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There is a constant discussion about “AI search” — or AEO, GEO, or whatever acronym is trending this
week — and everyone seems convinced they’re right. Some insist SEO is dead. Others argue nothing’s
really changed. The truth? Search is evolving faster than ever, but SEO fundamentals still matter. What’s
shifting is where people discover information — and how machines decide what to trust.

Here are seven myths worth retiring as we enter the next era of search.

Myth 1 : GEO is just SEO with a new name.

Fact: The fundamentals overlap, but the target has changed.
Traditional SEO is about ranking webpages. AI search is about being cited, trusted, or chosen within an
answer. You’re no longer fighting for Position 1 — you’re fighting to be referenced correctly when AI
summarizes, recommends, or decides.

The focus has shifted from keyword optimization to relevance, accuracy, and credibility. It’s not how
high you appear; it’s whether your information is reliable enough to appear at all.

Myth 2: As models get smarter, they’ll figure it out on their own.

Fact: Even AI needs help separating fact from fake.
Large language models don’t “know” — they predict. They generate likely answers based on patterns in
the data they’ve seen, not necessarily what’s true.

If your brand’s information isn’t clear, current, and consistent across the web, AI can easily confuse you
with someone else or repeat outdated details. In the age of AI search, clarity and factual integrity
matter more than clever phrasing.

Myth 3: Prompt tracking and AI visibility tools are useless.

Fact: They’re early, not irrelevant.
We’re in the dial-up era of AI analytics. The data is noisy, the samples are small, but this is where
understanding begins.

Just like keyword tools in the early 2000s, today’s “AI visibility” dashboards are prototypes. They won’t
give you perfection — but they’ll reveal patterns in how AI systems surface your brand.

Let’s Mythbust Some of the Common Myths About AI Search1
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Myth 4: Off-site mentions don’t matter anymore.

Fact: They matter more than ever.
AI systems pull data from trusted ecosystems — review platforms, directories, databases, and online
communities.

Keeping your facts and ratings consistent everywhere strengthens how AI identifies, verifies, and
quotes your brand. Inconsistent data weakens your credibility; consistent data builds trust across
digital ecosystems.

Myth 5: Search engines aren’t going anywhere.

Fact: Search might stay, but the interface is changing fast.
We’re moving from blue links to answers, summaries, and actions.

That doesn’t kill SEO, but it rewrites the playbook. In a chat-first world, the question isn’t “What’s my
rank?” It’s “Does the AI quote me — and does it quote me accurately?”

Myth 6: All AI search tactics are spammy.

Fact: Spam isn’t the story — trust is.
Sure, spammy content will always exist. But AI search increasingly rewards clarity, consistency, and
credibility.

Auto-generated listicles might trick a model for a week, but platforms are getting smarter about trust
signals. Focus on accurate facts, updated data, and structured content — the kinds of assets AI can
safely lift and cite.

Myth 7: SEO and AI search are mutually exclusive.

Fact: They’re deeply connected.
The same principles — crawlability, authority, coherence — still power visibility.

What’s changed is the scope: optimization now extends beyond search engines and AI platforms that
serve as discovery engines. SEO helps you get found; AI search optimization ensures you’re understood
and cited correctly.
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The New Era of Discovery

AI search isn’t the end of SEO — it’s its next evolution.
You still need crawlable, human-first content backed by credible sources. But now, you also need
clarity, factual alignment, and presence across the web’s trusted data sources.

The brands that win won’t just rank — they’ll be recognized as the source of truth. Because when search
becomes a conversation, the brands that get cited are the ones the AI trusts.
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In a move welcomed by small business owners and digital marketers alike, Google has launched a
new help document titled “Report negative review extortion scams on your Business Profile.” This
dedicated resource introduces a structured process for identifying and reporting fraudulent review
threats, a growing form of online harassment that’s been plaguing businesses for years.

Understanding The Problem
The scam typically begins with a sudden influx of suspicious low-star reviews on a company’s Google
Business Profile. Within hours or days, the business receives a threatening message via email, text, or
social media, demanding money or free products in exchange for the removal of those negative
reviews.

The Golden Rule
Google’s guidance is clear: Never respond to or pay extortionists.

 DO NOT engage with scammers; this often escalates the situation, giving them leverage and
inviting repeat attacks.

 DOCUMENT EVERYTHING—screenshots, message timestamps, and emails—and proceed
directly to Google’s reporting channel.

How to Take Action: The New Reporting Process
 Google now provides a dedicated form (titled "Report negative review extortion scams on

your Business Profile.") to report review extortion scams, replacing the generic “Flag a review”
option.

 Provide the proof you need: Images of communications, timestamps, or anything else that can
establish the attempt at fraud.

 Google reviews submissions using manual checks and automated fraud detection.
 Businesses are notified once a resolution is reached, though enforcement details remain

undisclosed.

Why This Update Matters for Small Businesses
 Google now officially recognizes review extortion as a legitimate, reportable threat.
 Previously, there was no clear process for businesses to report such scams, leading to denied

removal requests.
 The new reporting pathway offers faster, more transparent protection for legitimate businesses.
 This move signals that Google won’t tolerate online intimidation or extortion tactics.

Google’s New Weapon Against Review Extortion Scams: A Step
Toward Business Protection2
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The Takeaway

For digital marketers, agencies, and small business owners, this update isn’t just procedural—it’s a
long-overdue layer of protection in an increasingly complex review ecosystem. Google’s new
documentation underscores a simple but vital truth: authenticity and integrity in online reputation
management are non-negotiable.
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Google has introduced a new feature, Query Groups, in Search Console Insights, giving you a quick,
organized view of the main topics your website covers.

Google's Search Console has brought up a latest feature, the Query Groups, that organizes all the
similar search queries to appear together, helping you easily identify the key subjects your audience is
most interested in.

Google’s Explanation
In their announcement, Google stated:
“We are excited to announce Query groups, a powerful Search Console Insights feature that groups
similar search queries.”

They further explained:
“Query groups solve this problem by grouping similar queries. Instead of a long, cluttered list of
individual queries, you will now see lists of queries representing the main groups that interest your
audience. The groups are computed using AI; they may evolve and change over time. They are
designed to provide a better high-level perspective of your queries and don’t affect ranking.”

What It Looks Like
Here's an example snapshot of the new Query Groups report:

Source: google.com

Google Search Console Introduces Query Groups3
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In this report, you might see terms like ‘search engine optimization,’ ‘seo optimization,’ ‘seo website,’
and others grouped under a single “SEO” category. For instance, if a site receives 9% fewer clicks on
SEO-related queries, this trend would be reflected under that group.

Availability
Google stated that Query Groups will roll out gradually over the coming weeks. It appears as a new
card in the Search Console Insights report and will only be available to properties with a significant
number of queries, since grouping isn’t as useful for smaller sites.

Why It Matters
SEOs have long relied on manual methods or third-party tools to cluster similar queries. With this
update, Google simplifies the process — making it especially helpful for new or less experienced SEOs
to analyze and understand query patterns more efficiently.

Additional information will be shared soon in Google’s official help document.
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