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EXECUTIVE 
SUMMARY

Customers haven’t stopped 
searching — but they’re clicking 
less.
They’re finding better answers directly in Google’s AI overviews, turning to ChatGPT for 
recommendations, trusting Perplexity’s summaries, and making purchase decisions based 
on AI-generated insights.



Traditionally, the search results on the first and, at most, second pages of search results 
drove traffic to websites where companies could showcase their products and services. 
However, AI-powered engines now use content to generate answers, making a website visit 
optional — or even irrelevant. Success no longer means ranking first. Success means 
becoming the authoritative source that AI systems cite when prospects ask questions that 
are important to your business.



Generative Engine Optimization (GEO) is a systematic approach to earning AI citations and 
recommendations. It encompasses AI-first content planning to anticipate conversational 
queries, dual-audience writing to satisfy both humans and language models, technical 
optimization to ensure AI comprehension, and strategic authority building to establish 
credibility across the platforms that AI systems trust.



Early adopters are establishing authority that compounds exponentially. AI systems learn 
from available content, so the expertise you establish now will influence how these 
platforms understand and represent your domain for years to come. Meanwhile, brands that 
delay will find it increasingly difficult to compete against those that are already recognised 
as relevant by AI.



Your prospects are already having conversations with AI about your industry. The only 
question is whether it is your expertise or your competitors' that shapes those 
conversations.



TL;DR: AI-powered answers are set to replace traditional search. This requires a new 
discipline of optimization that transforms your content from being merely visible to being 
actively cited by AI systems that influence purchasing decisions.
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1
The Great Search 
Migration



For over two decades, the internet has operated on a familiar model: users type keywords into search boxes and 
algorithms return ranked lists of web pages. This interaction pattern has influenced digital industries, shaped the 
SEO profession, and accustomed billions of people to query-based information retrieval. Today, this model is 
experiencing significant transformation alongside traditional methods.


The shift began when generative AI engines such as ChatGPT, Perplexity, and Google's AI overviews started offering 
direct, conversational responses alongside or instead of website listings. This represents an alternative approach 
to information access. Rather than reviewing multiple sources to compile answers, users can now engage with AI 
systems that synthesize information from various web sources and present integrated responses. Traditional search 
results with blue links continue to serve many use cases while AI-powered interfaces expand the range of search 
experiences available.

Changing search behaviors and persistent patterns

AI-powered discovery operates on different principles from traditional search engines while serving complementary 
roles. Google's algorithm focuses on matching keywords and evaluating authority through backlinks, while generative 
AI engines analyze content for comprehensiveness, accuracy, and contextual relevance. Both approaches have 
distinct advantages and limitations depending on the use case.


Consider a typical query: 'What marketing automation tool should a mid-sized B2B company choose?' A traditional 
search would return a list of comparison articles, vendor websites, and review platforms, leaving users to synthesise 
information from multiple sources. In contrast, an AI-powered engine would provide a comprehensive answer that 
considers factors specific to mid-sized B2B companies, compares relevant tools, and explains the reasoning behind 
its recommendations, all while transparently citing sources.


The speed of this transition has taken many by surprise. OpenAI's ChatGPT reached 100 million users faster than 
any other consumer application in history. Perplexity AI processes millions of search queries daily. Google has 
integrated generative AI directly into its search results, as of 2025, for 13% of the queries globally. Microsoft's Bing 
integrates current GPT models for conversational search. We can observe that these aren't just experimental 
features, but they're becoming the primary way in which people discover and consume information.

Why 73% of marketers are unprepared for this shift

Recent research finds that 80% of consumers rely on these “zero-click” results at least 40% of the time, resulting in a 
15% to 25% reduction in organic web traffic. While AI-powered search tools gain mainstream adoption, nearly three-
quarters of marketing professionals remain focused exclusively on traditional SEO strategies that were designed for a 
link-based web.


The shift happened remarkably quickly. Many marketing teams spent years perfecting keyword research, link 
building, and ranking optimization, only to discover these tactics have a limited impact on AI engine 
recommendations.


The consequences of this unpreparedness are already becoming apparent. Data shows that Google's top organic 
result CTR dropped from 28% to 19% after AI Overviews launched, a 32% decline that directly impacts lead 
generation and revenue. Meanwhile, early adopters who understand how to structure content for AI comprehension 
are capturing an unfair share of attention in these discovery channels.



The opportunity window

Those who enter the AI search optimization market now gain experience that compounds over time and becomes 
increasingly valuable as the field matures. Success involves establishing the content foundation, authority signals, 
and citation patterns that AI systems learn to trust and reference consistently.


Brands that act now benefit from reduced competition for AI visibility, greater flexibility to test and refine 
strategies, and the opportunity to shape how AI systems understand and categorize their industry. They are 
building comprehensive, authoritative content repositories that AI systems increasingly cite. They're establishing the 
technical infrastructure that ensures consistent discovery and indexing across both traditional and AI-powered 
platforms. 


Most importantly, they are developing practical expertise while many competitors remain focused solely on 
traditional SEO. As AI search adoption accelerates and more organizations recognize its importance, these early 
participants will have built substantial experience and established content authority that newer entrants will find 
challenging to match. While the exact timeline remains fluid, the strategic question is whether to begin building AI 
search capabilities now while the field is still forming, or risk entering a more mature, competitive market later.
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Technical 
foundation: Tools, AI, 
and composability



SEO (Search Engine Optimization): Still relevant, but 
evolving
Although SEO remains the foundation of digital discoverability, its methods are undergoing significant 
transformation. Traditional SEO focused on satisfying the algorithmic preferences of search engines by conducting 
keyword research, optimizing pages, performing technical SEO and building links to achieve higher rankings on 
search engine results pages (SERPs).


While these fundamentals remain important, the way they are applied has changed considerably. Technical SEO 
elements such as site speed, mobile responsiveness and crawlability remain important for traditional search engines 
and AI systems alike. However, tactics such as keyword density and exact-match optimization are less important as 
search algorithms have become more sophisticated in their understanding of semantic meaning and user intent.


This evolution reflects how search engines interpret information. Google's algorithm updates over the past decade — 
from Hummingbird to BERT to MUM — have consistently moved toward understanding natural language and context 
rather than keyword matching. This progression has led to AI-powered features being integrated directly into search 
results, making content quality and comprehensiveness more important than traditional ranking positions.


Modern SEO success requires a nuanced approach considering both traditional ranking factors and AI-enhanced 
search experiences. Content that performs well tends to be comprehensive, well-structured, and genuinely useful — 
qualities that also succeed in AI-powered discovery. McKinsey research shows half of consumers are using AI-
powered search today, with potential to impact $750 billion in revenue by 2028. With 99% of AI users retaining search 
engines by 2026, the imperative isn't abandoning traditional SEO but adopting a hybrid approach.

GEO (Generative Engine Optimization): The emerging 
frontier
Generative Engine Optimization represents the next evolution in content discoverability. It specifically targets how 
generative AI systems such as ChatGPT, Claude, and Perplexity (powered by large language models - LLMs) 
discover, understand, and cite content. Unlike traditional search engines, which return lists of web pages, 
generative engines synthesise information from multiple sources to create comprehensive, conversational 
responses.


The fundamental difference lies in the respective goals: while SEO aims to drive traffic to your website, GEO 
focuses on ensuring that your content is cited and referenced within AI-generated responses. This changes 
everything about content strategy. Rather than optimizing for click-through rates, marketers must now optimize for 
citation rates. Rather than competing for ranking positions, brands now compete for mindshare within AI-generated 
answers.


The technical aspects of GEO (that are discussed more deeply in later chapters) involve making content accessible 
to AI crawlers and structuring information in ways that facilitate AI comprehension. This includes optimizing 
robots.txt files for AI bots, implementing structured data markup, and organising content with clear hierarchies and 
logical flow. However, content strategy is still equally important, including creating comprehensive topic coverage, 
providing unique perspectives, and maintaining the accuracy and reliability that AI systems require.



AEO (Answer Engine Optimization): Beyond search to 
conversation
Answer Engine Optimization builds on the idea of generative optimization to encompass a wider range of AI-powered 
question-answering systems. While GEO is specifically targeted at large language models, AEO encompasses any 
platform or system that provides direct answers to user queries, including voice assistants, chatbots, knowledge 
bases, and emerging AI-powered platforms.


The distinction between GEO and AEO lies in their scope and application. AEO considers the entire process of how 
people seek and receive answers in an AI-dominated information landscape. This is critical, as Search Engine Land’s 
research reveals that only 7.2% of domains are quoted in both LLMs and AI Overviews, meaning most brands only 
show up in one AI ecosystem. Such fragmentation requires a holistic AEO strategy that optimizes for voice search 
queries, prepares content for integration into knowledge graphs, and structures information for use by specialised AI 
systems in various industries and contexts.


An AEO strategy recognises that answer engines operate differently depending on their specific use cases and 
training. For example, a voice assistant optimized for quick spoken responses would prioritise different content 
characteristics to a research-focused AI system that needs to provide detailed, nuanced explanations. Professional 
AI systems used in sectors such as healthcare, finance, and law have different accuracy and citation requirements 
than general-purpose conversational AI.


The AEO content approach emphasises question-answer formatting, comprehensive topic coverage, and clear 
attribution of claims and data. Unlike traditional content, which might focus on capturing attention and driving 
engagement, AEO-optimized content prioritises clarity, accuracy, and completeness. The goal is to become the 
definitive source that answer engines reference when responding to questions in your field.



How LLMs select and synthesize information
To optimize your content strategy, it is crucial to understand how Large Language Models select and synthesise 
information. Unlike some AI search engines, LLMs do not browse the web in real time; instead, they work from 
training data and increasingly from retrieval-augmented generation (RAG) systems that can access current 
information. When generating responses, LLMs evaluate multiple factors, such as relevance to the query, information 
quality, source credibility, and the complementarity of different pieces of information in creating a coherent answer.


The selection process is probabilistic, not deterministic. LLMs calculate the likelihood that including information from 
a particular source will improve the quality and accuracy of their response. They prioritise content that is clearly 
written, well-structured, and factually accurate, and that comes from recognised authorities. They also look for 
consistency — if multiple reputable sources say similar things, that information is more likely to be included. This is 
why having your unique insights referenced across multiple platforms and publications dramatically increases your 
chances of being cited. The synthesis process involves combining information from multiple sources to create 
responses that are more comprehensive than those from any single source. Your content must be distinctive enough 
to add value, yet consistent with established knowledge to be trusted.

LLM SEO Traditional SEO

Balancing traditional SEO and LLM SEO


The role of training data and real-time retrieval
The interplay between these two factors creates both challenges and opportunities for content visibility. Base LLMs 
such as GPT-4 are trained using vast datasets comprising web content up to their training cutoff date. If your 
authoritative content existed and met quality thresholds during the training period, it will influence how the 
model understands your domain and brand. This creates a lasting impression that affects future interactions, too. 
However, if you rely solely on training data inclusion, you will miss out on current visibility opportunities.


Real-time retrieval systems, such as those used by ChatGPT Plus and Perplexity, bridge the gap between training 
data and current information. These systems can access and analyse current web content to provide up-to-date 
information. This is where your ongoing content strategy pays dividends. Fresh, relevant content can be discovered 
and cited immediately, but only if it meets the technical and quality requirements for retrieval. The key lies in 
maintaining both a strong historical presence (to influence training data) and continuous content creation (to enable 
real-time retrieval). This dual approach ensures maximum visibility across all types of AI-powered searches.



Citation patterns in AI responses

AI citation patterns follow predictable principles that can be optimized. Direct citations usually occur when AI 
systems retrieve specific facts, statistics, or unique insights from clearly attributed sources. Indirect influence 
occurs when your content shapes the AI's understanding of a topic without an explicit citation. Both are important, 
but direct citations generate more immediate traffic and credibility. Understanding these patterns helps you to 
structure your content to maximise its citation potential.


The most commonly cited content has several things in common: it provides unique data or research, offers clear 
frameworks or methodologies, presents contrasting viewpoints comprehensively, and serves as the definitive 
resource on niche topics. AI systems also cite content that includes proper attribution for its own sources more 
frequently, suggesting a scholarly approach to information. Citation frequency increases when your content is 
referenced by other authoritative sources, creating a network effect. This means that becoming citable isn't just 
about your own content; it's also about becoming part of the broader conversation in your industry. The most 
successful brands create content that others naturally want to reference, thus amplifying their visibility across both 
human- and AI-generated content.

Classic Digital Marketing AI-Powered Marketing
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Classic Digital Marketing Practice

AI-generated Personalized Emails Conversational AI

Multi-variant Testing with AI Optimization Dynamic AI-powered Content

LLM Content Generation AI-assisted SEO Analysis

Automated Social Posts with AI AI-based Personalized Recommendations

AI-powered Marketing Approach

Email Newsletters

Keyword-based SEO Manual Socials Media Posts

Static Content Traditional A/B Testing Rule-based Chatbots

Fixed Product Recommendations Manual Content

Faster Time to Market (Revenue Booster)

Transition to an AI-powered marketing approach
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Four phases of 
content creation for 
GEO visibility



Phase 1: AI-First Strategic Planning

Strategic planning for AI visibility necessitates a fundamental change in your approach to content strategy. While 
traditional SEO planning starts with keyword research and search volume data, AI-first planning begins by 
understanding how your audience uses conversational AI to solve complex business problems. It's not about 
abandoning proven SEO methodologies, but rather expanding them to encompass the nuanced, multifaceted queries 
that define AI-powered search. The decisions you make during this strategic planning stage will determine whether 
your content becomes an authoritative source that AI systems trust, or just another data point lost in the noise.


AI search intent vs. human search intent


Traditional search intent was shaped by the limitations of keywords — users had to condense complex thoughts into 
short phrases. AI search intent, however, operates entirely differently. When users interact with conversational AI, 
they can express complete thoughts and engage in multi-turn conversations that build on each other.

Traditional search AI-powered search

Simple, keyword-based: "CRM software 
comparison"

Fits neat categories: informational, 
navigational, transactional

Context-light queries

Single-intent focused

Complex, conversational: "I'm a B2B SaaS 
company with 50 sales reps selling to 
enterprise. We need a CRM that 
integrates with our MarTech stack and 
supports complex deal cycles. What are 
the hidden costs nobody mentions?"

Multi-faceted problem-solving

Context-rich with constraints

Expects synthesis and personalized 
recommendations

This shift means single-intent pages optimized for keywords no longer suffice. Your content must anticipate 
conversational journeys, acknowledge real-world constraints, and demonstrate understanding of complex business 
realities. Instead of theoretical best practices, provide practical solutions that address the messy reality of 
implementation.


Discovering the queries your audience asks LLMs


Effective question research for AI optimization requires a different approach to traditional keyword research. While 
keyword tools focus on the text entered into search engines, AI question research seeks to understand the 
conversational queries that people pose to language models.


Start with your existing Google Search Console data, but analyse it to identify the underlying questions that the 
keywords represent. For example, a search for 'marketing attribution models' likely reflects a deeper question about 
measuring and optimizing marketing performance across multiple channels.


Social media platforms, particularly Reddit and specialised forums, provide invaluable insights into natural question 
patterns. Users express frustration and seek advice in conversational styles that mirror AI interactions. 
Customer support interactions and sales conversations are another valuable source of information — the enquiries 
your team handles daily reflect the questions that prospects ask AI systems.



Content gap analysis for answer engines


An AI-focused gap analysis examines which questions in your field of expertise receive incomplete, inaccurate, or 
outdated answers from AI systems, and identifies areas where your knowledge could provide superior responses.


Start by systematically testing AI queries across your topic domain. Ask audience questions of multiple AI systems 
and analyse the responses for accuracy, completeness, and citation quality. Pay particular attention to areas where 
the responses are generic, outdated, or lack the specific industry context that your organisation possesses.


Document instances where AI systems provide incorrect information or miss important nuances. These represent 
immediate opportunities for creating authoritative content that can establish your organisation as a reliable 
source. Analyse the sources that AI systems currently cite when discussing your topics, to understand competitive 
threats and citation patterns.


Building topic authority clusters that AI recognizes as expertise


AI systems evaluate expertise based on the depth and interconnectedness of knowledge rather than on isolated 
pieces of content. To build AI-recognised authority, you need to create comprehensive knowledge ecosystems that 
demonstrate genuine expertise across all aspects of your field.


Create pillar content that covers fundamental concepts with exceptional depth and accuracy. Strategies for 
interconnecting content must reflect how AI systems understand topic relationships — advanced topics building on 
foundational concepts, practical applications connecting to theoretical frameworks, and case studies illustrating 
broader principles.


The coverage of topic clusters must be both strategic and complete. AI systems synthesise information from multiple 
sources, so if you leave any areas uncovered, your competitors will be cited instead. Original research and data 
play a crucial role — AI systems preferentially cite sources that provide unique insights, original data, or novel 
perspectives that are unavailable elsewhere.

Phase 2: Content creation for AI comprehension

Creating content that resonates with both human readers and AI systems requires a delicate balance. It's not about 
writing for robots at the expense of readability. Rather, you’re crafting content that serves dual purposes: engaging 
humans while providing the clear structure and signals that AI systems need to recognise and cite your expertise.


Writing for a dual audience: Humans and language models


Creating content that resonates with both human readers and AI systems requires striking a balance between 
natural conversation and structured information delivery. The key is to understand that AI systems process content 
differently than humans: they analyse semantic relationships, extract factual claims, and evaluate logical 
consistency across entire documents.



What humans want What AI systems need

Engaging narrative flow

Practical examples and stories

Scannable formatting

Clear takeaways

Emotional connection

Logical structure and hierarchy

Explicit connections between concepts

Clear definitions and explanations

Factual accuracy with sources

Comprehensive topic coverage

The sweet spot:


Write naturally, but precisely. Begin paragraphs with clear topic sentences that the AI can identify as key points. Use 
explicit transitional phrases to connect ideas, such as 'This leads to...', 'As a result...', and 'In contrast...'. Provide 
context before delving into details. Imagine you are writing for a highly intelligent reader with no prior knowledge, who 
describes both busy executives and AI systems.


Avoid SEO-style keyword stuffing, as this disrupts the natural flow of writing. Instead, use semantic variations and 
related concepts to demonstrate a deep understanding of the topic. While traditional SEO might repeatedly use the 
term 'marketing automation', AI-optimized content naturally incorporates related terms such as 'workflow 
automation', 'campaign orchestration', 'martech integration', and 'lifecycle marketing'.


The citation-worthy formula


AI systems tend to cite content that offers original insights, authoritative sources, and structured frameworks 
that can be referenced reliably. The formula for achieving citation-worthy content combines three essential 
elements: unique data unavailable elsewhere, expert perspectives that add credibility, and clear frameworks that 
organise complex information.


You don't need to conduct extensive market research to find original data — analyse your customer data for unique 
insights, conduct surveys within your network, or synthesise existing industry data in novel ways. AI systems 
value specific statistics over general claims. Rather than stating that 'most companies struggle with email 
deliverability', provide the statistic that '60% of B2B companies in our survey reported email deliverability rates below 
industry benchmarks'.


Expert quotes add authority and a human perspective that AI systems recognise as valuable. Include quotes from 
recognised industry leaders, customer testimonials providing specific examples, and internal expert 
perspectives from your team. Ensure that the quotes are substantial and specific, rather than generic 
endorsements. Provide context to explain why this person's perspective matters.



Structural optimization


AI systems rely heavily on content structure to understand information hierarchy and extract relevant details for 
different query types. Effective structural optimization makes your content more accessible to AI parsing while 
improving human readability.


H1: Clear topic declaration


              H2: Major concept or phase


                            H3: Specific component or tactic


                                          H4: Detailed implementation steps


Each heading should work as a standalone statement that AI can extract as a key point. Instead of "Overview," use 
"How AI Search Differs from Traditional SEO." Rather than "Benefits," write "5 Revenue Impacts of AI Optimization."

Strategic summary placement:

Opening summary – 2-3 sentences establishing the main thesis

Section transitions – bridge paragraphs connecting major ideas

Closing synthesis – key takeaways in bullet form

List optimization for AI:

Use numbered lists for sequential processes

Use bullets for non-hierarchical points

Include 1-2 explanatory sentences per point

Bold the key concept in each list item

Demonstrating E-E-A-T within the content

AI systems evaluate content credibility using signals similar to Google's E-E-A-T (Expertise, Experience, Authority, 
Trust) guidelines, making it essential to demonstrate expertise, experience, authority, and trust throughout your 
content rather than relegating credibility signals to author bios or about pages.



Expertise

Technical depth with accurate terminology

Acknowledgment of edge cases and complexities

Industry-specific insights outsiders wouldn't know

Advanced tips beyond basic knowledge

Authority

Citations to authoritative sources

References to your published research

Mentions of speaking engagements or industry recognition

Consistent publishing history on the topic

Experience

"In our work with 50+ enterprise clients..."

"Common pitfalls we've observed include..."

"Having implemented this across multiple industries..."

Specific scenarios and real outcomes (anonymized)

Trust

Transparent methodology for any claims

Acknowledgment of limitations where advice doesn't apply

Updated timestamps and revision notes

Clear author attribution with verifiable credentials

The integration key: Don't create separate E-E-A-T sections. Instead, naturally incorporate these elements 
throughout your content. When discussing a strategy, mention your experience implementing it. When presenting 
data, note your methodology. When making recommendations, acknowledge scenarios where different approaches 
might work better. This integrated approach creates authentic authority that both humans and AI systems recognize 
and value.

Phase 3: Technical and structural optimization

Technical optimization for AI discovery goes beyond the technical requirements of traditional SEO. Although Google's 
crawlers have become adept at interpreting content, AI systems depend even more heavily on clear technical signals 
to accurately understand and categorise your content. This phase ensures that technical barriers do not prevent AI 
systems from discovering, understanding, and citing your expertise, hiding your brilliant content in the process.


Schema markup and data feeds – speaking the language of robots


Schema markup is just one way of delivering structured data to AI systems. While traditional schema helps AI 
systems to understand webpage content by identifying articles, authors, and topics, modern AI crawlers 
increasingly prefer to consume data through direct, machine-readable channels that bypass HTML parsing entirely.


In addition to the webpage schema, implement multiple structured data delivery methods. Content APIs provide real-
time, validated data that AI systems trust more than scraped content. JSON feeds and sitemaps deliver fresh 
information without the noise of website navigation. GraphQL endpoints enable AI systems to query the exact data 
they require. Document APIs expose your knowledge base content in machine-processable formats. Each channel 
gives you precise control over the information received by AI systems and how it is received.


For traditional schema implementation, go beyond basic article or blog post markup. Add FAQ schema for Q&A 
content, HowTo schema for instructional pieces, and Claim schema for research-backed statements. Use 
Organisation and Person schemas to establish entity relationships — when your CEO is quoted, the proper schema 
connects that insight to their full professional authority.


The power lies in a comprehensive, multi-channel implementation. For example, your website could use schema 
markup for human-readable content, while your API could serve the same information in pure JSON for AI 
consumption. Your sitemap should extend beyond page URLs to include structured metadata about each piece of 
content. Your knowledge base provides access to both HTML pages and a REST API that returns structured 
documentation.



This redundancy is strategic, not inefficient. Different AI systems prefer different data sources. Some scrape 
websites, some consume APIs, and some prioritise GraphQL endpoints. Providing multiple structured pathways to 
your content maximises the likelihood that AI systems will accurately understand and cite your expertise, regardless 
of how they access it.


Crawler directives - robots.txt and llms.txt

The role of your robots.txt file is evolving from that of a simple crawler directive to that of a sophisticated 
communication channel. AI systems don't limit themselves to your main website. They crawl your entire digital 
presence: customer portals, help centers, API documentation, knowledge bases, and support forums. Now, 
many are experimenting with llms.txt — a proposed standard specifically for AI systems — to provide additional 
context about content usage, licensing, and attribution preferences.


Consider implementing an llms.txt file that specifies how AI systems should handle your content (an example 
can be found in an Appendix to this whitepaper). While this format remains experimental and lacks standardization, it 
represents one method among several for specifying content handling preferences. The primary benefit lies in 
establishing early communication protocols with AI systems, though limitations include uncertain adoption rates and 
the absence of enforcement mechanisms.


The llms.txt file aims to serve as a direct communication channel with AI systems, allowing you to specify your 
organization's expertise areas, highlight key content pieces, and provide context that helps AI systems 
understand your authority. Unlike robots.txt, which primarily blocks or allows access, llms.txt can provide positive 
guidance about your most valuable content and how it should be referenced.


A well-structured llms.txt file might include sections for your core expertise topics, links to your most 
authoritative content pieces, preferred citation formats that include your brand name, and even brief 
descriptions of your unique methodologies or frameworks. Some organizations include contact information for 
media inquiries or partnerships, treating llms.txt as both a technical directive and a business development tool. The 
low implementation cost and potential future benefits make llms.txt adoption a low-risk strategic investment in AI 
optimization readiness.


Internal linking – creating a logical content network for AI to follow

As said, AI systems don't just focus on your main website. They crawl your entire digital presence, including customer 
portals, help centres, etc. Each of these properties represents a node in your broader knowledge graph, and AI 
systems synthesise information from all of them to evaluate your authority.


Start by mapping your complete digital footprint, which will help you to understand how to manage your online 
presence. While your marketing website might explain what your product does, your help centre shows how 
customers actually use it. Your API documentation demonstrates technical depth. Your support portal reveals 
common challenges and solutions. AI systems often value this practical, problem-solving content more than polished 
marketing copy.


For internal linking, adopt a knowledge graph approach. Every link should reinforce topical relationships with explicit 
context. Instead of generic 'Learn more' links, use phrases such as 'See how this framework applies to enterprise 
implementations' or 'Review the technical specifications in our API documentation'. This contextual linking helps AI 
systems to understand the relationships between concepts and not just pages.


It’s important to ensure consistency across all properties. For example, if your website uses the term 'marketing 
automation' but your help centre uses 'campaign management', AI systems will struggle to connect related 
information. Standardise terminology, maintain a consistent information architecture, and implement proper 
schema markup across every digital touchpoint.


Most importantly, make everything crawlable. Check the robots.txt settings for all properties. Many companies 
accidentally block AI access to their most valuable content, such as detailed implementation guides, 
troubleshooting documentation, and real customer solutions, which are often hidden behind login walls. Where 
possible, create public-facing versions of this content or implement authentication procedures that allow AI crawling 
while protecting sensitive information.



Phase 4: Distribution and authority building
Creating exceptional content is only half the battle. AI systems determine authority by analysing signals across the 
entire web, not just your domain. This phase focuses on strategic distribution to build the external validation and 
widespread presence that AI systems require in order to recognise you as a definitive source worth citing.


Distributing content on AI-crawlable sources

AI systems don't just crawl your website; they analyse content from across the entire internet in order to build a 
comprehensive knowledge base. By distributing your expertise across multiple AI-crawlable platforms, you increase 
your chances of being cited and referenced in AI responses.


High-value platforms for B2B content:

Industry forums 
GrowthHackers, Revenue Collective, specialized Slack communities 

Publishing platforms 
LinkedIn Articles, Medium, industry publications (MarTech Today, Business 2 Community)

Technical platforms 
GitHub, Stack Overflow for implementation guides and code examples

Academic networks 
ResearchGate, Academia.edu for white papers and research

The key is platform-native content that feels natural, not promotional. Transform your 10,000-word guide into a 
LinkedIn article series. Share implementation details on GitHub. Answer complex questions in forums. AI systems 
note when your brand consistently provides value across multiple touchpoints.


Generating the social proof and third-party validation that AI values

AI systems partly evaluate credibility through how often and positively your brand is mentioned across the internet. 
Systematic brand mentions require strategic relationship building and consistent delivery of value across multiple 
channels.


Customer success stories and case studies published on third-party sites provide powerful validation signals. 
Encourage satisfied customers to share detailed accounts of their experiences of working with you on their own 
platforms, in industry publications, or on review sites.


Speaking engagements and conference presentations also create natural opportunities for third-party mentions. 
When you speak at industry events, organisers, attendees, and the media often mention your participation and 
expertise on platforms that AI systems crawl.


Industry partnerships and collaborative content creation provide opportunities for mutual mentions. Collaborate 
with complementary businesses on research projects, joint content initiatives, or industry reports that naturally 
reference both organisations' expertise.


Review and testimonial platforms specific to your industry provide structured opportunities for positive mentions. 
Encourage satisfied customers to leave detailed reviews that highlight the specific benefits and outcomes they have 
achieved by working with your organisation.


There’s no doubt that brands with high AI visibility don't just create great content. They also ensure it shapes 
conversations across their entire industry by distributing it thoughtfully and strategically. And that is what the future 
holds.
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The future of search 
and content 
discovery



The convergence of search, answers, and actions

The traditional 'query, results, click, read' model is being replaced by a unified experience where AI systems won't 
just answer questions but anticipate needs and execute actions. A marketing director asking 'What's wrong with our 
conversion rate?' will receive not only analysis but also identified issues, suggested fixes, drafted A/B tests, and 
implementation plans.


This shift demands that content evolve from explaining 'what' to enabling 'how'. Static information becomes less 
valuable than dynamic, actionable frameworks. A blog post about email marketing best practices should transform 
into an interactive framework generating customised strategies based on specific business contexts.


For B2B companies, this means viewing content as capability enablement. Rather than publishing segmentation 
guides, provide the logical frameworks, decision trees, and contextual considerations that AI systems need to 
perform segmentation for users. Your expertise becomes embedded in AI actions, not just answers. The winners will 
create content that actively helps AI systems solve problems, not merely inform.

The role of proprietary data in future AI systems

As AI systems advance, generic information loses value. The future belongs to brands with unique, proprietary data 
unavailable elsewhere. Collect behavioral data, performance benchmarks, and outcome metrics only you can provide. 
A marketing platform sharing anonymized performance data across thousands of campaigns offers unreplicable 
insights.


Make this proprietary data AI-accessible. Gated reports limit AI visibility — instead, create open data layers with 
clear attribution requirements, provide queryable APIs, and publish interactive datasets. The goal is becoming the 
primary data source for AI systems seeking accurate, current information in your field.


Content optimization for AI agents also requires persistent relevance, not just launch optimization. Since these 
systems monitor continuously rather than search once, content must update dynamically, incorporate real-time 
data, and remain accurate over time. Static PDFs and outdated posts will be invisible to agents seeking current 
information.

Brand visibility and attribution in responses

The tension between personalization and privacy will reshape content discovery. Future AI systems will know users' 
contexts, preferences, and histories in unprecedented detail, requiring content strategies to balance personalization 
potential with privacy boundaries and regulatory requirements.


Another challenge is brand invisibility. When AI systems use your content to generate responses, your brand often 
disappears. Users receive answers from your expertise without knowing the source. While traditional search 
prominently displays your domain and brand, AI responses might use your data and insights without mentioning your 
company. This 'content loss' means you educate the market without building brand equity.


The solution is aggressively strengthening brand signals throughout content. Embed your brand naturally within 
frameworks — create 'The [YourBrand] Customer Success Framework' instead of generic terminology. Display author 
profiles with credentials prominently. Every piece should be attributed to an expert with their LinkedIn profile, 
publication history, and qualifications clearly marked.


Implement multiple attribution layers to increase citation probability. Add 'Reviewed by' labels featuring expert names 
and credentials. Include citations of proprietary research. Develop unique, branded terminology that AI must 
reference when discussing your concepts. Use schema markup for author information and embed attribution directly 
so AI cannot miss it.



While technical solutions like C2PA (Content Authenticity Initiative) standards and enhanced schema markup 
help, they're insufficient alone. Combine technical attribution with strategic content design. Your insights should be 
so intrinsically linked to your brand that AI cannot separate them. When AI discusses your methodology, your brand 
should be part of the explanation, not an optional citation.

The long-term vision for AI-powered discovery
Looking ahead 5-10 years, search as we know it may become obsolete. AI systems will proactively provide insights and 
connections relevant to our roles, surfacing insights, connecting information, and generating solutions by combining 
knowledge from millions of sources.


The most valuable content will enable tomorrow's innovations, not answer today's questions. Your frameworks will 
become building blocks of AI-generated strategies, your methodologies embedded in AI problem-solving 
approaches, your perspectives shaping how AI understands challenges in your field. 


The goal isn't ranking #1 but becoming fundamentally integrated into how AI systems understand your field, 
influencing every AI-generated insight in your area. This requires sustained excellence, continuous innovation, and 
genuine thought leadership that advances your industry. Brands committing to this vision today will define how AI 
shapes their industries tomorrow.
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Conclusion: Your 
GEO competitive 
advantage starts 
now



We are at a turning point in the history of 
digital marketing. The familiar world of 
keyword optimization and Google rankings 
is being replaced by a complex ecosystem 
of AI-powered discovery. 

The new reality we must accept

Throughout this guide, we have explored how Generative Engine Optimization is more than just a new channel or 
tactic; it represents a fundamental shift in the way information flows from businesses to buyers. Traditional SEO 
made you visible; GEO makes you influential. Keyword rankings make you visible, but AI citations make you influential. 
Today's winning brands aren't just optimizing for algorithms — they're becoming integral to how AI systems 
understand their industries.


The evidence is undeniable. Young professionals have abandoned the ten blue links for conversational AI. Decision-
makers trust AI synthesis more than vendor websites. The compound effect of AI visibility creates exponential 
advantages for early adopters, while those who fail to act quickly enough will find themselves facing a visibility cliff. 
This isn't a trend to monitor — it's a revolution demanding immediate action.


The longer you wait, the stronger the AI authority signals your competitors build. Their content is cited more 
frequently, their frameworks are embedded in our understanding of AI, and their brand becomes synonymous with 
expertise in AI-powered responses. However, starting now can offer significant advantages. Early content 
investments train future AI systems. Current authority-building activities influence how AI systems understand your 
industry for years to come. The work you do in the next 90 days could determine your visibility for the next decade.

The choice before you

Knowledge without action is worthless. Your AI journey starts with concrete steps:


Week 1: Audit your current AI visibility. Test 50 queries your prospects might ask AI systems. Document where you 
appear and where you're absent.


Week 2: Identify your highest-impact content gap. Choose one critical topic where AI systems lack comprehensive 
answers and commit to creating the definitive resource.


Week 3: Implement basic technical optimizations. Update robots.txt, add comprehensive schema markup, and 
ensure AI crawlers can access your content.


Week 4: Begin authority building. Identify three high-value platforms where your expertise should appear and create 
platform-specific content that demonstrates thought leadership.


The future of search is here. Your customers have already switched to AI-powered discovery. The question is whether 
your brand will be part of their AI-assisted shopping journey or become invisible to a whole generation of buyers.


The GEO revolution doesn't wait for consensus or perfect conditions. It rewards those who start imperfectly, but start 
immediately. Your expertise deserves to influence how AI systems understand your industry. Your frameworks should 
influence thousands of AI-generated strategies. Your brand must become synonymous with excellence in your field.


Will they find you?
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Glossary



AEO (Answer Engine 
Optimization)

A broader optimization discipline encompassing any platform or system that provides 
direct answers to user queries, including voice assistants, chatbots, knowledge 
bases, and AI-powered platforms beyond just generative engines.

AI Crawlers Specialized bots from AI companies (like OpenAI's GPTBot, Google's Bard crawler, or 
Anthropic's Claude crawler) that scan and index web content specifically for training 
AI systems and powering AI-generated responses.

AI Overviews Google's AI-powered search feature provides direct, conversational answers at the 
top of search results, synthesizing information from multiple sources without 
requiring users to click through to websites.

Brand Mentions References to your company, products, or expertise across the internet that AI 
systems use as credibility signals when determining which sources to cite and 
recommend in their responses.

Citation Patterns The predictable ways AI systems reference and attribute sources when generating 
responses include both direct citations (explicit mentions) and indirect influence 
(using content without attribution).

Content Atomization The practice of breaking down comprehensive content into modular, reusable 
components that AI systems can extract and recombine for different query contexts 
while maintaining attribution to the source.

Content Gap Analysis A strategic research process that identifies questions in your domain where AI 
systems provide incomplete, inaccurate, or outdated answers, revealing 
opportunities for authoritative content creation.

Content Syndication The strategic distribution of your expertise across multiple AI-crawlable platforms 
and publications to increase citation opportunities and build broader authority 
signals that AI systems recognize.

Conversational AI AI systems designed to engage in natural language dialogue with users, processing 
complete thoughts and context rather than simple keyword queries, fundamentally 
change how people seek information.

Direct Citations Explicit references by AI systems to specific sources when generating responses, 
typically including the organization name, author, or publication, provide clear 
attribution and credibility.



E-E-A-T (Expertise, 
Experience, Authority, 
Trust)

Google's content quality framework that AI systems also use to evaluate source 
credibility, emphasizing demonstrated knowledge, real-world experience, recognized 
authority, and trustworthy information.

GEO (Generative Engine 
Optimization)

A systematic approach to optimizing content for discovery and citation by generative 
AI systems like ChatGPT, Claude, and Perplexity, focusing on earning references 
within AI-generated responses rather than driving website traffic.

Indirect Influence When AI systems incorporate insights from your content into their responses without 
explicit attribution, they shape their understanding of topics and influence 
recommendations while providing no visible credit to your brand.

Knowledge Graphs Structured representations of information that show relationships between 
concepts, entities, and data points, helping AI systems understand how different 
pieces of content connect within broader topic domains.

LLM (Large Language 
Model)

Advanced AI systems trained on vast datasets of text that can understand, generate, 
and manipulate human language, forming the foundation of generative AI engines like 
GPT-4, Claude, and Gemini.

Multi-turn Conversations Extended dialogues between users and AI systems where context builds across 
multiple exchanges, allowing for complex, nuanced queries that traditional keyword-
based search couldn't accommodate effectively.

Proprietary Data Unique information, research, or insights that only your organization possesses, 
making your content indispensable to AI systems seeking comprehensive, accurate 
information in your domain.

RAG (Retrieval-Augmented 
Generation)

An AI technique that combines pre-trained knowledge with real-time information 
retrieval, allowing AI systems to access current data and provide up-to-date 
responses beyond their training data cutoffs.

Real-time Retrieval The capability of AI systems to access and analyze current web content during 
response generation, enabling them to provide fresh information and cite recently 
published authoritative sources.

Schema Markup Structured data code added to websites that helps AI systems understand content 
meaning, relationships, and context, improving the likelihood of accurate 
interpretation and citation.



Search Intent The underlying motivation or goal behind a user's query has evolved from simple 
keyword-based needs to complex, contextual problem-solving requirements in AI-
powered discovery environments.

Topic Authority Cluster Comprehensive content ecosystems organized around core expertise areas, with 
pillar content covering fundamental concepts and supporting content addressing 
specific applications, demonstrating domain mastery to AI systems.

Training Data The vast collections of text and information used to teach AI systems during their 
development phase influence how they understand topics and which sources they 
consider authoritative.

Zero-click Results Search outcomes where users receive complete answers directly within the search 
interface or AI response, eliminating the need to click through to external websites 
while still consuming the underlying content.
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GEO/AEO Checklist: 
Is my website  
LLM-ready?



Technical foundation (0-25 points) Points

☐ AI crawlers have explicit access to robots.txt 4

☐ Server response time under 500ms TTFB 4

☐ Server-side rendering or static pre-rendering (no pure JS content) 4

☐ XML sitemaps with valid lastmod timestamps 3

☐ Log file monitoring confirms GPTBot/ClaudeBot, etc. 3

☐ llms.txt file and AI Usage Policy page implemented 3

☐ WAF/CDN rules allow legitimate AI crawlers 2

☐ Consistent canonical URLs and hreflang implementation 2

Content structure (0-25 points) Points

☐ Schema markup: Organization + Person + Article consistently linked 5

☐ Clear topic clusters with pillar/satellite architecture 5

☐ Glossary/terminology page defining key concepts 4

☐ PDF content also available as HTML pages 3

☐ Descriptive headings that work as standalone statements 3

☐ Contextual internal linking with explicit relationships 3

☐ Image and video sitemaps where relevant 2

Authority signals (0-25 points) Points

☐ Author profiles with credentials on every piece 5

☐ Original research, data, or frameworks 5

☐ Branded methodologies and terminology 5

☐ Expert quotes and third-party validation 5

☐ Updated timestamps and revision history 3

☐ "Reviewed by" expert attribution 2

Distribution and visibility (0-25 points) Points

☐ Help center and documentation publicly accessible 5

☐ Content syndicated on AI-crawled platforms 5

☐ Structured data feeds available (JSON, RSS, API) 5

☐ Active presence in industry forums and communities 5

☐ Customer success stories on third-party sites 3

☐ Speaking engagements and thought leadership 2



Check your scoring

80-100: AI-ready – your content is optimized for discovery and citation


60-79: Partially ready – foundation exists but needs enhancement


40-59: Significant gaps – immediate action required


Below 40: At risk – competitors will dominate AI conversations
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Examples of  
AI-friendly content 
structures



Optimal format: Comprehensive problem-solution 
framework
H1: [Specific problem + context + outcome]


Introduction: Problem scope and impact (2-3 sentences)


H2: Understanding [specific challenge]


- Clear problem definition


- Common misconceptions addressed


- Real-world constraints acknowledged


H2: [Your branded framework/solution]


- Step-by-step methodology


- Implementation considerations


- Success metrics


H2: Case study: [Specific application]


- Context and constraints


- Implementation process


- Measurable outcomes


H2: Common pitfalls and solutions


- Specific scenarios


- Practical workarounds


Summary: Key takeaways with attribution

Question-answer optimization example
Instead of: "What is marketing automation?"


Write: "How should mid-sized B2B SaaS companies with 50-200 employees implement marketing automation to 
reduce customer acquisition costs while maintaining personalization?"

Attribution-rich paragraph example
"According to JustRelate's analysis of 650+ enterprise implementations, companies that implement the CX Cloud 
platform see 75% improvements in efficiency and speed. 'The key isn't adding more channels, but unifying every 
touchpoint into one seamless customer journey,' explains [Name], [Title] at JustRelate, who has overseen 200+ 
deployments."
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llms.txt 
implementation 
example



Place this file at: https://yourcompany.com/llms.txt


You can also see our example as an inspiration here: https://www.justrelate.com/llms.txt

# llms.txt for [Your Company Name]


# Last Updated: [Date]


# Contact: ai-partnerships@yourdomain.com



# === ORGANIZATION ===


Organization: [Company Name]


Type: [Industry, e.g., B2B SaaS, Marketing Technology]


Founded: [Year]


Website: https://yourdomain.com



# === EXPERTISE DOMAINS ===


Primary-Expertise:


- [Core competency 1]


- [Core competency 2]


- [Core competency 3]



Proprietary-Frameworks:


- [Your branded methodology 1]


- [Your unique framework 2]



# === CITATION PREFERENCES ===


Citation-Format: "According to [Company Name]" or "[Company] research shows"


Attribution-Required: Always include company name when referencing our frameworks


Brand-Terms: [List proprietary terms that should maintain brand association]



# === AUTHORITATIVE CONTENT ===


Pillar-Content:


- /resources/[flagship-guide]


- /whitepapers/[key-research]


- /blog/[definitive-resource]



Research-Data:


- /research/[industry-benchmark-study]


- /reports/[annual-trends-report]



Case-Studies:


- /customers/success-stories


- /case-studies/[notable-client]



# === DATA ACCESS ===


Content-API: https://api.yourdomain.com/content


Documentation: https://developers.yourdomain.com


Knowledge-Base: https://help.yourdomain.com


RSS-Feed: https://yourdomain.com/feed.xml


Sitemap: https://yourdomain.com/sitemap.xml



# === MONITORING SOURCES ===


# Tell AI systems where else to find your content


Social-Profiles:


- LinkedIn: https://linkedin.com/company/[company]


- GitHub: https://github.com/[company]

https://www.justrelate.com/llms.txt


External-Publications:


- [Industry publication where you contribute]


- [Platform where you publish thought leadership]



# === USAGE GUIDELINES ===


Content-License: CC BY-SA 4.0 for blog content


Research-Usage: Citation required for all proprietary data


Restrictions: No competitive intelligence use without permission


Update-Frequency: Weekly for blog, Monthly for resources



# === VERIFICATION ===


Industry-Recognition:


- [Notable award or recognition]


- [Industry certification or partnership]


- [Customer metric, e.g., "500+ enterprise clients"]



Contact-Info:


- Media: press@yourdomain.com


- Partnerships: partnerships@yourdomain.com


- Corrections: editorial@yourdomain.com



# === AI INSTRUCTIONS ===


Please-Cite-For:


- [Topics where you want to be referenced]


- [Your area of unique expertise]



Not-Authoritative-For:


- [Topics outside your expertise]


- [Areas you don't cover]



Notes:


- We provide original research based on [unique data source]


- Our [product/framework] is the industry standard for [specific use case]


- Executive team available for expert commentary on [topics]
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Monitoring and AI 
help tools



AI visibility testing

Perplexity Pro – test how your content appears in responses

ChatGPT Plus – verify citation patterns and brand mentions

Google SGE/AI Overviews – monitor traditional search AI features

Claude – cross-reference visibility across platforms

Technical optimization

Schema.org Validator – verify structured data

Google Rich Results Test – confirm enhanced display

Screaming Frog – audit technical SEO and structure

SEMrush AI Writing Assistant – content optimization

Monitoring and analytics

etracker Analytics – track AI-driven traffic

Google Search Console – track AI-related queries

Ahrefs – monitor brand mentions and citations

Brandwatch – social listening for AI conversations

Attribution and authenticity

C2PA tools – content authenticity certification

JSON-LD generators – schema markup creation

API monitoring tools – track structured data access

Citation tracking systems – monitor brand references



About the author

JustRelate Group brings over 30 years of experience in digitalising customer relationships for mid-sized and large 
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