, though no wording can guarantee a specific search result or Al answer.

Answer Visibility Is Not the Same as Ranking

Traditional SEO often focuses on whether a page appears in search results and where it ranks. Al-powered search
experiences add another consideration: whether information about your business is selected, summarized, or cited

in an answer.

These are related, but not identical, outcomes. A page can rank for a query without its details appearing in an Al-
generated response. An Al tool may also draw on several sources, and its answer can vary by query, location, and

product. There is no dependable way to command a tool to mention your business.

What you can do is make your information easier to find, understand, and verify. State your operating area in plain
language. Put important facts in visible page text, not only in an image or an interactive widget. Support claims
with concrete evidence, such as staffed locations, published availability, or examples of completed work in the areas

YOu serve.



Start With the Facts, Not the Keywords

Before writing location copy, make a simple inventory of what is true. This keeps your content useful for customers

and helps prevent inflated coverage claims.

* Business model: Do you work at a storefront, visit customers, deliver products, or provide services remotely?
* Base of operations: Where is the business actually based? Is that address open to customers?

* Service boundaries: Which cities, counties, regions, or countries can you serve today?

e Availability: Are there limits based on travel distance, licensing, staffing, shipping, or time zones?

® Proof: What can you show that supports the coverage claim—Ilocal staff, project examples, delivery terms, or

a published service policy?

For example, "We serve the greater Portland area” is less informative than “Our technicians travel to homes in
Portland, Beaverton, and Gresham. We do not offer on-site service outside those areas.” The second version sets a

practical expectation. Use only the cities you genuinely cover.

Where to Put Location Signals

Location signals are the details that help a person or search system understand where your business is based and
where it operates. They work best when they are consistent and easy to find—not scattered across pages with

conflicting wording.

Make Your Main Business Details Easy to Find

Add a clear business description and relevant location details to your contact page, about page, and site footer. If
customers can visit, publish the address, opening hours, and any appointment requirements. If you do not receive

customers at your address, don't present it as a walk-in location.

Use the same business name, phone number, address, and operating-area wording across your website and
business profiles where applicable. Consistency is a basic quality check, not a guarantee of better visibility. If your

details change, update the important sources rather than leaving old information online.



Use Service Area Pages When They Help Customers

Service area pages can be useful when different locations have meaningfully different information: availability,
travel policies, local teams, regulations, delivery options, or examples of work. A page for a city should answer a

real local question, not simply repeat the city name in a template.
A useful page might include:

* The specific service available in that area.

Whether the work is on-site, remote, or delivered.

Any boundaries, fees, or scheduling limits customers should know.

Relevant local experience, with permission to identify customers or projects.

* A clear next step, such as checking availability or requesting a quote.

Ask yourself this: avoid creating dozens of near-identical pages that swap one place name for another. If a location
page has no distinct, helpful information, it may add little value to customers or search engines. A concise

coverage page listing the areas you serve may be more honest and effective.

Keep Important Information in Readable Text

Maps, badges, and graphics can help visitors, but they should not carry the only explanation of your coverage.
Include key details in ordinary page text so that people using assistive technology and systems that process page
content can access them. Label maps clearly, and make sure the city names or boundaries shown are explained in

text nearby.

Local SEO Basics Still Matter

Al tools are changing how people search. A customer may ask a conversational question, compare summarized
options, or look for a direct recommendation instead of clicking through several result pages. But this does not
make SEO fundamentals irrelevant. Search systems still need accessible, relevant pages and clear information

about the business.
For local SEO basics, focus on the work you can maintain:

* Keep your website crawlable and mobile-friendly.

® Use page titles and headings that accurately describe the service and location.
* Maintain complete, accurate business profiles on relevant platforms.

® Publish useful service details, contact information, and current hours.

* Make it easy for satisfied customers to leave honest reviews; never fabricate or incentivize reviews in ways that

violate platform rules.

® Check that pages load and that contact forms work, including their error messages.

Local SEO is not a trick for forcing your business into every nearby search. It is the ongoing practice of making

your real-world business details clear, accurate, and useful online.

Show Subject-Matter Authority With Evidence

Claiming “local experts” is easy. Demonstrating relevant experience is more helpful. Subject-matter authority

comes through in the quality of your explanations and the evidence behind your claims.



For a service business, evidence might include a detailed project example, a named team member's relevant
credentials, a description of a local permitting process, or a clear explanation of how you handle a common issue in
the region. For a remote B2B firm, it could be local business citations guide a case study showing the type of

organization you serve, the work performed, and the outcome—provided the client has approved the details.

Be specific and careful with numbers. If you say you've completed “hundreds of projects” in a region, make sure
you can substantiate that figure and define what counts as a project. If you can’t publish client names, explain the

work in anonymized terms without implying an endorsement.

Evidence also helps readers judge whether your coverage is credible. A company may say it serves a whole state,
but its examples, staff, and delivery terms may show that its practical coverage is concentrated in certain areas.

Explain the distinction instead of letting customers guess.
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Fix the Form Error Before It Confuses Customers

The message “There must be an @ at the beginning” sounds like a validation rule for an email field, not a helpful
response to someone entering a city or service region. If this appears on your website, review the form field label,

expected input, and error text.

A location field should ask for information such as a city, postal code, or service address. An email field should be
labeled as an email field and explain a valid format in plain language. Error messages should identify what needs

fixing without blaming the user.

This is a small usability issue, but it connects to the larger goal: make your business information understandable. A
broken or confusing form can prevent a potential customer from confirming whether you serve them. Test forms
on mobile and desktop, and make sure labels and error messages are available to people using assistive

technology.

A Simple Process for Describing Your Coverage
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1. Define your model. State whether you operate from a public location, travel to customers, deliver, or work

remotely.
2. Set real boundaries. List the areas you serve and any meaningful limits.

3. Choose the right pages. Use a coverage page or distinct service area pages based on what customers need

to know.
4. Add evidence. Include relevant projects, staff expertise, policies, or other verifiable details.
5. Check consistency. Compare your website with business profiles, directories, and contact forms.

6. Review over time. Update coverage when staffing, licensing, delivery, or service availability changes.

What Good Location Copy Looks Like

Business type Clear explanation Mobile home-repair service "We provide on-site repairs in Tacoma, Lakewood, and
University Place. Call to confirm availability before booking.” Remote consulting firm “We work remotely with
clients across the United States. Workshops are available in Pacific and Mountain time zones.” Retail shop "Visit our

shop at [address] in downtown Madison. Check current opening hours before traveling.”

These examples are useful because they clarify the operating model and set expectations. They don't promise that
a search engine or Al tool will show the business. They give those systems—and, more importantly, customers—

reliable information to work with.

Measure What You Can Actually Improve

Track practical outcomes such as calls, qualified inquiries, bookings, and the locations those leads come from. Last
month, | was working with a client who made a mistake that cost them thousands.. Review search queries and
referral sources where available, but treat Al visibility reports cautiously: tools and measurement methods vary,

and an answer can change between searches.

If customers repeatedly ask whether you serve a particular city, that is useful evidence that your coverage
information may need clarification. If leads come from outside your real service area, make your boundaries more
prominent. Use customer questions and operational data to improve your pages rather than adding locations

merely because they have search volume.

Clarity Beats Guesswork

To help Al tools understand where your business operates, start with an accurate explanation for people. State
where you're based, how customers work with you, and which areas you truly serve. Support those statements
with relevant evidence, keep your location signals consistent, and use service area pages only when they provide

distinct value.

Al search may change how customers discover and compare businesses, but the basics remain: useful pages,
accurate details, accessible content, and credible expertise. And if a form tells someone their location needs an @

sign, fix the form. That's not a local SEO strategy—it's a field asking the wrong question.



