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The Evolution of Search Optimisation

OPTIMISING FOR ENGINES

Rankings & traffic
Technical SEO
Keyword focus

Content optimised for humans
Backlinks from powerful sites

Driving search volume
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ANSWER

Visibility & sentiment
Website accessibility optimisation
Semantic understanding
Content optimised for humans & agents
Mentions on relevant sites

Driving positive social & community signals



Optimising for Al Searc

GEO Specific Considerations

Content

BOTH e Provide clear, direct answers aligned to intent

e Support key claims with credible sources and data

e Use structured formatting for easy scanning and extraction
Content Quality e Cover topics with both breadth and meaningful depth

e Address informational and commercial intent where relevant

Technical Health

Relevancy
Topic Mapping Authority & Trust
Authority & Trust
E-E-A-T e Earn high-quality mentions, not just backlinks
. ¢ Implement schema to clarify entities and relationships
User Experience e Highlight expert authorship and subject-matter credibility

* Reinforce trust with reviews, awards, and certifications

Brand Reputation

Strategy

¢ Mine PAA and conversational query data

*  Map content across the full customer journey

e Build topic clusters that demonstrate authority

e Optimise content for Al Overviews and answer engines

Product & Brand

e Structure pricing, features, and comparisons clearly

e Strengthen reputation with proof points and testimonials
e Communicate brand value concisely and consistently

*  Make content accessible for both users and Al systems
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Metrics to measure success

In the era of Al Search, brands must look beyond

’ LY
rankings and focus on how they appear within Al- ( \ ( I Q | \ ( \
generated answers and AlO. v W)

/ 1\

Metrics such as Visibility, Answer Inclusion, Total Visibility Mentions Total Citations
Citations, Citation Depth, Sentiment, and Al tﬁ::dp:;):]ppszgrnziviyﬁ;
Referral Quality reveal how often and how strongly the main response
your brand shows up in Al conversations. \_ W, \_ J L W,
Tracking these signals helps benchmark against
competitors and refine strategy, with stronger Al ( ( \

revenue.

visibility driving branded search, trust, and ( ;:) ;Q \ \ /\/ﬂ
7r7_) —® ﬂﬂ”ﬂﬂ_ﬂ

While Al traffic may be lower in volume, it is Citation Depth Sentiment Al Referral Quality

typically higher intent and higher converting,
making it strategically valuable.

. /L J J
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Al Mentions vs Al Citations

Mentions and citations can fluctuate frequently, reflecting changes in Al-generated content and source references over time

Which bra is best in the UK?

Response

4 Al Overviews ~

Top-rated bras in the UK for 2026 include the Nudea stretch easy does it bralette for comfort, Triumph’s classic Doreen Non-Wired bra for support, and

Bravissimo's Millie bra for larger cup sizes. Popular choices also include Next's lace ultimate comfort bra and M&S's Rosie collection . www.bravissimo.com

www.independent.co.uk '-'A'\"v'\'\'.S.]\JUHlE.CU'H WWw.g uUHlE.CUIT www.womanandhome.com
Top Recommendations by Category (2026):

« Best Overall Comfort: Nudea The Stretch Easy Does It Bralette .

» Best for Larger Busts: Bravissime Millie Bra (D-K cups), Panache Envy , and Elomi Morgan .

» Best Non-Wired: Triumph Doreen and Bravissimo Ultimate Comfort .
* Best Everyday/Value: Next Non Padded Full Cup Lace Bra (£18).
« Best for Smoothing/Back Fat: SKIMS Fits Everybody and M&S Rosie Contourwear .

* Best Sports Bra: GoodMove Ultimate Support . www.bravissimo.com www.independent.co.uk

eguardian.com
Top UK Bra Retailers:

* Bravissimo : Specialized in D-L cups.
* M&S ( Marks & Spencer ) : Widest range of everyday styles and non-wired options.
« Triumph : Known for durable, classic, and comfortable designs.

« Nudea : Highly rated for modern comfort and sustainability.
www.marksandspencer.com

\bravissimo.com

www.womanandhome.com

ndependent.co.uk

When looking for the best fit, experts often recommend visiting retailers like Bravissimo for specialized fittings. www.bravissimo.com

www.melharrisonosteopath.co.uk

Some examples of Prompts, Response and Brand Mentions

Mentions refer to the number of times a brand is referenced in Al-
generated answers even if the Al does not provide a direct link to the
source. Brands highlighted in yellow are “mentions”.
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2 United Kingdom 13 May 2026 ~

Mentions 2
1 §) Bravissimo

2 @ Marks & Spencer

Cited pages 8

1 §) bravissimo.com

2 @ independent.co.uk

[A]

google.com

@

google.com

5 @ womanandhome.com
& (B theguardian.com

7 @ marksandspencer.com

i @ melharrisonosteopath.co.uk

Some examples of prompts citations

Citations refer to the number of times a brand appears as a linked source
within the Al-generated answer. The links support the answer and are
clickable, providing relevant traffic to the website.



rowth of LLM’s in the UK

Growth of LLM’s

An increasing number of users are turning to Large Language Models (LLMs) to gain more

[ |
er I eXI | information or understanding around a topic.
Al Overview is one of the most used Al engines as it appears directly in Google SERP.

ChatGPT also holds the largest market share at 59.5%.

‘ 8.3% For the ecommerce industry, LLMs are typically used by shoppers to research and compare
. 0

brands and products, to gather further information and understanding before opting to
make a purchase.

Al Overview

<+ Gemini

& Al Mode,

ChatGPT g Grok

15.2%

{(INEss“ Source: https://evolvagency.io/learn/generative-search/llm-statistics-2026 (Jan 2026)
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https://evolvagency.io/learn/generative-search/llm-statistics-2026

Turning Strateg
Action
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You've just opened a coffee shop. You have
no sign. No listing. No website. What
happens?"

Make SEO feel like the digital equivalent of
putting up a sign on the high street. This
lands immediately for business owners

H

* Customers search online before they buy
* People expect to find websites, reviews and
contact details
* Most searches now happen on mobile
* If customers cannot find you online, they
may choose a competitor
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Steps on building online presence

{INESSO

1.
Researching
Your Target

Market

5.
Retargeting
Campaigns

2,
Building a
Strong Online
Presence

6.
Social Media
Marketing for
Lead Generation

3.
Search Engine
Optimisation

(SEO) Strategies

&
Using Video &
Case Studies to
Build Trust

4,
Leveraging Paid
Advertising

8.
Networking &
Partnerships

Through Digital
Channels




Grow your online entity

A professional website is important for your business. It helps you attract more clients and build trust. Here’s what your website should include:

Test and
Improve

Utilise
Analytics to
grow vs
competitors

{INESSO

Set Up Goals

Target the Right
Keywords: Define a
content calendar for

your website

Online Presence

Leverage on
Social Media

Build
Relevant
Relationships

Provide service information, generate brand

awareness, grow leads.

Clear contact info, unique content, no massive

images, discoravable on Google

Frequent posts, interact with your audience

Relationship growth, participate on blogs, forums

Track visibility and growth

Test and learn

10



Key Website Features in the new Al landscape

é} ‘ Google Business
Testmionials & Profile Optimisation
Case Studies
Mobile-Friendly
. Design
Contact Forms

ﬂ y & Call-to-Action

Service Pages fcTa)
Clear Branding
and Messaging

{INESSO



Combine organic with paid visibility

SEO helps your business appear on top of search
results when people look product/services. This way,
more people can find your business online.

SEARCH ENGINE OPTIMISATION

{INESSO

Paid ads are a fast way to get more leads and grow your
business. While SEO takes time, ads help bring quick
results.

oINg Yﬂ"
s ™\ 1 YAHOO!

SEARCH
MARKETING

Justoguom J
L “~ PAID N o

J(\ S

Linkedm GO()S[C facebook Advertising

Advertising
Remarketing

/ ADVERTISING facebook /(¢
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And social with retargeting campaigns

Bl awareness

SOCIAL MARKETERS' TOP
GOALS FOR SOCIAL RETARGETING
s s @9

70% Increase brand
48% Increase community VISITOR \ / VISITOR

)

engagement LEAVES
46% Grow my brand’s Sl — j\
audience ﬂ' VISITOR M
45% increase web RETURNS .
N fraific YOUR YOUR
SITE RETARGETING AD

Sometimes, people visit your website but don’t book
your service/buy your product right away. Retargeting
ads remind them about your product/services and bring
them back. Email Marketing/PR/Partnerships

Social media is a great tool to connect with potential customers
and build trust. Platforms like LinkedIn, Facebook, and
Instagram can help you showcase your work and talk to clients.

{INESSO
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Networking & Partnerships Through Digital
Channels

NETWORKING & PARTNERSHIPS
THROUGH DIGITAL CHANNELS Building strong

relationships is key to
growing your business.
Networking and
partnerships can help

@ A 3 you land long-term
~ Linkedin Joining Business Partnering with contracts and more

Directories Property Managers chances.

o
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What do you need to work on

Exhaustive

* Define the size of the prize
— look at search volumes
and competitors results

Keywords
review

* Make sure you are not

Competotor
. skipping in}portapt topics —
GAP a n a Iys | S be a voice in the industry

*Run an audience audit and
define target customers

Keep your
audience " suionce s key before

implementing digital

e n ga ge d marketing strategies

Engage with

the reviews

{INESSO
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How to make it happen

{INESSO

Business Profile
-> local visibility

Canva - social
graphics

ChatGPT >
content ideas

Google Search
Console - search
insights

Google Analytics
- visitor
trackingview

16



What Can You Do With Little Budget?

* Post customer reviews and testimonials

e Share behind-the-scenes content
 Answer FAQs online

* Use Google Analytics regularly

* Post short videos using your phone

* Focus on trust and clarity over perfection

{INESSO
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