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Al relies on — GBP, citations, reviews — are things you're already managing.

Yuliya Halavachova

Founder & Chief Al Officer | UltraScout Al

linkedin.com/in/yuliyaai | ultrascout.ai



LOCAL Al SEARCH: THE DEFINITIVE UK GUIDE 2026

Introduction: The New Local Search

When a user asks ChatGPT ‘find a plumber near me in Manchester' or asks Gemini 'best coffee shop in
Edinburgh," where does the answer come from? Not from Google Maps alone. Al assistants synthesise
information from multiple sources — Google Business Profile, local citations, review sites, and your website
— to generate recommendations.

68% of consumers have already used Al for local product or service research (Yext, 2026). Local businesses
that optimise for Al discovery are winning customers they'd never have reached through traditional search.
This 7,200-word guide shows exactly how.

68% #1 6-12 mo |4 platforms

Used Al for local research GBP: most important factor for Typical timeline to see results Must-have for local visibility
local Al

Chapter 1. How Al Local Search Works

1.1 The Data Sources

Google Business Profile Primary Name, address, phone, hours, categories, reviews, photos, Q&A;
Local Citation Sites Secondary Yell, Thomson Local, Yelp, Apple Maps, Bing Places, Facebook
Your Website Tertiary Local content, schema markup, contact pages, service areas
Review Platforms Secondary Trustpilot, Google Reviews, Facebook Reviews, industry-specific
Social Media Emerging Check-ins, posts, engagement with local content

1.2 Platform Differences

Platform How It Handles Local Search

ChatGPT Conversational, synthesises multiple sources, prefers recent and comprehensive data
Gemini Integrates deeply with Google data — prioritises GBP, Google Reviews, and Maps
Perplexity Citation-heavy, transparent about sources, values domain authority and recency

Copilot (Microsoft) Microsoft ecosystem — integrates Bing Places and local structured data
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Chapter 2: Google Business Profile Optimisation for Al

GBP is the single most important source for Al local recommendations. Here's the complete optimisation
checklist.

2.1 Essential Information Checklist

m Business name — identical to all other platforms (consistency is critical)
m Full UK address format including postcode (e.g., M1 1AA)

m Phone number in +44 format

m Website URL — verified and correct

m Business hours including holiday/seasonal hours

m Primary and secondary categories — be specific

m Service areas — if you serve beyond your physical location

m Attributes — wheelchair accessible, free Wi-Fi, parking, etc.

m Products and services with prices where relevant

m Business description with local keywords (750 characters)

2.2 Photos, Posts & Q&A;

Best Practice Why It Matters

Photos Upload high-quality interior, exterior, product and Al may use image data to verify business
team photos regularly; refresh annually existence and quality signals

GBP Posts Post weekly minimum; include local events, Fresh content signals an active business — Al
promotions, and local keywords favours current, maintained listings

Q&A,; Section Monitor and answer promptly; add proactive FAQs in Al may extract Q&A, pairs directly for local
natural language information responses

Products/Servi  List all offerings with keyword-rich descriptions and Al can cite specific products and services in
ces photos tailored recommendations




LOCAL Al SEARCH: THE DEFINITIVE UK GUIDE 2026

Chapter 3: Local Citation Consistency

Al cross-references multiple data sources. Inconsistent NAP (Name, Address, Phone) across platforms
undermines trust and reduces your chances of being recommended.

3.1 The NAP Trinity

Name

Address

Phone

Identical across ALL platforms — no abbreviations If you trade as 'Smith Plumbing Ltd', use that

or variations

everywhere — not 'Smith Plumbers'

Same format everywhere — including 'Street' vs Always include full postcode. County is optional but

'St

must be consistent if used

Consistent format — prefer +44 over 0 +44 20 7946 0958 format is preferred for Al

parsing. Avoid spaces and dashes inconsistency

3.2 Key UK Citation Sources (Priority Order)

Priorit
y

1

10+

Platform

Google Business Profile
Yell.com

Thomson Local

Apple Maps

Bing Places

Yelp UK

Facebook Business
Trustpilot

Freelndex / Cylex UK

Industry-specific

Why It Matters

Primary data source for all major Al platforms

UK's largest business directory — widely indexed
Long-established UK directory — high trust signals
Feeds Siri and Apple ecosystem recommendations
Powers Copilot and Microsoft Al recommendations
Consumer reviews — influences Al sentiment analysis
Social signals — increasingly indexed by Al
High-authority UK review platform

Broad local business coverage

TripAdvisor (hospitality), Houzz (home), Treatwell (beauty)
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Chapter 4. UK-Specific Schema Markup

Schema markup helps Al understand your business structure and local relevance. UK-specific schema
considerations are often overlooked.

4.1 Essential Schema Properties for UK Local Businesses

addressCountry "GB" Use GB (ISO 3166-1 alpha-2), NOT "UK" — this is a common
error

postalCode "M1 1AA" Always include full postcode — this is a critical local signal

telephone "+44 161 123 4567" International format preferred for Al parsing

priceRange "E£" Use £ signs (not $ or EUR) — signals UK market

openingHours "Mo-Fr 09:00-17:00" Standard ISO format; add holiday hours in

openingHoursSpecification

areaServed GeoCircle or named Explicitly define service radius in metres or list towns/cities
areas

aggregateRating ratingValue + Al extracts review data from schema when available
reviewCount

4.2 UK Schema Checklist

LocalBusiness schema implemented on contact/location pages
addressCountry set to 'GB' (not 'UK")

Full postcode included in PostalAddress

Phone in +44 international format

Opening hours in ISO format (including holiday exceptions)
AggregateRating schema on pages with reviews

Service area defined (GeoCircle radius or named locations)

BreadcrumbList schema on all pages
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Chapter 5: Review Strategy for Al

Reviews are powerful trust signals for Al. The content, volume, recency, and sentiment of your reviews
directly influence whether Al recommends your business.

5.1 What Al Looks For in Reviews

Overall Rating Primary quality signal 4.5+ stars

Review Volume Authority and trust signal 50+ reviews minimum; 100+ for competitive
categories

Recency Al favours fresh reviews At least 2—4 new reviews per month

Content Detall Specific reviews help Al understand your Encourage detailed, descriptive reviews

offering
Business Response Shows engagement and professionalism Respond to 100% of reviews within 48 hours
Keyword Presence Reviews mentioning your services help Al Encourage natural mentions of services

5.2 UK Review Platform Priority
m Google Reviews — highest priority; most accessible to all Al platforms
m Trustpilot — very important for UK; high domain authority; Al cites it frequently
m Facebook Reviews — social proof; increasingly indexed by Al

m Yell Reviews — UK-specific; valuable for local Al visibility

® Industry-specific — TripAdvisor (hospitality), Checkatrade (trades), Houzz (home services)
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Chapter 6: Local Content Creation

Your website content signals local relevance to Al. Location pages and local blog content are two of the
highest-impact investments for local Al visibility.

6.1 Location Pages

m Create dedicated pages for each service area or location you serve

m Write unique content for each — never copy-paste the same content with just the city name changed
m Include local landmarks, events, and neighbourhood references

m Add LocalBusiness schema on each page

m Link to your GBP listing and key local citations from each page

m Include an embedded Google Map

6.2 Local Content Ideas That Signal Genuine Engagement
m Local event participation — write about your involvement in local events
m Community stories — case studies from local customers (with permission)
m Local guides — 'Best X in [City]' content relevant to your industry

m Local industry commentary — your expert take on area-specific issues

m Seasonal content — local seasonal events and how they relate to your business
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Chapter 7: Local Link Building

Backlinks from local sources signal authority to both search engines and Al systems. These are the most
effective local link-building tactics for UK businesses.

Local Directories Claim and fully complete every relevant Yell, Thomson Local, Freelndex, Cylex UK,
directory listing Hotfrog UK

Chamber of Join your local Chamber and get listed on their ~ British Chambers of Commerce network —

Commerce website strong authority signals

Local News Sites Pitch stories about local impact; offer expert Local newspaper websites, regional BBC
commentary sites, local news blogs

Sponsorships Sponsor local events, sports teams, or Local football clubs, charity events, village
charities; get listed on their sites fetes

Local Partnerships Partner with complementary businesses; Florist + venue, plumber + builder, restaurant

cross-promote on websites + hotel
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Chapter 8: Multi-Platform Local Presence

Different Al platforms pull from different data sources. Being visible across all key platforms maximises your

coverage.

Platform Why It Matters Key Actions

Apple Maps Feeds Siri and iOS Al recommendations — Claim via Apple Business Connect; verify
huge reach in UK accuracy; add photos

Bing Places Powers Copilot and Microsoft ecosystem Al —  Claim listing; sync with Google Business Profile
often overlooked data

Yelp UK High authority; Al platforms cite it as a source  Claim, verify, respond to all reviews; complete all

fields

Facebook Social signals increasingly indexed by Al Complete business profile; post regularly;

Business assistants respond to messages and reviews

Instagram Emerging Al data source; important for visual Convert to Business; add location to posts; use

Business categories local hashtags
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Chapter 9: Measuring Local Al Visibility

Local Share of Al Voice % of local Al responses mentioning your UltraScout Al Platform
business

Near Me Citation Rate How often cited in 'near me' and location queries  UltraScout Al Platform

Local Review Sentiment Overall sentiment in Al responses about your Review Trackers / UltraScout
business

Local Pack Rankings Traditional local SEO positions — still relevant BrightLocal / Semrush

Al-Attributed Revenue Revenue from customers who discovered you Surveys + CRM tracking
via Al

GBP Actions Calls, direction requests, website visits from Google Business Profile Insights
GBP

Quarterly Al Audit Checklist

m Audit all citation sources for NAP consistency

m Manually check Al responses for your key local queries

m Review competitor local Al visibility

m Analyse review trends — volume, rating, sentiment

m Update local content — refresh dates, events, local references

m Refresh GBP photos and posts

m Check schema markup for errors (Google Rich Results Test)
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Chapter 10: UK Local Business Case Studies

Case Study A — Manchester Emergency Plumber

Challenge: Zero visibility in Al 'near me' searches for plumbing services in Greater Manchester.

Strategy: Optimised GBP with complete information and regular posts; created location pages for 10 key
service areas; built citations across 20+ UK directories; generated 50+ Google reviews in 6 months; created
local content about Manchester plumbing issues.

Al Citations (monthly) 0 28 citations per month
Local Pack Rankings Not in top 10 Top 3 for 15 key terms
Emergency Calls Baseline +65%

Al-Attributed Jobs Not tracked +42% revenue

Case Study B — Edinburgh Independent Coffee Shop

Challenge: Competing against major chains for Al recommendations in a crowded Edinburgh market.
Strategy: Daily GBP posts and photo updates; targeted 100+ reviews with direct ask strategy; local
Edinburgh coffee culture content; Scottish directory citations; Instagram engagement with local hashtags.

Al Citation Position Not mentioned Top 3 for 'best coffee Edinburgh’

Google Reviews 23 reviews, 4.100 120+ reviews, 4.800

New Customers Baseline +30% (surveyed: 'found you on
ChatGPT")

Revenue Baseline +28%
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Chapter 11: The Future of Local Al Search

m Real-time local data — Al will access live inventory, availability, wait times, and pricing

m Voice-local integration — Voice assistants will handle complete local transactions end-to-end
m Hyperlocal Al — Al will understand neighbourhoods and postcodes, not just cities

m Visual local search — Al will analyse photos and video for local discovery

Local Al search is still in its early days. The businesses optimising now will dominate for years. By
2028, being cited by Al for local queries will be as important as ranking in the local pack is today.
UK businesses have an advantage: the market is less crowded, and Al platforms are hungry for
quality local data. Start now, and you'll be the recommended business when your customers ask
Al where to go.

— Yuliya Halavachova — Founder & Chief Al Officer, UltraScout Al

Frequently Asked Questions

Q: How do Al assistants handle 'near me' searches?
Al synthesises data from multiple sources: GBP, local citation sites, review platforms, and your website.
They consider proximity, relevance, authority signals, and content recency to generate recommendations.
Consistent NAP and strong reviews are universal positive signals across all platforms.

Q: What's the single most important factor?
Google Business Profile optimisation. GBP data is the most widely accessible to Al platforms and provides
the structured information (name, address, phone, hours, reviews) that Al needs to make confident
recommendations.

Q: Do I need to optimise for each Al platform separately?
Good news: optimisation largely overlaps. Focus on perfect GBP, consistent citations, strong reviews, and
local content — this serves you across all platforms without platform-specific effort.

Q: Do reviews really matter for Al recommendations?
Significantly. Al analyses review content, sentiment, volume, and recency. Businesses with more positive,
detailed reviews are substantially more likely to be recommended.

Q: What UK-specific factors matter most?
UK address format with postcodes, +44 phone format, citations from UK-specific directories (Yell, Thomson
Local), and references to UK local landmarks, neighbourhoods, and terminology all matter.

Q: Should I create location pages for every area | serve?
Yes, but with genuinely unique content. Never copy-paste the same page with just the city name changed.
Each page needs authentic local relevance — neighbourhood references, local landmarks, area-specific
details.

Q: How long until | see results?
Initial improvements visible in 3—6 months. Significant local Al visibility typically takes 6—12 months of
consistent, systematic effort. Local Al is a long game, exactly like traditional local SEO.

Sources & References
m Yext: Local Al Search Research 2026 — yext.com/local-ai-research-2026

m BrightLocal: Near Me Search Study 2026 — brightlocal.com/near-me-study-2026
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m Google Business Profile Guidelines — support.google.com/business

ur Local Al Visibility — Free

© 2026 UltraScout Al. This guide is for educational purposes. Local search algorithms and Al citation patterns change frequently. Strategies
should be adapted to your specific business and location.




