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When asked to think about 
search, most people still 
picture this.
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http://drive.google.com/file/d/1s-ISPpFtGozw2MZIuJtkAWgQf16GdMiU/view
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Increasingly, people are 
starting to think about this too.
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http://drive.google.com/file/d/15PB5jAvld--gvFJ0E0t3H0tn16j3ycQl/view
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ChatGPT is the 
world’s most 
popular LLM, 
though its market 
share is dropping.
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How do we show up?
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SEO helps deliver better information to search 
engines so that your content can be properly 
indexed and displayed in search results.

SEO: Search Engine 
Optimization

1. Google crawls site

2. Google discovers a page

3. Google stores page in the 
index

4. The page is ranked!



SEO!
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Keywords
SEO finds what people are looking 
for with keywords…
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Search Results
… And optimizes websites to 
rank for those results!
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SEO = Discoverability



Discoverability is all about 
connecting answers to

questions
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If the Internet were a series of doors…
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… My goal is to entice visitors to choose your door –
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– And encourage them to go inside!
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If SEO is done right, more people will “see” your door.
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And more people will “enter” your door!



karsh hagan
madden

24



karsh hagan
madden

25



karsh hagan
madden

26

Voice Search
62% of Adults use Voice Search Daily

AI Mode
AI Mode has 1B+ monthly users.

Google Lens
Over 25 billion searches per month

AI Overviews
AIOs have 2.5B+ monthly users.

Ask Maps
Available across 150+ countries and 

territories.

Circle to Search
Now available on over 580 million Android 

devices
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THINGS HAVE BEEN 
CHANGING. FAST.
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Search’s 
Biggest 
Disruptor.
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ChatGPT has 1B weekly active 
users.
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In 2024, some 
estimates predicted 
ChatGPT would 
eclipse Google by 
the end of this year. 
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60% OF ADULTS SAY THEY’VE 
USED CHATGPT FOR ADVICE.

Source: pbs news
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34% OF ADULTS SAY THEY’D 
TRUST CHATGPT MORE THAN AN 
ACTUAL HUMAN EXPERT.

Source: pbs news
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People Use Both 
ChatGPT & Google

● Despite the explosive growth ChatGPT has had, the 
LLM isn’t replacing search; it’s expanding it.

● 95% of ChatGPT’s visitors also use Google, switching 
between the platforms depending on their needs.



Source: Marketing Speak



Source: Growth Memo
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AI OVERVIEWS HAVE RESULTED IN A

20% - 30%
DECREASE IN AVG. ORGANIC TRAFFIC
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Google’s Stance on Click Loss
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If traffic is down, 
how do we ensure 
visibility?
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Quick Question:
Do you know about the best 
hot-dog-eating tech journalist? 
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Focuses on questions & answers 
strategy.

AEO: ANSWER ENGINE 
OPTIMIZATION
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Also called AI Optimization (AIO). 
Focuses on restructuring content for AI 
citations.

GEO: GENERATIVE ENGINE 
OPTIMIZATION
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So, is SEO officially dead?



karsh hagan
madden

52



karsh hagan
madden

SEO GEO: Generative Engine Optimization

AEO: Answer Engine Optimization

AIO: AI Optimization

CRO: Conversion Rate Optimization

SXO: Search Experience Optimization
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GEO, AEO & AIO

SEO

YOUR WEBSITE

LLM & SEARCH ENGINE

EVIDENCE
Digital consensus
Data provenance
Citations
Quotations

RELEVANCE
On-page SEO
Topic model clustering
Content optimization
Heading optimization

ANSWER DESIGN
Natural Language Queries
Q&A Formats
FAQ & PAA Strategy
Readability & Retrieval

PRESENTATION
Meta titles
Meta descriptions
Engagement signals
Accessibility

STRUCTURE
Semantic structuring
Entity optimization
Structured data

SITE INTEGRITY
Broken link resolution
Backlink reclamation
Duplicate content

TRUST & AUTHORITY
N-E-E-A-T-T
Demonstrated experience
Expertise & trust
Brand authority

DISCOVERY
Crawlability
Discoverability & Indexing
Technical SEO
Core Web Vitals
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SEARCH IS MORE 
INCENTIVISED THAN EVER TO 
ENSURE THEIR ANSWERS ARE 
TRACEABLE TO A SOURCE.

57
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WHY IT MATTERS
AI can produce a confident answer quickly. Reliability depends on whether 
the system can locate current, consistent evidence.

For creators, provenance turns years of local stewardship into a practical 
search advantage: information can be checked, connected and trusted.

58

Provenance: the trail back 
to what is true
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You already have what AI search 
needs most: 
Firsthand, local knowledge.
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E-E-A-T
Trust signals that tell Google your 
content is helpful and made for 
people.

➔ Experience
➔ Expertise
➔ Authoritativeness
➔ Trustworthiness
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What is N-E-E-A-T-T?

Trustworthiness
● Independent third-party validation 

and citations.
● High-impact accolades (Michelin 

Guide, James Beard, Cvent).
● Multi-source consensus across 

earned and UGC channels.
● Verified backlink profile and 

Knowledge Graph signals.

Authoritativeness Transparency
● Historical reliability and accurate 

factual data.
● Up-to-date event dates, venue 

specs, and transit details.
● Prevents filtering during LLM 

grounding phases.
● Establishes yourself  as the source 

of truth.

● Machine-readable clarity regarding 
identity and authorship.

● Local writer bylines and expert 
profile attribution.

● Structured schema across all CMS 
templates.

● Anchors you as the definitive entity 
home.

Experience
● Third-party entity recognition across 

web ecosystems.
● Multiplier for LLM retrieval and 

recommendation weighting.
● Cross-platform presence (Wikipedia, 

news, directories, etc).
● Distinct, domain-specific destination 

prominence.

Notability Expertise
● Direct evidence of real-world, 

human involvement.
● First-person local tips and insider 

recommendations.
● Differentiates human story curation 

from generic AI text.
● Real traveler, partner, and business 

owner perspectives.

● Technical depth and specialized local 
destination knowledge.

● In-depth neighborhood, venue, and 
cultural guides.

● High-density passage data that wins 
AI reranking.

● Defeats broad, shallow generalist 
content.

Courtesy of Annika Truebenbach, Senior Web Content Specialist, KHM
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(Doesn’t this sound awfully 
similar to GEO?)
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Results of Various GEO Techniques

GEO: Generative Engine Optimization, Aggarwal, et al., (2024).
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GEO Relative Improvement in Visibility

GEO: Generative Engine Optimization, Aggarwal, et al., (2024).
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And you can use them together!
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And you can use them together!



Most Important GEO Techniques
1. Fluency Optimization
Simplifying language & improving fluency of text, Ex: 6th-8th Grade RL

2. Statistics Addition
Including quantitative stats, Ex: survey data, firsthand research

3. Cite Sources
Adding relevant, credible sources, Ex: .edu, .gov websites

4. Quotation Addition
Adding input from subject matter experts, Ex: Local Partners, Expert POVs
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HOW CAN WE POSITION 
OURSELVES AS THE SOURCE 
OF PROVENANCE?

69



Four questions build trust
1. Source
Where did this information come from? Ex: An Expert, A Satisfied Visitor

2. Freshness
Is it current enough for this decision?

3. Agreement
Do credible sources say the same thing? Ex: Earned Media, Social Media

4. Identity
Can the name connect to a location, site and reviews? Ex: Business Owners
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Editorial Content
Neighborhoods, itineraries and firsthand insight explain why 
a place fits.

Events
Current dates, locations, prices and access details make 
experiences usable now.

Partner Listings
Accurate facts identify the entity: name, 
address, hours, category and URL.

Off-Site Content
Notability: Earned Media, PR, and Social Media signals 
reinforce agreement across the web.

Content 
influences 
discovery
Four high-value surfaces help search 
systems understand the community.
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5 MORE TIPS FOR 
VISIBILITY IN THE
GENERATIVE ERA
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1. 
Invest in 
Technical SEO.
Ensure your website is easy to crawl and 
easy to access.



TOOLS FOR TECHNICAL SEO
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2. 
Structure your 
content.
Use clear headings, lists, FAQs for logical 
structure.
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LLMs RETRIEVE MOST RELEVANT SECTIONS 
OF CONTENT

Query: 
“Things to Do 

for Kids”

Chunk 1:
Gulf Coast Zoo

Chunk 2:
Golf

Chunk 3:
Nightlife

Web 
Result

Chunk 4:
Children’s 
Museum

Most 
Relevant 
Answers

Answer: 
“Zoo & 

Children’s 
Museum”

LLM
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Top Things to Do in 
Olympia

Olympia, Washington offers a blend of natural 
beauty, history, and culture that makes it a fun 
destination to explore—visitors can wander 
through the scenic Capitol Lake trail, admire the 
architecture of the Washington State Capitol 
building, and enjoy sweeping views from its 
grounds, while history lovers can dive into the 
exhibits at the Washington State History 
Museum or the Hands On Children’s Museum for 
family-friendly fun; the city’s connection to 
nature shines at Percival Landing Park with its 
boardwalk along Budd Inlet, and at the Nisqually 
National Wildlife Refuge where walking trails 
take you through

Not Optimized for Humans or AI

Top Things to Do in Olympia 
Olympia, Washington offers a blend of natural 

beauty, history, and culture that makes it a fun 
destination to explore.

Explore History & Culture
● Washington State Capitol – Tour the 

striking building and enjoy panoramic views 
from its grounds.

● Washington State History Museum –
Learn about the region’s past through 
interactive exhibits.

● Hands On Children’s Museum – A favorite 
for families with fun, educational 

Optimized for Humans & AI
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3. 
Go Multi-
Modal.
Go beyond text content by 
including images, transcripts, 
videos, and proprietary tools.

Voice Search
62% of Adults use Voice Search 

Daily

Google Lens
Over 25 billion searches per 

month

Source: digital applied
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Baby Boomers
(1946-1964)

Gen X
(1965-1980)

Millennials
(1981-1996)

Gen Z
(1997-2012)

Gen Alpha
(2013-present)

Search 
Preferences

Detailed search 
queries

Blend of 
specific & 
general 
queries

Short, 
conversational 

queries

Short snippets 
on social media

Voice searches 
w/ short queries

Answer 
Preferences

Comprehensive, 
in-depth articles 

& guides

Quick access 
to practical 
information 

Visual & video 
content w/ peer 

reviews

Short, visual & 
video content

Bite-sized & 
interactive 

visual content

KNOW YOUR GENERATIONS AUDIENCE

Longer Content Shorter Content
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4. 
Mark-up with 
Schema.
Add structured data (JSON-LD) to 
provide more context clues for AI 
crawlers.
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Types of Schema
● Article
● BlogPost
● Breadcrumb
● Image
● Video
● Event
● FAQ
● Local Business 

(Retail)
● Local Business (Hotel)
● Local Business 

(Restaurant)
● Organization
● Product
● Profile Page
● Vacation Rental

Visit schema.org
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SEO plugins 
can add schema for you.
(or ask your dev team)

((or ask AI))
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5. 
Build upon 
consensus.
Corroborated facts and clear 
provenance help elevate first-hand 
content.
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Content outside your 
website is a tool for 
steering consensus.

PR & Social 
Media



This is where your 
local DMO comes.
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LLMs REWARD 
CONSENSUS OVER 
ORIGINALITY
Distribute ideas widely to assist with AI 
Knowledge Graphs
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What is N-E-E-A-T-T?

Trustworthiness
● Independent third-party validation 

and citations.
● High-impact accolades (Michelin 

Guide, James Beard, Cvent).
● Multi-source consensus across 

earned and UGC channels.
● Verified backlink profile and 

Knowledge Graph signals.

Authoritativeness Transparency
● Historical reliability and accurate 

factual data.
● Up-to-date event dates, venue 

specs, and transit details.
● Prevents filtering during LLM 

grounding phases.
● Establishes yourself  as the source 

of truth.

● Machine-readable clarity regarding 
identity and authorship.

● Local writer bylines and expert 
profile attribution.

● Structured schema across all CMS 
templates.

● Anchors you as the definitive entity 
home.

Experience
● Third-party entity recognition across 

web ecosystems.
● Multiplier for LLM retrieval and 

recommendation weighting.
● Cross-platform presence (Wikipedia, 

news, directories, etc).
● Distinct, domain-specific destination 

prominence.

Notability Expertise
● Direct evidence of real-world, 

human involvement.
● First-person local tips and insider 

recommendations.
● Differentiates human story curation 

from generic AI text.
● Real traveler, partner, and business 

owner perspectives.

● Technical depth and specialized local 
destination knowledge.

● In-depth neighborhood, venue, and 
cultural guides.

● High-density passage data that wins 
AI reranking.

● Defeats broad, shallow generalist 
content.

Courtesy of Annika Truebenbach, Senior Web Content Specialist, KHM
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Search Everywhere 
Optimization

Engage through Reddit, YouTube, LinkedIn, 
Facebook, and Instagram to build your AI 
Knowledge Graph.
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HOW TO MEASURE

SUCCESS
94
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Redefine Success 
KPIs

Adapting to the New Norm

➔ Focus more on engagement & 
visibility

➔ Shift Strategy to optimize for 
discoverability and visibility across 
traditional and generative search.
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Purpose Priority KPIs

Visibility Search impressions, rankings, SERP Features, AI mentions & citations

Engagement Engaged visits, content interactions, listing views

Actions Partner clicks, bookings, reservations, calls, form submission

Brand Demand Branded searches, direct traffic, share of voice

KPIs for Measuring Visibility
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Purpose Tools

Analytics Google Analytics, Adobe Analytics

User Insights Google Search Console, Bing Webmaster Tools, Microsoft Clarity

SEO Tools Ahrefs, SEMrush, Moz, Spyfu, STAT, Conductor, BrightEdge

LLM Visibility Tools Scrunch AI, Searchable, Peec.AI, Profound, Rank Monster

Tools for Measuring Visibility



Thanks!
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Google Business Places, 
Social Media & Web 
Messaging
Dylan Scacchetti // Alabama’s Beaches

Working Session
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The Local AI Search Plan

New search 
landscape

Digital 
foundations

Google Business 
Profile

Customer 
questions + 

content

Industry signals 30-day action plan

Today’s Game Plan: We will move quickly, then pause for action.
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How to use the worksheet
Think of the worksheet as your visibility checklist.

➔ Write down what is true today.

➔ Circle anything you are unsure about.

➔ Do not get stuck trying to perfect everything during the session.

➔ The slides will be shared after this session.
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KHM | CORE RULE

Core Rule
AI DOES NOT MAGICALLY KNOW 

WHICH BUSINESS TO RECOMMEND.

It needs evidence: listings, content, reviews, photos, and consistent details.
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Part 1
Digital Foundations Audit
Making sure the Internet agrees about who you are.

104
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Where your business may appear
Outside of your website, your brand may appear in many locations!

Google Business Profile Apple Maps Bing Places Facebook

Instagram Yelp TripAdvisor OpenTable

YouTube TikTok Shopify Reddit
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N-A-P: YOUR LOCAL AI SEARCH GOLD

NAME
ADDRESS
PHONE



What is NAP?
Name, Address, and Phone are simple signals you tell bots to boost certainty.

➔ Name. Use the same business name everywhere.

Local SEO + GEO Workshop
107

ALABAMA'S BEACHES

➔ Address. Use one official address format.

➔ Phone. Use one primary phone number. Keep it consistent.

➔ Hours (Silent H). Keep standard hours and holiday hours accurate.



Local SEO + GEO Workshop
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ALABAMA'S BEACHES

Useful for digital services or e-commerce, you can list your service areas instead!

➔ Tell Google where you are by listing your service areas, Ie: Alabama's Beaches

➔ Google will ask for your physical mailing address to verify your business.

➔ You can opt to hide your physical address later.

No physical address? No problem.



WORKSHEET PAUSE
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WORKSHEET PAUSE

Step 1: The Consistency Check (N-A-P)

Set Your North Star:
Fill in your exact business Name, Address, Phone number, and current standard 
hours.

2 minutes Worksheet: Section 1, Consistency Check



Digital Businesses can 
list Service Area as 

address.
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WORKSHEET PAUSE

Step 2: N-A-P Address Audit

Solidify Your N-A-P Signals: 
Go to https://www.semrush.com/local-business/start/ and drop in your address 
name. See where your N-A-P signals are misaligned.

5 minutes Worksheet: Section 1, Consistency Check

https://www.semrush.com/local-business/start/
https://www.semrush.com/local-business/start/
https://www.semrush.com/local-business/start/




WORKSHEET PAUSE
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WORKSHEET PAUSE

Step 3: Start your web presence audit

N-A-P Address Audit
Mark whether you are listed and whether you can manage each platform. Circle 
every “Unsure.”

7 minutes Worksheet: Section 1, Web Presence Audit



Only focus on platforms 
that make sense for your 

business.
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Now, let’s get into getting 
discovered.
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Part 2
Optimizing Content for AI Search
Shifting from vague marketing copy to clear answers customers actually ask for.

116





Baby Boomers
(1946-1964)

Gen X
(1965-1980)

Millennials
(1981-1996)

Gen Z
(1997-2012)

Gen Alpha
(2012-present)

Search 
Preferenc
es

Detailed search 
queries

Blend of 
specific & 
general 
queries

Short, 
conversational 

queries
Short snippets 
on social media

Voice searches 
w/ short queries

Answer 
Preferenc
es

Comprehensive, 
in-depth articles 

& guides

Quick access 
to practical 
information 

Visual & video 
content w/ peer 

reviews
Short, visual & 
video content

Bite-sized & 
interactive 

visual content

KNOW YOUR GENERATIONS AUDIENCE

Source: entrepreneur.com

Longer Content Shorter Content



Discoverability is all about 
connecting answers to

questions



Local SEO + GEO Workshop
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ALABAMA'S BEACHES

Natural language questions
These are the small details users need to know – Make sure your content answers them!

➔ Is there parking?

➔ Are you close to downtown?

➔ Do you have outdoor seating?

➔ Are pets allowed?

➔ Do I need a reservation?

➔ What makes this place unique?
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Where else can you discover 
your questions?



KHM | CONTENT

ALABAMA'S BEACHES
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1. CALLS & REVIEWS
Questions people ask every day, 
and what customers ask about 
in reviews?

2. COMPETITORS
What are competitors saying 
that you aren’t? What are 
people asking on forums?

3. KEYWORDS
The phrases users type when 
searching for answers. For 
instance, a user typing 
“camping spots” might be 
wondering “What are good 
camping spots near me?”

Where to find your best content ideas
The work overlaps more than people think.



Free Keywords!
Scan the QR code or go to https://khm.agency/alabamas-
beaches-seo-toolkit/
and click the first button.

https://khm.agency/alabamas-beaches-seo-toolkit/
https://khm.agency/alabamas-beaches-seo-toolkit/
https://khm.agency/alabamas-beaches-seo-toolkit/
https://khm.agency/alabamas-beaches-seo-toolkit/
https://khm.agency/alabamas-beaches-seo-toolkit/
https://khm.agency/alabamas-beaches-seo-toolkit/
https://khm.agency/alabamas-beaches-seo-toolkit/


KHM | CONTENT

ALABAMA'S BEACHES
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Map Keywords to Natural Language 
Queries
Keyword Natural Language Query

Pizza near me What is a good pizza place in Gulf Shores?

Gluten free pizza Are there any pizza places with gluten-free in Gulf Shores?

Pizza delivery Can I get pizza delivered to me in Gulf Shores?

Etc. Etc.



WORKSHEET PAUSE
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WORKSHEET PAUSE

Step 4: Brainstorm your top 5 questions

Identifying your top problems-to-be-solved:
Write the questions customers ask at the register, over the phone, in DMs, or at 
check-in every week. Refer to keywords for ideas!

7 minutes Worksheet: Section 2 ,Content



Only focus on questions 
and keywords that make 
sense for your business.
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After finding the questions, 
provide the answers.



KHM | CONTENT

ALABAMA'S BEACHES
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Consistency Specificity Credibility

AI struggles with vague content
Vague
➔ Perfect location

◆ Why is it perfect?

➔ Something for everyone
◆ What is for everyone?

➔ Unforgettable experience
◆ Sure, Jan.

➔ Best in town
◆ According to who?

Helpful
➔ 2 blocks from the park

➔ Pet-friendly rooms available

➔ Outdoor patio open seasonally

➔ Free parking behind the building

vs.



➔ Start with a direct yes/no and follow with a short answer.

“Yes. Our inn is a short walk from downtown, so guests can visit restaurants, shops, galleries, 
and nightlife without needing to drive.”

Local SEO + GEO Workshop

AI-friendly answers formula

Alabama's Beaches
129



Don’t forget GEO.
Add to the Internet with rich, firsthand data.

1. Fluency Optimization
Simplifying language & improving fluency of text, Ex: 6th-8th Grade RL

2. Statistics Addition
Including quantitative stats, Ex: survey data, firsthand research

3. Cite Sources
Adding relevant, credible sources, Ex: .edu, .gov websites

4. Quotation Addition
Adding input from subject matter experts, Ex: Local Partners, Expert POVs
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What is a good pizza 
place in Gulf Shores?

Are there any pizza 
places with gluten-free 
options in Gulf Shores?

Can I get pizza delivered 
to me in Gulf Shores?

Red’s Pizzeria serves up 
stone-baked, handmade pies 
right in the heart of Gulf 
Shores. Locals love us—and 
visitors keep coming back for 
more!

At Red’s Pizzeria, we offer 
delicious gluten-free crusts 
so everyone can enjoy a slice 
(or three). Just ask your 
server!

Red’s Pizzeria delivers hot, 
fresh pizza straight to your 
door. Just give us a call or 
order online!

GOOD…
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What is a good pizza 
place in Gulf Shores?

Are there any pizza 
places with gluten-free 
options in Gulf Shores?

Can I get pizza delivered 
to me in Gulf Shores?

Red’s Pizzeria is Gulf Shores’ 
top choice for pizza, known for 
stone-baked, handmade pies 
right in the heart of downtown. 
Our menu features classic 
favorites and signature 
creations, with over 94% of 
locals rating us “Best Pizza 
in Town.”

Yes, Red’s Pizzeria has 
gluten-free options! We offer 
delicious gluten-free crusts, 
making us the most popular 
spot for gluten-free diners in 
the area. In fact, 2 out of 3 
customers with dietary 
restrictions choose Red’s 
for safe, tasty options.

Yes, Red’s Pizzeria delivers 
fresh pizza anywhere in Gulf 
Shores! Whether you’re 
relaxing at your hotel or 
hosting friends at home, our 
speedy delivery team brings 
hot pizza to your door. Over 
87% of our customers 
say our delivery is the 
fastest in town!

BETTER…
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What is a good pizza 
place in Gulf Shores?

Are there any pizza 
places with gluten-free 
options in Gulf Shores?

Can I get pizza delivered 
to me in Gulf Shores?

Red’s Pizzeria is Gulf Shores’ 
top choice for pizza, known for 
stone-baked, handmade pies 
right in the heart of downtown. 
“Our menu features classic 
favorites and signature 
creations, with over 94% of 
locals rating us ‘Best Pizza 
in Town,’” says Red, a Pizza 
Expert.

Yes! According to Joe Schmoe, 
“Red’s Pizzeria delivers fresh pizza 
anywhere in Gulf Shores!” He’s 
right. Whether you’re relaxing at 
your hotel or hosting friends at 
home, our speedy delivery team 
brings hot pizza to your door. 
Over 87% of our customers 
say our delivery is the fastest 
in town!

BEST!

Yes, Red’s Pizzeria has gluten-free 
options! “We offer delicious 
gluten-free crusts, making us the 
most popular spot for gluten-free 
diners in the area,” says Denise, 
an employee. “In fact, 2 out of 
3 customers with dietary 
restrictions choose Red’s for 
safe, tasty options.”



The golden rule of web copy.

Local SEO + GEO Workshop ALABAMA'S BEACHES

1) Look at your copy, and break it down into paragraphs.

2)  Isolate a paragraph and ask, “Does this answer a question?”

3) If not, rewrite or remove the paragraph.

Keep copy only if it answers a user’s question.
GOLDEN RULE OF WEB/SOCIAL MEDIA CONTENT
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WORKSHEET PAUSE

Step 5: Translate one answer

Turn your #1 question into an AI-friendly answer: 
direct, factual, local, and helpful.

3 minutes Worksheet: Section 2, Content



Where these 
answers live
Content Ecosystem Strategy

OWNED Main Website
Homepage, Contact, Services, & Products

SUPPORT FAQ & Resources
"Know Before You Go" & Info Pages

LISTINGS Local & SEO Directories
TripAdvisor, Yelp, Apple, Bing, & Bios

SEARCH Google Business Profile
Services, Products, Photos, & Posts

LOCAL SEO + GEO WORKSHOP ALABAMA'S BEACHES





STEP-BY-STEP
CONTENT 
OPTIMIZATION
https://khm.agency/alabamas-beaches-seo-toolkit/

https://khm.agency/alabamas-beaches-seo-toolkit/
https://khm.agency/alabamas-beaches-seo-toolkit/
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Step-by-Step Content Optimization Workflow



Step-by-Step Content Optimization Workflow





Lunch!



Erin LaPrade
Digital Strategy Manager

Compass Media



SOCI AL ME DI A ADS

Best Performing Ad Tips
Why some ads win... and why others don't

Presented by Compass Media



M E E T  Y O U R  P R E S E N T E R

ERIN  LAPRAD E
Digital Strategy Manager

9+
Years in content &

d ig ital m arketing

5+
Years in tourism &

hosp itality m arketing

4+
Years in client

m anag em ent

5
Years with

C om pass M edia

E D U C A T I O N

B.S. Public Relations — The University of Alabama

M inors in C onsum er Sciences &  C om puter Science, with a 
C om puting  Technolog y &  A pp lications in M arketing

C E R T I F I C A T I O N S

Goog le Ads C ertified

The Trade Desk Certified

Resp o nsib le fo r d ig ital strateg y d evelo p m ent and  cam p aig n m anag em ent — fro m  creatio n thro ug h executio n.

Best Performing Social Media Ad Tips 1



WHAT WE'LL COVER

Your Session Roadmap

1 The Anatomy of a Winning Ad

The 4 ingredients every great ad shares

2 6 Tips That Actually Work

Real examples from our top-performing ads

3 4 Reasons Ads Flop

Real examples from our underperformers

4
Your Cheat Sheet
A one-page checklist to take home

3 sec
is roughly how long you have
to earn a stopped thumb

Everything today builds toward
winning that first moment.

Best Performing Social Media Ad Tips 2



S E C T I O N  1

The A natom y of a
Winning Ad

Every ad that performs —no matter the industry —is doing four things at once.

Best Performing Social Media Ad Tips 3



T H E  4  I N G R E D I E N T S

Creative, Audience, Offer, Placement

C

Creative

The im ag e, vid eo, or 
the thing  that has to  stop a 

scroll.

A

Audience

Who actually sees it. The 
creative fails in front of the 

wrong  people.

O

Offer

What you're asking  
d o, and  why it's worth d oing  

rig ht now.

P

Placement

Where it shows up — Feed , 
S tories, Reels each need  

own shape.

Best Performing Social Media Ad Tips 4



AD ANATOMY

Anatom y of an Ad
The four fields that make up every Meta ad.

1

2

3

4

1 Primary Text

The caption above the creative. Sets context and hooks the scroll — often includes emojis or 
“Ready to make waves? ”

2 Headline

The bold line beneath the creative — the clearest, most scannable statement of the offer. Here: 
Planning Your Family Getaway Today!”

3 Description

An optional second line under the headline for extra detail. This ad leaves it blank — the 
enough on its own.

4 CTA Button

“Learn more” — the action button. Always match it to the actual offer: Shop, Book, Learn 

5Best Performing Social Media Ad Tips



P L A C E M E N T  S T R A T E G Y

One Ad, Multiple Variations
The same creative shown across high-impact placements.

Facebook Feed

Square / 4:5

Instagram Stories

Full 9:16

Reels

Full 9:16

Instagram Feed

Square / 4:5

Different Canvas Shapes

Feed favors square or 4:5. Stories and Reels are full 
One flat image, dropped into all placement 
awkwardly cropped.

Safe Zones Differ

Stories and Reels overlay UI on the frame's top and 
bottom — text or logos placed there get hidden.

Native Sizing Performs Better

Placement-correct creative feels less like an ad, 
more efficient delivery, and typically costs less per 

6Best Performing Social Media Ad Tips



S E C T I O N  2

6 Tips Behind
Ads That Work

Best Performing Social Media Ad Tips 7



T I P  1  O F  6

1
Win the First 3 Seconds

“ If the first fram e d o esn't earn attentio n, no thing  after it m atters.”

Open on motion, a bold visual, or a question — never a logo or slow intro.

Put a short, punchy phrase rig ht on the creative itself.

Assume no sound: lead visually, let captions carry the message.

To p  Perfo rm er fo r Weekend  Bo o king s

Best Performing Social Media Ad Tips 8



T I P  2  O F  6

2
D rive W eb Traffic

“ A  g reat traffic ad  d o esn't ask fo r a d ecisio n — it asks fo r a click.”

“Savor the Gulf's Best Beach Bites” teases specifics without naming them —
the only way to get the answer is to click through to the recommendations on site.

the only way to 

site.

A  low- friction C TA  like “ Learn M ore”  asks for curiosity, not com m itm ent, 
throug h rates. 

Top Performer for Site Visits

Best Perform ing  Social M edia A d  Tips 9

Prim ary text, creative, headline, and C TA all reinforce the sam e next step. 
pulls attention away from  that one click.



T I P  3  O F  6

3
O ne M essag e, O ne Action

“ A  co nfused  scro ller d o esn't co nvert — they keep  scro lling .”

Pick a single benefit and say it in plain language.

Give one call- to- action button that m atches the m essag e.

Make the next step obvious: one destination, no split focus.

To p  Perfo rm er fo r Bo o king s

Best Performing Social Media Ad Tips 10



TIP 4 OF 6

4
Speak to  Eng ag ed Intent- D riven Audiences

“The highest-converting audience is people already close to saying 

This ran inside a Bookings Conversion campaign — built for people already 
intent.

The message matches that intent: a specific CTA, a direct 'secure your spot' push.

Broad, top-of-funnel messaging is a different ad for a different audience.

Top Performer for Bookings

Best Performing Social Media Ad Tips 11



T I P  5  O F  6

5
Test, D on't Guess

“You don't know which version will win until the audience tells you.”

These two ran side by side: sam e offer, sam e copy, d ifferent creative.

One uses a lifestyle beach shot, the other a product shot of the guide itself.

Running  both at once — instead of p icking  one — is how you actually find  the 

To p  Perfo rm ers fo r Vacatio n Guid e Req uests

Best Performing Social Media Ad Tips 12



TIP 6 OF 6

6
W hy N ative- Feeling  A ds W in

“The best-performing ads often look like something a friend posted.”

Best Performing Social Media Ad Tips 13

Builds instant trust by feeling like a friend’s recommendation, not a sales pitch. 

Native creative blends into the feed so it doesn’t trigger ‘ad blindness’ the way a branded 
way a branded asset might. 

Native creative drives high engagement rates. 

Top Performer for Shopping Ads



S E C T I O N  3

4 Reasons Ads
Quietly Flop

Best Performing Social Media Ad Tips 14



C O M M O N  F A I L U R E  P O I N T S

W hy Som e A ds N ever Take O ff

✕ G eneric, stock- feel creative

Blends into the feed instead of interrupting it — no stopping 
stopping power, no personality.

✕ C TA  doesn't m atch the g oal

Asking for a Like or a Follow when the ad is actually trying to 
trying to drive bookings.

✕ A  confusing  or buried  offer

The viewer finishes the ad still unsure what you want them to do.
them  to d o.

✕ Audience too narrow or broad

Either a tiny niche with little reach, or everyone 
no focus.

Best Performing Social Media Ad Tips 15
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G O L F  N E W S L E T T E R  S P O T L I G H T

Why the Action Shot Won
S am e o b jective, sam e C TA — the d ifference was co p y and  clarity.

T O P  P E R F O R M E R  — ACT I O N S HO T

“ Tee off on A lab am a's b eaches like a p ro!”  · g olf sp eaks to a sm all 
should  have a clear value p rop osition to cap ture their attention

U ND E R P E R F O R M E R  — L AND S CAP E  S HO T

“ Enjoy g olf year- round …”  · vag ue m essag ing



Best Performing Social Media Ad Tips 17

F A N  A C Q U I S I T I O N  S P O T L I G H T

Why the Grid Ad Won
S am e o b jective, sam e C TA — the d ifference cam e d o wn to  p rim ary text and  creative.

T O P  P E R F O R M E R  — G R I D  AD

“ D ream ing  of a g etaway? We've g ot your escap e p lan!”  · 9- tile p review of 
and  b enefit- led  cop y

U ND E R P E R F O R M E R  — W AV E  AD

“ Give us a Like and  we'll sp ruce up  your newsfeed .”  · O ne g eneric wave clip



Best Performing Social Media Ad Tips 18

BOOKINGS SPOTLI GHT

Why the Wave Ad Fell Short
Same objective, same CTA — the difference was the hook and the trust angle.

TOP PERFORMER — BOOK WITH LOCALS

“Enjoy Peace of Mind — Book with the Locals” · bold on-image hook · real “Head to the beach and take in the views…” · no on-image hook —
nothing stops the scroll

UNDERPERFORMER — BEACH VIEWS AHEAD



R E A L  H E A D - T O - H E A D

Sam e C am paig n, Two D ifferent Results
“2026 Beaches” — Ad 2 and Ad 3 ran in the same campaign.

T O P  P E R F O R M E R  — A D  2

Aerial drone video · bold on-screen hook · “See details” CTA

UNDE R PE R FO R M E R  — AD 3

Static p hoto · no on- im ag e hook · g eneric head line · “ Learn m ore”  C TA

Best Performing Social Media Ad Tips 19



S E C T I O N  4  — T A K E  T H I S  W I T H  Y O U

Your Before-You-Publish Checklist

✓ Does the first 3 seconds stop a scroll without sound? ✓ Does the ad have personality so your brand is easily identified?
identified?

✓ Is there exactly one offer and one C TA? ✓ D oes the C TA  actually m atch this cam paig n's g oal?

✓ Are there creative variations running , not just one? ✓ Is som eone actually checking  perform ance this week?

Best Performing Social Media Ad Tips 20



Thank You
Questions, thoughts, or an ad you want a second opinion on?

Remember: win the first 3 seconds, keep it native,
say one thing clearly, match the CTA to the goal, and test everything.

Best Performing Social Media Ad Tips 21
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Part 3
Google Business Profiles
Making sure the Internet agrees about who you are.

166



Ensure your profile 
is optimized for 
Google Maps! 







This is where your 
local DMO comes in.
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KHM | GOOGLE BUSINESS PROFILE

Your Google Business Profile is 
your digital front door

A customer may decide before they 
ever reach your website.

Hours, photos, reviews, attributes, and directions can make or break the visit.

ALABAMA'S BEACHES



Categories help Google understand you
Your category shapes when you appear.

1 Primary Category Selection
Choose the most accurate primary category.

2 Secondary Categories
Add relevant ones only when truly applicable.

3 No Category Stuffing
Do not stuff unrelated categories.

4
Seasonal Review
Review categories seasonally for business 
changes.

Local SEO + GEO Workshop ALABAMA'S BEACHES



KHM | GOOGLE BUSINESS PROFILES

ALABAMA'S BEACHES
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Comfort
● Wi-Fi

Accessibility
● Outdoor seating
● Pet-friendly
● Family-friendly

Logistics
● Parking
● Reservations
● Appointments
● Requirements
● Delivery
● Pickup
● Cash Only

Identity + experience
● Women-owned
● Local products
● Live music
● Historic setting
● Amenities

Attributes answer crucial questions too
These help users find out if your business has what they’re looking for at a glance, and helps you appear 
higher in search!!



Photos are trust signals

● Storefront or entrance so people can recognize 
you.

● Best-selling products, dishes, rooms, or 
experiences.

● Parking, patio, lobby, seating, views, 
accessibility details.

● Fresh photos every month when possible.

Photos answer “is this what I’m looking for?” faster than text.

Local SEO + GEO Workshop
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Good Photos to Upload
Lodging
● Exteriors
● Rooms
● Bathrooms
● Breakfast
● Parking/Walkability

Restaurant
● Menu items
● Patio & Interior
● Entrance
● Dietary options

Retail
● Storefront
● Local products
● Gift bundles
● Shelves/Layout
● Checkout area

Tours
● Meeting point
● Experiences
● Safety logistics
● Seasonal photos
● The team

175



Google Posts: 
small updates, 
big clarity

● Seasonal specials or events.

● New products, dishes, packages, or tours.

● Holiday hours reminders.

● Helpful “know before you go” updates.

Use posts to show what is happening now.

Local SEO + GEO Workshop
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Part 4
Reviews and Visible Proof
Reviews teach customers, Google, and AI what people value about you.

177



Encourage Reviews for SEO
KHM | REVIEWS

REVIEWS MATTER FOR ORGANIC SEARCH
Google My Business refers to reviews and conversations 
when offering suggestions within Google Maps.

REVIEWS BOLD WORDS THAT MATCH 
INTENT
To help users make their decision, Google will emphasis 
key phrases in reviews to help people find relevant 
information.

RESPOND TO BOTH POSITIVE AND 
NEGATIVE REVIEWS
Google also factors in responses to reviews when 
highlighting relevant listings within Google Maps.







KHM | GOOGLE BUSINESS PROFILES

ALABAMA'S BEACHES
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Who asks?
Assign one owner or role. If 
everyone owns it, no one owns 
it.

When?
Ask after a positive moment: 
checkout, meal, purchase, tour, 
project completion.

How often?
Check and respond on a 
consistent schedule, at least 
weekly.

The review routine
These help users find out if your business has what they’re looking for at a glance, and helps you appear 
higher in search!!



YOU CAN USE RESPONSES FOR 
KEYWORDS
If your reviews aren’t optimized for your site, 
you can still reply with optimized responses. 
Google will pull from them when understanding 
what your business listing is about.

ALABAMA'S BEACHES

KHM | REVIEWS
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Ask for Reviews like a Pro
Visible Prompts
Place a note or sticker by your front desk.

The "Golden Moment"
Ask after a genuinely good experience.

Frictionless Access
Provide a direct short link or QR code.

Keywords for Search
Ask guests to mention: patio, parking, room, dish, or service.

NEVER OFFER INCENTIVES FOR REVIEWS



Review Response Formula

01
Thank them by name if 
appropriate.

02
Restate the specific 
thing they mentioned.

03
Add one helpful detail 
for future customers.

04
Invite them back
naturally.

“Thank you, Jamie. We’re so glad you 
enjoyed the patio and live music. Spring 
evenings are one of our favorite times in 

Gulf Shores, and we hope to see you again 
soon.”

184



Answering Negative Reviews

WHEN TO RESPOND

➔ Legitimate Complaints: Real issues 
or service failures where an explanation 
adds credibility.

➔ Clarifying Facts: Misunderstandings 
you can fix with factual, non-defensive 
info.

➔ SEO Benefit: AI engines pull 
responses into summaries; use this to 
reframe your narrative.

WHEN TO SKIP IT

➔ Fake Reviews: Stop review bombing 
or extortion attempts by ignoring or 
reporting.

➔ Emotional Rants: Substance-less 
venting that doesn't offer constructive 
feedback.

➔ Old/Amplification Risk: Engaging 
with old or irrelevant complaints can 
amplify their visibility.



WORKSHEET PAUSE
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WORKSHEET PAUSE

Step 5: Plan your GBP updates

➔ Complete the 5-minute GBP audit.
➔ List five photos to add.
➔ Write who owns review asking and response.
➔ What keywords do we include?

5 minutes Worksheet: Section 3&4, Google Business Places and Reviews



karsh hagan
madden

Pro Tip: Using AI to Answer 
Reviews





Step 1:
While logged into your 
Google Business Places 
account,
GO TO GOOGLE 
TAKEOUT
https://takeout.google.com/

Local SEO + GEO Workshop
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Step 2:
SELECT “Deselect 
All”
Very important. Otherwise you’ll 
export everything. 
We don’t want that.

Local SEO + GEO Workshop
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Step 3:
Scrolls down and 
Select “Google 
Business Profile”

Local SEO + GEO Workshop
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Step 4:
Hit Next and 
Select Your 
Download Method

Local SEO + GEO Workshop
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Step 5:
Once you have your Zip file 
downloaded and you extract 
from it, go to

https://saijogeorge.com/
export-google-reviews/

(He also has step-by-step 
instructions there.)

Local SEO + GEO Workshop
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Step 6:
Follow his instructions and 
select the takeout folder you 
want.

(He also has step-by-step 
instructions there.)

Local SEO + GEO Workshop
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Step 7:
Download the CSVs and import 
into your favorite LLM.

Prompt the LLM to draft 
responses based on 1-3 of your 
main keywords.

Local SEO + GEO Workshop
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Step 8:
Review and revise
your SEO responses!

Local SEO + GEO Workshop
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Part 5
Industry-Specific GBP Questions
Don’t know where to start? How about here.

197



LODGING: SEO & AI READINESS

LOCATION
Are you walkable to downtown?
Is parking available on-site?

AMENITIES
Are pets allowed?
Is breakfast included?

IDENTITY
What makes the stay unique?
Who is your ideal traveler?

AI SEARCH OPTIMIZATION TIP
AI search engines (like Google Gemini and Perplexity) prioritize 
"conversational clarity." Answering these specific questions on your 
Google Business Profile and website ensures you appear in high-
intent local queries for Gulf Shores.

Local SEO + GEO Workshop Alabama's Beaches



RESTAURANTS: SEO & AI READINESS

Menu & Dining
Is the current menu uploaded?
What are the signature dishes?

Logistics
What is the reservation policy?
Do you have patio seating?

Dietary Info
Are there non-meat or gluten-free 
options?

Local Impact
What should visitors buy as a local gift?

SEO/GEO & AI Search Strategy
These answers help AI search engines and Google Places surface your business when 
visitors ask specific questions about local dining in Gulf Shores.

Local SEO + GEO Workshop Alabama's Beaches



RETAIL: ANSWER THESE CLEARLY

CORE OFFERING
What specific products do you sell? 
Identify your niche clearly for AI 
Search.

LOCAL CHARACTER
What makes the items local or 
unique? Differentiate your stock 
from big-box retailers.

CRAFT & QUALITY
Are products handmade, vintage, 
or luxury? These keywords are 
vital for GEO/SEO.

DIGITAL PRESENCE
Can customers shop your inventory 
online? Connect physical retail to 
web search.

GIFTING
Are gift cards available? A high-
intent query for travelers and 
locals alike.

TARGET AUDIENCE
What type of traveler are you best 
for? Define your ideal customer 
persona.

Local SEO + GEO Workshop Alabama's Beaches
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WORKSHEET PAUSE

Step 6: Industry-Specific Questions

Generative engines look for specific signals based on your industry. Check 
the box that applies to you and ensure your website and GBP answer these 
questions.

3 minutes Worksheet: Section 3&4, Google Business Places and Reviews
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Part 6
The 30-Day Visibility Action Plan
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30-Day Brand Optimization Roadmap
ACTION PLAN // ALABAMA'S BEACHES BUSINESSES

01. Do First (High Impact)
GBP hours, NAP fixes, photos, top FAQs

02. Plan Next (Strategic)
Website page updates, schema, new landing 
pages

03. Delegate or Batch
Old profiles, extra platforms, nice-to-have posts

04. Avoid For Now
Anything costly without a clear visibility problem

LOCAL SEO + GEO WORKSHOP // AI SEARCH OPTIMIZATION ALABAMA'S BEACHES



AI Search & SEO Maintenance Roadmap

WEEKLY
Active engagement for 
immediate AI visibility.

• Respond to reviews
• Check messages

MONTHLY
Fresh visual data fuels 
Discovery Search.

• Upload fresh photos
• Create a helpful post

QUARTERLY
Ensuring core data 
accuracy for LLM 
answers.

• Review hours & info
• Audit FAQ section

SEASONALLY
Adapting content to 
visitor intent shifts.

• Update for events
• Refresh menus/tours

Local SEO + GEO Workshop ALABAMA'S BEACHES
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Complete your 30-day action plan
➔ Write your top 3 visibility problems?
➔ What are your first 3 updates?
➔ Top 3 questions?
➔ Next 3 content pieces?
➔ What is Your Review Plan?

8 minutes Worksheet: Section 6, 30-Day Action Plan



Thanks!



Thank You!
Austen Bowman

ABowman@AlalabamaBeaches.com
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