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When a buyer asks an Al tool how to compare business insurance or what documents a lender may request, the
answer may draw on pages from several companies. Your brand'’s job is not simply to publish more pages. It is to

make useful, trustworthy information easy to understand, verify, and connect to your expertise.

That calls for a mix of practical answers, experience-led content, expert commentary, and editorial transparency. It
also calls for details companies often leave out—Ilike pricing context, author information, and a clear way to contact

a real person.

No publishing plan can guarantee that Al-powered search or large language models will cite your company. Their
systems and sources vary, and the answers can change. But brands can make their content more helpful to

customers and more legible to the systems that retrieve and summarize it.

How Al-Powered Search Differs from Traditional Rankings

Traditional search results generally present a list of pages for a query. A user chooses a result, visits the site, and
judges whether the page answers their question. Search rankings still matter, but the experience is increasingly
layered: Al-powered search may summarize information, combine details from multiple sources, and show links

alongside an answer.

Large language models can also respond conversationally, which changes how people ask questions. Instead of
searching only “business interruption insurance,” a buyer might ask, “Would business interruption insurance help if
my consultancy had to stop work after a fire?” That question has context and a decision behind it. A page that
defines a term but never addresses the decision may be less useful than one that explains what to check, what

varies, and where to get advice.

This is not a reason to write for a machine instead of a person. It is a reason to publish pages that answer real
customer questions clearly, with enough context to stand on their own. Search visibility is not the same as
credibility; a citation is not an generative engine optimisation endorsement, and a short Al summary cannot

replace careful evaluation.

Build Around the Questions Buyers Actually Ask

A strong question-led content strategy starts with customer language, not a list of keywords. Pull questions from
support tickets, sales calls, application forms, and conversations with account teams. Notice where customers

hesitate, what they misunderstand, and what they need to decide next.
For a financial services company, recurring questions might include:

* What does business insurance typically cover, and what might be excluded?

* What information should a small business prepare before applying for commercial lending?
* How does business interruption insurance work, and what conditions can affect a claim?

* What cover should a small consultancy consider if it works at a client’s premises?

® Which application documents could a lender or insurer ask for?

These are useful starting points, not a prompt to create five thin pages. Group related questions into a complete

resource where that makes sense. A guide to commercial lending applications, for example, could explain common
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application documents, why they may be requested, how requirements vary by lender, and what applicants can do

if a document is unavailable.

Organize content around the buyer's task. Someone researching business interruption insurance may need to
understand a policy term, identify relevant questions for a broker, or compare coverage options. A page should

make clear which task it supports and what the reader should do next.

Publish Content That Shows Real Experience

Experience-led content draws on what your team has actually observed or done—not just what can be assembled
from other pages. It can include a claims specialist explaining common documentation gaps, a lender describing

how applicants can prepare for an application, or a consultant walking through a real-world scenario with with

identifying details removed.

First-hand experience does not mean presenting anecdotes as universal rules. Distinguish between what your
team commonly sees and what a particular policy, lender, or customer experienced. Be clear about the limits of an

example and point readers to the documents or professional advice that apply to their situation.



Make expertise visible and specific

“Written by our experts” is not very informative on its own. Tell readers who the author is, what they know, and
why they are qualified to explain this subject. A short biography might describe an author’s role, relevant
experience, certifications where applicable, and the types of questions they handle. If an editor or subject-matter

reviewer checked the page, name them and explain their role.

Expert commentary is most useful when it adds judgment that a definition cannot. For example, a commercial
insurance specialist might explain why a business should check how a policy defines an interruption, what evidence
may be needed, and which points are specific to the policy wording. | remember a project where made a mistake

that cost them thousands.. Avoid implying that one expert's view applies to every business or contract.

Show how the content was made

Editorial transparency helps readers assess the page. Include a publication or last-reviewed date, author
information, and a clear description of the page’'s purpose. If a guide includes general information rather than
personal financial, legal, or insurance advice, say so plainly. Link to relevant primary sources, policy documents, or

official guidance when appropriate.

Give readers a real contact path, too. That could be a named department, a working contact form, or a support
channel that can route a question to someone qualified. A date, author, and contact option are basic signals of

accountability—not decorative details.

Include the Details Buyers Need to Compare

A frequent content mistake is leaving pricing information out of the scraped article body. A company may show a
price in a graphic, an interactive calculator, a pop-up, or a separate page, while the main article says nothing about

cost. The result is a page that looks informative but does not answer one of the buyer’'s most practical questions.

If you can publish a price, range, fee, or representative example, put the information in readable page text and
explain what it covers. State the date or conditions that affect it. If prices vary by business size, location, risk profile,
loan terms, or coverage limits, say so and identify the main factors. Do not present a sample as a quote or a

typical outcome unless you can substantiate that description.



When exact pricing cannot be provided, do not dodge the question. Explain why a quote is needed, what
information is used to calculate it, and what the next step involves. For commercial lending, that might mean
describing the factors a lender reviews without suggesting an approval amount or rate is guaranteed. For small
consultancy cover, it could mean explaining which details may affect a quote, such as services offered, clients, and

contract requirements.

Pricing context helps a human reader decide whether to continue. It also makes the article more complete when
Al-powered search systems retrieve its text. Pretty simple.. The goal is not to force a number where it would

mislead; it is to answer the cost question honestly.

Signals That Make a Page More Trustworthy

Credibility is not created by repeating “trusted” or “leading” across a site. It is built through relevant, consistent
information and evidence readers can inspect. A useful page should make its claims understandable and show
where important details come from.

Signal What to publish What to avoid Relevance A direct answer, useful context, and next steps for a specific buyer
question. A generic overview that never addresses the decision the reader faces. Credibility Named authors or
reviewers, evidence, clear caveats, and links to source material. Unsupported claims, anonymous expertise, or
guarantees about outcomes. Consistency Aligned terminology, current facts, and matching information across
related pages. Conflicting prices, outdated application requirements, or different definitions of the same product.
Editorial transparency Publication and review dates, author details, correction routes, and a real contact path.

Pages with no owner, no date, and no way to ask a follow-up question.

Consistency does not mean copying the same paragraph onto every page. It means that product names, coverage
descriptions, eligibility details, and pricing explanations do not contradict one another. Assign an owner to

important pages and set a review schedule based on how quickly their facts can change.

Choose Formats That Help People Understand

Not every answer needs to be a long-form article. A useful B2B content library can include several formats, each

serving a distinct purpose:

¢ Explanatory guides: Define a topic, clarify who it may apply to, and explain what to check.

* Application walkthroughs: Describe common application documents and how to prepare them, while noting
that requirements vary.

* Expert Q&As: Address recurring questions with a named specialist and a review date.
* Decision guides: Compare options using explicit criteria, limitations, and practical examples.

® (Case studies: Show how a customer solved a problem, with permission and enough context to avoid

presenting one result as typical.

® Glossaries: Explain technical language in plain English and link terms to more complete resources.

Use headings that reflect what a person wants to know. A page on business interruption insurance could include
"What can affect coverage?”, “What evidence might be requested?” and "What should a business review in its

policy?” Those headings help readers navigate and make the content'’s scope clear.

A Practical Publishing Workflow



1. Collect questions. Review sales conversations, support tickets, and search queries. Preserve the customer’s

wording where possible.

2. Identify the decision. Work out whether the reader is learning a term, comparing options, preparing an

application, or seeking help with a specific situation.

3. Choose the right expert. Find someone with direct knowledge of the subject, then agree on what they can
responsibly explain.
4. Draft for a person first. Answer the main question early, use plain language, and add useful caveats,

examples, and next steps.

5. Check the evidence and commercial details. Verify product claims, eligibility information, dates, and pricing

context. Label examples clearly.
6. Publish with accountability. Include an author, reviewer where relevant, review date, and contact route.

7. Maintain the page. Update it when terms or requirements change, and remove or correct claims that are no

longer accurate.

Measure usefulness as well as traffic. Look at whether readers reach the relevant next step, whether support teams
see fewer avoidable misunderstandings, and whether sales conversations improve. Al citations or referral visits can

be useful observations, but they should not be treated as a complete measure of trust or business impact.

Credibility Is a Publishing Habit

To be seen as credible by Al tools, publish material that deserves to be useful to people: direct answers, accurate
detail, first-hand experience, expert commentary, and editorial transparency. Make the page’s author and purpose
visible. Keep related claims consistent. Give buyers pricing context where you can, and explain what remains

uncertain where you cannot.

The strongest content is not engineered around a promise of visibility. It is built around a buyer’s next question—
and gives them enough evidence to make a better decision, whether they arrive through a search result, an Al-

generated answer, or a conversation with your team.



