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● Deep expertise in localized digital 

marketing, including paid media, 

organic/SEO, and web solutions

● Facilitated $2 billion in media 

spend through our platform

● Award-winning brand and 

location support with named 

account managers

● Experience driving success for 

over 100 multi-location brands

Netsertive: Take 
Control of Your Brand 
at the Local Level



Subheadline

Headline -1 line of text

Netsertive Proprietary and 
Confidential

Agenda

1. What’s Changed in Search 

2. What’s Staying the Same 

3. Key Priorities: Content

4. Key Priorities: Technical Foundations 

5. What you should (and shouldn’t) do 

6. Questions

3



Netsertive Proprietary and 
Confidential

Netsertive Proprietary and Confidential

4

The way people search has 
changed…
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★ They’re asking AI like ChatGPT and 
Perplexity.ai to make recommendations

★ Websites need to deliver fast answers 
for both impatient people and SEO/AI 
crawling bots

★ You need to be able to make changes 
quickly and stay relevant
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AI Search Stats

★ AI Mode sessions last 4 minutes 37 
seconds, significantly longer than 
standard search (1)

★ Generative search queries average 23 
words vs. 4 in classic search (2)

★ AI Overviews reach 2 billion monthly 
users worldwide (3)
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Why We Need Change

★ Organic click-through rates (CTR) 
dropped 18 –40% for many websites (4)

★ 60% of queries now end in zero-click 
answers (5)

★ Users click on links in search 47% less 
when an AI Overview is present in the 
Google SERPs 

★ Gen Z completes 31% of their searches 
on AI platforms (7)
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The Bright Side

★ Brands optimizing for AI citation saw a 
25% lift in visibility (8)

★ Optimized data can increase citation 
likelihood by up to 40% (9)

★ Local businesses may show up more 
often due to long form queries (10)
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Before AI Search After AI Search

★ People search to solve real 
problems, not type keywords

★ Brands that win give clear, specific 
answers

★ Trust still drives decisions (reviews 
& reputation)

★ Relevance still matters (right 
person, right moment)

★ People search to solve real 
problems, not type keywords

★ Brands that win give clear, specific 
answers

★ Trust still drives decisions (reviews 
& reputation)

★ Relevance still matters (right 
person, right moment)



Dimension ChatGPT Perplexity Google AI Overviews Traditional Search

When it uses 
training data

By default for general knowledge, 
reasoning, writing, frameworks, 
and stable concepts

Minimal, mainly for language 
generation and structure

Used only to generate 
summaries, not to decide what 
content appears

Not applicable, no training 
based reasoning

When it uses live 
web search

Only when current, time sensitive, 
or verifiable facts are required, or 
when explicitly asked

Almost always, search is the 
primary mode

Always, fully grounded in live 
search results

Always, results come directly 
from indexed pages

Search engine or 
data source

Licensed search providers and 
large web indexes, often 
Microsoft powered

Primarily Bing powered search 
with live page retrieval

Google Search index, Knowledge 
Graph, structured data

Google or Bing index 
depending on engine

Primary goal Thinking, synthesis, creation, and 
problem solving

Research, fact finding, and citation Fast orientation and explanation 
inside search

Discovery and navigation to 
relevant pages

Role of links Shown only when web search is 
used

Central to the experience, shown 
by default

Present but secondary to the 
overview

Links are a primary goal/result

Signals that 
matter most

Prompt clarity, context, 
conceptual coherence

Source relevance, recency, 
authority

SEO signals, authority, freshness, 
structured data

Keywords, backlinks, authority, 
freshness, relevance

Technical Foundations
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AEO Assessment: Measuring 
Your AI Search Readiness



How to Win in Search
Focus 1: Content
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● Content is how you answer real 
questions at scale

● AI and search can’t rank what you don’t 
say clearly

● The best content is specific, factual, and 
useful

● Great content turns keywords into 
conversations

1515

Content is (still) King
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● Surfaces strategic opportunities 

● Shows topics & AI volume where 
competitors appear more than you

● Shows your top performing topics 
where AI already “knows” your 
brand

1616

How AI Can Guide Content
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Brand Visibility
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Brand Sentiment

● With AI overview data we can review 
how different LLM’s (e.g ChatGPT) are 
talking about your brand and 
competitors

● Sentiment trends can help prioritize the 
content roadmap instead of guessing 
what to write about
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User Research

● We can review what users are asking AI 

● This helps guide the type of content to 
create and how to structure it (e.g. 
Question & Answer vs Blog format)
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Competitive Positioning

● We can review how AI talks about us 
versus our competitors

● Ensuring we prioritize key services 
and areas for growth 

● The data tells us that we should 
double down on safety content and 
potentially invest in other areas such 
as convenience 



How to Win in Search
Focus 2: Technical Foundations
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Technical Foundations

● The infrastructure layer under 
everything else – how your site, location 
pages, and profiles are technically set up

● All the pieces that make your brand 
machine-readable for search and AI 
(schema, sitemaps, clean code, structured 
location data)

● The way we keep information accurate 
and in sync across site, maps, and major 
directories
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Why this Matters

● Google explicitly lists “accurate 
business information” and NAP 
consistency across the web as key 
factors for ranking

● Schema makes your locations 
machine-readable for Google & AI. 
Rich results from structured data 
often drive ~20–30% higher CTR (11).
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What Schema is 

● A shared technical vocabulary that 
tells search engines what’s on a page 
in a structured way

● Added as small chunks of code 
(JSON-LD) that describe things like 
business, location, services, FAQs, 
reviews

● Helps Google and AI understand, not 
just index your pages in order to 
power rich results and stronger local 
visibility
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Schema Types and AI 

● Added as smallIdentity: LocalBusiness, 
SportsActivityLocation, 
EducationalOrganization

● Where & when: PostalAddress, 
OpeningHoursSpecification

● What we offer: Course / Service

● Trust & answers: Review / AggregateRating, 
FAQPage
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Internal Linking

● Indexing: Make sure every important 
page can be crawled, rendered, and 
indexed (no orphan pages, no 
accidental noindex).

● Location findability: National → 
region → city → location paths so 
search and AI can follow the same 
journey as users.

● Link equity: Use internal links (nav, 
footers, modules) to pass authority 
from strong pages to locations
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External Links

● Quality links = online referrals. When 
reputable sites link to you, they vouch 
for your expertise and reliability.

● Domain authority lifts every location

● Strong national authority makes it 
easier for individual location pages to 
rank and appear in AI answers.

● Local links prove local relevance. 
Links from schools, pediatricians, 
community orgs, and facilities help 
search/AI see you as the local option.



What you can do
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What Not To Do 

● Don’t chase AI “hacks” or prompt tricks 
instead of fixing basics

● Don’t flood the web with low-quality AI 
blog spam

● Don’t stuff keywords into every 
sentence—AI is good at ignoring that

● Don’t ignore Google Business Profile & 
reviews while obsessing over tiny SEO 
tweaks
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What You Can Do 

● Keep key facts accurate everywhere 
(hours, key services, how to contact, 
directions)

● Turn common parent questions into 
FAQs + GBP Q&A

● Share real photos + short success stories

● Build local trust signals through relevant 
community and industry partners



Q and A



NETSERTIVE CONFIDENTIAL

Thank you!

Questions? Contact Jason:

jlynch@netsertive.com 

Jason Lynch
Head of Marketing

Gabby Powers
Product Marketing Manager


