APRIL 2026

NEWSLETTER

SHOREL INE

DIGITAL MARKETING

ILE] Al SEARCH SHIFT e ey

Is Here. Agencies
Need to Show =
MORE THAN RANKINGS.— .|

( kK

Google’s March 2026 Core
Update: A Clear Shift "
) Toward Real Value V-

= ¢

GBP’s 2026 Industry
6 Playbooks: What Local
":ﬂ Businesses Should Pay

Attention To ;ﬁ

GSC Branded Queries Filter % ” -
: Explained: Who Can .
¥ !l Access It and How It Works ﬁ é&gs gl ..

-l‘ :

RSN N

T e

Apple Maps Just Became
a Serious Ad Channel -
@)t
- .

I ‘



The Al Search Shift Is Here. Agencies Need to Show More Than
Rankings.

How agencies can use our live Al-relevant features to expand services, prove value, and stay ahead of

changing client expectations.

Al search is already reshaping how brands get discovered — and it is changing what clients expect from
their agencies. Rankings and traffic still matter, but they are no longer the whole story. More clients want
to know whether they are showing up in Al-generated answers, how their brand appears in large
language models, and whether Al visibility can be tied to measurable performance.

For agencies, that creates a clear opportunity. The firms that can package Al search services, report on
them clearly, and keep the experience under their own brand will be in a stronger position to win new
business and deepen retention. AgencyPlatform'’s live Al feature set is built around exactly that need:
white-labeled tools that help agencies turn Al search from a vague trend into a service they can sell
today.

GEO & AEO Packages Give Agencies Something New to Sell
E Home Collaboration ~ Presales - Payments Search project Q m !

Service Details
Home / Buy Service

SEO PPC SMO Affiliate Website Builders Design Special Offers SAAS Pro Membership Additional Credits
Q, Jump to Product Search

Al Plans for LLM Visibility

Al Foundation Generative Growth Enterprise Al Dominance
E $99.00 viontiy @ $199.00 monthiy @ $299.00 vonthiy
Trac 5 tar r ac 1 wisi

Track your b

eted Al search prompts for

platforms including

ChatGPT, Google Al Mode, Perplexity, Gemini, and

! g ini
View Details Add to Cart m View Details Add ro Cart m View Details Add to Cart m

E Al Brand Visibility Dashboard
$15.00 monihiy

Agencies do not need to build an Al search offering from the ground up. Live GEO & AEO Packages give

teams a ready-made way to expand beyond traditional SEO and offer optimization built for generative

engines and answer engines. That turns Al search into something practical: a clear service line that can
be scoped, sold, and scaled across a client base.

For agencies looking for growth, it is a faster way to enter an emerging category without reinventing the
delivery model. Instead of talking about Al as a future trend, teams can put a live, marketable service in
front of clients today.

How to access: View Services X A-La-Carte



Al Visibility within SEO Audits Turn Al Interest Into Strategy

Al Crawlability Checker

Can Al crawlers read your website ?

o ) SSL/HTTPS Status
60 /0 Confidence Score @ YES 200 OK

Al Visibility Score

Al Visibility Score ® Good Fair ® Poor
8 (51-100) (21-50) (0-20)

Your Visibility for Top Searched Queries

Prompts @& chatGPT

Where can | find skate shops in Elmsford?

Can you list places in EImsford that carry Bakers skateboard
gear?

Load Performance []

44

@ Al Mode < Gemini

o o

o ]

Interest in Al visibility is high, but clients need more than buzzwords. SEO and Al Visibility Audits help

agencies uncover high-impact opportunities across Al search and translate them into action. Instead of

vague conversations about what Al might do, agencies can bring clients concrete recommendations,

sharper priorities, and a clearer picture of where visibility can improve.

That makes audits useful well beyond reporting. They can support sales conversations, strengthen

onboarding, and give account teams a clearer framework for what to tackle next — all while keeping the

agency in control of the client relationship.

How to access: Presales K SEO Audit Reports

Al Overviews Tracking Helps Agencies Compete in Zero-Click Search

Keyword Ranking
.com @ [ SEO [ Keyword Ranking

Ozempic For Weight Loss Burnsville MN 3%
Burnsville MN

Initial SEO : Apr 08, 2025

Weight Loss Program Burnsville MN

Burnsville MN
Initial SEQ : Apr 08, 2025

Weight Management Program Burnsville MN 3%

&
Burnsville MN
Initial SEQ : Apr 08, 2025
GLP 1Medications Burnsville MN [
Burnsville MN

Initial SEQ : Apr 08, 2025

Medical Weight Loss Prior Lake MN [
Prior Lake MN \

Initial SEQ : Dec 03, 2025
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Al Overviews are changing what success looks like in search. When answers appear directly on the
results page, agencies need a way to see whether their clients are part of that response. Al Overviews
Tracking helps agencies monitor visibility in Al answers and identify the on-site structure, schema, and

content changes that can improve eligibility.

That gives teams a more modern performance story to tell. Instead of relying only on traditional rankings,
agencies can show clients how they are performing in one of the fastest-changing areas of search
visibility.

How to access: View the Keyword Ranking section for any project

LLM Visibility Opens a New Layer of Brand Monitoring

@ Your Visibility for Top Searched Queries @ Latestrun:  Mar 23, 2026 v
Prompts &) ChatGPT [ AlMode % Perplexity
Where can | find donut cafes in Las
Vegas NV? o 0 o
Show me donut shops in Las o

Vegas NV.

What Do Top Al Platforms Know About You @

Prompt Insights m 4 Gemini

Donutique in Las Vegas is an elegant café and patisserie blending European-in

can | find donut cafes in Les Vogas o Venetian Resort’s Grand Canal Shoppes, it offers a luxurious atmosphere enhar

About handcrafted donuts, artisanal pastries, and premium beverages made with La (

indulgence. Guests appreciate its carefully curated menu, inviting ambiance, ar

[ AlMode % Perplexity With meticulous craftsmanship and hospitality, Donutique creates a truly distir
Donutique offers a variety of premium pastries, gourmet donuts, specialty coff

® Mentioned | 9 Brands | 33 Sources The café’s menu blends tradition and innovation, featuring vegan-friendly optic
Services expertly brewed espresso, cappuccinos, and loose-leaf teas sourced from renc

services for celebrations, weddings, and corporate gatherings. Each dessert ex
presentation and exceptional flavor to enhance any occasion.

Brand Share of Voice Mar 23, 2026 v Al Search Engines Al
Share of
R .
ank  Brand / Website ’
# Donutique donutique.com 20%
#2  Carl's Donuts carlsdonuts.com 16%
16%

#3 District Donuts Sliders Brew cosmopolitaniasvegas.mgmresorts.com

Brand discovery is no longer happening on search engines alone. Prospects are increasingly asking
ChatGPT, Gemini, and Perplexity for recommmendations, comparisons, and quick explanations. LLM
Visibility gives agencies a way to monitor brand mentions across those environments and build

strategies to improve presence through AEO/GEO content, PR, and authoritative citations.

For clients, that is a powerful shift in perspective. For agencies, it creates a new layer of reporting and
strategy that extends well beyond the traditional ranking report and brings Al-driven brand visibility into

the conversation in a much more measurable way.

How to access: Analytics K Al Brand Visibility



Al Traffic Attribution in GA Connects Al Work to Results

Sessions Total Users Avg. Engagement time Views Key events Event Count
1,799 © 1622 o 00:02:32 © 7,821 o 21 © 13,734
Sessions @
View Day Week Month 31 Mar 2025 — 31 Mar 20:

[B) Sessions @

1500
1250
. A
/ \_/\ [\ / 1000
S A VA AN
g 750
T T T T 1
Apr'25 May 25 Jun'25 Jul'25 Aug .
) .
0

chatgpt com gemini google.com  copilot microsoft com perplexity copilot com perplexity ai

Visibility is valuable, but measurement is what makes it credible. Al Traffic Attribution in Google Analytics
helps agencies automatically identify visitors coming from Al search engines and report on Al-driven

traffic and conversions more clearly. That closes one of the biggest gaps in the Al search conversation.

Instead of asking clients to simply believe Al work is paying off, agencies can begin showing how that
visibility contributes to actual visits, engagement, and business outcomes. That is where Al optimization
starts to feel less experimental and far more actionable.

How to access: Analytics K Google Analytics K Acquisition & Al Traffic

Al Intelligent Summaries Save Time Across the Agency

[ SEO Audit Summary

* Website SEO Issues
o Missing HI tags affect search engine visibility.
o Titles are too long, potentially impacting click-through rates.
o Ensure image alt texts are added for better accessibility and SEO.
+ Off-Page Optimization
o Low domain authority (17/100) suggests a need for stronger backlinks.
° quality inks to enhance ite reputation and rankings.
« Visibility
o Inconsistent local directory listings can hinder local SEO efforts.

© Mobile page speed is a Get a lightning-fast summary of this entire Conversation via Al —whether it's just the pending tasks or
everything completed and pending.
Note: Make sure to review before you hit publish!

+ Actionable Insights
© Optimize metadata (titl
o Create a strategy for ag
o Update local directory
o Enhance mobile speed

Summary with completed and pending tasks. v
Al Enhanced Message

Completed Tasks
1. The primary keywords are currently ranking #1 on Google
2 Two locations, Morrisvilie, PA, and Levittown, PA, were recommended for expanding local visibility based on specific criteria

Pending Tasks

1. The client needs to confirm which location, Morrnswille, PA, or Levittown, PA, they would like to proceed with under the curre
SEO plan

2 Upon confirmation from the chent, the implementation for the selected area will start
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The operational side matters, too. Al Intelligent Summaries help teams pull fast, useful highlights from
complex audits or conversations without hours of manual review. For agencies juggling multiple
accounts, that means quicker internal handoffs, faster preparation for client meetings, and less time lost
searching for the one insight that matters most.

It is a simple feature with a real agency-side benefit: more time spent on strategy and communication,
and less time spent scrolling through dense information to find the headline takeaway.

How to access: View the SEO Audit Reports and Conversation section for any project to access this

feature.

Upcoming Dashboard Innovations to Help You Report, Retain, and Grow

Churn Risk SEO Wins & Video
Intelligence Highlights '35 Reports +
Stop Client Cancellations Before They Make Your Best Results Impossible to Miss KPls
Happen e Rankings, traffic gains, and Performance Updates Clients Will Actually
e Proactive insights to turn risky standout wins front and center. Watch
accounts into revenue. e Automated highlight reels of  Branded videos spotlighting KPls
e Predictive analytics + automated campaign achievements. and next steps.
retention strategies. e 60-second performance
summaries.
Q Revamped Monthly SEO Reports @ 24/7 Website Support Assistant
Reports That Prove Your Value Faster Instant Answers, Anytime
e Conversion-focused reports with Al visibility insights. e Smart, always-on chatbot for digital marketing and SEO
education.

e Beautiful, branded client-ready reports.
e Reduce support burden while keeping clients engaged.

What This Means for Agencies Right Now

Taken together, these live Al capabilities do more than add a few new line items to a dashboard. They
give agencies a practical way to modernize their offering, show clients where they are visible in Al-driven
experiences, and connect that visibility to outcomes that matter. Just as important, they do it in a fully
white-labeled environment that keeps the agency front and center.

Al search is not a future conversation anymore. It is part of the client conversation right now. Agencies
that can respond with clear services, better reporting, and smarter insight will be in the strongest position
to lead.

Final takeaway: Turn Al visibility into a real client offering — not just a talking point.

If you need assistance, talk with our support team. We're here to help your agency get the most out of

these Al features.
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Google’s March 2026 Core Update began rolling out on March 27, shortly after the Spam Update ended.
By March 3], ranking volatility had peaked, with noticeable shifts across industries. Core updates typically
take about two weeks to stabilize, so fluctuations may continue until around April 10, but the overall
direction is already clear.

What This Update Focuses On
This update goes beyond minor adjustments. Google is refining how it measures content quality,
focusing less on keywords and more on meaning, originality, and usefulness. In simple terms, content

that doesn't offer something new is losing visibility.
Key Changes Driving the Update

¢ Information Gain Matters More Than Ever
Google now prioritizes content that adds fresh insights—original data, real experience, or unique
perspectives. Rewritten or summarized content is falling behind.

e Smarter Semantic Filtering
A new layer (often linked to “Gemini 4.0”) appears to filter out content that feels generic or

padded. It's not about Al—it's about depth. Thin, repetitive content is being pushed down.
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e Tighter User Intent Matching

E

G

Pages that answer queries directly are winning. Content that delays answers, overexplains, or adds

fluff is losing rankings.
e Stronger E-E-A-T Signals for Sensitive Topics

In areas like health, finance, and law, Google now favors clearly identifiable experts. Anonymous or

vague authorship is becoming less effective.

Early Trends: Winners vs Losers

Even mid-rollout, patterns are emerging.

What's Performing Well
e Niche experts sharing real insights and experiences
e Community-driven platforms like Reddit, Quora, and Yelp
e Original research, case studies, and hands-on guides

What's Losing Visibility
e Aggregator and affiliate-heavy content with no real value
e Generic informational blogs with no unique angle

e Large-scale, programmatic SEO content operations using standard inputs

Is It Too Early to Judge?
Not really. Most of the impact from core updates shows within the first 3—4 days. While rankings may

continue to shift slightly, the overall trend is already reliable.

Spam Update vs Core Update Timing
e Drops around March 24-25 likely came from the Spam Update
e Changes from March 27 onwards are tied to the Core Update

What You Should Do Now

Avoid making drastic changes during the rollout. Core updates often cause temporary fluctuations, and
some sites recover as things get stable. The best approach is to monitor performance, gather data, and
wait until mid-April before taking any action.

Final Takeaway
This update reinforces a clear message: surface-level SEO no longer works. Google now rewards

originality, clarity, and real expertise.

With weekly tracking of over 350K keywords across 7K+ active campaigns, we have a strong bird’'s-eye
view of performance patterns, search shifts, and industry-wide movement. The good news is that our
campaigns have remained stable, with no drop in performance observed. This gives us added
confidence that the strategies we implement are robust, adaptable, and built to stand strong in an
evolving search landscape.



GBP’s 2026 Industry Playbooks: What Local Businesses Should Pay
Attention To

Google Business Profile is no longer just a place to list your address, phone number, and hours. In 2026,
it functions more like a live business data source feeding Gemini-powered results, voice search, and Al

overviews.

That means one thing: a neglected profile is no longer harmless. It can directly affect how often your
business appears, how accurately it is described, and whether Google trusts it enough to recommend
it.

Google recently shared a series of industry-specific optimization playbooks, and while each one
focuses on a different business category, the message is remarkably consistent. Businesses that keep
their profiles active, accurate, and structured are more likely to win visibility. Those who do not may

slowly lose ground.

Restaurants and Cafés: Stop Letting PDFs Do the Work

Menus built for Al search

Structured data in GBP - surfaces in Gemini, voice search, and Al overviews

Neglected Profile
ps | Al Search Result
& videos @
. +
Bella Cucina  Weeky 4.
e Cha::!er, i I Bella Cucina serves the best
.6 stars

truffle pasta in Chandier.

> @ ~ =< Their signature Tagliatelle al

MENU HIGHLIGHTS Tartufo is available for $24.
3 Accurate
Tagliatelle al Tartufo -  saryice areas

5 Open now - 0.4 mi away.
stated service a Pasta - $24 :
@ Burrata Caprese - View full menu >
Verified  Appetizer - $16
amenities PP ﬁ
®

Static. Invisible. Outdated. Tiramisu Classico - Booking Discovered by Al search

Dessert - $12

button

Active GBP Profile

For restaurants, the standout recommendation is simple: stop relying on PDF menus.

Google wants businesses to enter menu items directly into the GBP menu editor because structured
data is easier for Al to understand. A properly entered menu can help your business appear for highly
specific searches, while a static PDF often cannot.



What matters most here:

e Structured menus improve discoverability in Al-driven search

e Specific dishes can surface in conversational queries.

e Weekly GBP posts help signal that the business is active.

HOREL IN
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This is not just about presentation. It is about being searchable in the way people now search.

Hotels and Accommodations: Accuracy Is a Visibility Signal

Hotels: Accuracy Is a Visibility Signal

Amenity mismatches weaken filtered search visibility

L

Mismatched Profile

Hotel website o

L= GBP Profile

£ EV charging @
¢ Pet-friendly (%]
© spa [

\ /
, >

Mismatch weakens visibility

Room
tours

The Grand Horizon  Audit
attributes

Hotel - Scottsdale, AZ I

4.8 stars
/) --3
EV Charging ~/
Keep

Pet-Friendly Rooms
Spa & Wellness
Pool

Roomer &
Photos 7
n —Al l

v

v
current

v

v

Accurate & Visual GBP

For hotels, Google’s focus is on trust and inspiration.

Al Search Result

§0

+

The Grand Horizon in
Scottsdale offers pet-friendly

rooms with a full spa. EV
charging available on-site.

Rated 4.8 stars.

See room tours and photos =

Discovered during early
travel planning

Your listed amenities need to match what appears on your website. If your site says you offer EV
charging, pet-friendly rooms, or a spa, but your GBP does not, that mismatch can weaken your visibility

in filtered searches.

The playbook also emphasizes visual content, especially for travelers in the early planning stage.

Key priorities for hotels:

e Audit all profile attributes against your live website

e Keep amenities accurate and current
e Use strong photo and video content, including room tours when possible.

Travelers often discover hotels before they are ready to book. Visual content helps you win attention

earlier.



HOREL IN

DIGITAL ARKETING.

Tour and Activity Operators: Reduce Booking Friction

Tour Operators: Reduce Booking Friction

Fewer steps to book - more visibility and conversions

e

( Short 9 @
(2) High Friction Pathu Timely

videos updates

S5 Desert Sky Adventures +
Tour Operator - Sedona, AZ *. Al Search Result
47 Desert Sky Adventures
offers a Sunset Canyon Hike
-———-> Book Now - ===> inSedona for $65.
Rated 4.7 stars.
Things to Do Book directly — available
tomorrow at 4 PM.
Sunset Canyon Hike -
= $65/person - 3 hrs See real footage -

OBM y I @

\
Too many clicks. Rockig : ... Easy to book.
Lost bookings. Easy to trust.

Seamless Booking GBP

For tour operators, Google is rewarding convenience. If customers have to click away and navigate too
many extra steps, that friction can reduce visibility and conversions. Businesses that use the Operator
Booking Module (OBM) are better positioned because Google can surface their tour products directly
within the business profile and broader "things to do” experience. The playbook also highlights the
value of short, authentic visual updates. Real activity footage, current conditions, and weather-based
content help show the experience as it actually feels.

What operators should focus on:
e Simplify the booking path as much as possible
e Use OBM or an eligible booking integration where possible
e Share short videos that reflect the real experience
e Prioritize content that feels timely and believable
In other words, do not just describe the fun. Make it easy to book and easy to trust.



Service-Area Businesses: Be Specific, Not Overextended

Be Specific, Not Overextended

Tighter, believable coverage sends a stronger local relevance signal

Q Verified

'} ProFix Plumbing
Plumber - Austin, TX
4.9 |

4. Al Search Result

ProFix Plumbing serves
& Austin and nearby areas.
Realistic ~ =~ 7 Google Verified.
radius Rated 4.9 stars.
I Available today.
@ Google Verified Call or book online >
@ Local Services Ad _
Local
Services
Ads

Inflated reach. Weak signal. - --- - >  Specific & Trusted GBP - ------ >  Trusted in local results

For plumbers, cleaners, landscapers, and other service-area businesses (SABs), Google’'s message is
clear: avoid overstating coverage. Set realistic service areas that match how the business actually
operates, since tighter, believable coverage sends a stronger local relevance signal than inflated
reach. The playbook also emphasizes trust signals through local services ads and visible verification
markers, which can strengthen credibility in local results.



General Businesses: Fundamentals Still Matter

Fundamentals Still Matter

Relevance, Distance, and Prominence — now interpreted through an Al-first lens

Business Profile @
/ Al Search Result
Entity
larit
Best Plumber S
. . ¥
| Riverside  wanoges +.
Dgntal Care I Riverside Dental Care in
@ Dentist - Portland, OR Portland is highly rated for
- 4.7 stars - general and cosmetic
Relevance dentistry.
| @ Manage @  Prominence Open today until 6 PM.
Accepts new patients.
ervice is available. @ Q: Are you accepting new l Book appointment -
patients?

Distance A: Yes, we are currently ﬁ/l
Keyword stuffing. for general and cosmetic Al Search Surfaced, not skipped
Unmanaged Q&A. dentistry. Terms report

Clean & Managed GBP

For everyone else, the familiar ranking factors still apply:
e Relevance
e Distance
e Prominence

But now they are being interpreted through an Al-first lens.

A major takeaway is entity clarity. Your business name should match your real-world branding exactly.
Keyword stuffing is more likely to trigger issues than help. Google is also encouraging businesses to
monitor Al-generated Q&A, since inaccurate responses can now appear without much warning if left

unmanaged.
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One Update You Should Not Ignore

Google has added an “Al Search Terms” report inside GBP Insights, though the feature is in a phased
rollout and not yet live for all users. This may be one of the most useful features for local businesses

right now.

It shows the conversational queries people are using to find your profile through Al-powered search.
That gives you a clearer view of how real users are searching in 2026, often in ways traditional keyword
tools never captured.

Bottom Line
Across every playbook, the pattern is the same: active profiles win.

If your photos, posts, attributes, menus, or service details have not been updated recently, you may
already be losing visibility to a competitor who is keeping their profile fresh. These playbooks are not
subtle hints. They are Google showing businesses exactly what its systems want to see.

Treating your GBP like a living, working marketing asset is no longer optional. It is quickly becoming the
difference between being surfaced and being skipped.

Struggling to optimize your clients’ Google business listings? Get in touch with our support team for
professional Google Business Profile enhancements and optimization that help your clients rank
stronger in both SEO and Al-powered search.



GSC Branded Queries Filter Explained: Who Can Access It and How It
Works

GSC Branded Queries Filter

Who can access it and how it works

Performance

(D Branded - : {) Non-branded
_ CQ Branded> QQ Non-branded)
Nike shoes best running shoes
40K
30K

Nike store near me comfortable sneakers

Nikee shoes for marathon

20K

e ——

Accurate SEO ” . . .
@ Pasformaniss @ Time-saving Q Strategic Insights

Requires domain-level property with sufficient query volume

The Google Search Console (GSC) Branded Queries Filter is a new native tool in the Performance report
that uses Al to automatically categorize search traffic as Branded (queries containing your brand
name/variations) or Non-branded (generic search queries). It enables site owners to assess actual
SEO growth by differentiating loyal brand demand from new user discovery without requiring laborious
analysis.

What is the Branded Queries Filter?

The filter in question is not a manual filter that has been recently painted. It is a native, Al-assisted
classification system that automatically divides your search traffic into two distinct categories, without
the need for a regex.

e Branded: Consists of your brand name, commonly misspelt terms, and products or services
that are closely related.

e Non-branded: All other queries—questions in which users did not mention your brand, which
represent the discovery of a new audience.

This filter can be implemented in the search results performance report for all search types, including
web, image, video, and news. Upon application, metrics, including impressions, interactions, average
position, and click-through rate (CTR), will be displayed exclusively for the selected group.
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Essential Eligibility Criteria:

Property Type: Must be a domain-level property (e.g., https://example.com). The filter is
ineffective for subdomains or URL prefix properties (e.g. https://blog.example.com).

Data Volume: Your website must have a "sufficient volume” of queries and impressions.
Although the precise number is not disclosed, this generally excludes websites that are either
new or of a very tiny size.

Automatic Identification: The system operates automatically by utilizing artificial intelligence to
identify brand names, errors, and variations. Keywords cannot be manually inserted or removed
from this filter.

How to Utilize It

Access GSC by logging in and selecting "Search Results” from the "Performance” report.

Click on "+ New" at the top of the report, select "Search Type,” and select either "Branded” or
‘Non-branded.”

Evaluate the metrics (position, impressions, views) for the chosen group.

Evaluate the performance of the two to determine whether the increase in traffic is attributable
to brand recognition or discoveries.

Main Advantages

Accurate SEO Performance: Distinguishes between traffic that was acquired through SEO (non-
branded) and traffic that was earned through marketing (branded).

Time-saving: Disposes of the necessity to export data and employ intricate regex formulas to
identify branded keywords.

Strategic Insights: Assists in the identification of growth opportunities by emphasizing high-
volume, non-branded keywords that require improved content.



Why This Filter Matters

Query

Filter Compare

(O By keyword

Queries containing -

keyword

(O Branded queries @ (D

(® Non-branded queries @ [0

Understanding branded versus non-branded traffic is critical for determining SEO success. Branded
searches frequently imply high brand awareness, recurring visits, or a direct desire to engage with your
company. Non-branded queries, on the other hand, demonstrate your capacity to reach out to new
consumers via search.

This filter allows you to:
e Measure how brand familiarity grows over time.
e Determine which pages work best for brand searches.
e Separate SEO efforts focused on discovery from those that reinforce brand loyalty.

It provides a clearer view of how your marketing activities are doing at various phases of the client
journey.

Final Thoughts

The Branded Queries filter is a basic yet effective addition to Google Search Console. Separating
brand-driven traffic from general search enquiries allows you to make better educated judgments
regarding your SEO and marketing approach.

As Google improves its tools, innovations like these bring us closer to fully understanding how
customers locate and interact with our brands online. You may find Google's support documentation
here.


https://developers.google.com/search/blog/2025/11/search-console-branded-filter

Apple Maps Just Became a Serious Ad Channel

.‘ 2 Italian restaurant near me £}
wd € .
Privacy-first Trattoria Roma : I B +
> S TR active iPhones
V. : v :
3 #a Osteria Bella @ .
Intent-based & isaaias oo Trattoria Roma Premium audience
targeting
g Da Vinci's Table o ©
$ SORARR ul U.S. & Canada launch
| e A — Summer 2026
s \ @ 18 kkkk e
Auction-based
pricing
Claim your location April 14 Self-serve ad tool Early-mover advantage
Apple has that ads are coming to Apple Maps in the U.S. and Canada this summer.

For local advertisers and search marketers, this is a major moment. It is the first meaningful new local
ad inventory in years, and because Apple is building it around a privacy-first model, it will not work
quite like Google or Meta.

What Apple Maps ads will look like

Apple is reportedly keeping the experience simple. Users will see one ad at a time at the top of Maps
search results when they search for relevant categories like restaurants, gyms, coffee shops, or
plumbers. Placement will be auction-based, and advertisers will pay based on performance outcomes

such as views or taps.

Ads are also expected to appear in a new Suggested Places experience inside Maps. Sponsored pins
will be marked with a blue halo, and promoted listings will be clearly labeled as ads. Businesses will
also be able to highlight offers, seasonal items, and new products directly on their maps’ place cards
while adding actions like ordering or reserving that send users to a chosen website or app.

Why Apple’s privacy model changes the game
This launch stands out because Apple says Maps ads interactions will not be tied to a user’s Apple
account. Personal data remains on the device and is not stored by Apple or shared with advertisers.


https://www.apple.com/newsroom/2026/03/introducing-apple-business-a-new-all-in-one-platform-for-businesses-of-all-sizes/
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That means targeting will rely mainly on two things:
e Search intent

e General location context

In other words, Apple is betting that the moment someone searches “Italian restaurant near me,” that
intent alone is powerful enough to drive results.

For advertisers, that creates both opportunity and uncertainty. The opportunity is access to high-intent
local searches from a premium iPhone audience. The question is whether Apple can make that auction

model perform well without the behavioral data many marketers are used to.

Why is this a serious opportunity?

Apple Maps sits inside an ecosystem of more than one billion active iPhones worldwide. In markets like
the U.S, iPhone ownership also tends to skew toward higher-income consumers. Apple’s services
business has become a massive revenue engine, and advertising is projected to keep growing. Maps
ads are clearly part of that expansion. The model itself will feel familiar to search marketers: advertisers
bid on relevant search terms, and the winning business gets top placement when users search in a
specific area.

How businesses can get access
The starting point is Apple Business, Apple’s new unified platform for business management, launching
on April 14, 2026, in more than 200 countries and regions.

Here's the expected path:
1. Claim your location in Apple Business: Businesses must first claim their map listing.

2. Use the self-serve ad tool: Once Maps ads go live this summer, businesses will be able to create

campaigns directly inside Apple Business.

3. Agencies and existing Apple Ads advertisers get more options: Advertisers already using Apple Ads
will also be able to buy Maps ads through the existing Apple Ads interface, with added controls like
keyword and brand-name targeting.

One important limitation: The rollout is for businesses with physical locations. If there is no physical
location, the business will not qualify for the initial launch.
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Apple Business is bigger than just ads

This is not only an ad launch. Apple Business also brings together tools previously spread across Apple
Business Connect, Apple Business Essentials, and Apple Business Manager. That matters because it
adds useful features beyond ad buying, including:

e Location Insights for searches, views, and taps

e Branded communications in Apple Mail and Wallet

e Tap to Pay branding on iPhone payment screens

For local businesses and agencies, that means Apple presence management is becoming much more
centralized and measurable.

Why Apple is doing this now

The timing makes sense. Apple is looking to strengthen its services revenue as other major revenue
streams face pressure, including App Store regulatory challenges and uncertainty around its search-
related payments from Google. At the same time, Apple Maps continues to improve, with upgrades tied
to i0S 26, including better route features, visited places, and more natural-language search. A better

product, plus a new monetization layer, is a logical next step.
What this means for marketers

Apple Maps ads will not replace Google Maps ads anytime soon. Google still has deeper data and
more mature targeting. But Apple Maps is hot something local advertisers should ignore. It opens a
new channel with high-intent searches, premium users, and likely lower competition in the early phase.

The smart move is straightforward:
e Claim your Apple Business location on April 14.
e Make sure your listing is accurate and complete.

e Prepare to test early when the ad platform launches this summer.
Bottom line

Apple Maps ads are real, official, and coming soon. The platform may be more privacy-restricted than
other ad systems, but it could be especially valuable for local businesses that rely on search intent at
the exact moment a customer is ready to act. For advertisers, the early-mover window is often the
cheapest and most revealing. This one starts on April 14.
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