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Google Al Overviews
SEO 2026

~ How to Optimize for Al Mode, Al Search Visibility,
and Search Console

Businesses €an prepare for Al search |
peapte:-ﬁrst content, using structyre
exXpertise, and building a technically

2 &
High-quality Structured
content dﬂa

Key takeaways
® Focus on helpful, people-first content
Use structured data and clear page:signals

® Build trust through expertisz and real-world
EXpErience

® Ensurca fast, accessible. and technically
sound website
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,\ — Why Al Search Changes SEO

Executive Summary

Google’s Al-powered search experience is reshaping how people discover

information in 2026

@} | What changed in 2026

Google Scarch now increasingly includes
generative experiences such as Al Overviews
and Al Mode. These experiences synthesize
information from across the web to provide
direct answers, comparisons, and step-by-step
guidance, creating new opportunities [or
websites Lo earn visibility beyond traditional
blue links.

@:J | Official evidence

Google's official optimization guide confirms
that SEQ is still relevant because generative
Al features are rooted in Google's core Search
ranking and quality systems. Al Overviews
and Al Mode use retrieval-augmented
generation (RAG), fetching and grounding
answers in relevant pages from Google's
Search index.

@ | Why thig matters
for publishers

and creating new opportunities for brands
that publish helpful, reliable, and original content.

How Al Overviews work
From qguery to Al-generated answer, grounded in real web content.

—

Q. How can businesses prepare for Al search in 20267

= v »

Google Search
Understands the query, expands il

with related sub-questions (query fan-out],
and retrieves relevant content from the index: |

‘ ¥ | ;
% Search index & retrieval (RAG)

Finds and ranks the most relevant, high-quality
pages from across the web using core ranking -
and quality systems.
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Publisher sit Publisher site Publisher site ™y
Ir-clepth giace Resaarch amcle Expart opinicn |

¥ v

+ Al Overview (generative response) u!
Visibility in Al answers can significantly Cenerates a helpful, cited answer using information
increase brand exposure, drive more qualified grounded in the retrieved pages fronm Google's index 4
traffic, and lead to higher time on site and © =omoiccomiguie :
. comversions — especially when your content P2 R
| = " prother-sita.caomdarticie
B is genuinely useful, trustworthy, and offers
ee == original insights that others don't provide, @ vusiedsoursecomfinsighs
'.i L
- ALY N e———— =~
: * .
= Key takeaways [£) Proof from Google = 4 Quick audit prompt =
%
-"'1.' Foundational 51O still matters Google says generative Al Use this prompt to quickly review #__
01 / :q Core ranking and quality systems power features rely on core Search any article for Al Overviews SEO
Al experiences. ranking systems, opporiunities. |
#
02 E Umf-l ue, nr_m-tmnmﬂditr content tﬂ‘lllt“i Chery fan-out expands A
= D':!im.ll I]:lil I!‘h. rl_Lr::!l. |I:rJ risal experence the retrieval set behind @ Prompt @
are maosl ElY DD Catedl L‘Um?ﬂlﬂ'ﬁ qucsﬂ“nh. ;_ it
u:;"" @ Technical accessibility is required The G e AL £ | “Review this article for Google
. Tl e = : : :
o Make sure Google can crawl, render, @ inn;;-:;_-il:-t:::ll:s‘:ﬂ; }:IJI:M Al Overviews SEO. Identify any
and understand your content. monltor visibility, sections that are generic, weak,
High-quality images and video help or repetitive, then suggest
Rich media can appear in Al answers “ Gonerative Al foatures in Search expert-led improvements, !
and drive additional visibifity. are rooted in owr core ranking clearer evidence, and more T3
e ! systens and wse informating from ariginal insieht.” {
Use ":'ﬂ"?'l‘ meq_"sh_‘ AL across (e web, grownded in pages € & LA
Track performance with the new from Google's index.” J 'I;.-
generative Al report and related metrics i3
— Google Search Central !
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BIE e =¥ | f"nﬂ ‘_.L’_‘i.r_"
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How

They Work

I Overviews vs Al

Two Al-powered search experiences, A shared foundation.,

% ..

ode

’
‘u‘ : i
Different ways to help people find and explore information. = ‘? <+ F
4+ Al Overviews Al Mode :
Generative answer snapshots inside : Google A more conversational and exploratory | Google ] '
w 3 . . z 3 2 , |
Google Scarch that summarize - o search experience for multi-part or : Y
best i e ; :
.‘ information and link to web sources. l"_~ sl . follow-up questions. L x:,;xn;:::f:ﬂml :'

©

©
| ©
vl @
\.__

Appear directly in Google Search
for many informational gueries

Provide a concise, Al-gencrated
surmary of key points

Link o relevant web sourees
s people can explore further

Designed to help people quickly
understand a wopic

How Both Experlences Work
[@ User query

A person anters
¥ a question in
I Google Search

r -+- A l’,h'!nli;s

Teavel + Lessura
Host Time ta Wisit Japan

Concd Mast Traveber
Whan to Go Lo Japar..

Lanely Planet

Japan Travel Guide..,

e ‘J

331

“

Rclncﬁﬂ
from Search index

Grounding
with web content

®

Goople searchas ite
index using ndvanced
ranking systems, nften
cxpanding the gquery
into multiple: related

Ralevant, high-quality
pages are retrieved and
grounded using

—»

generation (K AG)

bt eloes
solar poweer work

searches (query fan-cut).

:

-g

Shared foundation

Both Al Overviews and Al Mode rely on
Google's Search index, core ranking systems,
and retricval-sugmented generation (RAG),
They use the same underlying infrastructure
o finel, evabuate, and ground infarmation

Query fan-out

from across the web,

Proof from Google

Retricval-aupmented generation (RAG)

Google ustas RAG (o gencrate responses grounded ininformation

from its Scarch indgx, not from a clesed, independent moedel,

Ql.u:r}' fam-out

Google may expand complex queries into multiple related sub-queries
1o retrieve @ broader set of relevant pages and perspectives,

Grounded citations

Al Overviews and Al Mode include links to relevant web sources

so people can eaplore, verify, and leam more.

Focus keyword: Google Al Overviews SEQ

Built for comples, multi-part I
questions and deeper exploration

Allows natural, conversational

feallova-up qpuestion:

Hengs a 7-day itinerary for
Japan thet balamvces Tood,
cultisg shd naturo. 1N incluce
oplions, trade-offs and tips..,

-

Ovendew

Provides richer, more detailed

Al-generaed responses

Helps people explore di flerent
angles, compare options, and
dive decper into topics

retrievil-augmented —}

complete and balanced mesporse.

Al Overviews and Al Mode r|:|}' on the same core sysLems, but are L{g_-;ibrncd

for different types of queries and user nesds.

(+

For complex questions, Google may
expand the oniginal query into multiple
relnted sub-queries to gather bronder
evidence, helping to surface a more

_H

Cited links
to web sources »

Both experiences
Ik to relevant weh
pages so peophe can
diver deweepeer, verify
information, and
explore more,

Al Owerview or
Al Mode answer

Google generates a

hel pful, grounded
response — either

& CONCISE OVervicw

or @ mare conversational,
multi-part answer,

Al Overview _\]
{c mtw:snapsi‘lull:}_J

Al Mode

(conve mnnw] Eﬂ —
©

=4

What SEOs should
optimize for

Focus on pages that are usciul,
crawlable, clearly structured, and nich
inoriginal imsight. Content that directly
anawera real questions and demonstrates
capertise is more likely to be retrieved,
prounded, and cited,

b

4 Planning prompt

0

. Lse this prompt 1o plan content that can win visibility

in bath Al Overvdaws and Al Mode

B Prampt

o

“For the query [insert topic], generate the likely
sub-guestions Google could fan out 1o, then identify
what evidence, examples, and page scctions would
best satisfy each sub-question.”

04



- ; — Google Al Overviews SEO 2026 ——

|

What Your Site Must Get Right

Technical Eligibility - = 5.

. Good foundation

Checklist oo g =

. @ Caiabity
A strong technical foundation helps Google understand, @ Page experience
trust, and surface your content in Al Overviews and search results. B Scxtuld

e

Indexed and snippet-eligible pages How it all works together ‘F

Your key pages must be indewed by Google and A healthy technical foundation makes your content easy
eligible for search snippets. Focus = high-quality, to find, understand, and use in Al-powered scarch experiences.

I
—
e —
e
—

pooplc-frst content that clearly answers real querics.
Al Overviews and other generative features draw E | l’ E I%
. | gives your content a chance to be considered. - & Renderable ] | Architecture Content

e — [ﬁ;:[ Your Website J
Inclusion in Search generative Al features ( T 4 T
" A . .
| I from indexed, high-guality pages that are eligible |
for search snippets. Meeting technical requirements Crawlable Clear Guality
|

e Crawlability and renderability 3 il i _ \'F ) (

i é Make sure important content is not blocked by @ '(f)

' 1 robots.txt, noindex tags, or login walls. Google needs Yl Snippet Structurecd Great Page [
to be able to craw! and render your pages (including s Eligibllity Data (context) Experience
l JavaScript) to understand your content. " l - 'L }
— .
" Clear information architecture Eligible for Al Overviews
- L]
Fh Use a logieal site structure, descriptive URLe, and and Search Results :
intcrnal finks to help Google find and understand ~ ,’
vour most important pages and their refationships. P = = o

S— ‘:‘E Technical SEOQ checklist Use this checklist to review your key pages LV

and templates.
Semantic HTML and accessible structure

</> Use praper HTML elements (headings, lists, links,
landrmarks) and follow accessibility best practices,
This helps search engines understand your content
and can improve eligibility for rich results,

Pages are indexed and eligible for search snippets,

[mportant content s not blocked (robots.xt, noindex; or login walls).

D Pages render correctly, including JavaSeript content.
D Logical site structure with clear internal linking.

EI:I'IHI'H;L' I IT?‘A I '.'I.'il.h ]'lmrn_-r !‘II:'.PH.'TIHE"G BHI.I accr:s.\”:al:' structure,

O

Duplicate-content reduction Duplicate and near-duplicate content is minimized with canonical tags,

Avoid thin, duplicate, or near-cluplicate content D Pages provide a strong experience on mobile and desktop.
Use canonical tags where appropriate and consolidate
similar pages so Google understands the preferred,
authcoritative version

D Relevant structured data is implemented where it adds clear context,

( @ What Google says (evidence) + Technical audit prompt

o . ] Geooghe save that for conlent 10 appear in Al Chrendows, Liser this presmpt 1o guickly audit any page
-‘L’l‘l"{)ﬂg PG SHpriciac apoe dewces p::ihjmlthu indeed .tnddigjmupp:srin fior Al (M{Enurir\ Sl?ﬂ rm&nﬁm s
Dieliver fast, stable, and mobile-friendly pages with srarch smippets, Generative fritures il on the same )
a good Core Wl Vitals experience. A smooth page oore sywierss @8 Search, and cras libiliy remais r@ Frompt n |
experience helps users and can support visibility esseniial s Google can End, acosss. and understand |
in Al-powered search. A CUNHERE “Audic this page for Google Al Overvicws

SEO aligibility. Check indeving,

“ Ko pisie e ettt T C v crawlability, rendering, heading

Structured data as supportive context li e iobe detad and olghle o strueture, internal links, duplication

Use relevant structured data (for example, Article; in search smippets.” risk, page speed, and whether the page
Product, FAQ, HowTo) to provide clear context | | isstrong endugh to appear with

about vour content. Structurcd data can help search —— Google Search Central a useful snippet.”

engines understand your pages. but it does not l l J
guaraniee inclusion in Al Cherviews, . . s

05
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What Google Wants lo Surface

Content That
- Wins Visibili

-

The kind of pages most likely to earn
visibility in Al search — and how to
Y create them.

* ~  Non-commodity content

Create content that is unique, valuable, and clearly
more uscful than generic summaries. Go bevond
what’s already ranking by offering a fresh angle,
new insight, or a more complete explanation.

Firsi-hand experience and expert perspective
Include first=hand expericnes, original analysis, and
clear expert viewpaoinis, Content informed by real-werld
cxpericnce and subject-matter expertise is far more
likely 1o be trusted and cited in Al search.

-~

Original data, examples, and comparisons
Use original data, real examples, side-by-side comparisans,
and case-specific insight. These elements help yvour content
stand out, demonstrate authority, and give Al svstems
something unique 1o reference.

o
%]

Reader-friendly structure

Use clear. descriptive headings, short paragraphs,

bullet points, and visuals where helpful. A well-structured
page is casier {or both peogle and Al systems 1o understand
and quote from,

&

Direct answers first

Start with a ¢lear, concise answer 1o the main question,

. then provide decper detail, examples, and supporting
evidence. This format alizgns with how Al search pulls
and presents information,

ol

Keep content up to date

Regularly review and update vour content so it remains
current, accurate, and credible. Fresh mformation, updated

examples, and new data signals that your page is actively
maintained and trustworthy.
Content improvement prompt I i
Use this prompt to turn a standard section into

content that is more likely to earn visibility in Al search.

a Prompt

“Rewrite this article section so it becomes non-commodity

Q|

ol

content, Add original insight, practical examples, stronger
evidence, and a clearer expert point of view without
L making it longer than necessary.” |

_— N

Google Al Overviews SEO 2026

1

4 Traits of citation-worthy content

| @J

Lray

Original and non-commodity
Provides unique insight, not a genenic sumimary.

Shows real experience

Includes first-hand knowlediae or expert perspective.
—
II Backed by data and examples
I J Uses original data: case studies, and clear comparisons.
o s
= | Clear and well structured L

Easy 1o read with descriptive headings and logical flow

Direct and useful answers
Giets 1o the point first, then adds depth and context.

@

t
L)
L ]

L)

~

®

Current, accurate, and credible
Regularly updated with the latest information.

T

e
A\ What weak content looks like

Gienerie claims

Repeats common statements found across many sites.
Repetitive phrasing

Savs the same thing in different words without adding value.

Ihin examples
Uses vague or surface-level examples with no real detail.

Mo original perspective

O ®®

Lacks a clear pomt of view, msight, or real-world experience.

A
Proof from Google

Cioogle emphasizes that unigue, compelling,
useful content for people is what performs
best in search — not manipulation tactics.

C

“Our focus is on rewarding high-quality
conrent thar is original, hefpful, and created
Jor peopie, rather than contenf designed

fo manipeiate search rankings.”

Google Scarch Central




\ —— Why

Rich Media Matters

™ Page Experience,
. Images, and Video

How great media and user experience help your content

01 ; ‘ Great p:atge experience
on mobile and desktop
A clean, responsive design helps all users —
and Al systems — easily access, understand,
and engage with your content. Make sure your
pages work secamlessly across devices with
readahlc text, clear navigation, and stable layauts.
02) | Fast load times, clear hierarchy,
and distraction-free reading
— Pages that load guickly and present information
with a clear structure, s¢cannable headings, and
minimal distractions perform better in both
Irﬂciilinnﬂl hl;'iil(.'i'l -'l'l:l! ."I.l‘F?:J“'{'['Fll !'.:!'.E"'."i"il‘r'll:'l‘h.

@ | High-quality images
expand visibility opportunities

Relevant, original images can appear in image

. search, Al Overviews, and multimodal results,
They help explain complex ideas, increase
L’IEJ_-.;'.I}.’IE‘.!'IL"I'I'\. Hﬂ-‘J rll:l]ii.‘ _\_L"JH.IF content more
shareable and link-worthy,

@ ‘ Use relevant video to
support complex topics

Video can demonstrate processes, explain
abstract concepts, and answer common
questions. It increases time on page, supports

L]
i
. W
L different learning styles, and can surface in

video results and Al-generated answers.
@ ‘ Captions, context, and

accessibility signals

Use descriptive captions, alt text, transcripts,

and clear surrounding context. These signals

help search engines and Al systems understand
your media and make your content accessible

Lox Miore peap le.
@ Visual originality supports
your message

.
@ Best practices
GI'UI D Use a responsive, mabile-friendly design.
@2 : " keep pages fast, clean, and easy to read,

@3) E Use original, high-resolution images.

@4) @ Include relevant video for complex topics.
@_r-‘) @ Add deseriptive captions, alt text, and
surrounding context.

@ @ Ensure visuals directly support yvour text
e - —

and add unique value.
LN

—  Googl

- - ‘ o
P & i perform in Al search and traditional search.

B
readzble design

\

Relevam video
to explain topics

& Common media mistakes

Using coly generic siock images
@

that could be on any website,

Sl -londing, unoptimized image
@2) m cw-londing, unoptimized images

and videos
Missing or unhelpful alt text,
03 = J
C_) captions, and transeripis.
4 Embedding videos without context
@) @ or key takeaways,
@ E Using decorativie vicuale that don't
add value or support the content.

e Al Overviews SEO 2026

a ; i m;ﬂwww.eﬂﬂ;h.;oﬂﬂamﬂ

Practical examples and steps

A Complete Guide to Al Search
for Businesses in 2026

Key strategies for Al search success

P |
.iIII

-guide

Table of contents

|, Key imsights

il

Supporting chanrts,
ol screenshots and visuals

High-quality.
relevant images

-

Clear structure ]

and ravigation

Google explicitly recommends using
high-quality images and video, and
providing a good page expericnee.
These help pages perform better

in search and can appear in rich
results and Al-powered experiences,

|
s

[_-".:.' { aib :.-u' \'.__

ol Central

>

!

e’

-
4 Media optimization prompt

[2) Prompt

2

i}

“Review this page and identify where
stronger imapes, charts, screenshots,
captions, or short video could improve
usefulness, credibility, and visibility

in Al-driven search experiences.”

07
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What Mot to Do

Myths and Mistakes
47 to Avoid <

Cut through the noise. Avoid common Al SEO mistakes and focus
on what actually improves visibility int Google Search and Al features.

MR JURrconient Mio into tiny chunks for Al features, Clear,

very small sections just v : y -
Ty & AT e / but kecp content comprehensive high-guality, well-structured content works L
to target Al features. ! and natural. | better. [

— W,

llms.txt files are not required for Google Search visibility. ( |
(. pont r—: Do {5 Google says
Don't assume vou need vy Focus on siandard acceszible L z e
é an llms.txt file to appear web pages with high-quality 50 I?}-Ih_h.:;m[! pmlm ,:ﬁ:‘ :
= Gou;,lL. R content, (_,ﬁug;edﬁs Pm Google's puidance and public statements.
lEll%lIrL an lhms.xn Die lor
Al Overviews, search visibilily, No requirement for lims.bt
Gnush: has not said that an lms.1xt file s
Breakmg content into tiny chunks is not required. required for Search. Focus on standard,
'S accessible web pages.
Dﬂn I Do: ; :
[ lity over fragmentation
) _Fr Create clear, well-structured Quality
OO Dontover-fragment B oo uitaniue | e e

| user needs, Use helpful sections,

Manipulative tactics don't work

@ Chasing fake mentions or manipulative tactics is a poor strategy.
Trving to game Al features with (ke

e

E—
Don't: Da: mentions, link schemes, or other
- ® BT Gy Ce e L 4L "
Dion't pursue fake mentions, Earn genuine mentions and manipulative Eetics goes apainst Goople's
guidelines and can harm your site.

GEOAED tactics to try 1o ]'Il.‘ll'l'rlil content, real cxperlise,

link schemes, or manipulative ‘ citations through eriginal,
force inclusion in Al answers, and credible digite] PR,

Mass fan-out can be considered spam
Creating many near-duplicate pages just 1o
target query variations can be seen as
spammy and may not perform well,

L

®

Writing separate pages for every fan-out variation can be spammy.

Don't: Do:
S [hon't create dowens or |_=+I Create comprehensive pages |

Helpful, people-first content wins
Google emphasizes helpful, reliable,

®

hundreds of near-duplicate that cover refated sub-topics people-first content, supported by strong
pages targeting every nawrally. Only create separate technical foundations, as the path to lasting
possible query variation. pages when there is a clear, visibility across Search and Al features, .

L z L unigue wser need. . i

' . . '
Duplicate or thin content hurts user experience. . :
@ ; (=) Risk review prompt 0

Don't: - ; Do Use this prompt to review your plan for
Don't publish duplicate, Publish arigmal, substantial rigky or low-value tactics,
ncar-duplicate, or thin content that provides real value
conlent jus[ to target | and a better user expericnce, [’

L __more queries. | a Prompt D _

b

“Review this SEO plan and flag any risky,

Stmng fundamentals beat shortcuts. spammy, manipulative, or low-value acties

Don't: Do related to Al search. Replace them with
e Focus on core SEQ fundamentals: safer, higher-quality alternatives aligned
‘ | 4 F;ﬂkl :re!}' OIRL k!{mf. .'ll helpful cantent, strong techmical with TGUU‘,’.IE‘E guidance.”
‘ l BB L URITAE SL G frundations, great user expericnas, L
; to game Al search results, and demansimble expertise T -
)
Homumj
:"_'"_—‘—-._ .
k FAKE M!Nngus B
| THIN cam‘em

=

. L MASS PAGE SPAM | W

g m”“mﬁ > s

Focus kevword: Google Al Querviews SEO e (O]
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The Metrics That Matter

Measuring Al Visibility _ -
- .z inSearch Console -~ -

- - L ]
How to track, analyze, and grow your presence in Google’s -
-~ - Al search experiences with new Search Console reports. .- -
New Generative Al Q ) - O =
performance report 02 @ Rolled out worldwide 03 @ What it covers
Google introduced a dedicated As of August 31, 2026, The report includes
- Generative Al performance the Generative Al performance impressions from Al Overviews
H - report in Search Console an report in Search Console and Al Mode, showing how often
' June 3, 2026, giving site-owmery has rolled out worldwide, your content appears in these
L/ visibility into how their content ; : p-
Ed i 3rqyjn R S making it available to all generative Al experiences
. oo ik cligible sites glabally. across Google Search

I = ——
—————— o — —
G Google Search Console  Generative Al performance  BeTA i £] LastZBdays v ] l @ 1] What you can analyze

—— e SN

You can analyze Al search

Overview Fages Countries Devices Dates performance by:
4 = N Pages = sce which pages get
| Al Overvdew Al Mods ( Total Al P [ the most Al impressions
impressions impressions ;
. Countries — compare performance
C 1.2M e 320K 1t ssax 1.5M T +51% aCross regions |
X '—'_N"—/LW;/_.# M L _-,__,«,—wa Devices — understand visibility |

on desklop, mobile, and tablet P e
Impressions aver time

Diates — review cusiom date ranges |

O

@

@

@

@ Overall impression trends = track | g
©

B A Overvdews @ AlMade @ Tatal

growth and changes over time
i L]

? 1] * _i : .‘]
@ Important limitation

Search Labs experimenis b8
are not included in this report.

The data only covers Al Overviews

and Al Mode in Google Search,

not early cxperiments from

- Search Labs. |

@ {g} Practical workflow ‘@ E New multimodal reporting : I

Baseline the last 28 days O September 24, 0026, Covgle [ What to monitor weekly

ii

i r i t ™ :
| time after your optimizations. The report rolled aut worldwide

@ Check overall Al impressions and idenify unched “Wist: multimodal™ reperting -3
your starting paint. in Search Consode for imoge-led searches, -. : Total Al inpressions and trend changes
Find |\igh—imprl.'ssiun pages providing new |r_|5:|:ghls inlo how your
; i ; content appears in image-based seanch @ Top performi aaqas in Al Oversews
@ See which pages are performing well results and related generative Al anhysis. © - o g pag
in &l Overviews and Al Mode.
£ Top performing pages in Al Mode
@ Improve weak pages Key dates and evidence
Update and strenpthen pages with low A P
or declining Al impressions June 3, 2026 kY P
Google ntroduced the Generative Al
@ Compare trend changes perfocmance ripart in Search Congole @ Pages with declining impressions
Monitor how impressions change over ;“.ilgllﬁ‘ 11, 1026
- Iterate and scale for all cligible sites, Opportunities to improve and expand
A = Hepezt the process to arow visibility September 24, 2026 =
'l‘“' across more pages and topics. “Web: multimodal™ reparting launched Ml L et ]
\ in Search Console for image-led searches, H = i‘ “m Y LT ¥ -
' _— = p— .= - (mL .

+ RE’Pﬂl'ling pmmpt Llse this prompt to analyze your Scarch Console data and get clear, actionable insights i

&

“Using my Search Console export, summarize which pages have the strongest Al scarch visibility,
where mpressions are rising or falling, and what changes [ should priortize next to improve performance.”

>

Google Al Overviews SEQ 2026 ——— 09
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- - ~——— Prompts You Can Use Immediately

Edltorlal Prompt .
- Library for

-~ Al Search SE

Y ,i Al prompts are most useful when they improve

strategy, clarity, ew=1det1pe. and nr:gmalny d B fsmnes | l =,
rather than mass-producing generic text. L] !
e W W o B | B o aignany
r Use the prompts below as a starting point, adapt
. them to your own context, and combine them with \ Optirmiize for Al search »
vour expertise, data, and real-world experience ;
| tocreate content that stands out in Al search. . .,L-r_-____ .
-— PN | e
Intent mapping :
| @ @ prompt : @ Outline prompt ' b
I
Understand what users really want Creale a clear, comprehensive structure How to use
and what to include in your content. that answers the query and goes deeper. these prompts well
i
(E‘] Prompt: | B Prompt: | W
“Analyze the query [insert keyword | “Create a high-authority article (60 @ Give contex
and map the likely user intent, outling for [topic] that answers the Explain your goals, target
follow-up questions, objections, main query fast, then expands into audience, brand, and what
| and comparison angles that a strong enpert insight, examples, FAQs, miakes your content different
Al-search-ready article should cover.™ and practical next steps.” '
\ =) & 7 |(02) [2) Provide the drat
—
L Share your existing content
Vi - = TYiffo R £o-the Al can give specifie,
i || | Evidence prompt Q Differentiation prompt , i
Strengthen accuracy and credibility Turn generic sections into unigue,
[ with better support and examples. valuable content that shows your expertise. | ' I I Request evidence
Wi r : \ :
Prompt: Prompt: -] Ask for stronger evidence,
E Pt [j[] B 4 ﬂ cxamples, or data to improve
“Review this drafi and identify where “Find the commaodity sections in this credibilily and depth
claims need stronger evidence, article and rewrite them so they
frcshc_r E:-‘.ﬂmpllcs, ﬁrsl-hand m:}tf’nn sharper 1qs!ghia. clc-n.rcr (04 QO Protect your voice
experience, screenshots, or opinions grounded in expertise, o A =
original data.” and more useful detail.” __J Tell the Al 1o keep vour tone,
= — == perspective, and uniquc
T insights, not te make the
oy ' - content gereric.
@ Snippet prompt x_s Refresh prompt i -
Improve your chances of earn'tlng Keep vour content accurate and | @ @ Review manually
a featured smppet or Al overview. relevant as gearch evolvey, |
— —w.] Alwavs [act-check, refine,
@ Prompt: ﬂﬂ @ Prompt: |j|_‘] and ald your own expertise
_ _ _ = before publishing. -
“Rewrite the introduction so the page “Hased on this article and the latest
_ eqarns a clt-:_arer sni pplel, answers the changes in Google Search, list the ‘ >
| | core question quickly, and leads sections that should be updated first S S— > |
naturally into deeper supporting SR ek b
detail.” e
e = J } -

5 Lise prompts o improve
:§ KEy l‘dkE:lWH)’S ‘ @ Slraul:g:.r. clarity, c\Fidem.-e,

amed originality.

: Combine Al output with Well-crafted prompis
your expertise and real help you create content
experience: that performs in Al search

Google Al Overviews SECQ 2026 — 10
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Search Intent Mappi
for Al Search: .«

Understand What Users Really Wantin the Al Era
¢ -

Search intent is the foundation of modern SEO, and it is

even more important for Google Al Overviews and Al Mode. . T GDDQ,P

Al systems analyze the intent behind a query to deliver = . : Al Mode s I
direct, context-aware answers. By mapping search intent { i = = - &
correctly, you can create content that precisely matches 2.4 R i

user needs, increases visibility in Al Qverviews, and Me 24 L gy images  Mdoss News  Shopping
drives highly targeted traffic to your site. i ... - — =

[ & Al Overview

| The best 41 SEO strategy in 2026 focuses on creating
helptul, people-first content, demonstrating E-E-A-T,
using structured data, and matching search intent

e il = - D ATECY with high-gualty. in-depth information,
i : E TRATE -
CONTENT 5 -
L] . .

UND Fr?.STﬁNE'? Al OVERVIEW= T e f‘:’,‘f’:”i‘,{'jf?fﬂ“‘ 2026
SEARCH INTE " ——r T
CREATE H;TTEF .'_ e f:i-:':cm-_--l_-.:_::_:__;-l.-,-.:. %
CONTENT

i

L

— — T

The 4 Types of Search Intent

; ~  ———
Informational Intent b Commercial Intent Mavigational Intent Transactional intent
Users want to learn or find S Users are researching Lsers want a specific I = ! Lkers want to talee an action
/ an answer, Examples: "what is ! before a purchase, J website or page. ; | Expmples: "buy SEO softwate”,
Al Mode®, "how 10 optimize Exarnples: “best Al SEQ Examples: “Google Search *subbscribe to Al SEC eal”,
for Al Overviews”. “best Al tools m?:’a". “Ahreds vs Console login®, “Digital “download SEO checkliat®,
SEQ stratogy 20267, Sermrush”, “top conrent World Pulse Al SEO guide”,
optimization softwara™. “Mhrets blog™,
How to Map Search Intent for Al Overviews Real Example: “Best Al SEQ Strategy 2026” i

01 |  Analyze the primary keyword and related queries,
|' 02 ) Check the current SERP and Al Overview format.

@3 ] Identify the dominant intent type.

+ Al Cverview

[_Dti Review the content that ranks in A1 Cverviews. " : ]
/ The best A1 SEO strateqy in 2026 includes creating
@5 1 Create content that fully satisfies the intent. helpful, people-first content, demonstrating strong
== E-E-A-T, using structured data, and matching
@ﬁ Inclucte relatad subtopics and FAGs, search intent with high-quality, in-depth information
[—ﬂ? | Use structured data to improve understanding
[{]3. ] Monitor performance and refine based on results.
L PRO TIP

Map multiple intents for each main keyword. Many topics have both informational and commercial
] intent. Covering all relevant angles in your content increases your chances of being featured in Al Overviews.

Digital World Pulse | ‘our Complete Guide 1o Optimizing for Al Mode, Al Overviews, and the Next Generation of Search 1
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$

How to Build a Semantic Page Architecture

- & —— @ —

. Architecture :
= - N
8- 0 «~aBETE
Build a Structure That Al Understands
~ -
Semantic page architecture helps search ? e 2 Website Architecture
engines and Al systems understand the - —_ ==
. relationship between your pages, topics, . 3 #A Homepage
and content. A well-structured website . J‘
with clear topical clusters, logical hierarchies, e o R | : i S l
f 1 and strong ]ntema.l r:ﬂnnecticmts increase? - ; - f'f@ Sports Hub . ﬂ Al Tools Hits | Guides Hub [
your chances of being featured in Al Overviews o, ' ' J
Al M : R—— g Yo : f — .
= i and ode ."__—ﬂ. . F MFL Pradictipns Ilr—i AJ'ﬁ'Td'iTlmfs [ Ill Beginners Guides |
- L - MLS Fredictions I [ - I i .
- TOPICAL AUTHORITY y !_: {1 fheve kn | [T AdvarcedGuides |
e LIEC Pradictions : . | ~ -
e TERNAL LINKING Ly (L A%0Sateges | B Cooe tudes
) il ]NER i FI Fradictions ¥ S
CTERS ....-.—-'__- T A Prompt Libraey b i
! ‘ _"_LL'I"' g ] 'f — v Lo ary
o A ;? -
TOPICAL ' —
AUTHORITY
NOT JUST
PAGES !
; Pl 2
s i : .j
= - - i
- ,‘ el v ¥ . wular Peae
= s - Pillar Page \ "|,| = JJ:.T.:‘;,\,'F"“}" \
B ! i « Subtopic Page EAEETE )
| | . s p. lk‘- .JuPP‘rhm’. c_.nr'h-r! -!I 1
ol ——— 1:«-&-'“" \
,,5:"’ = inkerna =
- : . c 5 qu*."ﬁ“"“"’ L
Y i Jtrcnﬁ"f To?‘ e
*
Key Elements of Semantic Architecture
< l Topic Clusters @ | Internal Linking ( lgw Logical Hierarchies @ | Semantic Relevance
—
~ J Group related content - Connect ralated pagos ) Organize your content Use consistent keywords,
around a main fopic bo u=ing descriptive anchior ; from broad topics to entities, and context
create clear topical text to reinforce topical specific subtopics to across related pages
hierarchies that Al refationships and pass create a clear and to strengthen topical
can easly underatand. relevance signals scalable structure, authority,

——

Define Main Topics Create Subtopic Pages Connect Pages Optimize for Entities Maintain and Expand

Identify your core Develop supporting Use internal links Include relevant entities, Regularly update

topics and create content that covers with descriptive related terms, and content and add new

pillar pages for each, specific angles. anchor text. structurad content. pages Lo strengthen
topical authority.

L PRO TIP
" — Usea hub and spoke model for your most important topics. A single, comprehensive pillar page linked to multiple

Digital Waorld Pulse Your Complete Guide ta Optintizing for Al Mode, Al Overviews, and the Mext Gereration of Search

suppeorting articles helps Al understand your expertise and increases the chances of being cited in Al Overviews.

12
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Entity Signals and Topical Authority

Help Al systems understand who you are, what you cover, and why your site is credible.

Al search systems connect pa ge's ihrough entities: people, bgagds, * ~
products, organizations, p!aces and topics. Strong topical authprity * * ENTITY GRAPH
comes from consistent cwerage clear relationships, flrst hard . ' !
expertisk,"and corrobprating 5|gnals across your site - nut from. i '
repeatingakeyworg. =+ e 0w miml =
B ' ' . L : = (R | e . = 3 . f ]
LA ] T . =
N ] 22 : . - ! i ¥ i [ |
A, 7
g s ™
1. Consistent Entity Naming 2. Topic Depth, Not Topic Sprawl
Use the same brand, author, product, and arganization Build clusters around a small number of subjects you can
names across titles, bios, about pages, schema, and cover deeply. Publish supporting pages that answer distinct
internal links, sub-questions.
“ R o
d By fE !
3. Demonstrate Real Experience 4. Connect Entities Explicitly
Add original testing, screenshots, methods, examples, Use descriptive internal inks, relevant structured data, clear
author expertise, and editorial ownership. These maks author pages, organization information, and contextual
your content non-commaodity. references.
- . d
g Rt

Topical Authority Flywheel

O— O— O— O

Research real user Publish expert-led Interlink related Eam engagement & Retfresh with new
needs pages evidence mentions evidence

p /

[ AUTHORITY SIGNAL: Be the clearest, most useful source on a coherent topic - and prove it with real evidence. ]

Cigital World Pulsa | Google Al Cverviews SEC 2028 Guide l 13 |
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Writing Sections Worth Citing

Make every section usefu.i enough to stand alone inside an Al-generated answer.

Al Overviews can refrieve a spec'tﬁ?: passage from a page rather than treating the article as one block. The: «  »
strongest sections answer one clear fuestion, add context andeyvidénte, and make the claim easy 1o verify.» »
E n ' | 1 L] L

Start with a direct answer; build pages t eful to people, and technically

ble. Then support the ear headings, high-quality media, and

SOURCE NOTE - Google Search Central: Generative Al Optimization Guide (2026)

Citation-Ready Formula

s B N
1. Direct answer 2. Evidence
State the conclusion in 1-2 sentences. Add data, examples, screenshots, or official sources,
W ! o
s By ™
3. Context 4. Original value
Explain when the answer applies and important Add anzalysis, experience, or comparison readers cannot
limitations. get elsewhere.
b iy 4
s =y
Before You Publish a Section
@ One question per section @ spectic nouns and entities @ Mo unsupported superiatives
@ Natural intemal links @ Freshdates where time-sensitive @ Human review for accuracy
e g

Digital World Pulse | Google Al Overviews SEC 2028 Guide [ 14 |
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Optimizing Commercial and Affiliate
Pages 3 X

Earn visibility wﬂhout turning reviews and comp’arlsons |r'|1;n thin sales copy. - -

Commerclal pages can appear in Al search when they genulﬂely'help people compare -:-ptmns Strong -
pages ex plam me:hc:dn'lngy show first-hand evidence, discldsé incentives, and make h‘ade-oﬂs visibles

instead ofslmply declaring a winner.  + ; =i - ee " - i
o ™y
Comparison Page Blueprint
[ Coilenis H Tool A Tool B Tool C
Best for Solo creators Teams Video-first
Price 5% 338 §s
Strength Fast workfiow Collaboration Visual guality
Trade-off Fewer controls Higher cost Longer renders
S . Ui wlizaic L
i B | B ™
1. Publish Methodology 2. Show First-Hand Evidence
Explain what you tested, how long you used it, scoring Use original sereenshots, measuraments, examples, and
criteria, and what would change your conclusion. cbservations. Avoid copying vendor claims.
X A
“
3. Disclose Commercial Relationships 4. Cover Trade-offs
Malce affiliate relationships obvious and separale editorial List strengths, weaknesses, ideal users, and situations
judgment from monetization. where a competing option is a better fit.
e AR i
i ™y
Commercial Quality Gate
Can a reader make a decisicn without clicking an . ls the reviewer or author clearly identified?
affiliate link?
. Are pros and cons evidence-based? . Are claims linked to sources or original tests?
... Is pricing/date information current? .. Would the page still be useful F monetization
disappeared?
S i

Digital World Pulse | Google Al Overviews SEC 2026 Guide | 1B
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Al Search Prompt Pack

Practical prompts for research, structure, evidence, differentiation, and editorial QA.

Al SEARCH SEO GUIDE 2026

Use these prompts to improve th'mking and editorial quality - npt to rhass-produce generic text. Give the « »
model your draft, audienoe, sotirce material, and constraints, then rediéw gvery output manually.

- 1 1 _\ .r“_ 18 L |
01  Intent Map 02 Gap Finder

Analyze [keyword]l. Map primary intent. secondary
intantg, likely follow-up questions, comparison angles,
and what a complete answer must include.

[ COPY = adapt to your own confext ]

Compare this draft with the top guestions users ask.
ldentify missing concepts, weak evidence, unciear
claims, and sections that add no urigue valus.

[ COPY - adapt to your own context

S it i
_ _ G _ i)
03 Evidence Audit 04  Entity Map
Flag every factual claim that needs a source, date, List the important pecple, brands, products,
screenshot, original test, or first-hand example. Separate organizations, concepts, and relaticnships this page
facts from opinions. should explain clearly:
[’Ew -+ adap1 to your own context | | COPY -+ adapt 10 your own context ]
W 1 #
i 4 B
05 Citation Rewrite 06 Commercial Review

Rewrite thiz section so the firat 2 sentences directly
answer the guestion, then add evidence, mits, and one
original insight

' coPY = adapt to your ewn context |

Audit this comparison for bias. Check methodaology,
disclosure, trade-offs, unsupported superlatives,
freshness, and decision usefulness.

|.. COPY -+ adapt 1o your own context

W S
5 P e
07 Refresh Plan 08 Final QA
Given this page and current changes in Search, list what Act as a skeptical editor. ldentify generic language,
must be recheckesd, updated, removed, or expanded contradictions, missing context, weak examples, and
betors republishing. anything a human should verity betore publishing.
[ COPY = adapi to your own context | [CDPY - adapt to your cwn contaxt
. . R A

Digital World Puise | Google Al Overviews SEC 2026 Guide
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Editorial Workflow and SOP

A repeatable publishing process for Al-search-ready content without sacrificing human jud:

[ | | B |
The goal is not to "optimize for Al Bsa separate publishing system). Build a distiplined editorial workflow that (R R
produces useful, venﬂablep technically accessible pages - then measure*how they perform in both tradmon al and (R

9
genraratweSaarch S it ! = o 1 1 L
. | LI | i LI - (] | | . LI | LB | | B |
(| i ’ = - ' P : ! . "
= - L L L i 1w L -
| I | E N [ | [} 1 LT ] L I |
P n ' ! A ' 1 ; . LR : | E A
() " el S < s R (] [N b ' it , ]
n | | —e— L | [
. .Research S (R e N
; Intent, SERP, official sources, user questions TthE QA GHtES
: " s
Brief Editorial
Audience, promise, entities, evidence plan
s it useful, original, accurate, and clear?
3 Draft
Direct answers, depth, examples, visuals i s
{ ™
Technical
4 Fact-check 1
Sources, dates, claims, limitations E::;pi?'?de crawl, render, index, and show a
= SEO QA % o
Indexability, headings, links, media, schema -~ -
Trust
Publish Are authorship, sources, disclosures, and
dates transparent?
Final human approval and disclosure
55 =
Measure
Search Console, Al impressions, engagement
b g
Gl ( sop hi b
Update evidence, links, screenshots, conclusions Own ers Ip
Editor signs off on usefulness + clarity

Subject reviewer checks claims + real-world accuracy
SEOQ owner checks discoverabllity + internal links

Publisher recornds publish dats + refresh trigger

Cigital World Pulsa | Google Al Cverviews SEC 2028 Guide l 17 |
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30-Day Implementation Checklist

A practical month-long EJI_an to improve your strongest pages first.

Do not rebuild the wholessite at once, Use the first month to fix gligibility’stréntthen the pages with the clearests »

opportunity, add o[iqinal-evil:lenc'& and establish a measurement haselinein Search Console. L, s
1 - =t l LT L . : ' s ' A : : . l
— N - = <

WEEK 1 - FOUNDATION .| WEEK2-CONTENT

Verily indexing and snippet eligibllity Rewrite weak introductions

Check robots, canonicals, rendering Add first-hand examples

Export Search Conscle baseling Add credible sources and dates
Choose 5-10 priority pages Improve headings and structure
Map user intent + missing subtopics Add original images or diagrams

Document authorship + diselosures Clarify entity names and relationships

0000000
O000000

Fix broken internal links Remove thin or duplicate sections

Y T

WEEK 3 - AUTHORITY WEEK 4 - MEASURE

D Build supporting topic pages [:] Review Generative Al impressions
Add descriptive internal anchors Compare pages/countries/devices
Strengthen AboutfAuthor pages Check multimodal visibility
Update structured data where relevant MNote pages gaining Impressions
Create comparison methodology Investigate pages losing visibility
Add FAGs only when genuinely ussful Schedule monthly refresh checks

Refresh outdated commercial claims Record hypotheses for nesxt tests

000080
) RO

SUCCESS METRIC: By day 30 you should have cleaner technical eligibility, stronger priority pages, and a reliable
baseline for Al visibility - not a promise of citations.

=

Digital World Puise | Google Al Overviews SEC 2026 Guide l
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Final Optimization Review

Run this quality gate beﬁo.re publishing or refreshing an important page.

A page does not need every possiblé tactic. It needs to be accessiple, satisfiing to users, trustworthy, and_

meaningfully better Tlhan.cammo'diry'summaries. Use thi

Al SEARCH SEO GUIDE 2026

s review 1g decide whither the page is ready mlpubglis;h. "

Intent & Usefulness

@ Primary question answered quickly
. Important follow-ups coverad
. Content adds original value

. Mo sections written only for SEQ

Evidence & Trust

. Claims supported or clearly labsled opinion
. Dates and sources are current
. Authorfreviewer identity is visile

. Commercial relationships disclosed

\- 7 X i
P e R b
Technical Media & Structure
. Indexable and snippet-eligible . Descriptive headings and hierarchy
. Mobile layout is readable . Images/video genuinely support content
. Important content renders correctly . Alt text/captions are useful
. Canonicalfinternal links are valid . Structured data matches visible content
s i S o
E i
Publish Decision
i e T T i i’
READY REVISE HOLD
All critical checks pass. Publish and Useful page, but Thin, duplicative, misleading, or not
measLre. evidence/structure ftechnical technically eligible.
issUes ramain.
o L% A
G =

Digital World Puisa

Google Al Overviews SEC 2026 Guide
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Final Thoughts

The strongest Al—searchl strategy is still a strong publishing strategy.

Google Al Overviews and Al ME:ude change how information is disCovered, but the fundamentals, .+ ¢

remain durable: mgke 't:mtent accesmble useful, Urlgmal ErHleIUStWDFH'I}F There is no special markup i,
or shortcut that guarantées mcLugmn Build pages QEI.DD|E would gra\numelg,r choose to raad, thenuse ' °
Search ton sole to Iaah'l whete your wmbiilw is Qrowmg L= v "

The 2026 Playbook

“Create non-commaodity content that is helpful, reliable, and people-first. Keep
the technical foundation clean. Measure visibility. Improve what users actually
value."

Based on Google Search Central guidance for generative Al fealures,

N I
10 Takeaways to Keep

@ Foundational SEOD still matters. @ Be indexable and snippet-eligible.

@ Answer intent, not just keywords. @ FPublich expert-led, non-commodity content.

@ Use clear structure and internal links. . Add high-guality images and video when useful.

@ Use structured data as context, not a guarantee. lgnore gimmicks such as llms.txt for Google
wvisibility.

@ Measure Al impressions in Search Console. 0 Refresh content as facts, tools, and user needs
change.

FINAL PRINCIPLE Optimize for understanding and usefulness first. Visibility follows quality - not shortcuts.

Digital World Puise | Google Al Overviews SEQ 2028 Cuide [ 20 |



