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PREFACE: You do You, Boo

I met Al the way you meet a magician at a kid’s party—impressed, mildly terrified and wondering if
that rabbit is really OK. While the rest of the Internet was busy asking ChatGPT to write haiku about
tacos, | was knee-deep in schema markup and citation cleanup, watching Google’s algorithm do the

Hokey Pokey for the eleventh time in one year.

So when the headlines started shouting “Al Will
Destroy SEO,” | didn't panic. | poured another
coffee and asked the only question that
matters: “How do | help small-business owners
keep doing what already works?”

Because here’s the big secret no one puts in
their LinkedIn carousels: Good
SEO is just good business
typed slowly enough for

leads. Count your sales. Follow the money, not
the memes. If a customer calls because Siri
blurted out your name, that’s a win — whether
or not they ever saw your hero image or your
blog post about National Donut Day.

The fundamentals haven’'t changed since
grandpa stamped his name
on a wooden sign: Know your

AISEO, AEO, GEO; AISO; customers, be trustworthy,

search crawlers to read it. AlQ, etc. And I'm sure deliver a reliable product or

The cornerstones: your brand,
solid website architecture,

by the time I've finished

service, and earn reviews
that don’t read like they were

clear content and messaging, Writing thiS, there will written by a malfunctioning

consistent reviews, and brand
mentions across the web are

be even more haughty

Roomba. Do that, and the
bots—like the people—will

still how you get into the top ego-boosting dCronyms. figure outwhere to find you

three organic results, the Map It's Stlll SEO

Pack and now those shiny new
Al overviews and searches.

SEOs have picked up a new audience of robots
that need the same information your human
customers do, just delivered in a way they can
parse on the first crawl.

Yes, clicks may be down while Al hands out
phone numbers like a nightclub promoter, but
revenue is what keeps the lights on. Track your

No life-hacking.

No magic bullets.

Just practical advice from a seasoned Search Expert

and tell others.

Is Al powerful? Absolutely. Is it
the end of local marketing as
we know it? No. But there's a new kid in town
and it's now all about your brand.

This isn’t another survival guide urging you

to buy the next snake-oil-shiny-object that
promises more leads than you can handle. It's
a calmly caffeinated conversation about why
the basics still work—and always have.
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What Works (and Always Has)

Why the Stuff Your Grandparents Did Still Works in the Age
of Al Search (Plus a Few Nerdy Tweaks)

Imagine your granddad running that small-
town mechanic shop. His entire “digital
strategy” was: Wave at everyone, remember
their dog’s name, and drop a nickel in the
drink machine whenever a kid wanders in.

Was it measurable? Nope. Did it work?
Absolutely.

Move the calendar ahead to the present. Now
every marketing blog sounds like a late-night

infomercial: “But wait—there’'s more! Add an Al
chatbot, an AR funnel, a blockchain token and

six TikTok goats!”

The good news is you can ignore 90 percent

of that noise. The foundations that made

Grandpa’s business hum still anchor success

today.

We just tuck them inside a website and
sprinkle on a dash of SEO.

1. Be Findable

Grandpa'’s version: A paint-
ed sign on Main Street.
Our version: The digital
equivalent of that sign.

Clear NAP — Your name, address and
phone number must match everywhere:
your website, Google Business Profile, Bing
Places, Yelp, socials — you name it.

Site Structure, Page Structure & Schema
markup — Grandpa hung signs; we
organize the site, write succint page titles,
structure the headings, and write JSON

schema. Same goal: make the info obvious.

2. Trust Is Key

Don't give anyone a reason
to doubt you. People (and
bots) value trust most of all.
Online, that means:

Fast site speed — Every second is a
customer standing on the porch, waiting.

Accurate hours, inventory, info, etc —
Update your site so no one drives across
town for the mower you sold last week.

E-E-A-T — Experience, Expertise,
Authoritative, & Trust were key pillars to
Grandpa’'s business and it works that way
with the search engines too.

3. Fix the Screw-Ups

You will mess up. Sometimes
it's you, sometimes it's the
cat who walks across your
keyboard at 2 a.m. Fix it.

Reviews and replies — Turn a 1-star rant
into a comeback story. To Google, Al, and
all-crawlers-yet-to-be reviews are gold.

Call them — (What?!) Seriously. Call them.

Make it right — It's the neighborly thing
to do. Also, if you want to talk money, this
screw up could cost you years of revenue.

4. Show Your Face

No one could even think of
the store without thinking of
Grandpa. Onling, it's about
you and your team.

No Stock Images — Okay. | know. | get it.
Sometimes you need a stock image, but try
your best to show your team's face every
chance you get. (Yes. The bots can tell.)

Alt Text — Grandpa’s handshake is now
an image with alt="Owner James Hero
handing keys to new customer.”

5. Organize the Aisles

In Grandpa'’s store, there
was a logical flow from one
department to the next. We
call that “internal linking.”

Internal links — Help people (and
crawlers) understand and quickly
access related information.

Breadcrumbs — They're not just for
Hansel & Gretel. Everyone (crawlers,
included) wants to know how to get
back home.

6. Make (Good) Waves

The local newspaper loved
writing about Grandpa's
new dealership a few towns
over. People noticed.

Press Releases — Whenever there's a

reputable source shouting your name
and pointing business your way, your

business is going to be fine.

People and

crawlers want
the same things.




Star Ratings & Street Cred

Why Reviews Beat Coupons, Billboards and Your Mom

If cash is king, reviews are the royal decree—public proof that you actually deliver on the promis-

es your homepage keeps shouting. Search engines treat them like fresh breadcrumbs: every new
five-star blurb tells Google, “Yep, this place is still legit.” As Adam Dorfman put it during a Near Memo
podcast, “Reviews are going to continue to be as important—likely more important—than before if
you want to be visible in these [Al] results.”

Algorithms Crave Reviews

Think of reviews as eyewitness testimony for your brand—except the witnesses are sober, plentiful
and feel weirdly compelled to post screenshots of your front door. Google’s EEAT framework (Experi-
ence, Expertise, Authoritativeness, Trust) runs on credible evidence, and nothing fills that tank faster
than real people talking about real experiences.

Crowd-sourced credibility — Each review * Authoritativeness through triangulation

is a mini case study that proves your

business exists outside your own marketing

copy. Crawlers add up those stories and to
validate your credibility.

Experience in the wild - Five sentences
about a fixed busted faucet tells Google
more about your real-world know-how
than a 1,500-word service page ever will.

Expertise by detail - Customers drop
brand names, model numbers and insider
slang you’d never cram into a headline.
That jargon signals subject-matter
mastery—and crawlers eat it up.

— When similar praise pops up on Google,
Yelp and an industry directory, algorithms
see a consistent pattern and trust climbs
like a cat up a curtain.

Trust via transparency — Responding to
praise (and the occasional roast) shows
you’re an accountable human, not a bot.

As summit speaker Adam Dorfman put

it, “Recency of reviews and the content
within reviews is going to be referenced
more with Al overviews” (Al SEO Summit)
Translation: Google cares less about
perfection and more about participation.

Handling the One-Star Meltdown

A quick note on negative reviews. They're not digital gre-
nades; they're public chances to demonstrate grace. Re-
spond calmly. Fix the problem. Worst case, you lose one
customer. Best case, you gain everyone who watched you

handle it well.

Google, Yelp, social media, niche
directories, and yes — your own
website — feed the crawlers.
Specifically, Al crawlers are pulling
review data from diverse sources, so
it's important to level up your review
game across all channels.

Quarterly, read the reviews like tea
leaves. Do five people rave about
same-day service? Feature it!

Do seven curse your parking lot?
Time to move Cousin Ricky’s boat.

Hand them the link before they leave
the parking lot. Hint: Your review link
should be any and everywhere a
customer’s eyes might linger: email
signature, website, business cards,
table tents, menus, etc.
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“Thanks, Lisa! Thrilled the new gutters
survived Tuesday’s sideways rain.”

A quick, specific response turns

one review into a mini-blog post
and signals to both customers and
crawlers that you're active.
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Get the Customer, Not the Click

Behold The Numbers That Actually Matter!

« .
Real Conversations
Track calls that lasted longer than
"Hello? ... "Hello?"

Clicks, rankings, dwell time, p . . there's still a lot of value in

key event counts, etc. still Traffic for traffic's sake knowing user behaviors on

matter. They prove the IS deod; it's the right your website, but revenue

lights are on and someone’s . . . is (and always has been)

sampling the buffet. traffic that wins in an the GPS pin that turns
Al-first SERP” “somewhere out West” into a

But once Google began . . solid destination.

blurting answers in Al — Aaron Sparks, SERanking Al Summit

Overviews, rolled out its Shifting from clicks to

“Al Mode” tab, and users started firing up customers means wielding every tool in this

ChatGPT or Perplexity to dodge the SERP white paper to grow your brand—the single

altogether, those surface metrics stopped biggest driver of revenue, then and now.

telling the whole story.

At the end of the day, if

SEO brought in $10K and
the viral goat-dance reel
brought in zilch, we

Appointments Kept
focus on SEO. Calendars beat contact form
submissions every time.
If it's the other way
around — hey, I'll cue

the goats myself.

Traffic can nosedive while your phones
explode, or the reverse. Which means you
simply must keep score. There's no way
around it: You have to make a habit of
finding out exactly where your leads

are coming from, which ones converted
to sales, and which sales were most
profitable. Otherwise, you're reading compass
that won't stop spinning.

Referrals

There's no greater
salesman than a happy
customer who became
a brand ambassador.

Closed-deal data flips on the
overhead lights.

We have to know if the sale comes from Al,
Google Map Pack, organic search, brand
search, Google Ads, Press, etc. With that intel,
we swap billboard vanity plays for tweaks

that actually rain cash.
Sure, old metrics still get charted, and o
Closed Sales & Revenue
How many dollars walked in? How
' o ; , Repeat Buyers did they hear about you? Why did
Your SEO can measure every pixel a visitor taps, but if you can’t y yousWhy
Proof your first impression they choose you?

tell them who became a paying customer, they’re basically wasn't a fluke.
coaching a ballgame with the scoreboard turned off.




Survive Every Algorithm
Mood Swing & Search Disruption

Feed the Robots These Six Things, Then Relax

If Google's algorithm were a roommate, it would rearrange the furniture at 3 a.m. twice a month just
to watch you stub your toe. But beneath the chaos, the same load-bearing walls keep everything
standing. Give crawlers trustworthy signals and they'll keep sending customers, whether the result
shows up in a 3-pack, an organic top three, or some Al hologram narrated by a chimp with jazz
hands. Focus on these things and you'll show up in search results — organic and Al.

01WEBSITE OZSEO 03GBP

A SATISFIED

CUSTOMER
S THE BEST

BUSINESS
STRATEGY

A well-planned site On-Page & Techni- Claim, optimize and

is the cornerstone cal SEO feed Al (and regularly update your

for your brand. This other) crawlers the Google Business Pro-

is how Al learns most reliable, clean, and file with posts, offers,

about you. fast data they need. images & reviews.

04BRAND 05 STARS 06DO GOOD

Build your brand out Trust is key. If people Press releases, news
with socials, You- trust you, Al will. Get coverage, business
Tube, PR, directories, those good reviews highlights, etc. are
mentions. One clear and crawlers will rec- the best backlinks
brand message. ommend you. you can get.




How to Avoid Shiny Objects & Snake O1l Al "Solutions”

Learn to Keep Your Sanity (and Budget) When Every Ad Promises “Al Magic!”

Fun fact: While working on this white paper, |
bought a product that promised I'd be able
to create an ebook in 90 seconds. | fell for it.

The Leadership Mindset

Innovation matters, but discernment matters

Needless-to-say, it did not work out.

I'm certain your inbox, social feeds, and
phones are inundated with a parade

of promises: “One-click Al SEO—rank #1
overnight!”, “No-code Al websites—launch by
lunch!”, “GPT chatbots—never answer email
again!”, etc.

Most arrive half-baked,

wrapped in heon copy,
and quietly bill you every
month while the “set-and-
forget” funnel forgets to

deliver customers or worse,

frustrates the customers

you worked so hard to get.

more. True leaders resist stampedes, vet tools
methodically, and keep their brands anchored
in reliable strategy. Algorithms evolve,
headlines scream, vendors yell “Game-
changer!”

You'll sip your coffee, check the numbers, and
remember that sustainable growth still comes

“‘Run a great business
instead of trying to find
a silver bullet..”

from the same steady
habits—serving customers
well, communicating
clearly, and improving a
little each quarter.

That's not old-school;

— Mike Blumenthal, Near Memo Podcast that’s timeless. That's

good business.

The Calm-Captain, Zero-Regrets Checklist

1.

2.

Ask “What Problem Does This Tool Solve?”
If the tool can’t solve a concrete pain—
qualified leads, faster human follow-up,
tighter inventory—pass.

Ask “Will This Tool Build Customer Trust
or Destroy It?” If there’'s a chance this tool
frustrates your customers, steer clear of it.
Al chatbots are a prime example of this.

Demand Proof.

Look for case studies tied to revenue, not
screenshots of traffic spikes or emoji-filled
tweets with thousands of comment bots
singing the hallelujah chorus.

4.

Pilot, Don’t Plunge.

Test. Measure calls, sales, retention—then
scale if it works. Drop it if it doesn't. Yes.
Keeping track of those numbers can be

a royal pain, but it can save you a lot of
money in the “Shiny Object” ecosphere,
while also giving you the confidence to try
a few new things.

Run Quarterly Reality Checks.
Re-evaluate tools against real-life dollars
in the bank. If a subscription isn't tied to
revenue or meaningful amounts of time,
cancel it. No harm. No foul.
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BJ Bowen is the founder of Visibull Local SEO, a Durham, NC—-based
digital strategy consultancy specializing in web design, web devel-
opment, and search engine optimization. With more than 37 years of
experience in marketing, graphic design, and digital strategy, BJ tran-
sitioned from graphic design to internet marketing in 2005 and has
since built a career at the intersection of creativity, technology, and
business growth.

BJ is Google Analytics and Google Business Profile Certified, with a
proven track record in SEO strategy, website optimization, and digital
campaigns across industries including manufacturing, real estate,
construction, B2B services, and local service businesses. Her approach
emphasizes measurable results, clear communication, and building
intentional, long-term partnerships with clients.

No life-hacking.

No magic bullets.
Just practical advice from a seasoned Search Expert



https://www.instagram.com/visibull.seo/
https://www.linkedin.com/company/visibull-local-seo/
https://www.facebook.com/profile.php?id=61554897549641
https://www.youtube.com/@Visibull-Local-SEO
mailto:info%40visibull.net?subject=

	PREFACE: You do You Boo
	What Works (and Always Has)
	Star Ratings & Street Cred
	Get the Customer, Not the Click
	Survive Every Algorithm 
Mood Swing & Search Disruption
	How to Avoid Shiny Object & Snake Oil AI "Solutions"
	About the Author


