
 

 

 

 

 

 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

In the digital age, where visibility equals viability, Local Search Engine Optimization (SEO) emerges as a 

game changer for firms seeking to dominate their local marketplaces. Consider local search results to be 

your community's digital storefront. If customers can't discover you there, you're losing out!  This guide will 

help you learn local SEO (search engine optimization) and transform your business into the go-to choice 

for people in your area. 

 

Google My Business (GMB) - Your Digital Welcome Mat 

Claiming and polishing your Google My Business (GMB) page is like to putting up the most appealing 

welcome mat for your business.  Consider it your internet business card, complete with your name, 

address, phone number, and stunning images of your work.  Furthermore, GMB includes useful options for 

connecting with customers. 

 

Speak Your Customer's Language: Localized content 

When writing on your website or social media, use local content!  Mention neighborhood landmarks, 

phrases related to your area, or discuss local activities.  It's your way of telling people, "Hey, I'm one of you!" 

and this fosters trust. 

 

Consistency and Keywords: The Keys to Being Found 

It may appear mundane, but ensuring that your company's data (name, address, and phone number) are 

consistent across all internet platforms is critical. Furthermore, selecting the correct "keywords"—those 

search terms people use—helps your website appear when local buyers look for what you do. 

 

Review and Backlinks: Building your "street cred" 

Getting those positive customer evaluations is like having your buddies gush about you—people believe it!  

And when other local websites link to yours, it indicates that you are a credible, established member of the 

scene.  Both reviews and links increase your visibility dramatically. 

 

Track your progress: Data is Your Friend! 

It is critical to monitor your local SEO performance in the same way that you track the performance of your 

business. Google Analytics, for example, allows you to see what's working and what needs to be tweaked 

so you can make the most of your online presence. 

 

Conclusion 

Local SEO is hardly rocket science, but it is unquestionably how businesses win their areas online. Follow the 

instructions in this guide, and you'll soon have more local customers discovering your fantastic business. 

Consider it as developing a digital reputation that makes you the neighborhood favorite! 
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Don't let search engine algorithms overshadow the heart of your website – the user! 

 

In the digital age, striking the perfect balance between SEO and outstanding customer experience is 

the golden key to unlocking your brand's potential. It is a powerful tool for getting your website in front of 

the right people, but a high ranking doesn't matter if visitors immediately hit the back button. The trick is 

to use SEO strategies that make both search engines and real human users happy. Let's explore how to 

boost your visibility without sacrificing the visitor experience: 

 

SEO Tips for a Happy User Experience 

 

 Slick User Interface (UI): Nobody likes getting lost in a maze of confusing menus and cluttered 

pages. Prioritize intuitive navigation, clear headings, and well-organized content. Add in some 

relevant images or videos to break up text and keep things visually engaging. A well-designed UI 

keeps visitors clicking and lowers bounce rates – something search engines love to see. 

 

 The Power of Links:  Think of links as a network of helpful signposts. Internal links guide users to 

related content within your site, encouraging them to explore further. Quality external links to 

reputable sources demonstrate that your website is a trustworthy resource – a signal both users 

and search engines appreciate. 

 

 Accessibility Matters: Create a website that welcomes everyone. Use semantic HTML to give your 

site structure that screen readers understand, provide descriptive alt-text for images, and choose 

colors with good contrast.  Not only does this make your site inclusive, but it also signals to search 

engines that you prioritize a good experience for all. 

 

 Don't Keep 'Em Waiting: In today's fast-paced world, slow websites are abandoned websites. 

Optimizing your images, streamlining your code, and choosing a reliable hosting provider all 

contribute to a snappy user experience.  Plus, search engines reward websites that load quickly. 

 

Key Takeaway: It's not SEO vs. user experience – the best websites find that sweet spot where both work 

in harmony. Keep your visitors at the heart of your design, and watch your search engine rankings climb 

as a result!  
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A recent study has investigated how Google's Search Generative Experience (SGE) influences ad 

placements within Google's Search Engine Results Pages (SERPs). This research, carried out by the SEO 

platform SE Ranking, reveals that: 

 

 Ads are predominantly found at the bottom of search results, regardless of whether an SGE 

snippet is present or not. 

 Compared to shopping ads (carousels), ads placed at the top of the SERP are more likely to be 

accompanied by SGE snippets. 

 Shopping ads (carousels) tend to be positioned above the SGE snippet. 

 Industries such as Fashion and Beauty, along with Ecommerce and Retail, have a higher 

propensity to display shopping ads. 

 

The significance of analyzing Google's Search Generative Experience (SGE) on ad placements in 

Google's Search Engine Results Pages (SERPs) cannot be overstated for businesses and marketers. This 

understanding is essential for making informed, data-driven decisions to optimize marketing strategies 

effectively. 

 

In their investigation, SE Ranking scrutinized 100,000 keywords across 20 different niches, which varied in 

search intent and volume. This comprehensive analysis aimed to shed light on the frequency of Google's 

AI-generated responses, the extent of content within the SGE, patterns of linking, differences across 

niches, and how ads are placed. 

 

The results of the study, which focused on instances where SGE snippets containing text were displayed 

(18,455 times), revealed several key findings: 

 

 Ads were found at the top of the SERP 4,280 times, accounting for 23.19% of the cases. 

 Ads appeared at the bottom of the SERP 6,499 times, making up 35.21% of the instances. 

 Shopping ads, presented as carousels, were observed 2,660 times, or 14.41% of the time. 

 Notably, in 5,016 cases (27.17%), no ads were present alongside the SGE snippets with text. 

 These insights offer a valuable perspective for optimizing ad placement strategies in the evolving 

landscape of search engine results, influenced by generative AI technologies. 

The Influence of Google's Search Generative Experience on 
Advertising 3 

https://seranking.com/blog/sge-research/


 

 
 

  

 

The study further delved into the interaction between different types of ads and text-based Search 

Generative Experience (SGE) snippets. The findings highlight the diverse ways in which ads are 

integrated with SGE responses, emphasizing the dynamic nature of ad placements in Google's SERPs. 

Specifically, the research uncovered: 

 

 In 1,018 instances, both shopping ads and ads at the top of the SERP were present alongside SGE 

responses. 

 Shopping ads were found alongside text-based SGE snippets in 2,660 occurrences. 

 There were 3,262 cases where only ads at the top of the SERP were shown with text-based SGE 

snippets. 

 Additionally, the study noted the flexibility of carousel shopping ads, which can appear in various 

positions relative to the SGE snippet, including above, below, or even in the sidebar. This 

versatility in ad placement offers advertisers multiple ways to capture the attention of search 

users, depending on the context and content of the SGE snippet. 

 

The research also explored where shopping ads are most commonly placed within the Search Engine 

Results Pages (SERPs) featuring the Search Generative Experience (SGE). The findings indicate a 

pronounced preference for positioning shopping ads above the SGE snippet, underscoring a strategic 

approach to ad placement that likely aims to capture user attention effectively before they engage 

with the generative content. Specifically, the study reveals: 

 

 Shopping ads were positioned above the SGE snippet in 2,969 instances, which represents 80.72% 

of the time. This overwhelmingly favored placement suggests advertisers and Google prioritize 

this location to maximize visibility and potentially the effectiveness of the ads. 

 In 502 occurrences, amounting to 13.65%, shopping ads were found below the SGE snippet. 

Although significantly less common than the above placement, this still represents a notable 

strategy for engaging users who have scrolled past the initial generative content.  



 

 
 

 The least common placement was in the sidebar, with shopping ads appearing here 207 times, 

making up only 5.63% of cases. This suggests that while sidebar ads are an option, they may not 

be the primary focus for advertisers aiming to leverage the visibility offered by SGE SERPs. 

 These insights into ad placement preferences provide valuable information for marketers looking 

to optimize their ad strategies within the evolving landscape of search engine marketing, 

particularly in the context of generative AI technologies. 

 

SE Ranking's commentary on their findings emphasizes the dynamic and rapidly evolving nature of 

Google's Search Generative Experience (SGE) and its implications for search engine marketing. The 

spokesperson highlighted the importance of staying vigilant and responsive to changes, which seem to 

occur almost daily. This point was underscored by a comparison to their earlier study from late 2023, 

where only 4% of keywords did not trigger an SGE snippet, a figure that has since increased to 12.3%. This 

shift indicates a significant change in how often SGE responses are generated, underscoring the fluidity 

of the landscape and the need for continuous research to keep abreast of these developments. 

 

From Google's perspective, Philipp Schindler, SVP and CBO of Google, shared insights during Alphabet’s 

2023 Q4 earnings call that ads will remain a crucial component of the new Search experience. Google is 

committed to experimenting with new ad formats that are native to SGE, aiming to enhance 

commercial journeys by presenting relevant ads alongside search results. Schindler's remarks also 

suggest that Google has observed positive user engagement with ads positioned both above and 

below the AI-powered overviews, indicating these placements offer useful options for users to connect 

with businesses and take action. This aligns with Google's broader strategy to integrate advertising 

seamlessly with new technologies and search experiences, ensuring that ads remain relevant and 

beneficial to users. 

 

https://abc.xyz/2023-q4-earnings-call/

