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Traditional Organic Search Journey

● Questions are answered on independent websites
● Reviews, case studies, success stories provide authority for 

consideration-phase audiences
● Organizations can use just their website to move their audience 

through the conversion funnel



Traditional Organic Search Journey

Bob is curious about 
food insecurity in 

Arkansas.

Bob performs a Google 
search and finds your 

blog post about hunger 
statistics.

Convinced that food 
insecurity is an issue & 
your organization can 

solve it, Bob signs up to 
volunteer on Saturday.

Bob clicks a link in the 
blog post to see your 

annual report – showing 
how you helped hungry 

people in your 
community.



AI-Powered Search Journey

● Questions are answered in the search platform
● User-generated, community content (reviews, forums, social media 

posts) provides organizations with authority
● Organizations must use multiple channels to move their audience 

through the conversion funnel



AI-Powered Search Journey

Bob is curious about 
food insecurity in 

Arkansas.

Googleʼs AI Overview 
gives Bob food 

insecurity statistics 
from your website.

One of your volunteers 
comments on Bobʼs 

post. Bob searches for 
your organization & 

signs up to volunteer on 
Saturday.

Burdened by these 
numbers, Bob posts on 

Facebook asking 
friends about 

organizations making a 
difference.



AI Disruption in Organic Search

Nov. 2022

Chat GPT 
reaches 1M 

users.

Oct. 2025

Chat GPT 
reaches 

800M users.

May 2024

Google 
launches AI 

Overviews in 
the US.

June 2025

Google 
launches AI 

Mode for 
search.

May 2025

Google 
places paid 
results in AI 
Overviews.

May 2023

Google 
opens beta 

tests for 
Gen-AI 
search.

Mar-Aug 
2025

Google core 
updates 

correspond 
with Gemini 

releases.



State of Search
● AI tools scrape the internet 

for the best content.

● AI tools give users direct 
answers for their search 
queries.

● Users have no need to 
click on the websites that 
provided content for the AI 
results.

Free W
eb 

Content
AI O

ve
rviews



The AI Information Funnel
● AI tools provide high-level awareness 

information

● Users look to social media platforms, online 
forums and large publishers to validate AI 
results in consideration phase

● Users then search directly for a brand or 
product in the conversion phase

AI Overviews, 
LLMs, GPTs

Large 
publishers, 

social media, 
online forums

Branded 
searches, 

local 
business 
listings



How can your brand interact 
with users at each level?

Goal: Define your problem. Differentiate your brand. 
Shape the narrative.

● What questions is your audience asking?
○ Internal data
○ Keyword Research

■ Are they searching “hunger in ARˮ or 
“food insecurity in ARˮ?

○ Google trends research

● Answer these questions in easy-to-extract formats.
○ Clear Q/A or FAQ sections.
○ Bulleted/numbered lists.
○ Short sentences/paragraphs.

AI Overviews, 
LLMs, GPTs



AI-Powered Search Journey

Bob is curious about 
food insecurity in 

Arkansas.

Googleʼs AI Overview 
tells Bob that food 

insecurity isnʼt a major 
problem in Arkansas, 
thanks to a think tank 
advocating for SNAP 

cuts.

Googleʼs AI Overview 
gives Bob food 

insecurity statistics 
from your website.



How can your organization 
write content that shapes 

narratives ?



Awareness Level 
Content



Awareness Level 
Content



How can your brand interact with 
users at each level?

Goal: Engage with your audience. Build trust.

● Monitor reviews & social media for brand-related 
content
○ Donʼt be afraid to jump into online forums 

Reddit to respond to negative posts and 
alleviate concerns

○ Above all – be honest & be authentic.

● Activate PR partners to create real-world buzz.
○ News articles, user-generated content & 

social buzz boost visibility on your owned 
channels.

Large 
publishers, 

social media, 
online forums



AI-Powered Search Journey

Burdened by these 
numbers, Bob looks for 
organizations making a 

difference.

A Google search leads 
Bob to a Reddit forum 

where he reads about a 
negative volunteer 
experience at your 

organization. He 
doesnʼt volunteer.Bob posts to Facebook. 

One of your supporters 
comments & invites Bob 

to volunteer. The same Reddit forum 
has a comment from 

one your team 
members, apologizing & 
explaining the negative 

experience & inviting 
the poster back to 

volunteer.



How can your brand engage 
with your audience online?



How can your brand interact with 
users at each level?

Goal: Bring your audience into your organization.

● Dominate local searches.
○ Optimize website for local, commercial 

searches.
○ Enhance Google profile & business listings.

● Optimize your website for conversions.
○ Conversion should be your primary website 

use in AI information age.
○ Plan website flow & click paths to provide 

most important information.
○ Provide ample CTAs to bring customers into 

your pipeline. 

Branded 
searches, 

local 
business 
listings

Branded 
searches, 

local 
business 
listings



AI-Powered Search Journey

Bob learns about your 
organization and wants 

to volunteer. He 
searches your 

organizationʼs name 
and arrives on your 

website.

The website is 
confusing. The home 

page promotes an event 
from 2023. He canʼt find 

a link to volunteer or 
donate.

The website is clean 
and up-to-date. A clear 

call to action on the 
homepage offers Bob a 
chance to sign up for a 

volunteer slot.



What is a conversion for your 
organization?



Conversion Opportunities



Conversion Opportunities



Conversion Opportunities



Appendix:
SEO Best Practices



Creating Content for AI

Creating content for AI is not terribly dissimilar for creating content for 
search. There are a few focuses I recommend to help your website appear 
in AI chats:

● Lean into proof of concept.
○ Rankings, outcomes, case studies.

● Comparative content & negative competitor sentiment
○ Position yourself as the opposite of negative sentiments around your competitors.

● Easy to extract content.
○ Use natural langauge that people would type into a search engine or chat bot. Use 

short, easy-to-read sentences and paragraphs. Make generous use of bullet points 
and numbered lists.



Monitoring Search Trends

Free tools:

Google Search Console | Setup Guide

● See your websiteʼs organic search data (clicks, impressions, average 
position, and keywords)

Google Trends Research Hub | Link

● Use Explore & Trends features to compare keywords and see what 
keywords are trending by region or topic

https://support.google.com/webmasters/answer/10267942?hl=en
https://trends.google.com/home?geo=US&hl=en-US


Local Search Optimization

● Page titles are key
○ Highlight your service & your city/region.

■ Volunteer Opportunities in Northwest Arkansas | Habitat for Humanity
■ Find Food Pantries in Bentonville, AR | NWA Food Bank
■ Opioid Addiction Resources in Central Arkansas | Revive AR

● Utilize a local business listing
○ Adding & managing a listing on Google Maps is easy!
○ Fill out all the fields available to you on Google Business Profiles

■ The more information you fill in, the more visibility your business will get
● Get connected with local organizations

○ Chambers of commerce, professional organizations, listing/review websites Yelp all 
can provide links to your website and boost your local visibility

https://support.google.com/business/answer/2911778?hl=en&co=GENIE.Platform%3DDesktop


Boosting Online Brand Reputation

● Solicit reviews from supporters, volunteers & beneficiaries.
○ Positive reviews can catapult you up search rankings.

● Request a backlink when another website mentions your brand.
○ Backlinks provide your website with authority, making it easier to show up in both AI 

results & commercial searches.
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