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Outline/Agenda

We’ll be going on a full journey
1. The landscape today

2. Ongoing consumer impact

3. Using AI for research

4. Refining current content strategy

5. Structure 101

6. Getting featured in generative responses

7. Red flags and ethical considerations

▪ Our learning objectives for today:
1. See how AI is already impacting healthcare consumers' engagement with your brand and how 

"findability" will impact the way patients connect with your organization.

2. Get hands-on findability tips, tricks, and strategies that set up your findability strategy for success across 
SEO, business listings, and content marketing.

3. Hear firsthand how Cone Health improved its findability and measures their success.



What we plan to achieve today

▪ If you’re in the day-to-day:

▪ Real-life research strategies and tactics

▪ Knowledge to make your job easier

▪ If you’re overseeing a team or are an executive:

▪ Crucial concepts and efficient execution strategies 
you can employ

▪ Nothing that breaks the budget



Welcome!

▪ Let’s all get to know each other!

▪ Turn to your nearest neighbor and tell them your 
favorite place to go or thing to do where you live.

▪ What’s your favorite thing you’ve done with AI so far?

5 minutes



Let’s take a moment

Turn to your neighbor and ask their coverage 
area. Congratulations! You’re a new mover to that 
area.

Ask what their top service line is. You’re now in 
need of that particular service.

1. Go to your favorite GPT.

2. Open a new chat.

3. Seek locally relevant care information about 
that service line. 

▪ An example prompt: I'm looking for primary care 
services in <insert org's primary city and state). 
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10 minutes



An overview of the landscape
Disruption at scale and ongoing consumer impacts



Rise of AI and Machine Learning

AI and machine learning have become 
integral to being found organically, with 
search engines like Google using these 
technologies to better understand user intent 
and deliver more relevant search results in 
competition with new platforms.



Shifting Landscape: How Generative AI is Reshaping 
SEO into Findability

Every trend is tied back to how artificial intelligence prioritizes organizations/services 
by measuring user satisfaction

Focus on User Experience

SEO has increasingly emphasized user experience 

(UX), including mobile-friendliness and overall site 

usability

Voice Search Optimization

The growing popularity of voice-activated devices 

has led to a shift towards optimizing content for 

voice search, which often involves more natural 

language queries

Content Quality and Relevance

High-quality, relevant content remains crucial for 

SEO success. Search engines prioritize content that 

provides genuine value to users

Generative AI

Users increasingly ask ChatGPT or voice assistants 

for healthcare solutions. SEO alone is not enough, 

which is why we are turning our focus toward 

balancing traditional SEO with generative 

experience optimization.



AI First AI Enabled

AI Curious AI Aspiring

Four stages of AI Adoption



At least 30%* drop in traffic across all industries

Site traffic Zero Click

30%
will never 

reach your site

All for us, none for you!

▪ Generative experiences want to keep users engaged on 
the platform rather than clicking away

▪ Ranking is becoming more focused on appearing in 
generative referrals

▪ Voice search exacerbates this traffic issue (Siri, Alexa, 
Hey Google)

▪ * 30% is now a conservative estimate

▪ Communicate the reason now!



Generative AI is changing every aspect of how we find 
services and information

Just the facts, folks

AI overviews

• Appear in 47% of Google searches

• Take up nearly half the screen space if 

collapsed

• Take up 1.5x screen space if expanded

• 60% of searches now resolved without users 

clicking any links



The market is fracturing

More new ways of finding information than 
in (two) decades

• Perplexity, ChatGPT, and voice search 

are shaping the future—not just Google 

and Bing

• Google launched AI Mode, strikingly 

similar to ChatGPT’s interface

• Agentic AI and custom GPTs built directly 

into apps and websites



Generative experiences want to keep users engaged 
on the platform rather than clicking away

Search Generative Experiences on Google, by the numbers

86%
Of search queries show a 

generative element

66%
Of search queries show a small 

generate button

34%
Of search queries trigger pre-

populated content and ‘Show 

more’

Ranking is becoming more focused on appearing in generative referrals

4
Average domains referred per 

response

10
Average links per response

Example of referrals on Perplexity



Less traffic but more possibility

Single engagement experience Ongoing conversation experience

This provides quality vs 

quantity

New metrics to consider:

• GPT referrals

• Zero-click engagement

• Prompt types (like queries)

8%
Of users clicked on 

a search result link

26%
End their browsing 

session

When Google’s AI Overview is present



What matters most to generative AI

AI prefers content that has a 
logical structure.

It seeks content that is easy 
to parse and therefore follows 
best practices for semantic 
SEO.

Trust

AI determines value based 
on well-cited, up-to-date, 
and factually accurate 
information.

Authority

AI seeks content that 
demonstrates deep, 
comprehensive 
understanding of your topic—
local healthcare services.

Structure



AI maps your impact on the user like a real human 
consumer would

From offsite experiences to your site architecture, artificial intelligence weighs your impact on 
the user in ways algorithms never could

On-Page

Off-Site

On-Site

Content, Keywords, Navigation

Page titles, Meta Descriptions, Sitemap

Backlinks, business listings

Structure

User Experience

Presence

Ease of Access

Schema, Knowledge Graphs, Technical

Ratings, Reviews, Listings, Social Media, Ads

Friendly, Contextual, Contained

Content, Section, Information Architecture

Before AI takeover After AI takeover

1996-2019 2019-Ongoing



What's diminished in recent years?

Some SEO techniques are becoming less impactful, while others are evolving

What to de-emphasize & what to focus on in 2026

Diminished impact

▪ Page titles

▪ Meta descriptions

▪ Backlinks

▪ Keyword density

Evolving impact

▪ Keywords, especially local & hyperlocal

▪ Interlinking & connected content

▪ Business listings

▪ User experience

▪ On-page content structure (e.g. headers)

▪ Schema structured data

Keyword density

Page titles

Meta descriptions

URL Keywords

Backlinks

Listings
Interlinking

Accessible UX

Structured content

Schema

The pie is getting bigger, but 

the slices are getting thinner



Every generative experience platform has at least two 
types of AI

Visualizing their roles are a crucial first step to understanding how AI functions and how you 
can take advantage of new optimization capabilities

Generative AI, aka The Creator

Creates content tailored to your needs in 
response to a prompt, pulling from multiple 
sources.

Evaluator AI, aka The Judge

Determines the value and quality of the 
content that generative AI pulls responses 
from.



The hierarchy of consumer needs in healthcare

Unlike an algorithm’s hardcoded 
parameters and decisions, AI judges and 
creates based on its understanding of an 
individual user’s needs in real time.

Develop content and structure based on 
real-world need.

Transform your organization’s digital 
experience into the de facto source of 
truth.

What is nice to know?

• Can I exercise after joint replacement?

• Tips for managing arthritis

What should I expect?

• What to expect at [organization]’s orthopedic clinic

• Will I need physical therapy after [surgery]?

Why should I choose you?

• Success rates of knee replacements at [hospital]

• Patient testimonials for orthopedic care at [hospital]

Can you help me?

• Do you treat rotator cuff tears?

• Are there non-surgical treatments for hip pain?

What’s wrong with me?

• Why does my knee hurt?

• Do I need to see an orthopedic doctor?



The biggest mistake we continue to see

Organizations assume:

1. We should build content around 
health conditions

2. We need to be the local source for 
healthcare information

3. Our website is the only thing that 
matters for our digital presence

4. We must champion what we are 
and our accolades

Reality shift:

1. We should build content around how 
we treat health conditions differently

2. We need to be the source for local 
healthcare information

3. We must be strategic and realistic 
with how we optimize our site and 
maintain other access points

4. We must champion how we benefit 
the consumer



The easiest first step to take at winning over AI

1. Determine five high priority locations or providers

2. Visit their location or provider page(s)

3. In a separate tab or browser, go to Google

4. Search for your top five locations or providers

5. Compare your on-site page(s) to business listings

▪ Depth of information

▪ Accuracy

▪ Media



Business listings are structured, 
trustworthy, and authoritative

▪ For local relevance, nothing is more important than the services 
provided, who provides them, and where they are provided.

▪ At bare minimum, priority locations and providers should have 
alignment of:

▪ Name

▪ Address

▪ Phone number

▪ Webpage

▪ Primary category

▪ Secondary categories (if logical)

▪ A description of services provided (preferred)

1. AI must decipher which is most accurate

2. AI must make assumptions based on limited data

3. AI understands both as a holistic entity

Which option seems the most trustworthy?



Let’s take a moment

Turn to a neighbor and share one of your high priority 
locations. 

1. Go to Google and search for it by name.

2. Use city and state as a modifier in the prompt to ensure it is 
the correct one. 

3. Open the location page in a separate tab.

4. Compare the location page to the business listing.

5. Identify what is the same across both, what is different, and 
what is missing.

▪ Name

▪ Address

▪ Phone number

▪ Webpage

▪ Primary category

▪ A description of services provided (preferred)

6. Let’s take it a step further. Go to Google AI Mode and create a 
prompt asking to learn more about the location.
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Smarter Insights & Stronger 

Marketing Strategy



Building prompts is replacing search terms

Orthopedic surgeon Prompt Output

Basic Find orthopedic surgeons in Greensboro. Limited info without 

personalization

Intermediate Can you show me the best-rated orthopedic 

surgeons in Greensboro who do knee 

replacements and take Blue Cross?

Helps by creating a short 

list

Advanced I’m looking for a knee replacement surgeon in 

Greensboro who takes Blue Cross Blue 

Shield. I want someone within 10 miles of 

27455 and has good patient reviews. Can 

you also show it in a way that’s easy to 

compare?

Provides research-level 

information

Most 

consumers 

land here

Your 

marketing 

team needs 

to be here



Role-Goal-Constraint

▪ Perfect for when you need to:

▪ Improve output quality

▪ Enhance topical authority

▪ Reduce hallucinations (mistakes)

▪ Control tone and structure

▪ Standardize internal prompt creation

A structured framework for creating AI prompts that 
deliver what you need. Outputs are more relevant, 
accurate, and actionable.



Role-Goal-Constraint Method

Defines who the AI is 
acting as (setting 
expertise, language, 
perspective)

Goal

Defines what you want 
the AI to accomplish, in 
terms of outcome

Constraint

Defines rules and 
limitations you want to 
impose on the answer.

Role



Role-Goal-Constraint Method

You are an SEO strategist 
specializing in healthcare.

Goal

Summarize the top-ranking 
pages for orthopedic care 
and suggest content gaps.

Constraint

Do not invent organization 
names or URLs. Only include 
verifiably high-value content; 
skip if unsure. 

Role

Prompt

R You are an SEO strategist specializing in healthcare. G Summarize the top-ranking pages for 
orthopedic care and suggest content gaps. C Do not invent organization names or URLs. Only 
include verifiably high-value content; skip if unsure.



Consumer Goal-Constraints

You are a healthcare consumer 
needing a surgeon.

Goal

I’m looking for a knee 
replacement surgeon in 
Greensboro, NC who takes 
Blue Cross Blue Shield. 

Constraint

I want someone that isn't too 
far of a drive and has positive 
consumer reviews.

Role

Prompt

G I’m looking for a knee replacement surgeon in Greensboro, NC who takes Blue Cross Blue 
Shield. C I want someone within 10 miles of 27455 and has good patient reviews. Can you also 
show it in a way that’s easy to compare?



Let’s take a moment

1. Go to your favorite GPT.

2. Create a new chat.

3. Rewrite your original prompt using RGC.
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10 minutes

Goal
Defines what you 
want the AI to 
accomplish, in terms 
of outcome

Constraint

Defines rules and 
limitations you want to 
impose on the 
answer.

Defines who the AI is 
acting as (setting 
expertise, language, 
perspective)

Role

My prompt: R You are a 36-year-old man looking for primary care in 
Greensboro, NC. G Summarize the top-rated providers for primary 
care in the surrounding area. Provide insights into positive and 
negative feedback on professionalism, personality, and location. C
Do not invent organization names or URLs. Only include verifiably 
high-value content; skip if unsure.



Structure 101



The fundamentals matter more

The best content is empathetic in tone and 
structured in form

▪ Solve real problems with content that reflects user 

intent and builds trust through expertise and 

authority.

▪ Findability goes beyond keywords. It’s about 

structure and how discovery engines understand 

your content.

▪ AI understands structure better than language.

▪ To improve your findability, embrace and become 

fluent in content structure.

Clear theme and purpose, useful content, & clear structure



Structured Content

Clear page structure helps both users and AI 

understand your content, making it easier to find, 

surface, and act on.

• Use semantic HTML tags <header>, <main>, 
<section>

• Start with a clear <h1>

• Keep heading levels in order

• Group related content

• Use lists and tables

• Avoid burying info in images or PDFs. 

Build pages that AI can read, rank and 

recommend.



The Role of Schema

A sitemap lays out every page on a site. Schema explains 
and connects the pages for AI. A cheat sheet for robots.

▪ Versatile snippet(s) of code placed at the top of pages, 
only visible to machines

▪ The more context provided, the stronger your standing

▪ Provides generative AI with:

▪ Page context

▪ Related services

▪ Related Locations

▪ Most important next steps

▪ So much more

Structured data interfaces with artificial intelligence 
before it ever lifts a digital finger

AI

Sitemap

Schema

TrustQuestions



What can we learn from 
Schema?

Analyzing our healthcare service line Schema 
layout with Cone Health’s main Heart & Vascular 
service page

▪ Type: medicalWebPage

▪ Audience: Cardiology patient

▪ Description

▪ URL

▪ Primary Image

▪ Specialty

▪ Keywords (21)

▪ Significant link

▪ Related link

▪ Medical Conditions (68)

▪ Related locations (12)



Topic Clustering

An old friend has returned!

This helps with:

▪ Identifying your most important content

▪ Developing depth of content

▪ Building a network of connected content

▪ Optimizing site and content architecture

SEO strategy where content is organized around a pillar 
topic and subtopics, creating an interconnected web of 
content



Topic Clustering Development

SEO strategy where content is organized around a pillar topic and subtopics, creating an 
interconnected web of content

Benefits for SEO Benefits for GEO

• Clusters improve EEAT and authority

• Internal linking provides connectivity 

and relevance

• Supporting and secondary pages 

provide more query engagement

• Users find related, helpful information 

more easily

• AI tools prefer deep sources for entity 

recognition

• Coverage increases chances of being 

used as a citation in responses

• Structured, internally linked content 

reduces redundancy and strengthens AI 

preference



Topic Clustering Process

1. Identify core topic

2. Map secondary or subtopics

3. Define pillar page

4. Create cluster content

5. Map internal links



Topic Cluster Structures

Cancer Care

Pillar content

1. Identify core topic

Your

organization



Topic Cluster Structures

Your

organization

Cancer Care

Pillar content

Advanced 

Treatments

Expert 

Providers

Screening & 

Diagnostics

2. Map secondary or subtopics 3. Define pillar page



Topic Cluster Structures

Your

organization

Cancer Care

Pillar content

Advanced

Treatments

Expert 

Providers

Screenings & 

Diagnostics

4. Create cluster content



Topic Cluster Structures

Your

organization

Cancer Care

Pillar content

Advanced 

Treatments

Expert 

Providers

Screenings & 

Diagnostics

Neurology

Pillar content

Critical Care

Pillar content

Imaging

4. Map internal links



Let’s work together

Turn to a different neighbor and ask what their top 
priority service line is.

Because we’re going to build prompts that

▪ Identify key details of a service line

▪ Surface key terms

▪ Recommend on-page content structure

▪ Creates semantic maps and topic clusters

Please, follow along!
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1. Identify core topic

Use a natural-language prompt to define your main area of focus like a priority 
service line, procedure, or health condition

The AI needs a clear, focused topic to generate meaningful and 
medically appropriate keywords and structures.

My prompts: 

▪ You are a user experience strategist at Cone Health who is beginning 
research into how to drive more visibility for your primary care services 
provided in Greensboro, NC. You want to create locally relevant 
educational content for patients on primary care services. What are the 
core topics you would cover?

▪ What is the role of primary care in overall health?

▪ Explain what primary care is and why it’s important for long-term health.

Expected outputs

Definitions for primary care

Typical services included

Related patient pain points



My results so far



My results so far



2. Extract Keywords, Subtopics, and Structure from 
Responses
Analyze the AI's output to identify important entities, phrases, and search-friendly 
subtopics

This forms the foundation of your semantic map and future content 
clusters.

My prompts: 

Based on what you shared, what are the top subtopics related to primary 
care that patients search for?

What questions do patients frequently ask about primary care providers?

What are the most common concerns or misunderstandings about 
primary care?

Expected outputs

High value questions like ‘How often should I see a primary care doctor?’

Early stages of topic clustering and content structure



My results so far



3. Ask yourself and AI follow-up questions

Refine your understanding by asking the AI targeted follow-up questions. Focus on 
user intent and audience type

The depth and nuance here help you generate more specific, search-
relevant, and audience-aligned content.

My prompts: 

How would the content differ for adults searching for a PCP versus 
parents looking for care for their child?

What questions would a Medicare-eligible patient ask about primary care?

What are the early warning signs that indicate someone should see a 
primary care doctor?

Expected outputs

Content themes segmented by audience type (e.g., seniors, parents, millennials)

Examples of intent: preventive care vs. care navigation vs. specialist referral



My results so far



4. Build Semantic Maps and Topic Clusters

Organize everything discovered so far into a pillar-cluster model that supports 
topical authority and search visibility

This is how you signal expertise to Google and AI search engines, and 
how you ensure your site architecture supports discoverability.

My prompts: 

Using everything we’ve discussed so far, create a content cluster around the 
topic of Primary Care. 

What is a logical interlinking structure between pages about primary care, 
preventive screenings, and chronic disease management?

Turn this into a topical map with high-level categories and related subpages.

Expected outputs

Recommended pillar and cluster pages

Possible content marketing ideas



My results so far



5. Identify User Personas and Tailor Content

Segment your cluster content by audience type to ensure relevance and clarity

Different users have different needs. Tailoring content increases 
engagement, click-throughs, and SGE citation potential.

My prompts: 

What types of users search for information about primary care? Segment 
by intent, age, and health needs.

How would I rewrite my content for a parent looking for a child’s primary 
care provider?

Expected outputs

Persona outlines 

Modified cluster headlines with audience alignment



My results so far



6. Identify Content Gaps from Competitor

Compare your cluster against the top-ranking SERPs and SGE/Bing/Perplexity 
citations to find missing content

You want your content to stand out and cover what others miss —
that’s how you earn citations in AI search summaries.

My prompts: 

Review the top-ranking pages for ‘primary care in Greensboro nc’ What’s 
missing from their coverage?

What topics are often overlooked in content about primary care but are 
still relevant to patients?

How would you differentiate my pillar content from existing results?

Expected outputs

Recommendations for new pages or sections

Questions not being answered by the competition

Less obvious differentiators and gaps



My results so far



Primary Care Pillar Page

Primary Care Services at Cone Health

▪ Differentiators of Cone Health’s primary care

▪ Importance for long-term health

▪ Role of PCPs in preventive care, chronic disease 
management, and care coordination

▪ Definition of primary care

Links to pages related to

▪ Preventive Screenings: “Learn how your PCP 
helps you stay ahead of illness with routine 
screenings.”

▪ Chronic Disease Management: “Discover how 
primary care supports long-term health conditions.”

▪ Choosing a PCP: “Find the right provider for your 
needs.”

▪ Mental Health in Primary Care: “Your PCP can 
help with emotional well-being too.”



The beginning of content clusters

Primary care

Family medicine

Annual Wellness 
Visits

Immunizations 

Lifestyle Counseling 

Seasonal Health 
Tips

Pediatric Primary 
Care

Internal medicine

Managing diabetes, 
hypertension, etc.

Medication 
management

Chronic care 
management

Women’s care

Monitoring results

Annual wellness visits

Health-risk 
assessment

Depression 
screening

Advance Care 
Planning



Determining priority internal links

Primary care

Family medicine

Pediatric Primary 
Care

Children’s Services

Pediatrics

Nutrition & Diabetes

Pediatric 
Rehabilitation

Inpatient Pediatric 
Care

Immunizations 

Childhood 
Immunizations



An Example of Service Pages Built for Personas

Primary care for children

Relevant services and topics

▪ Well-child visits and developmental milestones

▪ Vaccinations and school physicals

▪ Pediatric behavioral health and nutrition guidance

Actual target audience: Parents of children

▪ Use a reassuring, empathetic, and family-friendly 
tone.

▪ Emphasize trust, safety, and partnership in care.

▪ Speak directly to the parent (e.g., “Your child’s health 
is your top priority—and ours too.”)

Key messaging themes

▪ Child-Focused Expertise

▪ Highlight pediatric or family medicine specialization.

▪ Mention experience with childhood illnesses, growth 
tracking, and developmental milestones.

Gaps related to this service

▪ No tailored content for parents seeking pediatric care

▪ No content addressing common parent questions or 
misconceptions



Refining Quality: Prompt Engineering 

for Marketing Efficiency



AI makes bad practices very tempting

▪ Generic, mass-produced AI content flooding search results

▪ Lack of local relevance and specifics, resulting in 

disconnectedness

▪ AI isn’t the problem—lack of discernment or strategy is

▪ Winning recipe: the ideation and research powers of AI + 

original content, local expertise, and user-centric storytelling

▪ Companies and industries are rushing to replace talent with 

machines, and that is already backfiring

The result: generic, low-quality blogs and service pages that serve no one

Both users and the Evaluator ignore low-value content



Prompt chaining method

ROWER

▪ Research 

▪ Outline

▪ Write

▪ Edit

▪ Refine

Prompt chaining breaks down a complex task into 
smaller prompts in a sequence, building off each 
step that came before



Step 1 - Research

Prompt:

Act as a healthcare content strategist. 
Research the topic of regular primary care 
appointments. 

What are the most common questions people 
ask, related subtopics, benefits they search for, 
and how do the top-ranking pages structure 
this content?

Output:
Search intent: Informational; users want to understand why primary care 
visits matter and what happens during them

Common user questions:

▪ “Why is it important to see your doctor regularly?”

▪ “What’s the difference between urgent care and primary care?”

▪ “How often should I see my primary care physician?”

Top subtopics:

▪ Preventive screenings

▪ Chronic disease management

▪ Building a patient-provider relationship

▪ Cost savings from early detection

Top content formats: Listicle-style or Q&A-based blogs with friendly, 
educational tone



ROWER: Step 2 – Outline

Prompt:

Based on your research, create an outline for a 
blog article titled ‘Why Regular Primary Care 
Visits Matter More Than You Think.’ 

Include H1, H2, H3s, and an FAQ section. Use 
a tone that is friendly and educational.

Output:
Why Regular Primary Care Visits Matter More Than You Think

What Is Primary Care and Why Does It Matter?

▪ Definition of primary care

▪ The role of a primary care provider (PCP)

The Key Benefits of Regular Primary Care Visits

▪ Preventive care and screenings

▪ Chronic disease management

▪ Early detection of health issues

▪ Personalized health guidance

How Often Should You See Your Primary Care Doctor?

▪ General guidelines by age and risk factors

▪ Annual checkups vs. sick visits

▪ What Happens During a Primary Care Visit?

▪ Typical services provided

▪ Questions to ask your doctor



ROWER: Step 3 – Write

Prompt:

Write the full article for the outline above, using 
a warm, informative tone. 

Keep paragraphs short, use simple language, 
and include transitions between sections. 

Include citations or call out areas where factual 
verification may be needed.

Output:
Why Regular Primary Care Visits Matter More Than You Think

Seeing your primary care doctor regularly isn’t just for when you’re sick. 

These check-ins help you stay healthy, catch problems early, and 

manage ongoing conditions before they become serious.

What Is Primary Care and Why Does It Matter?

Your primary care provider (PCP) is your go-to doctor for most health 

needs. They know your medical history and act as your first stop for any 

concern—from preventive care to managing chronic conditions.

Preventive Care and Screenings

Annual physicals, blood pressure checks, vaccinations, and lab tests 

can identify risk factors early. Preventive care often catches conditions 

like high cholesterol or diabetes before they cause harm...



ROWER: Step 4 – Edit

Prompt:

Edit the following article for clarity, scannability, 
and SEO. 

Add transition sentences, ensure each section 
is under 150 words, use active voice, and 
check for keyword optimization. Keep the tone 
warm and supportive."

Output:

▪ Shortened long sentences

▪ Added internal linking suggestions:

▪ “Learn more about preventive health screenings”

▪ Simplified language: "Your doctor may spot 

early warning signs of conditions like heart 

disease or diabetes—even before you notice 

symptoms.”

▪ Made H2s more engaging:

▪ “How Your Doctor Helps You Stay Ahead of Health 

Issues” instead of “Early Detection”



ROWER: Step 5 – Refine

Prompt:

Generate a page title, meta description, and 
Schema markup for the blog post ‘How AI is 
transforming patient engagement.’ Use SEO 
best practices.

Output:

Title: Why Regular Primary Care Visits Matter  

Meta Description: Learn why seeing your primary care doctor regularly is key to preventing 

illness, saving money, and staying healthy long term.  

Keywords: regular primary care, benefits of checkups, preventive health

Schema:

{

"@context": "https://schema.org",

"@type": "FAQPage",

"mainEntity": [{

"@type": "Question",

"name": "Do I need to see a doctor if I feel fine?",

"acceptedAnswer": {

"@type": "Answer",

"text": "Yes, routine checkups can detect health issues early—even if you're not showing 

symptoms."

}

}]

}



Red Flags: Avoiding Risks of 

AI Usage



Quality scoring

Pitfalls of generative AI

Issue What to look out for Solutions

Hallucinations aka 

mistakes

Makes something up entirely like inventing 

services, people, data, even quotes.

• Double check claims against your 

knowledge

• Refer to a real source or 

stakeholder



Quality scoring

Pitfalls of generative AI

Issue What to look out for Solutions

Vagueness or generic 

output

Provides a lot of fluff, buzzwords, surface level 

advice, and nothing of value.

Guide the AI: 

• “Speak to [specific audience] about 

[specific task/goal].”



Quality scoring

Pitfalls of generative AI

Issue What to look out for Solutions

Overconfidence Delivers incorrect information in a confident 

manner. 

• Push back on bold claims

• Fact check



Quality scoring

Pitfalls of generative AI

Issue What to look out for Solutions

Outdated info Refers to tools, facts, or events that are not 

aligned with current information.

Guide the AI:

• “What is the most recent 

information you have?”

• “Only show information from 

[month/year/etc.] forward.”

• Ask it to compare new vs. current 

information



Quality scoring

Pitfalls of generative AI

Issue What to look out for Solutions

Missing the point Delivers a technically correct response but 

answers the wrong question. Or it misses the 

nuance of the prompt.

Clarify with RGC restrictions: 

• “Focus on [goal/role/format].

• Break complicated questions into 

smaller steps. Remember, it’s a 

conversation!



Ethical considerations

AI is not sentient

▪Everything it generates comes from someone else’s hard work

▪ That is why it is crucial to have your own understanding, 
opinion, and take on the topics you use to research AI

▪Never upload consumer data to AI models
▪ Approach BAA-signed platforms with caution



Bringing It All Together



Use AI to enhance and research

The result: stronger, higher-ranking content 

Always make sure you are not sharing high risk data or PHI 
with free, public platforms

▪ Treat AI like an assistant or support specialist

▪ Ask its opinion

▪ Conduct research

▪ Dig deeper with follow-up questions

▪ Expedite internal process and non-public facing content

▪ Trust it with basic or low risk tasks

▪ Draft rough content based on notes

▪ Just like an assistant or support specialist, review and refine 
their work!



What are your easiest next steps?

High

Low

Im
p

a
c
t

HighEffort

Start with a clear 

topic prompt

Ask AI questions of 

services

Generate an 

outline for a blog
Use ROWER for 

content ideation

Reimagine 

architecture of site 

focused on 

structure

Implement Schema 

on high priority 

services

Generate page 

titles and meta 

descriptions

Build a topic 

cluster Segment content 

by personas

Run competitive 

gap analysis

Build full semantic 

SEO map for a 

service line

Create an AI-ready 

content playbook

Manually tag 

semantic keywords

Copying content 

from AI tools to 

spreadsheetsWriting entire 

article from scratch



Three Key Take-Aways

1. Treat the consumer hierarchy of needs as a template for digital experience 
creation

2. Use AI as a tool in your toolbelt to conduct effective research, not as the 
solution

3. Continue learning, continue being curious. Expect ongoing disruption to 
tools, data, and process



Questions?
Please be sure to complete the session evaluation on the mobile app!
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