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Reverse Engineering Google’s AI

Unlocking Emerging SEO Opportunities



Hi.



Educational Content

Saving for a Home

Many first-time buyers 

start saving for a home 

by cutting unnecessary 

expenses and prioritizing 

their savings.

How to Find an Agent

Finding a real estate 

agent who understands 

your needs and market 

area is essential for a 

successful home-buying 

experience.



Stiff Competition



Ignoring Conversion Data

Mortgage Rates

Current mortgage rates

10 year arm rate

Mortgage rate lock

Loan Types

Jumbo loan mortgage

FHA mortgage

Fixed rate mortgage

Apply Now

Mortgage pre-approval

Online mortgage form

Apply for a mortgage

Best Converting Keywords 

from Google Ads



Ignoring Conversion Tactics



Ignoring The Future of Search



My Background

● Intersection of technology and marketing

● Studied AI in graduate school

● Built a super-computer for the NSA

● Founder of Fire&Spark, an SEO agency

Clients



Google’s AI Overviews
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Search Behavior



CONSIDERATION PURCHASEAWARENESS

Google Mid-funnel Content

EmailWebsite

Evolving Customer Journeys

Traditional 
Search

Generative 
AI Search

Sales Page

$

Sales Page

$



Focus on Conversion



SEO for Rankings SEO for Revenue
Goal            Traffic acquisition Customer acquisition

Metrics        Rankings and traffic Conversions and sales

Research    Keyword demand Customer needs

Targeting    High volume keywords High intent customers

Conversion-focused SEO



SEO for Rankings

SEO for Revenue

What are the highest volume keywords?

How will we track rankings?

Is organic traffic increasing?

How will we track organic revenue?

What questions do our best customers ask?

What are the highest intent searches?

SEO Strategy Questions



The Keyword 

Research Trap



Lighting 

Contractor

Light Bulbs
Solar 

Lights

Light 

Fixture
Solar only

Not too bright

Must be silver

Need 3” wide

Screws 2” apart

Hidden Context





Fail: Keyword Relevance

Query: skiing



Fail: Search Volume

Query: solar panels

Install solar1

Finance solar2

Research solar3



Fail: Low Volume
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Keyword:

commercial grade wall-mounted 

reverse osmosis water filter



Fail: Balancing Trade-offs

Volume

Relevance Competition



Focus on Intent
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What’s Changed
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⬤ Keyword understanding

⬤ Content understanding

⬤ User experience



Focus on relevant 

searches

Keyword Targeting Intent TargetingVS

Prioritizes traffic

Best for lexical search

Focus on high-intent 

searches

Prioritizes customer needs

Best for semantic search



How Can You Determine Intent?
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⬤ Read the results

⬤ Ask Gemini

⬤ Ask your customers



Keyword Targeting (Old) Intent Targeting (New)



Fixing Keyword Research

A better approach

Identify search intents1

Filter keywords based on 

intent
2

Choose content formats and topics 

based on intent
3



PROBLEM FOCUSED “My door 
lock is broken”

door lock 
repair

SOLUTION FOCUSED “I want to upgrade 
to a smart lock”

smart locks

BRAND FOCUSED
“Google Nest 
has the best 

reviews”

google nest 
lock

Customer Journey



Data-Driven Comparisons

Visual representations 

of information that AI 

cannot summarize



Niche Buying GuidesNiche Buying Guides

Address specific 

needs, questions and 

concerns with buying 

guides



Interactive Tools

Prompt

Create an HTML page that 

contains an interactive tool 

with an intuitive layout and a 

light blue color scheme.

Inputs:

Number of websites

Level of Competition

Geography

Current DA



Interactive Tools



Video

Know when your 

customers want a video



Quick break
Download my slides 

dale@fireandspark.com



Calls to Action
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Align Your CTA Messaging
38

Choose CTA messaging that aligns with your target search intent

Search Intent

CTA Messaging



X

Keyword: “Travel Rewards Cards”

Intent: Find a card with travel perks

COMPARE CARDSAPPLY NOW



Awareness

Consideration

Purchase

CTAs Should Match the Stage

Learn about 3d printing

Compare 3d printers

Get an instant quote



Interactive Tools Can Boost Conversion

Mortgage Payment 

Calculator
Mortgage Application



ROI Calculator in Claude



SEO is Changing



SEO for Rankings SEO for Revenue
Goal            Traffic acquisition Customer acquisition

Metrics        Rankings and traffic Conversions and sales

Research    Keyword demand Customer needs

Targeting    High volume keywords High intent customers

Conversion-focused SEO



How SEO Strategy Needs to Change

Old New

Text-only content → Video-enhanced content

Keyword targeting → Intent targeting

Informational articles → Mid-funnel Content

Create new content → Update existing content



Owner Business model, Staffing, Budgets

Marketing Leader Customer journeys, Multi-channel, Multi-platform SEO

SME Point of view, Complex solutions, Personality

Content Strategist Content formats, Intent targeting, SERP monitoring

Content Writer Search behavior, Information gain, Freshness

Web Developer Page templates, Interactive content, Schema markup

Educating SEO Stakeholders



Let’s Connect:

Email: dale@fireandspark.com

Want More?

Download 
ALL of my AI 
Recipes for 
SEO Strategy
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