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Where did your 
website traffic go?



Buyers Are Still Searching – But In New Ways

Buyers still research homes

Questions and conversations 

are replacing keywords

Expectations are shifting from 

links to guidance



The New Discovery Flow



Visibility Happens Before Clicks

Google AI Overview

What home builders in Dallas offer new construction homes with 4 bedrooms and a home office between 
$650,000 and $750,000?



Visibility Happens Before Clicks

ChatGPT answer

What home builders in Dallas offer new construction homes with 4 bedrooms and a home office between 
$650,000 and $750,000?



Two ways this goes wrong

1

You are not in the answer.

The buyer asks something your page cannot 

answer.

2

Or you are in it — described 
wrong.

Last spring’s price. The wrong community. A 

detail nobody at your company wrote.

The buyer believes it. You never find out.



The AI Search 
Process



One Question Becomes Many

AI expands buyer questions

Multiple sub-question searches run

Coverage beats single keywords

EXAMPLE BUYER QUESTION

“What are the new home communities in the Dallas area with good schools and homes 

between $600k and $700k?”





SEO Is the New Baseline

Buyers are searching AI is searching too

Good SEO is the price of admission to both. It matters 

more now, not less.



AI Processes Content by Sections

Visibility is now won or lost at the section level, not the page level.

Pages are broken into parts Sections compete independently Structure affects retrieval



Educating AI



Citable Content

Image Source: https://ipullrank.com/misinformation-about-chunking

Give every section a clear boundary

One heading, one subject, one block of copy.

Keep it to one idea per section

If it needs an “and,” it is two sections.

Lead with the answer, then explain

The first sentence answers; the rest supports.

Write each section to stand alone

Assume it will be quoted with nothing around it.

Tip: Start with the questions you want to answer for the buyer.
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Optimize Section Headings

1
Question-based

“What amenities are included in [Community Name]?”

2
Declarative + scoped

“Standard and Optional Features in the [Plan Name]”

3
Entity-first clarification

“[Community Name] Location and Commute Access”



FAQs Power AI Answers

Match real buyer questions

Use the words buyers type, not your category terms.

Map each question to one AI query

One entry answers one thing a buyer asks.

Be specific, not promotional

“Four plans include a 3-car garage” beats “spacious living.”

Keep each answer context-free

It has to make sense lifted off the page.

FAQs are a quick way to align your content with how AI systems process questions.
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The “AI-Citable FAQ” Writing Formula

1
Write the question exactly as a buyer would ask it

Use real buyer language — “Can…”, “Is…”, “Does…”, “What happens if…”

2
First sentence = full answer

Assume nothing else will be read.

3
Add constraints or conditions

This increases trust and retrieval likelihood.

4
Stop

Do not upsell. Do not redirect.



Give AI a Price It Can Use

“From the high $400s”

Reaches the buyer at $500,000.

Not the one at $650,000 — even though 

options and a lot premium put your biggest 

plan right there.

“From $2,195/month”

Not a price. Nothing can match it to a budget.

So price every plan.

One community “from” number hides 

everything above the floor.

You get matched near the number you publish.



Schema

Structured information/tagging added 

to your site code

Clarifies what things (content types) 

are

Humans don’t see it, only machines 

do

Schema doesn’t make you more visible by itself — it makes it easier for AI to 

explain your content accurately.

WHAT IT IS WHY IT MATTERS

Defines entity relationships

Reinforces consistency

Reduces misrepresentation



AI Looks Beyond Your Website

Press, local media, 

and listings establish 

authority

Reviews, forums, and 

social media provide 

real-world context

Video and transcripts 

reinforce 

understanding

3rd-party listing sites 

republish your own 

data



What do listing sites say about you?

These platforms are cited constantly when AI answers about your market.

Are you there at all?

Some builders aren’t — sometimes on 

purpose, for lead cost or lead quality. That 

was a lead-gen decision. It’s now a visibility 

decision too.

Is what’s there right?

▪ Does it match your own page?

▪ If you feed them, is the feed still complete?

▪ Are they showing anything you didn’t 

send?



Next Steps



1. Paste one community page into ChatGPT. Ask what a home costs, what 

schools serve it, what the HOA and taxes are.

2. Look that same community up on Zillow, Realtor.com, 

NewHomeSource, Homes.com. Compare to your page.

3. Google your company name. Review the websites you own in the 

results: main site, community microsites, business profiles, etc.

4. Ask an AI who the best builders in your market are. Note the websites it 

cites and whether there are issues with any characterizations.

Monday Morning — about 30 minutes

Nothing here needs budget, a developer, or a meeting.



1. Publish the numbers buyers ask for: price at both ends, HOA fee, tax 

rate, etc.

2. Break each community page into sections that answer one question 

and make sense on their own.

3. Build page-specific FAQs from the questions your sales team actually 

gets.

4. Document the SEO work happening on your site and who is doing it.

This Quarter — with your team

This part needs an owner and calendar time — not a new website.



Greg Bray

President

Blue Tangerine

BlueTangerine.com

Greg@BlueTangerine.com

321-216-2167

/in/gregbray



QUESTIONS?
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