
Navigating AI in Law: Practical Tools, Ethical Considerations, and Future Directions 

Artificial Intelligence Track (Waves) 

Attendees will gain valuable insights into how AI is transforming consumer behavior, 
businesses, and the practice of law. Our expert panelists will share actionable strategies 
for effectively implementing AI tools while navigating the critical ethical considerations 
under the Rules of Professional Conduct. You'll discover the lesser-known impacts of AI on 
client businesses, learn which AI platforms are appropriate for specific circumstances, and 
understand how to avoid potential pitfalls while leveraging these powerful technologies. 
This practical program will help you stay competitive in an increasingly technology-driven 
legal landscape by providing clear guidance on when AI use is always acceptable, 
sometimes appropriate, or never advisable. 
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Brad Wetherall
Former Director of Google Business Profile
Chief Operating Officer, Esquire Digital+

Influencing the 
Algorithm
Brand Strategies for the AI Age                        



2

Agenda

Part 1: Your brand is whatever AI says it is

Part 2: Using AI to influence AI

Part 3: How your Google Business Profile 
feeds the AI Overview

Q & A
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Your Brand is 
Whatever AI
Says it is

Part 1
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The Rize of the AI Overview
“Search Generative Experience”

AI Overviews are a

Google Search feature
that use artificial Intelligence (AI) to

summarize search results
with key information and links to 

related resources
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Generative AI 
(Gemini) Source Links
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Search Engine Results Page (SERP) Visibility
Pixel depth = attention

COLLAPSED

48% of the screen

EXPANDED

100% of the screen
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AI Overview (AIO): by the numbers

47%
How often the AIO 
shows in search 1

The decrease of 
organic CTR when an 
AIO is presented 2

of searches are now 
resolved without users 
clicking links 3

Keywords with 
“informational” intent 
triggered the AIO 
59% of the time 1
vs 19% or searched with “commercial” 
intent

1. Botify & DemandSphere Study
2. Seer Interactive Study

59%

70%

60%

3. SparkToro Zero-Click Search Study
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Where Does AI Get its Information?

1. Your Website

2. Google Business Profile (GBP)

3. Third-Party Articles and Mentions

4. Publicly Available (Free) Data Sources

5. Paid Data Sources
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1. Your Website
Optimize for “Informational Searches”

AI algorithms rely heavily on the content of 

websites to understand the topic and generate 

summaries.

Well-written, authoritative & structured 

content is crucial

● E-E-A-T

Expertise, Experience, Authoritativeness, and 

Trustworthiness

● Have a content marketing strategy

○ Answer a specific user questions

● Build trust and authority

○ webinars, podcasts, whitepapers?

● Use high quality video & photos
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For local searches, your GBP is the most important source 

Accurate and complete GBP information is crucial for appearing 

in local AI Overviews.

1. Customer Reviews

2. Primary Category

3. Complete Profile (including Attributes)

4. Use Keywords (Business description & Services)

5. High-quality [real world] Photos & Videos

6. Posts & Q&A

2. Google Business Profile (GBP)
Optimize for “Local Searches”
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What others are saying about a topic or 

brand can influence the AI's perception. 

● Earned Media

○ News Articles

○ TV Interviews

○ Legal Blogs and Publications

● Social Media

○ LinkedIn / Facebook etc

● Reputation Management

○ Client Testimonials and Reviews

○ Industry Reports and Rankings

3. Third-Party Articles and Mentions
Media & Reviews
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● Public Datasets 

○ Government Data

○ Financial (Stock) data

■ Census Data

■ Bureau of Labor Statistics (BLS)

○ Weather Data

○ Traffic Data

○ News Feeds

● For Lawyers

○ Federal Court Data (PACER)

○ Legal Journals and Publications

○ Government Reports

○ State Court Data

○ Academic Research

4. Publicly Available Content
Free Data
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● Licensed Data

○ Medical Databases

○ News Content

● Lawyer Data Sources

○ Bar Admissions

○ Legal directories

○ Education (law school, degrees)

○ Specializations or certifications

○ Professional affiliations 

(bar associations, legal societies)

○ Awards and recognitions

○ Commercial legal databases

5. Private [Paid] Data Sources
Typically Data Aggregators
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AI in Action



16

AI in Action
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Using AI to 
Influence AI

Part 2
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The AI Content Revolution
The Rise of the Machines (and Writers)

The appeal is obvious: it’s fast, cheap, and produces 
content at scale.

The problem is: Everyone is doing it

AI generated content grew 

2,848% 
from Q1, 2023 to Q1, 2024
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“You’ll now see 45% less low-quality, 
unoriginal content in search results”
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Originality in the Age of AI
Can AI produce "unique" content?

The key is Human Oversight, using AI as a Tool, not as a replacement

Key Benefits:

● Humans: Expertise and Original Insights
○ Add unique perspectives and engaging narratives
○ Share Your Knowledge and Experience
○ Infuse empathy, humor, and tone (Brand Voice)
○ Include personal anecdotes

● AI: Efficiency & Data Analysis
○ Increases efficiency and speed
○ Understand your audience
○ Helps craft narratives
○ Optimize content to improve readability & add Keywords
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Content that “Answers the question”

LLMs are Answer Engines

● Structure Content for Answerability

● Prioritize Clarity and Conciseness (avoid legal jargon)

● Get to the point quickly

● Use question-and-answer formats

Personal Injury

What to do if you're injured 
in a rideshare accident?

Divorce in [State]: 
How Does it Work?

Good Content

Bad Content Family Law
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AI for Content Optimization
Making Content AI-Friendly

● Keyword Research
AI tools can analyze search data to identify relevant keywords

● Content Structure
AI can help you analyze the readability of your content

● Sentiment Analysis
AI can analyze the tone of your content and suggest 
improvements.
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Ethical Considerations
The Responsible Use of AI

● Plagiarism
Always review and edit AI-generated text carefully to 
avoid any copyright issues.

● Misinformation
Fact-check all AI-generated content to ensure its 
accuracy and reliability
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How Your Google 
Business Profile
Feeds the AI Overview

Part 3
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20142005 20112009 2021

Google Business Profile?
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karaoke

karaoke
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best tequila gimlet
Delicious food & drinks
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Google Search heavily leverages information from a 
business’s Google Business Profile

REVIEWS: providing insights into customer experiences 
and potentially influencing the overall perception of 

the business

LOCAL RELEVANCE: The AI Overview will prioritize 
information from the Google Business Profile to display 

the most relevant details based on the user’s proximity



31

Google Search heavily leverages information from a 
business’s Google Business Profile

REVIEWS: providing insights into customer experiences 
and potentially influencing the overall perception of 

the business

LOCAL RELEVANCE: The AI Overview will prioritize 
information from the Google Business Profile to display 

the most relevant details based on the user’s proximity

Google Search heavily leverages information from a 
business’s Google Business Profile
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Google Search heavily leverages information from a 
business’s Google Business Profile

REVIEWS: providing insights into customer experiences 
and potentially influencing the overall perception of 

the business

LOCAL RELEVANCE: The AI Overview will prioritize 
information from the Google Business Profile to display 

the most relevant details based on the user’s proximity

Google Search heavily leverages information from a 
business’s Google Business Profile

REVIEWS: providing insights into customer experiences 
and potentially influencing the overall perception of 

the business
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The AI's Window into Your Business
Optimize for “Local Searches”
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The AI's Window into Your Business
Optimize for “Local Searches”

“personal injury” 

“mass tort”

“a reputation for 

winning big”

“Majority female 
owned”
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What Got You Here, 
Will Not Get You There.

Takeaways

Search is 
Changing

AI is the New 
Gatekeeper

Human AI
Collaboration

AI for data, 
humans for insight

Holistic Online 
Presence

● Website
○ High Quality
○ Answers Questions

● Google Business Profile
○ Online reviews

● Earned & Social Media
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Thank You
Questions?

linkedin.com/in/bradwetherall

esquiredigital.com

36
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The Esquire Digital Masters:



Robert Spangler, D.B.A. is the Senior Director of Marketing for the New Jersey State Bar 
Association and the New Jersey Institute for Continuing Legal Education (ICLE) in New 
Brunswick, New Jersey.  He has more than 15 years of experience in print media, brand 
development and marketing, including more than 12 years’ experience with search engine 
placement and web technologies. 
 
Dr. Spangler has been recognized in publications including the Washington Post as an expert in 
marketing and technology.  His associations include the Direct Marketing Educational 
Foundation, the Marketing Research Association and the Official Direct Marketing Association.  
He has lectured on brand development/marketing technology domestically and abroad.   
 
Dr. Spangler received his BSBA and MBA in Marketing, Communications and Business 
Administration from Centenary College.  He received his D.B.A. in Social Media Marketing from 
Walden University. 
 















Brad Wetherall 

Google Business Expert and Chief Operating Officer 

Brad Wetherall is the former Director of Operations at Google and the Chief Operating 
Officer of Esquire Digital, a leading digital marketing agency helping law firms and 
businesses build authority and visibility in an evolving SEO landscape. 

As a former Director of Operations at Google, Brad led teams responsible for implementing 
and improving product experiences for major global products, including the Google 
Business Profile, Google Shopping, and Google Wallet. 

Now, as the COO and Google Business Expert at Esquire Digital, Brad leverages his deep 
understanding of Google's ecosystem to help law firms nationwide maximize their online 
visibility and drive growth. See Esquire Digital PRWeb press release: Former Director of 
Operations at Google Joins Esquire Digital as COO. 

Brad speaks at conferences and on podcasts throughout the country, including his 
presentation at Brighton SEO 2024 San Diego, “The Evolution of the Google Business Profile 
and Its Future Role in the AI Overview,” and his January 2025 Near Media Podcast episode, 
“How Does Google GBP Support Really Work?”. 

SPEAKING ENGAGEMENTS 

• UPCOMING: SEO on Air 

• 03/03/2025: 2 Collage Brothers - Cracking the Google Maps Code: Secrets from 
Former Head Brad Wetherall 

• 02/21/2025: Florida Justice Association - Influencing the Algorithm, Brand 
Strategies for the AI Age 

• 02/20/2025: NearMedia - Unlocking Google Business Profile Secrets with Brad 
Wetherall 

• 01/11/2025: NearMedia - How Does Google GBP Support Really Work? (Part 1, Part 
2) 

• 11/19/2024: BrightonSEO - The evolution of the Google Business Profile and its 
future role in the AI Overview (replay) 

• 11/13/2024: LocalU - Insider Tips from a Google Expert 

 

https://www.prweb.com/releases/former-director-of-operations-at-google-joins-esquire-digital-as-coo-302368572.html
https://www.prweb.com/releases/former-director-of-operations-at-google-joins-esquire-digital-as-coo-302368572.html
https://www.stanventures.com/seo-podcast/
https://www.youtube.com/playlist?list=PLBoHX5vN-QyXfoLfrl9FwzfdvtNjk83ss
https://www.youtube.com/watch?v=_76aJz6Dl6U
https://www.youtube.com/watch?v=_76aJz6Dl6U
https://www.myfja.org/
https://www.nearmedia.co/
https://www.nearmedia.co/ep-195-unlocking-google-business-profile-secrets-with-brad-wetherall/
https://www.nearmedia.co/ep-195-unlocking-google-business-profile-secrets-with-brad-wetherall/
https://www.nearmedia.co/
https://www.nearmedia.co/how-does-google-gbp-support-really-work-brad-wetherall-interview/
https://www.nearmedia.co/ep-190-part-2-interview-with-brad-wetherall-ex-director-of-gbp-support-on-navigating-google-reviews/
https://www.nearmedia.co/ep-190-part-2-interview-with-brad-wetherall-ex-director-of-gbp-support-on-navigating-google-reviews/
https://us.brightonseo.com/talks/the-evolution-of-the-google-business-profile-and-its-future-role-in-the-ai-overview
https://www.youtube.com/watch?v=Smk63Psx-tM
https://localu.org/watch-navigate-gbp-support/


Brandon Lee Wolff 

 

Brandon Lee Wolff represents and counsels individuals and businesses in matters 
involving employment law, business transactions, commercial litigation, bankruptcy, civil 
rights, disability law, health law, family law, personal injury and estate planning. Brandon is 
admitted to practice in New Jersey, Pennsylvania, New York, Florida and the District of 
Columbia. 
 
Brandon is the Immediate Past Treasurer of the American Bar Association Young Lawyers 
Division, Immediate Past Chair of the New York State Bar Association Young Lawyers 
Section and Immediate Past President of The Florida Bar Out-of-State Division. Brandon is 
the Chair-Elect of the New Jersey State Bar Association Young Lawyers Division and he also 
serves on the Pennsylvania Bar Association Young Lawyers Division Executive Council and 
The Florida Bar Young Lawyers Division Board of Governors. In addition, Brandon is one of 
the most recent graduates on the Seton Hall Law Alumni Council and co-chairs the Law 
School Relations Committee. Brandon is also a co-chair of the Volunteer Lawyers for 
Justice Generation Now Committee. 
 
Brandon was a law clerk to The Honorable Garry S. Rothstadt in the New Jersey Superior 
Court, Appellate Division. He also interned with three federal judges, the New Jersey 
Supreme Court and United States Attorney’s Office. Additionally, he was a Law Clerk at 
Summit Medical Group and Summit Health Management. 
 
Brandon received a Certificate in Healthcare Compliance and graduated cum laude (Top 
11%) from Seton Hall Law with a Concentration in Health Law. He was the Editor-in-Chief 



of the Seton Hall Health Law Outlook, an Articles Editor of the Seton Hall Legislative 
Journal and a member of the school’s Appellate Advocacy Moot Court Board and Mock Trial 
Board. He participated in the school's Impact Litigation Clinic, the Civil Rights & 
Constitutional Litigation Clinic, and the Southern District of New York's Representation in 
Mediation Practicum. 
 
Before law school, Brandon was a National McCabe Scholar at Swarthmore College where 
he received the Deans' Award for Sustained Contributions to the Swarthmore Community. 
Brandon was valedictorian of his high school class, founded an anti-violence organization 
and was recognized as the Prudential Spirit of Community Awards top high school 
volunteer in Pennsylvania. 

 


