Al Overview Is

Changing Search.

What SME Owners Must Know
to Protect Visibility and Leads.

AT10-minute executive briefing for Irish SME owners.
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The Search Game Has Changed.

Googleis no longerjust alist of links.
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Where Visibility Gets Lost.

The five risk zones for SMEs.
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Visibility is now earned across trust, usefulness and proof — not rankings alone.
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Still Win.

Reviews and WRWWW
brand search drive

Expertise, proximity and qualified leads.
proof are powerful

Better content
OdVCIntCIgeS. earns trust.

Local authority
matters.

Real expertise
beats brand size.
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Google Wants

Real Businesses.

E-E-A-T matters more
than ever.
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1) Experience — J 2) Expertise —
show evidence g——

: explain what
you have done \*/ P buyers need to
the work; / ol

know;
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3) Authoritativeness — 4) Trustworthiness —
earn mentions, links make proof, policies and
and trust signals; contact details obvious.

Al engines prefer businesses that
look unquestionably real. J
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Your Website
Needs Surgery. "?’

FAQs for
buyer-intent
questions
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Strong About
page+ trust

Not cosmetic changes — -
commercial clarity. TE%} S?tiep?é‘;‘f"esH ]

Reviews and
testimonials

Useful beats clever.
Clear beats clever too.
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Local Search
Is a Battlefield.

“Nearme” searchis becoming
Al search.

Being the best-known business
in your postcode often beats
being the loudest online.

Google Business
Profile accuracy

NAP consistency
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County/city
pages
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Local backlinks
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MEASURE WHAT
CREATES LEADS.

Stop obsessing only about traffic.

LOWER TRAFFIC + BETTER
LEADS = SUCCESS.

Not all visitors are customers. Some are just
very committed browsers.
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Optimise to Be the Answer | srowm |
A focused 90-day action plan

Don't

optimise for
- rankings. |

s g Optimise to

Tl QA

e Audit top- * Rewrite weak e Track beyond be the answeyr.
performing pages rankings
page§ * Strengthen local e Grow answer- Because if Google answers the
* Identify Al SEO engine visibility question before prospects meet
Overview impact ¢ Build review you, you want Google quoting
generation you — not your competitor.
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