A strong "Who we serve” page should make it easy for a person—or an Al search tool—to understand who your
company helps, what you help them do, and why your experience is relevant. That sounds simple. Yet many pages
rely on broad phrases such as “businesses of all sizes” or “organizations looking to grow,” which don't give readers

enough information to decide whether they're in the right place.

The solution isn't to cram more keywords onto the page. It's to improve audience clarity: describe your ideal
customer profile in concrete terms, explain your service positioning, and support your claims with evidence. These
choices can help your content appear in answers generated by Al tools, while also making it more useful to

prospective customers and more understandable to traditional search engines.

One common website mistake illustrates the wider problem. A form displays this error message: “There must be an
@ at the beginning.” That instruction is confusing and incorrect for a standard email address, where the @ symbol
usually separates the user name from the domain. It's a small detail, but it leaves visitors unsure what to do. A

“Who we serve” page can create the same kind of confusion when it uses vague labels instead of plainly describing

its audience.

Answer visibility is not the same as ranking

For years, many search conversations focused on rankings: which page appears first, which keyword it targets, and
how much organic traffic it earns. Those measures still matter, but they don't tell the whole story. People
increasingly ask questions in Al assistants, search overviews, and other tools that summarize information or

recommend providers.



In those experiences, visibility may mean that a tool references your company, uses information from your site, or
describes your services accurately in an answer. A page can be useful in that context even if the visitor never clicks
a traditional blue link. And ranking well for a broad term doesn’t guarantee that an Al tool will understand your

company’s specific expertise.

This is not a reason to abandon SEO or to assume that every Al-generated answer can be influenced. The systems
differ, their sources and behavior can change, and no page can guarantee a mention. But the underlying content

challenge is familiar: make your information clear, relevant, credible, and accessible.

What Al search changes—and what it doesn’t

Al tools have changed how some people explore options. Rather than starting with a short keyword, a prospective
customer might ask a detailed question: "Which consultants help regional healthcare groups combine data from

multiple systems?” That question includes a type of organization, an industry, a problem, and a possible solution.

When your website explains those details clearly, it gives readers and search systems more to work with. A page
that says "We help organizations succeed” offers little context. A page that says "We help multi-location healthcare
groups improve access to operational data across disconnected systems” is more specific. The second statement is

easier to evaluate and more likely to match a real need.

Still, Al search does not make SEO fundamentals irrelevant. Search engines and Al-powered experiences both
benefit from content that is well organized, crawlable, accurate, and helpful. A clear page title, useful headings,
descriptive links, fast and accessible pages, and a sensible site structure continue to support discovery. So does

publishing information that answers real questions rather than repeating a phrase for its own sake.

Start with your ideal customer profile

Your ideal customer profile (ICP) is a practical description of the organizations—or, in some businesses, the people
—most likely to benefit from your offering. It should help your team make decisions about positioning, sales,

product, and content. It is not just a list of industries to insert into a page.

Depending on your business, useful ICP details might include:



* Organization type: for example, a manufacturer, nonprofit, professional services firm, or public agency.

® Scale and structure: such as employee range, number of locations, operating model, or level of internal

specialization.
* Industry or context: including regulatory, technical, or market conditions that affect the problem.
¢ Situation or challenge: the event, bottleneck, or business need that makes your service relevant.

* Readiness and constraints: whether the organization has the staff, data, budget, or leadership support

needed to use your solution.
* Buying group: the roles involved in evaluating, approving, and using the service.
You don't need to publish every internal sales qualification. Instead, identify the details that help a visitor recognize
a fit. If your service is designed for companies with a particular operating complexity, explain what that complexity

looks like. If you work best with organizations that have an established team, say so—and clarify what

“established” means seobotai.com in practice.

Describe fit without making the audience too narrow

Audience clarity does not mean excluding every organization outside a perfect profile. A page can distinguish core
audiences from adjacent ones. For example, your primary audience might be multi-location retailers, while your
approach may also suit distributors with similar inventory challenges.

Use plain language to explain the distinction. Avoid presenting a long list of industries without saying why each
one belongs. If several types of organizations share the same problem, name the problem and show how it

appears in each context.

Turn audience clarity into service positioning

"Who we serve” should connect the customer to the work you do. If you name an audience but don't explain what

you help them accomplish, you've created a directory, not a useful positioning statement.
A simple structure can help:

1. Name the audience. Who is the service for?
2. Describe the situation. What challenge, goal, or constraint brings them to you?
3. Explain the service. What do you provide, and how does it address the situation?

4. Show relevant experience. What evidence supports your claim that you understand this audience or

problem?

For example, “We work with companies that need better data” is too broad to establish strong service positioning.
A more useful version might be: “We help regional manufacturers connect production and inventory data so
operations teams can identify reporting gaps and make more informed planning decisions.” The statement names

an audience, a need, and the nature of the work without promising a guaranteed outcome.

Treat that as a pattern, not a template to fill mechanically. The best wording will come from customer interviews,
sales conversations, support questions, and your actual delivery experience. Use the words buyers use when they

describe a problem, but check that the language is accurate and understandable to people outside your company.

Support subject-matter authority with evidence
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Claims about expertise are easy to make and hard to trust when they stand alone. "We're industry leaders” tells a

reader what you think of yourselves. It doesn't show why a visitor should believe you understand their context.
Evidence can take several forms. Choose what you can substantiate and what is relevant to the audience:

® Specific examples of work completed, with permission and appropriate context.

e (Case studies that explain the client's situation, your approach, and the documented result.

* Named certifications, professional qualifications, or relevant technical capabilities.

® Practical guidance written or reviewed by people with direct subject-matter experience.

® (Clear descriptions of your process, including what you do and where client involvement is needed.

¢ |ndependent research, public data, or credible sources that support factual statements.

Be precise about what the evidence proves. A single project does not establish that you can deliver the same result
for every customer. If you share a metric, explain what it measures, where it came from, and what conditions apply.

If you cannot disclose a client’s identity, describe the context without implying more than you can verify.

This kind of evidence supports human trust first. It also gives search systems concrete information to interpret,
rather than a pile of generic adjectives. Authority is better demonstrated through relevant knowledge and

documented experience than declared through superlatives.

Fix confusing language where customers encounter it

The message “There must be an @ at the beginning” is a useful reminder to review the actual language people
meet on your site—not just polished marketing copy. A visitor who sees an inaccurate form instruction may
question whether the business is attentive to detail. A screen reader user may also have difficulty if the form error

is not clearly associated with the right field.

For an email field, a clearer error message might be: “Enter a valid email address, such as name@example.com.”
Better still, make the label, instructions, and validation behavior clear before someone submits the form. Don't rely

on a confusing error to explain the expected format after the visitor makes a mistake.

Apply the same standard to audience language. Replace terms that sound specific inside your organization but
mean little to a visitor. Define necessary technical terms. Avoid implying that every customer has the same needs,

and don't use "“all industries” if your examples and experience point to a more focused set of customers.

A practical structure for a “Who we serve” page

The page doesn't need to be long to be useful. It does need to answer the questions a prospective customer is

likely to ask. Consider this structure:

Page section What it should clarify Example content Opening statement Who you help and with what need “We
help regional banks modernize customer onboarding workflows.” Audience groups Which organizations or roles
are a fit “Our work is designed for operations and compliance teams.” Challenges What these customers are trying
to solve "Common needs include reducing manual handoffs and improving process visibility.” Services What you
actually provide "We assess workflows, map requirements, and support implementation.” Evidence Why your

experience is relevant “See our case study on a comparable onboarding project.”

Use descriptive headings and link to relevant service pages, case studies, or guidance. If you serve distinct
audiences with different needs, create a clear section for each one or develop dedicated pages where there is

enough useful information to justify them. Don’t create thin pages simply to target every industry keyword.



How to check whether the page is working

Review the page from the perspective of a prospective customer who has never heard of your company. Then ask
a colleague who wasn't involved in writing it to summarize the audience and service after one read. If they can't do

that, revise the language before adding more detail.

You can also check whether the page is technically available to search systems and visitors. Confirm that its key
content is present in the rendered page, not hidden in an image. Check that headings reflect the content beneath

them, links are descriptive, and the page works on mobile and with assistive technology.

Finally, assess performance using several signals rather than one ranking report. Look at relevant organic traffic,
engagement, qualified inquiries, sales feedback, and how accurately your company is represented when customers
or team members describe it. Al answer visibility is harder to measure consistently, so treat individual mentions as

observations—not proof of a guaranteed trend or business impact.

Make the page specific, useful, and provable

The best “Who we serve” page is not the one that mentions the most industries or repeats “ideal customer profile”
most often. It's the one that helps the right reader recognize a relevant fit, understand your service positioning,

and see evidence that your team knows the problem.

Al tools are changing how people discover and compare providers, but the fundamentals remain steady:
understand your audience, explain your work in plain language, organize the page well, and support important
claims. Those choices won't guarantee a top ranking or an Al-generated recommendation. They will make your site

clearer to the people—and systems—trying to understand what you do.



