How Businesses Build Content That Al
Recommends

Expertise alone isn't enough anymore. Al recommends
businesses it can understand, verify, and trust.
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WSI AT A GLANCE

Your Partner in Growth—Since 1995

WSl is a global digital marketing and Al consulting
network helping businesses stay visible, trusted, and
competitive as search continues to evolve.

With nearly 30 years of experience navigating major
shifts in digital marketing, we help growth-minded
leaders adapt to how Al now discovers, evaluates, and
recommends brands — turning disruption into
opportunity.




Meet Your Presenters

Lisa Kilrea

President, WSI eResults. Lisa helps B2B

manufacturers improve visibility through Al-
driven SEO, Search Everywhere
Optimization, and digital authority strategies
that drive measurable business growth.

Ben Wiese

Managing Partner, WSI B2B Marketing. Ben
helps B2B manufacturers accelerate growth
through Al-driven marketing, SEO, demand
generation, and digital strategies that
generate measurable leads and revenue.
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* Why Content Has Become the New Visibility
Strategy
* What Al Looks for in Great Content
* Building Content Across the Channels Al
Trusts

* Your Next Steps EWSI




Why Content Has Become the
New Visibility Strategy

Why do competitors show up in Al results
when we don't?




Have You Started to Notice Any of the Following?

Your rankings are

steady, but traffic

isn't growing like it
used to.

Buyers seem far more
informed before they
ever speak with sales.

You're creating Competitors you've
content—but you never worried about
don't know whether are suddenly showing
Al is actually seeing it. up in Al results.
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B2B businesses haven't become less capable.
The way buyers discover and evaluate suppliers has changed.

Old Model New Model

Al wasn't part of
the buying process.

Success was measured by:

2
Ranking for keywords - e,
@ Driving clicks Al is now helping buyers

research and evaluate

; : : suppliers.
@ Generating website traffic PP

l}
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Google Rankings Still Matter
Al didn't replace SEO. It expanded what it takes to be visible.

The fundamentals of SEO are still 4 ' . ﬁ'pﬁﬁﬁﬁﬂmjxﬂﬂim
ESSE ntla I . your business.

DIGITAL AUTHORITY

Trusted by your audience and
recognized across the web.

Without strong rankings and a ,
solid Google SEO foundation, it's
much harder to earn visibility in

A|_pcwered Search. 2 l HELPFUL, EXPERT CONTENT

High-quality content that answers
questions and solves problems.

Visibility hasn't become easier—
it's become more competitive. 1 1 F SEO FOUNDATION
{o}

Strong technical SEO, crawlability,
and indexing.




How Content Helps Al Understand Your Business

TECHNICAL 6 CASE 0 EAQS INDUSTRY
G 0 o ARTICLES STUDIES _ P INSIGHTS

How CNC Machining Frequently Asked Questions 2024 Manufacturing Outlook

Tolerances Impact How We Helped a Manufacturer

Every piece of content helps Al Product Performance e S ottt a4

Key Trends Shaping the Industry

'- Wha ial kwith? +

understand who you are and why buyers §-1 T
T R — What is your typical lead time? +
S h O u I d t r u St yO u L - fﬁiﬁiﬁngs Do you offer custom solutions? A1
HEEHMAEhn:E How do you ensure quality +

. . In-depth content that answers Real-world results that prove Clear, helpful answers to Thought leadership that

E V e ry p I e C e Of C O n t e n t h e I p S A I a n S W e r . complex questions and shows y{:-wur :mpa::: and I:miiu:lr common questiﬂn:rbuyem pﬂ;tiuns you as Ell go-to

your technical expertise. credibility. ask. resoUrce.

CUSTOMER SUCCESS
STORIES

PRODUCT
COMPARISONS

v/ What does your company actually do?
v Which industries do you serve?

@ VIDEOS

paturs ir Solurts witor & Compotitor B i = .
v What problems do you solve? s | AL e LT
. _ ' : Their solution has e . '»
e o X ( ’ transformed our operations =5
v Wh v should buyers trust you? o | & | # | € end deiversd measuratie - SRIY
Dl results.
Warranty v X See Our Process
in Action - QOperations Manager,
Support w Global DEM
P M i 1:45 f3:20
Side-by-side comparisons that help Engaging visual content that Authentic customer stories that
buyers make confident decisions. explains, educates, and builds validate your value and build trust.

triiet factar



Buyers Are Starting Their Research in Al

. . TODAY’S BUYER JOURNEY
Before they ever visit your website, e

buye 'S dlre. Af 1. Al (ChatGPT, Gemini, Perplexity)
e Buyers ask Al questions, compare

options, and get recommendations.

v/ Asking Al questions }
v/ Comparing suppliers 2] 2. Shortlist

: - : Y They narrow their list of potential
‘/ NarrOWIng th@lr ShOrtIISt suppliers based on Al insights.

v Forming first impressions
3. Company Website

They visit websites much later

If your company isn't part of the Al " i in their evaluation.
o ’ ]
conversation, you're much less likely ER) 4 Saies Conversation

I
tO be part Of the buyer S (Q) (Q) They reach out when they'’re
consideration set. nearly ready to decide.




Your Expertise Matters Only If Al Can Recognize It

Al can't evaluate your experience firsthand.

It CANNOT:

X Visit your facility to see your manufacturing capabilities.
X Interview your engineers to understand their expertise.
X Watch your production process to evaluate your quality.

X Speak with your customers to hear their success stories.

The businesses Al recommends are the ones that consistently
demonstrate their expertise through content. EWSI



What Al Looks for in Great
Content

What kind of content makes Al trust and
recommend a manufacturer?
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Helpful Content

Great content starts by helping—not selling.

Al is looking for content that:
v Answers the questions buyers are asking
v Helps solve real challenges
v/ Shares practical experience and expertise

v/ Builds trust before asking for a sale



Expert Content
Al recognizes expertise that is demonstrated—not just claimed.

Al is looking for content that:

v Explains complex topics in a clear, practical way
v Shares real-world manufacturing knowledge

v Demonstrates technical depth and experience

v Helps buyers make better decisions



Credible Content

Al looks for evidence that others trust your expertise.

Al is looking for content that:

v Shares customer success stories and case studies

V' Includes testimonials, reviews, or third-party recognition
v Demonstrates real results with measurable outcomes

v Reinforces expertise through trusted external sources



Consistent Content
Al builds confidence through consistent expertise over time.

Al is looking for content that:

V' Is published regularly, not occasionally

v Reinforces the same areas of expertise

v Appears across multiple trusted platforms

v Demonstrates an ongoing commitment to educating buyers



Better Content.

Every piece of content should
help Al better understand, trust,
and recommend your business.

If the answer is "yes" to all four,
you're creating content Al is
more likely to trust and
recommend.

The Goal Isn't More Content. It's

Does it answer a Does it
real buyer demonstrate our
question? expertise?

Will Al clearly
understand our
business from this
content?

Does it provide
proof or evidence?



Building Content Across the
Channels Al Trusts

Where should businesses demonstrate their
expertise?

“WSI



Al Doesn't Learn From Just One Source
[t connects information from multiple trusted channels.

Al builds confidence by connecting m
sighals from multiple sources.

'
It doesn't rely on one blog post or @ ~ « D
one website. Al
/" N
’ %

It looks for consistent expertise

wherever your audience and your Y
industry engages.

2



Linkedin

One of Al's most trusted sources for professional expertise.

LinkedIn helps Al understand:

v Who your experts are
v/ What your company specializes in

v The topics you're consistently
discussing

v Whether others engage with your
expertise

m Q Search

. 1 2 3 -

O e &

Home My Metwork Jobs Messaging MNotifications Me = For Business v Advertise

Precision Components.
Trusted Partnerships.

Y

SUMMI

PRECI M

Summit Precision Manufacturing

Precision machined components and assemblies for the most demanding industries.

Industrial Machinery Manufacturing - Grand Rapids, Michigan - 2K followers - 201-500 employees

./’- LS
+ Follow | <7 Message
b =

\' X
y _\l“Mure

Home About Posts

About

Summit Precision Manufacturing delivers
high-precision CNC machined components

and assemblies to OEMs in medical,

aerospace, industrial, and energy markets.

We combine advanced technology,
skilled people, and a commitment to
quality to solve complex challenges.

Show all details =

Website
summitprecision.com 2

Industry
Industrial Machinery Manufacturing

Company size
201-500 employees

Headquarters
Grand Rapids, Michigan

Founded
1998

A

People Videos

Recent See all

> Summit Precision Manufacturing
A 2,072 followers
D

From prototype to production, precision is in every detail.

Our 5-axis machining capabilities allow us to produce complex
components with tight tolerances and consistent guality.

#PrecisionMachining #Manufacturing #CNC #MadelnUSA

Q00 58 2 comments

Y Like () Comment ) Repost <7 Send

Affiliated pages

Summit Medical Components
Medical Equipment Manufacturing

SUMMIT

1,321 followers
o K
| + Follow )
b A

\ Summit Aerospace
) Aviation & Aerospace Component
EC ALl Manufacturing

1,102 followers

(" + Follow )

e

Summit Technologies
Automation Machinery Manufacturing

SUMMIT

732 followers

=,

("+ Follow )
-\._ 0 uw_/,
Show all affiliated pages -

Similar pages

Pro-Tech Manufacturing
Industrial Machinery Manufacturing

3K followers

Accu-Mach Precision
‘ Industrial Machinery Manufacturing
1K followers

Dynatech Industries
Industrial Machinery Manufacturing

5K followers

Show all similar pages -



What Should Manufacturers Share on LinkedIn?
The goal isn't to promote your company—it's to demonstrate your expertise.

Share content that:

- Answers common customer questions

- Explains your process or technical expertise
- Highlights customer success stories

- Shares industry trends and practical insights

- Introduces the people behind your business

The best LinkedIn content teaches something your buyers didn't know yesterday.



"Who should actually be posting on LinkedIn?"

Your Company's Best Content Often Comes From Its People

Al learns from the experts behind your business—not just your company page.
Encourage your team to share:

- Engineering knowledge and technical insights

- Customer success stories and lessons learned

- Industry observations and trends

- Behind-the-scenes expertise and problem solving

- Professional perspectives from leadership and subject matter experts

Your employees aren't just representing your company—they're strengthening your digital authority.



Ask yourself these five questions.

1. Does your company page clearly explain what you do?
2. Are your leaders and subject matter experts active?
3. Are you consistently sharing educational content?

4. Are you demonstrating expertise—not just promoting
products?

5. If Al analyzed your LinkedIn presence today, would it
recognize what your company is known for?

LinkedIn isn't just a social platform. It's part of your

company's digital authority.

cWSI



Video

Showing your expertise is often more powerful than simply describing it.

Video helps buyers and Al see your expertise in
action. Video allows you to:

v Explain complex topics more clearly

v Demonstrate products and manufacturing
processes

V' Introduce your team and subject matter
experts

v/ Build trust through authentic communication

= 3 YouTube injection molding process x| @ Cr A m

All From Summit Manufacturing Related

WL LY Explained
' Summit Manufacturing
4.1K views + 6 months ago

The Injection
Molding Process

Quality Control in

From raw material to Manufacturing

precision component.

Summit Manufacturing
2.2K views + 4 months ago

B Materials We Work With:
A Quick Overview

Summit Manufacturing

That ensure quality, consistency,
and performance.

1.6K views « 8 months ago

0:08 / 4:35 :
> > 0 y ! Tooling Design for

Injection Molding
The Injection Molding Process | How Plastic Parts Are Made

Summit Manufacturing
2.34K subscribers

5,732 views Apr 12,2024

Ever wonder how plastic parts are made? In this video, we walk through the injection molding process step-by-step.
From raw materials to the final part, see how precision, technology, and expertise come together to deliver high-quality
components our customers rely on.

Summit Manufacturing

1.9K views + 7 months ago

fy128 GJ £ Share [] save

What Sets Summit
Manufacturing Apart

Summit Manufacturing

3.3K views + 1 year ago

Show more
Inside Our Tool Room
14 Comments — Sort by {  Summit Manufacturing
1.2K views + 9 months ago
@DesignEngineer88 1 month ago
Great overview! The animation of the process was really helpful.
ik 7 GP  Reply

Qe ERTEL LT 1 month ago
Thanks! Happy to hear it was helpful.

e 2 GP  Reply



What Videos Should Businesses Create?
Focus on educating buyers—not producing commercials.

Prioritize videos that: &
- Answer frequently asked customer questions 9 QO &
- Explain products, processes, or applications —
FAQ Videos Process Engineering
Demonstrations Insights

- Share engineering insights and technical expertise
- Highlight customer success stories and real-world

results
e

- Introduce the people behind your business “ Il
) ) Customer Success Meet the
The best videos don't sell products—they build Stories Experts

understanding and trust.



Podcasts

Conversations that demonstrate expertise and build authority.

Long-form conversations give Al more context
about your expertise. Podcasts allow you to:

v Explain complex topics in greater depth

v Share industry knowledge and practical
experience

v Demonstrate thought leadership through
discussion

v Reach buyers where they prefer to learn

& Podcasts

) Search

()

oo
oo

142

-
=
b

O,

e
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Home
Browse

Top Charts

Library

Recently Updated
Shows

Channels

Saved
Downloaded

Latest Episodes

TINF\R(I:T[l Manufacturing Smarter

SMARTER

Excellence in Manufacturing

: Through Innovation

Alloy Industrial Solutions

* 4.8 (276) - BUSINESS - UPDATED WEEKLY

Follow

Manufacturing Smarter is the podcast for leaders who want to drive
innovation, improve operations, and build winning teams. Each episode
features practical insights and real-world stories from experts across

A PODCAST FOR MANUFACTURERS

Latest Episode

Episodes

36 min

32 min

MAY 15, 2024
How Manufacturers Can Build a Culture of Continuous Improvement
In this episode, we sit down with lean manufacturing expert Jim Womack to

the manufacturing industry. MORE

C} Search

discuss practical strategies for creating a culture where continuous improvement

becomes part of everyday work.

P Play

MAY 8, 2024

Building a Resilient Supply Chain in Uncertain Times

Supply chain disruptions are here to stay. We explore how manufacturers can
mitigate risk and build more resilient operations.

P Play

MAY 1, 2024

Automation ROI: What to Consider Before You Invest

Automation can deliver big results—but only with the right strategy.

We break down the key factors to evaluate before investing in new technology.

P Play

APR 24, 2024
Developing the Next Generation of Manufacturing Leaders

The skills gap is real. We share ideas for developing and retaining the next
generation of leaders on your shop floor and in your organization.

P Play

See All



Industry Forums & Communities
Helping others publicly demonstrates expertise.

Gl e o “
@ rEddif Q. @ r/manufacturing Search in r/manufacturing @ _|_ pr a

]:.D Home g r/manufacturing - 3 days ago ¢ _
u/CNC_Programmer25 r/manufacturing

HG'prl COnversathnS bUlld trUSt Wlth © ‘P How do you reduce cycle time on complex CNC

Manufacturing
o . . @ Al parts without SﬂC”f'Clng quallty'? A community for professionals in the
buyers—and with Al. Participate by:
y ] p y e CUSTOM FEEDS " M processes, technologies, and best practices.
We run a mix of short and long runs on complex aluminum parts. Our cycle times are £ Created Jan 25, 2010
-+ Create a custom feed getting hit hard, especially with 5-axis jobs that require a lot of tool changes and setups. & Gibiic
What are some proven strategies or technigues you've used to reduce cycle time while
— R still maintaining tight tolerances and surface finish? 412K 0 356 Top 1%

Members @ Online Rank by size [7

Any tips on program optimization, tooling, machine settings, or workholding?

® r/manutacturing _
Appreciate any real-world examples! RULES

v/ Answering technical questions e TR

4 e7 b (O a5 £ £ Share

@ s 2  Nospam or self-promotion v
v/ Sharing practical solutions and lessons @ = e ;
@ PRI @ MetalHead_MFG - 3 days ago 4 No job postings without approval v

We saw big improvements by optimizing our toolpaths for trochoidal milling where possible.

5 Follow Reddit's content policy v
COMMUNITIES » Reduced tool engagement = less heat and faster feed rates. Also, consolidating tools and

using high-feed cutters helped a lot.

-|— Create a community & a2 d O Reply Q Award 5 Bhare RELATED COMMUNITIES
[ ] [ ] [ ] [ ] (]
e r/manufacturing 7 ) r/Machinists .
ontributing to Industry discussions @ s s © me.
9 r/Machinists o Setup time is the hidden killer. We started using quick-change fixtures and presetting tools
offline. Cut our total cycle time by ~18% across the board. r/CNC .
r/Engineerin w @ 84K b oy
\/ Helping others without immediatel - SO e e
r/Tools - i 7
p g y @ & W i CNC_Programmer25 OP - 3 days ago @ f::fln“r;ng Join
i mempers

Good call on setup time. We're actually looking at modular fixturing now.

S e I I i n g &8 () Reply £3 Award £> Share



You Don't Need to
Do Everything at
Once

Start by strengthening the
signals that matter most.

Create content
that answers real
buyer questions.

Build your
presence across

trusted channels.

Demonstrate
your team's
expertise
consistently.

Measure what Al
IS saying about
your business.




Ask Yourself These Four
Questions

If you can't answer "yes"
to these questions, you've
identified your next
opportunity.

Are we answering Are we
real buyer demonstrating our
questions? expertise?

Are we providing § Are we consistently
proof and visible where Al is
credibility ? looking?




Quick Recap

Al can only recognize the expertise you make
visible online.

Great content Is helpful, expert, credible and
consistent.

Your website Is the foundation, but Al learns from
your entire digital presence.

Search Everywhere requires strategy — not
random tactics.

Start with what your buyers are actually
searching and asking, then determine the right
content, formats and channels. EWSI



Building Al Visibility for a
technical B2B Manufacturer

@

CASE STUDY




Building Al Visibility for a Technical B2B Manufacturer

How an Al-driven content strategy turned a small portion of a manufacturer's website into a disproportionate source of Al citations.

The Challenge

A US. BZ2B industrial manufacturer wanted to understand how often its brand and expertise surfaced
when prospective buyers used Al engines to research products, applications and suppliers. The goal went
beyond traditional search rankings: determine what Al engines were citing, why competitors appeared
more frequently in non-branded answers, and what source material was needed to increase visibility.

The Approach

The manufacturer entered the assessment with a strong digital

foundation built through several years of advanced SEO, 200 797
including a four-year pillar-and-cluster content strategy focused
on technical expertise and buyer questions. In 2026, that
foundation expanded with new solution pillars and guides, Q&A
articles, knowledge-base resources, engineering and OEM content,
product-page improvements, video and podcast content.

buyer questions Al answers analyzed

4+1 9

We then established a cross-engine Al visibility baseline using a Alengines assessed  tracked competitors
fixed 200-question framework: 150 non-branded buyer questions

and 50 branded questions. The same question set was run across

ChatGPT, Gemini, Google Al Mode and Perplexity, producing 797

answer texts for analysis. A separate 30-prompt Claude

assessment added a fifth-engine qualitative read.

"

The Early Proof

11% OF THE WEBSITE
GENERATED 32% OF ITS Al
CITATIONS

The newer pillar and guide content earned
Al citations at roughly 3X its share of the site.

0 193
217% #1
P o : MNon-branded Al
#1 position Most-cited website answers cited the
when present in the category manufactures's

wiebsite

The manufacturer's website was the most-cited source
in the category, ahead of every competitor website, with
YouTube ranking second. The manufacturer was also
named in 199 of 200 branded Al answers.

WSl



Strong Authority, Significant Untapped Visibility.

he manutacturer already had authority, but there is a clear opportunity to appear more often
n non-branded buyer questions across Al engines.

Al Engine Manufacturer Category Leader
ChatGPT 14%, A5,
&  Gemini 12% 24%
G Google Al Mode 18% 41%
. Perplexity 2% 26%

THE KEY FINDING ? Ig nl]ﬁ
The company had authorlty #9 #1 51%
It needed broader v|5|b|||ty, i nor-branded most-citedwebsite:  of the timie, it rarked

Al visibility in its category #1 when mentioned

@9 The opportunity:

Create more relevant, extractable content around the buyer questions where the brand was missing.



Turning the Intelligence Into an Al Visibility Strategy

® Expand authoritative content. Build cornerstone resources around high-value buyer questions where the company currently has little or no Al visibility.
® Make expertise extractable. Structure technical facts, identity statements, product information and answers so Al engines can accurately retrieve and cite them.

® Publish proprietary technical data. Create comparison, interchange and performance resources that give Al engines the evidence needed for product and
supplier comparisons.

Strengthen third-party authority. Expand credible source material through distributors, industry media, expert content, forums and other independent sources.

Connect the content ecosystem. Align website content, technical documents, structured data, video, podcasts and entity signals so Al engines encounter
consistent, authoritative information.

The Takeaway

Al visibility is not simply a matter of producing more content. It requires understanding how Al engines construct answers, which
sources they trust, where a brand is absent, and what information needs to exist for the brand to become part of the answer.

The findings also demonstrate how a strong SEO and content foundation can become an important building block for Al visibility.

This assessment created a measurable baseline and a prioritized execution plan across owned and third-party sources. The same fixed

question framework can now be used to measure whether those interventions increase non-branded visibility, brand mentions and
citations over time.

WSI



CAIE STUBY

The Results

Medical Device Manufacturing Client | ~90 Days Post Website Relaunch

Conversions

KNOWN CONVERSIONS
IN AUGUST

New Content

Performance
SPECIALTY CONTENT TRAFFIC

Relevant
Search Rankings

TARGETED KEYWORDS

+38%

Al / LLM Visibility

LLM TRAFFIC

+144%

+385%

Increase in relevant rankings April — August 171 — 830 visitors 14 calls + 26 forms
since January. March — August
Targeted rankings accelerated A strong early indicator that New and updated specialty pages Website :_:hat data remains .
after new content began publishing. visibility is expanding beyond are driving significantly more traffic outstanding, so total conversions
18 of 20 tracked keywords now rank, traditional search as Al/LLM approximately 90 days post may be uﬂdEFEFHtEd. M[}ﬂt,h GVEr
including 16 on Page 1. platforms reference the relaunch. Breast and Pediatrics month conversion comparisons

O
40

should be treated cautiously until

historical tracking consistency
is confirmed.

s : o Organic traffic increased 4% vs. January despite broader declines in traditional organic search.
Organic Traffic +4 /0, As search behavior evolves, reporting will expand beyond traffic alone to include search visibility,
b . #
]

content. were added in September and are
too new to measure.

qualified engagement, conversions and Al visibility.

KEY TAKEAWAY
Approximately 90 days post relaunch, the leading indicators are moving in the right direction:
stronger relevant search rankings, growing Al visibility, significant traffic gains to new specialty content and continued conversion activity.




Have a story, perspective, or lesson worth sharing?

The challenges shaping
your industry

Lessons learned from
experience

What’'s changing in your
business

The people and ideas
driving your success

IN GOOD

C

OMPANY:

ere Relationships Drive Results
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Is Your Business Ready for Al Search?

Understand how your business appears
In Al search today

ldentify visibility gaps and opportunities

Determine where to focus your Search
Everywhere strategy

Book a discovery conversation with us

Recelve a complimentary copy of The Al
Search Revolution EWSI
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Ben Wiese
Managing Partner, WSI B2B Marketing
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Embrace Digital. Stay Human.
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