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The SME Interview
Process for Great

SEO and Al Search
Content

Generic contentis everywhere.
Real expertise is harder to find.

SME-led content brings something Al alone
can't: first-hand experience, original
perspectives and advice worth trusting.

But turning that expertise into SEO and Al

search content takes more than asking a few
questions. It takes a process.

" Why Expertise Matters for Search
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Stage 1: Qualify Search Opportunities for
SME-Led Content

Establish a clearrationale for SME involvement by assessing where expert knowledge
can add value.

o  Contentdifferentiation © Evidence and experience

=

= Can expertinsightsintroduce Would first-hand knowledge
meaningful depth or strengthen the accuracy,
perspective beyond what specificity, or credibility of the
currently ranks? content?

Q Depth of analysis Py Reader value
Does the topic benefit from Would expertinput help readers
interpretation and professional make better-informed decisions
judgment rather than factual orapply the information more
explanation alone? effectively?

Q Brand and expert authority

Could SME involvement strengthen the brand's reputation while positioning the
expert as a credible voice in the industry?

| Stage 2: Locating the Right SME

The quality of SME-led content depends on selecting an expert whose knowledge
directly supports the article's purpose.

1 Topic alignment: Define the specific
knowledge or experience needed to
address the article's central subject.

1-TOPIC

2  Functionalrelevance: [dentify the roles
closest to the work being discussed, taking
industry-specific responsibilities into
account.

2 - ROLE
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THE RIGHT SME

have executed the process or addressed the
challenge firsthand.

4 Currentexpertise: Verify that the SME's
experience reflects currentindustry
practices, tools, and challenges.

[ 3 Practical knowledge: Prioritize experts who



| Stage 3: Designing the Questions

Every question should earnits place in Use these 5 types to decide what
the article. to ask.

QUESTION TYPE WHAT TO LOOK FOR EXAMPLE

"Tellme about the last time you

AFROCIISEINENEIERE dealt with this. What surprised

e First-hand account

what happened you?"
Operational detail Steps, decisions and What do you ac.tually do that )
workarounds the documentation leaves out?
Contrarian check Disagreement Wlth What adviceinyour ﬁelc?' doyou
common practice think people get wrong?
Verifiable evidence Proof, records or "How could we check whether
observableresults that claim holds up?"
Expertjudgment Exceptlons and th-:n does thl"S approach stop
practical trade-offs making sense?

| Stage 4: Run the Interview

Choose the format based on the SME's preference. \We're working with real people,
each with theirown schedules, communication styles and ways of sharing expertise.
There are 2ways | doit:

B Async a Live

Send a Google Doc with the questions, Meet onZoom or Google Meet. Follow
article context and deadline. Give the or

up onvague answers and capture the
expert time to think. conversationin a transcript.

Questions Context Deadline Follow-ups Transcript

+ In either format, value natural professional insights and honest opinions overrigid,
generic quotes ¥



| Stage 5: Buildin aFeedback Loop

Great SEO content should be credible and
useful, butit also needs to deliver results (=

DRAFT ° REVIEW

Track how it performs across organic and Al search, measure its 1
impact and use what you learn to keep improving it.

DONE

STEP CHECKLIST
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01 Draft the article around the questionsit needs to answer. DRAFT
Integrate relevant quotes and expert insights into the

02 9 . . 9 P 9 DRAFT
appropriate sections.

03 Share the draft with the relevant reviewers. REVIEW
Verify factual claims, context and the accuracy of

04 , REVIEW
qguoted material.
Incorporate feedback and resolve outstanding

05 . o PUBLISH
corrections before publishing.
Identify clear, self-contained expertinsights that Al

06 y P 9 Al SEARCH

search can quote without distorting theirmeaning.

| Stage 6: Measure, Track and Repurpose
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Monitor organic visibility
Trackimpressions, clicks, rankings
and organic traffic overtime.

Review citations and attribution
Check which claims or passages are
referenced and whether the expert's
meaning remains intact.

Repurpose proveninsights
Adapt useful expert contributions
into supporting content across
social, email, video and sales
channels.

Revalidate important claims
Check whether data,
recommendations, tools and
processesremain current.

Test Al searchretrieval
Runrelevant queries andrecord
whether the article orits expert
insights appearin generated
answers.

Measure results against the
article's goal

Review relevant engagement, leads,
sign-ups or otherintended
outcomes.

Identify content gaps

Use search queries, reader
questions and performance patterns
to find topics that need stronger
evidence or additional expertinput.

Refresh content when needed
Update, consolidate orretire pages
based ontheiraccuracy, relevance
and performance.

Better Search Content Starts
With Better Questions

Give experts room to share what they know, challenge their answers,

verify the details, and turn their knowledge into something readers
canuse.
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