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Agent-Ready SEO Field File

Make a small product site readable to search engines, Al search features, browser agents, and humans.

Publisher: The Value Bureau Field File: 010 Suggested Payhip Price: USD $9 test price Primary search
phrase: Al search SEO checklist

Who This Helps

Digital product sellers, solo founders, and service operators with small static sites.

The Pain It Names

The product page exists, but searchers, crawlers, and Al agents still cannot tell why it matters. The offer is
there, but the route into it is foggy.

The Real Solution

This file makes the site inspectable: canonical routes, product facts, source-backed articles, internal links,
structured data, sitemap, and lims.txt updates.

Research Position

Built from Google Search Central, web.dev agent-friendly guidance, and structured-data practice: clarity
still has to work for humans first, then crawlers and agents.

What You Get

o Al search SEO checklist
e Agent-friendly page audit
e Product details matrix

e Sitemap and Iims update card

The SEO Shift

Agent-ready SEO is not a new costume for spam. It is ordinary clarity under more pressure: crawlable
pages, precise product details, useful article structure, clean links, and content that adds something a
summarizer would not know.

Google's own guidance says generative Al search still depends on Search indexing, ranking, helpful
content, and structured pages.
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Agent-Ready Checklist

e Every important page has one canonical URL.

e The page title says the thing, not only the brand.

e The first screen names the offer, reader, or problem.

e Product pages show contents, price state, delivery path, and support path.
¢ Atrticles include visible sections and source notes.

¢ Navigation works without scripts.

¢ Images have useful alt text.

¢ Sitemap and lims.txt are current.

Counterexample: Fewer Pages Rank Better

Publishing many thin pages for query variants can weaken the site. A smaller set of strong pages can beat a
keyword flood because each page carries a real point of view, examples, and links.

The exception is a template only when every page has a distinct local fact, product detail, case, or buyer
problem.

The Less-Walked Path

The common road rewrites the same keyword into ten pages. The side road builds one source-backed field
file and links every support post back to it.

This works for small sites because the product becomes the anchor. The blog siphons traffic, but the
product page holds the commercial decision.

First-Use Drill

1. Open this file beside one real problem.

2. Pick one worksheet or routine from the tools list.
3. Fill it with current facts, not future fantasy.

4. Run the counterexample section before acting.

5. Choose the next physical move: write, record, publish, call, invoice, review, delete, or wait.

Preview Close

The full file includes the source trail, first-use drill, worksheets, and Payhip delivery file.
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