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Introduction &
Context




Executive
summary

Artificial Intelligence has transformed how users discover,
consume, and trust online information. In marketing, Al's rapid
integration means that search engines are no longer the only
gateway to visibility; conversational platforms and generative
engines now curate information directly for users.

This shift is redefining SEO. Businesses that once optimized for
Google’s ten blue links must now optimize for large-
language-model (LLM) visibility, credibility, and source
authority. Generative Engine Optimization (GEO) sits at the
intersection of these changes, bridging traditional SEO
fundamentals with the way Al surfaces and cites content.
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The Shift from

Search to
Discovery

Users no longer rely solely on query-based results; they
expect personalized, synthesized answers. Generative Al
engines anticipate needs by analyzing context, previous
interactions, and broader trends, serving as proactive
discovery tools rather than reactive search utilities. For
businesses, this means content must be structured for
context, not just keywords.

Authority, clarity, and usefulness determine whether a brand
is cited or ignored in Al-generated results. This fundamental
behavioral shift demands that SEO evolve into an ecosystem
that educates Al, ensuring your brand’s knowledge is both
accurate and discoverable.

Length of Google Search &
Al Mode Queries

® Google Search @ Al Mode

’ 7.22
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semrush.com <) SEMRUSH

https.//www.semrush.com/blog/google-ai-mode-seo-impact/



https://www.semrush.com/blog/google-ai-mode-seo-impact/

Zero-Click

Growth in
Al Search

As Al Overviews continue to expand, user interaction with
traditional search results is rapidly declining. Nearly half of all
queries featuring Al-generated summaries now result in zero
clicks, proving that information is increasingly consumed
directly in Al interfaces rather than on websites.

This shift underscores the need for visibility inside Al-
generated results, not just on Google’s first page.

Zero-Click Searches: % of Queries
with No Click

Keyword with Al Overview

Keyword without Al Overview

Jan 2025
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Al Overviews

@ @
A re R I s I n g Share of Queries Triggering Al Overviews
(Jan-Mar 2025)

US, Desktop Data
The share of Google queries triggering Al Overviews more
than doubled between January and March 2025, climbing
from 6.49% to 13.14%. This rapid adoption signals that
generative responses dre becoming a standard search
experience.
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Brands must now optimize not just for rankings, but for
inclusion and citation within these Al summaries where
visibility happens first.
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Limited Traffic
Distribution  -....veesn

Sending Traffic to External

from Al Mode

Only a small share of Al Mode sessions (around 5-7%)
currently send traffic to external domains. This means that
most user engagement occurs within Al-generated answers
rather than through traditional site visits.

of all Al Mode sessions

Brands that prioritize citations and brand mentions within
these Al responses will capture visibility even when clicks
don't follow.
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Overlap Between Al

Citations and
Traditional Rankings

85.79%

82.34%
67.39%
While Al and SEO overlap, they operate on different signals. 53.68%
Semrush’s study of 150,000 citations found that Al . 44.65%
Overviews share roughly 85% of domain overlap with the top lzmef

10 Google results, but far less with individual URLs. '

Google Al Mode Google Al Overviews ChatGPT Perplexity

This proves that strong SEO supports GEO, but Al models
evaluate brands holistically, rewarding topic depth, authority,
and clarity rather than page-by-page ranking.
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Al Mode Adoptionls

Accelerating
Search Evolution

Al Mode has quickly become one of the most transformative
updates to Google’s search experience. Within just a few
months of launch, adoption among U.S. searchers surged
past 1%, representing millions of daily interactions. This early
growth signals a permanent behavioral shift toward Al-
assisted discovery, where users expect summarized,
contextual answers instead of scrolling through multiple
pages of results.

For businesses, it marks the beginning of a new optimization
frontier, one where visibility depends on being recognized by
Al rather than simply ranked by it.

Al Mode Adoption Rate
Among US Searchers
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Fewer

Searches
Higher Intent

Users engaging with Google’s Al Mode behave very differently
from traditional searchers. While standard search users
average two sessions per day and five or more searches per
session, Al Mode users typically perform one session with just
two to three searches, but with far more focused intent.

These users are seeking direct, trusted answers rather than
exploratory browsing. This trend underscores why GEO is vital:
being cited by Al systems ensures visibility within fewer but
more meaningful user interactions.

Average Daily Interaction:
Google Search & Al Mode

Al Mode Google Search

Sessions 1 2
Searches/Session 2 _3 5 +
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Generative Engine Optimization (GEO) is the evolution of SEO
for the age of artificial intelligence. Instead of focusing solely
on traditional search algorithms, GEO ensures that brand
content is easily discoverable, understandable, and cited by
large language models (LLMs) such as ChatGPT, Gemini, and
Perplexity.

GEO helps businesses optimize their presence across
generative engines that now serve as information gateways
for millions of users. It blends technical precision with
contextual storytelling, aligning a brand’s content with how Al
systems interpret authority and relevance.

Whatis GEO?

Category
Search output

Search

engine type
Query format

Optimization

target

Content

delivery

Success

metrics

Content

update needs

SEO
SERP with ranked links

Traditional (Google, Bing)

Short, keyword-based

Higher rank in search results

User clicks through to your page

Clicks, traffic, rankings, bounce

rate

Evergreen content can stay

ranked for years

GEO
Al-generated text answers

Generative (ChatGPT, Perplexity, Gemini)

Longer, more conversational prompts

Inclusion or citation in Al-generated

responses

Al summarizes or paraphrases your

content inside its answer

Citations, mentions, and share of voice

Content must stay fresh and authoritative

to remain cited

https://www.semrush.com/blog/geo-vs-seo/
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How GEO Fits Within the
SEO Ecosystem

GEO builds on SEO’s foundation instead of
replacing it. While SEO optimizes for search
engines, GEO ensures content is understandable
and referenced by Al systems.

Elements like metadata, schema, and internal
linking now guide how LLMs understand welbsites.
Technical SEO must adapt to include Al-specific
structure and markup.

Both prioritize clarity, accuracy, and trust. The
same qualities that improve rankings also
increase Al citation potential.

Visibility is no longer about page-one positions.
Being cited as a source by Al platforms is now
the ultimate indicator of authority.

SEO targets user intent, but GEO focuses on
helping Al interpret meaning and expertise.
Context now defines visibility more than keyword
density.

SEO and GEO work best together, reinforcing
eadch other’s outcomes. Combining them ensures
visibility across both search engines and Al-
driven results.




AI d s M d r ket ChatGPT Weekly Users

800,000,000
600,000,000
Adoption Trends

400,000,000
Al has moved from experimental to essential.
According to recent industry studies, over 60% of
businesses already integrate Al tools into their
workflows, and more than half of all consumers
report interacting with Al-generated content 200,000,000
weekly.
Platforms like Google, Microsoft, and OpenAl are
reshaping how users encounter information, 0
favoring direct, summarized insights over lists of 0 O 5 > © ©
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As Al adoption accelerates, its influence on © 5@0 © @ S Oc’}'
marketing visibility becomes exponential. Those S ¥ Q° <
who adapt now establish early trust and
authority within these systems; those who delay Sources: Reuters, Semrush, CNBC, The Verge, Techerati, DigitalinformationWorld,

Bond, Axios, OpenAl

risk losing discoverability altogether.
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Leading Al
Chatbots

ChatGPT dominates the Al chatbot space,
accounting for more than half of all chatbot web
visits in 2025, over 46.5 billion visits, representing
approximately 48% of total traffic among the top
10 platforms. Its scale outpaces rivals by orders of
magnitude, making it the de facto reference
point for visibility in Al ecosystems.

Meanwhile, emerging platforms like DeepSeek,
Claude, Gemini, and Perplexity compete for slices
of the remaining market, each offering niche
strengths in reasoning, multimodal integration, or
citation transparency.

To win in GEO, brands must tailor content for the
dominant systems and maintain relevance
across those rising challengers.

Annual Visits

o) 20000000000

ChatGPT
DeepSeek ‘ 2740000000
Gemini 1660000000
Perplexity 1470000000
Claude | 1150000000
Microsoft Copilot I 957190000
Grok 686910000
Poe ‘ 378050000
Meta Al ‘ 130350000

Mistral | 101390000

Source: Visual Capitalist

40000000000

46590000000
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How Al Systems Source

INnformation

Generative Al models don't “search” in the
traditional sense; they interpret and synthesize
information from multiple data sources. When
crafting responses, LLMs evaluate the credibility,
context, and consistency of content across the
web to determine which sources to reference or
cite. Being mentioned as a source with clear,
structured, and contextually relevant content
dramatically increases visibility.

Brands that use structured data (schema),
maintain semantic clarity, and align their topical
coverage with user intent stand a far greater
chance of being cited in Al-generated results.
GEO helps guide this process by making brand
data legible to these new engines.

SN

CIII

Collect and ingest massive
datasets

©

Io 1 |

Clean and process the
data

Use the processed data for
training
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The Risks of Ignoring Al

Al isn't a passing trend; it's a complete shift in how information is found, summarized, and trusted. Brands that fail to adapt will
find themselves fading from visibility as Al-driven engines prioritize those who understand and align with their systems. The
longer a business waits to integrate GEO strategies, the harder it becomes to regain lost authority, relevance, and consumer

trust in the generative search space.

Risk

Impact

Long-Term Effect

Example

Loss of Visibility

Al results replace traditional
rankings.

Organic traffic declines even
with stable SEO.

Brand no longer cited in Al
Overviews.

Data Blind Spots

Analytics tools fail to track Al-
based traffic.

Incomplete reporting on
conversions and visibility.

Missing ChatGPT or Perplexity
referral data.

Erosion of Credibility

Al cites competitors with
stronger authority.

Brand trust decreases as rivals
dominate answers.

Competing clinic listed as
“trusted source.”

Falling Behind Competitors

Early adopters gain lasting GEO
authority.

Playing catch-up becomes
increasingly difficult.

Late-entry brands struggle to
appear in Al discovery.
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Keywo I d s vs ® Prompt Research for topic: Glasses Fit and Comfort

Average Topic Difficulty Brands Mentionad Intent

Al Volume
O ?6 1 Info anal 2%
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The concept of “keywords” has evolved when it comes to Al
systems into broader “topics” that represent clusters of
meaning rather than isolated phrases. While keywords still
matter, topics give Al systems a framework to understand
context, intent, and relationships between ideas.

Each topic can branch into an infinite numlber of prompts,
specific questions, or statements that users feed into Al tools.
This structure allows a single topic to represent multiple user Bt Topkon
intents and conversation paths, creating far more
opportunities for visibility than a traditional keyword-based
approach.




Topic Structure

and Intent
Layers

Topics carry multiple layers of intent that shape how Al Commercial
interprets and displays results. Informational, navigational, 17.6%
commercial, transactional, and task intents all influence how

content is used or cited in generative engines.

Task
SRSVA

Unlike keyword intent in traditional SEOQ, where one term might
fit one or two categories, Al topics often span several intents
at once, given the capacity to have a nearly infinite amount of
prompts per topic.

Understanding this blend helps businesses prioritize where Navigational
their content should appear, ensuring Al tools match it with 23.5%
the right audience needs.

Informational
41.2%



Understanding Topic

To compete in Al-driven visibility, you must measure topics
the way Al does. Core metrics include:

e Topic Volume (how often a topic appears in Al results)
e Topic Difficulty (how difficult a topic is to rank for)

e Intent Distribution (the share of each intent type)

e Brands Mentioned (current brands represented)

By comparing these values with SEO metrics such as keyword
volume and ranking position, businesses can understand
where traditional visibility aligns or diverges from Al discovery.
This analysis reveals where to focus new content or
strengthen existing authority.

Data Metrics

Prompt Research for topic: Glass

es Fit and Comfort




Brand

What are the top-rated dermatology clinics in Miami? design dermatology and aesthetics
dr. busso cosmetic dermatology
Response

While "top-rated" can be subjective and depends on specific needs (medical vs. miami center for dermatology
cosmetic), several dermatology clinics in Miami consistently receive high praise from
patients and industry rankings skin center of south miami

Prompt Brands mentioned

miami dermatology & laser institute

baumann cosmetic dermatology
Here are some of the top-rated dermatology clinics and practices in Miami:
university of miami health system

Highly-rated clinics based on patient reviews villa dermatology

children's skin center
« Skin Center of South Miami

google maps newsweek

Being mentioned by Al is valuable; being cited as a

This clinic offers clinical, cosmetic, and surgical dermatology. With a 4.9-star rating

source IS tro nSformGt|Ve Mentlons Ind ICOte on Google Maps and over 1,300 reviews, patients praise its exceptional, professional, Sources
. . . . and friendly staff. https://rankings.newsweek.com/ameri
awareness, but CItCI’FIOhS esta b|IS.h expertise and o Cotor for Dot bl e
trust. When generative systems link back to your https://www.miamidermlaser.com/#:~:
. . : text=%E2%80%9CI%20feel % 20tha...
Content as the fou nd0t|on for thel r responses’ they Led by Dr. Deborah Longwill, this center is consistently rated highly for its https://umiamihealth.org/treatments-a
rei nforce you ra uthonty AQCross d ” d |g |t0| professionalism, expertise, and comprehensive medical and cosmetic services. It nd-services/dermatology#:~:text=W...

holds a 4.8-star rating on Google Maps based on over 1,300 reviews.

https://www.skincenterofsouthmiami.c
eCOSYSte mSs. T —— om/#:~:text=Request%20an%20App...

https://www.childrensskincenter.com/
2025/01/03/how-to-choose-the-best...

The goal of GEO is to progress from passive
mentions to active citations where your brand is
not just known, but relied upon by Al to inform its
users.



What Is E-E-A-T?

Experience Expertise

Does the creator have Does the creator have relevant
relevant life experience? knowledge and skills?
»

The Role of EEAT
in GEO

T
Trustworthiness

Experience, Expertise, Authoritativeness, and S

Trustworthiness (EEAT) remain cornerstones of digital is the content?

credibility in the Al era. Generative models rely on these
same factors to decide which content to surface and
which brands to cite.

Demonstrating real-world experience, maintaining

transparent authorship, and earning external validation

through credible backlinks all enhance how Al perceives Authoritativeness

authority. Strengthening EEAT isn’t just an SEO best IS Grantoraansldenad
- - - - 5 a go-to source in this niche?

practice; it's the foundation of being recognized and

quoted by Al engines.

semrush.com <) SEMRUSH
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How to Medasure

Success with Al

Success in Al-driven visibility extends far beyond
keyword rankings. Performance is now defined by
how often your brand appears as a cited source,
how users engage with Al-sourced content, and
how these interactions translate into measurable
actions.

Semrush’s Al Visibility framework breaks this down
into a holistic set of KPIs that track reach, relevance,
and authority across both traditional search and
generative engines.

Understanding these indicators allows teams to
identify growth opportunities early, benchmark
progress, and adjust content strategies to stay
competitive in evolving Al ecosystemes.

120
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Al Visibility @ Topics @ Prompts @ Ai Traffic Ai Conversions
July August September October Novemlber



Al Source

Traffic and Conversions

Al-driven platforms are now a legitimate source of el
referral traffic and conversion potential. Users
arriving from generative engines tend to be more
informed and decisive, often converting at
significantly higher rates than organic search
visitors.

Top Al Platforms

Tracking Al source referrals from ChatGPT,
Perplexity, Google Al, and other Al platforms offers
valuable insight into how effectively a brand’s
authority translates into user action. These
engagements demonstrate not just visibility but
trust, showing that Al systems recognize and
recommend your expertise to high-intent Session Key Event Rate
audiences. 8 1

Sessions




Al Visibility
Score

The Al Visibility Score acts as the new “domain

Al Visibility

@ Total Al Visibility Chat GPT @ Al Overview Al Mode

authority” for the generative search landscape. It 27 1100
reflects how often your brand appears as a cited or Medium
referenced source across Al platforms relative to

com petltO IS. Occasionally mentioned in LLM

outputs, but Visibility can improve

Mentions @ Audience

This score is calculated from multiple indicators,

including mentions, source frequency, topic WO Edcs ‘
presence, and perceived trustworthiness. 53.8M

Monitoring changes in this score month over Mentions

month highlights momentum, whether your 101K

authority is growing, stabilizing, or declining within
the Al ecosystem.




Monthly Audience
Reach

Monthly Audience Reach represents the estimated
number of unique users exposed to your brand
across Al results, citations, and mentions. It
combines topic-level datg, intent signals, and
frequency of inclusion within generative responses.

This metric provides a more accurate picture of What's Next?
audience visibility in Al-driven discovery than raw
web traffic alone. As Al tools continue integrating
into everyday browsing and shopping behavior,
Monthly Audience Reach becomes one of the most
predictive indicators of overall brand exposure.




Topic & Prompt
Nelalqlplefs

Just as SEO tracks keyword rankings, GEO tracks

topiC Gnd prompt ViSibiIity. EGCh topiC muy hqve | Topics ‘ Prompts | All 173 | Missing 148 Weak 0 Shared 0 Strong 0 Unique 25
dozens or even hundreds of prompt variations that e B
AI engines reference. ® skinrejuv... calospa.... ® dermioun... frontierd... buckingh...
Acne and Scar Treatment 0 0 0 0 1
Understanding which prompts your brand Seth Mar and Sk ash 0 0 1 0 0
consistently appears in and which you’re missing
. . Double Chin and Face Fat
reveals the depth of your topical authority. The Redlucton
more frequently your content appears in Retinoids and Retinol Skincare
contextually aligned prompts, the stronger your Liposuction and Fat Removal

Procedures

perceived expertise becomes within that category.



Opportunity
\Y[e[eTe]lnle

Opportunity Mapping identifies areas where your
brand has minimal or no visibility in relevant Al
Conversqtions. By Compqring topiC Volume, YourPerformingTopics 25 Cited Sources 207 Source Opportunities 766 Cited Pages
difficulty, and citation data, you can uncover
untapped categories with strong growth potential.

Topics & Sources

Topic Opportunities 1-10 (74)

[ Topics 74 | Prompts 138

These insights prioritize content creation and link- R oV
building efforts for maximum impact. Regular > Chemical Peels Minneapoiis Misses 18
Opportunity CIﬂCIlYSiS ensureS YOU're nOt jUSt » CoolSculpting and Bedy Contouring Minneapolis Missed 376 ¢

reacting to where Al mentions you today but
building authority in the topics it will surface
tomorrow.

> Lip Augmentation and Lip Flip Minneapolis Missed 97




Tracking Brand
Sentiment Across Al

Brand sentiment within Al ecosystems provides a

real-time reflection of how generative models
perceive and describe your business compared to

Competltors 3) Live Speed Transparency Zenni optical

Launch Production Timeline by lens/store; reduce delays perception, offer Fast Track. Target optical

Progressives Confidence Lift ® Lenscrafters

Introduce remake assurance, doctor content; target mixed feedback on complex prescriptions.

By monitoring positive, neutral, and negative
sentiment across platforms like Google Al Mode,
ChatGPT, and Perplexity, businesses can identify

perception shifts, messaging strengths, and areas

o
Of rl S k. Overall Sentiment Favorable Sentiment Over Time

5 Beat Zenni On Value Eyebuydirect

Contrast WP's included coatings/services vs Zenni add-ons; sustain 75.88% positive share. Oth
ar

B Warby parker Zenni optical Target optical 3 Lenscrafters Essilorluxotiica

Eyebuydirect

Over time, this data reveals how credibility and
user trust evolve, helping brands fine-tune content
tone, authority signals, and public relations efforts
to sustain a favorable narrative across Al-
generated responses.




Competitor Comparison

Dashboard

Competitive V|S|b|||ty in Al ecosystems IS as Home > AISEO > Competitor Research
important as ranking performance in traditional Competitor Research: warbyparker.com
SEO. By benchmarking your Al Visibility Score, Share Bl LB ks il
of violse, C',nd T.OpIC Presepce GgGIn,St Competltors, You warbyparker.... zennioptical.... ® eyebuydirect.... glassesusa.c... lenscrafters.c... Clear “%;
you can pinpoint where rivals dominate and where
your brand holds a strategic edge. Al Visibiity | Audience i Competitor Insights

AT | Wit | ewRsken | osewaesns; || ool el e Tl
This comparison also highlights unique content or 593M 104M 301™ 299.4M 684.7M competitors are catching up.
messaging opportunities, areas where your il
competitors may not yet have Al recognition, giving o promps

you room to lead. GEO makes competitive tracking
continuous, ensuring your team stays informed
and proactive.




Brand Performance

Overview

Brand performance within Al isn’t just about
quantity; it's about sentiment and context. Tracking
how Al engines describe your brand, what terms
they associate with it, and whether that language
trends positively or negatively provides invaluable
insight.

Using brand sentiment metrics, narrative analysis,
and topic clustering, businesses can assess
reputation health in real time. These insights not
only guide GEO strategy but also inform PR,
messaging, and customer engagement initiatives
for consistency across every digital touchpoint.

Warby parker ‘main

Google Al Mode € ~
Top Domains

@ zennioptical.com i
warbyparker.... you
americasbest.com
eyebuydirect.com

® google.com

Dive Deeper

Answers | Non-branded Answers | Branded

Breakdown by Question

» What optical retailers offer virtual frame recommendations?

Citations | Non-branded

Citations | Branded




Monitoring Al
Traffic Sources

Not all Al platforms drive equal visibility or impact;

understanding where your traffic originates is key Al Traffic @

to prioritizing optimization efforts. Monitoring

referral data from major Al systems like ChatGPT, EiMay 205 v @Worwide v A devies

Gemini, Copilot, and Perplexity reveals which
engines recognize and recommend your brand MR @ swworvescom | @ warroon [@ eraycom | @ wycon
most often. |

These insights help determine where to focus GEO
initiatives, ensuring that high-value platforms with
the strongest user adoption deliver consistent
exposure. Tracking shifts in Al-driven traffic over
time provides an early indicator of authority growth
and cross-platform dominance.

.com

walmart.com @ ebay.com

Desktop 94.79% 2.9M

Mobile

5.21% 158.7K

etsy.com




winning The Al
Race




How to Win in the

Al Race

Winning in the Al era requires aligning every part of your digital
presence with how generative systems interpret, prioritize, and
cite information.

It's not just about optimizing pages; it's about training Al models
to understand your brand’s authority through structure,
credibility, and consistency. The brands leading this shift treat Al
as a partner rather than a threat, building content that informs
both humans and machines.

This section outlines the technical, creative, and strategic
frameworks needed to achieve that alignment and maintain a
lasting edge.

You

Competitor 3
Competitor 1
Competitor 6
Competitor 2
Competitor 4
Competitor 8
Competitor 7

Competitor 5

50000
50273
37504
33986
29958
26675
22065
18554

17432 Year 20

67998



Technical GEO
Foundation

Technical GEO ensures that your website’s architecture and
content are fully interpretable by both search crawlers and Al
models. This includes optimizing schema markup for
treatments, services, or products; implementing structured FAQ
data; and establishing a dedicated lims.txt file that explicitly
grants access to Al crawlers.

Internal links should distribute topical relevance evenly across
pages, while Al-specific sitemaps improve indexability for
question-based content. Together, these elements form the
digital infrastructure that enables generative engines to
recognize and trust your brand as a credible source.

Action Items

LLMs.txt: A dedicated file that acts like an Al sitemap,
guiding large language models to crawl and
understand your content efficiently.

Technical Site Health: Ensure fast load speeds, clean
code, and secure hosting to improve crawl efficiency
and overall Al visibility.

Accessibility: Maintain clear navigation, mobile
responsiveness, and readable layouts so both users
and Al systems can easily interpret your site.
Schema Markup: Use structured data to define
entities, FAQs, and reviews, helping Al engines identify
expertise and relevance.

Content Structure: Organize pages with consistent
headers, clear hierarchies, and concise sections to

make your expertise machine-readable.



GEO Content
Strategy

Content development under GEO is built around topics, not
keywords. Each topic should address a complete user journey
from education and comparison to conversion. This includes
creating in-depth articles, FAQ pages, and supporting
resources that help Al systems associate your brand with
authoritative answers.

EEAT principles must be integrated at every stage, reinforcing
expertise and authenticity through author bios, references, and
case-based examples. The goal is not just to appear in Al
responses but to shape how Al defines the category itself.

Action Items

Leadership Content: Publish expert-led articles and
insights that position your brand as a trusted voice.
Query-Focused FAQs: Develop FAQs based on real
user and Al-generated queries.

Conversion-Driven Pages: Integrate educational
content with clear calls to action. High-performing
pages should both inform users and drive
medadsurable engagement.

Semantic Optimization: Use topic clusters and
related terms to establish contextual relevance. Al
engines recognize meaning and relationships, not just
keywords.

Evergreen Content Updates: Regularly update top
pages to keep information accurate and timely.
Ongoing freshness signals reliability to both users and

Al systems.



Off-Page GEO
Building

Off-page signals shape how Al models gauge trust. A brand
that's frequently discussed, cited, and linked across credible
domains stands a far better chance of being referenced within
Al-generated answers. Effective GEO strategies extend beyond
backlinks; they include influence campaigns across Reddit,
Quora, and Wikipedia to seed trusted brand mentions.

These community-based sources play an outsized role in how
Al measures credibility. Building a strong off-page reputation
helps reinforce authority, reduce bias, and establish
recognition across multiple LLM datasets.

Action Items

Do-Follow Backlinks: Focus on securing high-quality
do-follow backlinks from reputable sites.

Off-Page Listicle Content: Get featured in curated
listicles and comparison articles within your niche.
Community and Forum Engagement: Contribute
meaningfully to Reddit, Quora, and professional
discussions.

Narrative Drivers: Shape how your brand is discussed
by publishing positive, story-driven content.

Digital PR and Media Outreach: Pursue features in
credible online publications and press releases.
Reputation and Review Management: Maintain
strong ratings across review platforms and

directories.



Internal Linking GEO

Structure

Internal linking is the foundation of topical clarity and
contextual flow within your website. Strategic linking helps Al
systems understand which pages carry the most authority,
how topics relate, and where expertise is concentrated.

When structured correctly, internal links distribute relevance
evenly, strengthen topic clusters, and increase the likelihood of
being recognized and cited by Al engines.

Action Items

Topic Cluster Linking: Group pages by related
subjects and interlink them naturally. This helps Al
interpret your site’s core topics and supporting
content relationships.

Contextual Anchor Text: Use descriptive anchor text
that mirrors user intent and topic focus.

Priority Page Reinforcement: Link back to high-value
service or conversion pages from supporting content.
This directs authority flow to pages that matter most
for ranking and citations.

Depth and Navigation: Ensure all pages are
accessible within three clicks. Clear navigation allows
both users and Al crawlers to follow your content

hierarchy smoothly.



Structural GEO

Al Comprehension

Structural GEO focuses on how information is presented, not
just what it says. Generative Al systems rely heavily on
consistent formatting, scannable layouts, and a structured
hierarchy to understand and extract meaning from your
content. Well-formatted pages make it easier for Al to interpret
key takeaways, identify topic relationships, and use your
content as a reliable source within its responses.

Using consistent headers, summaries, and definitions ensures
that Al engines recognize expertise at a glance. Content
structured with precision not only enhances readability for
users but also improves machine comprehension, increasing
your chances of being cited, summarized, or featured across Al
platforms.

Action Items

Question-Based Headers: Use H2 and H3 headings
that mirror real queries to make content easier for Al
systems to classify and retrieve.

Scannable Formatting: Break content into concise
sections with bullet points and short paragraphs to
improve comprehension and extraction.

TL;DR Summaries: Add brief summmaries or definitions
at the top of key sections to help Al identify the main
message quickly.

Structured Visual Elements: Incorporate tables, lists,
and callouts to simplify complex data, ensuring Al
tools can interpret information accurately.
Consistent Hierarchy: Maintain uniform formatting
across all pages so LLMs can easily map relationships

and recognize recurring topic structures.



Analytical GEO
Measurement

Analytical GEO focuses on tracking, interpreting, and improving
your brand’s performance across Al ecosystems. As generative
platforms evolve, visibility depends on continuous
measurement of how often your content is mentioned, cited,
and recommended.

By combining insights from tools like Semrush’s Al Toolkit,
Google Search Console, and Google Analytics tracking, teams
can benchmark authority and refine content for better Al
recognition. The goal is consistent improvement, monitoring
visibility trends, optimizing for top-performing Al platforms, and
ensuring that every content and technical update contributes
to long-term authority.

Action Items

Al Visibility Tracking: Measure citations, mentions,
and topic rankings across major Al tools to gauge
brand exposure.

Competitor Benchmarking: Compare your Al
presence against key competitors to identify
strengths and visibility gaps.

Platform Prioritization: Focus optimization efforts on
high-traffic Al systems like ChatGPT, Gemini, and
Perplexity.

KPI Integration: Incorporate Al metrics into your
regular SEO and marketing dashboards for unified
performance tracking.

Trend Monitoring: Review visibility and sentiment
shifts monthly to adapt strategies before competitors
do.



Future Outlook




Glossary of GEO & Al Terms

Understanding the language of Al-driven optimization ensures your team speaks the same strategic vocabulary. These are the
foundational terms used throughout this framework:

GEO (Generative Engine Optimization): The process of
optimizing brand visibility within Al-generated responses
and LLM ecosystems.

LLM (Large Language Model): An Al system trained on vast
text data to generate human-like responses (e.g., ChatGPT,
Gemini, Claude).

Al Visibility Score: A metric reflecting how often your brand
appears as a cited or mentioned source across Al platforms.
Topic: A broad concept that represents a cluster of related
prompts or questions used by Al to structure answers.
Prompt: A user query or statement that triggers an Al-
generated response based on topic context.

EEAT: The four key authority signals, Experience, Expertise,
Authoritativeness, and Trustworthiness, that determine
credibility in both SEO and GEO.

Al Sitemap: A structured XML map designed for Al crawlers,
organizing question-driven and informational content.

Citation: A reference within an Al-generated response that
credits your site as a trusted information source.

Topic Cluster: A network of related content pieces centered
on one core theme to build topical authority and context for
Al.

Share of Voice (SOV): The percentage of total Al mentions or
citations your brand holds compared to competitors in the
same topics.

Structured Data (Schema): Code that defines key
information (like FAQs, reviews, or services) to make content
machine-readable for Al engines.

Topic Intent: The user’s underlying goal behind a query,
informational, navigational, or transactional, that guides
how Al frames responses.

Brand Perception: How users and Al systems collectively
interpret a brand'’s reputation, credibility, and
trustworthiness based on sentiment, citations, and online
visibility.



The relationship between Al and SEO is no longer theoretical;

it's operational. Generative engines have permanently
e o q changed how users discover, evaluate, and engage with

information. In the coming years, these systems will become

embedded into everyday tools, devices, and browsers,

making GEO a critical part of every brand’s marketing DNA.

Businesses that begin building structured, credible, and

context-rich content today will dominate tomorrow’s Al-
driven discovery landscape. Adapting early doesn't just

secure visibility, it defines leadership.

Meet Al Mode
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