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About This Book

Search has split in two. People still type queries into Google, but more and more they ask a question and
read a single, machine-written answer that names only a handful of sources. Ranking on page one no
longer guarantees you are even in the room.

This book is a practical manual for that new contest. It shows how to be found, trusted, and cited by
Google, ChatGPT, Perplexity, and the other AI answer engines — not through tricks, which these systems
quickly discard, but by becoming the clearest, most credible, and most quotable source in your field.

Informed by practical tests, current research, official search-engine guidance and real-world SEO
workflows, it moves from the foundations of modern SEO to a complete, step-by-step GEO playbook:
how AI systems decide what to cite, how to structure content they can lift, how to build the brand entity
and the off-site evidence they rely on, and how to measure a kind of visibility that often never shows up
as a click. Every chapter ends with something you can act on this week.

A brief note on how this book was written: the draft is my own, written first. I then used Al tools as
research and revision assistants — in particular to compare current documentation, summarize technical
developments, and test how Al systems themselves respond to visibility-related questions. There is a
certain logic to studying these systems partly through direct interaction with them, since the way they
actually answer is itself part of the evidence this book examines. The final judgment, structure, and
recommendations remain my own.
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Methodology and Evidence Note

This book deals with a field that is moving quickly. Classic SEO is supported by decades of public
guidance, field data, and practitioner evidence; GEO is newer, and parts of it are still being measured
publicly for the first time. For that reason, this book separates advice into three levels of confidence rather
than pretending every recommendation has the same weight.

High-confidence guidance means the recommendation is supported by official documentation, stable
SEO practice, or repeated evidence across several studies and tools. Examples include crawlability,
indexability, clear page structure, helpful content, source transparency, structured data where it matches
visible content, and consistent entity information.

Medium-confidence guidance means the recommendation is supported by credible industry studies,
current measurement work, or repeated practitioner observation, but the exact mechanism may vary by
engine and query. Examples include citation-readiness patterns, third-party evidence, brand-entity
reinforcement and systematic prompt monitoring.

Emerging guidance means the pattern is promising but not yet settled. This includes platform-specific
citation behaviors, model-specific preferences, and some claims about how individual AI engines weigh
documents. Where the evidence is emerging, the book uses cautious language: indicates, suggests, tends
to, may, or in this dataset.

The practical method behind this book is deliberately simple: compare how major search and answer
engines represent a brand, identify where the source record is weak or contradictory, improve the owned
and third-party evidence, and retest the same prompts over time. GEO should be treated as a
measurement discipline, not as a one-time content trick.

Who this book is for

Founders and CEOs who need their company chosen when the machine answers; marketing and SEO
leads responsible for visibility; consultants and agencies advising clients through the shift; and anyone
whose growth depends on being recommended rather than merely ranked.

Disclaimer

This book is provided for general information purposes only. Search engines and generative Al systems
change frequently, and the behaviour described here reflects the state of knowledge at the time of
writing. The author makes no representation or warranty as to the completeness, accuracy, or fitness
for a particular purpose of the information contained in this book, and accepts no liability for any loss
or damage arising from its use. Nothing in this book constitutes legal, tax, or professional advice.
Readers should seek qualified advice for their specific situation.

https://www.oliver-scharfenberg.com



Foreword

I built my first website before most of my friends had heard the word “Google.” It was hand-coded HTML,
one stubborn tag at a time, and when the page finally showed up in a search engine I felt something close
to magic: I had made a thing, and the whole world could find it. That feeling — make something good,
then let people find it — has driven my whole career, through every tool the web threw at us and every
Google update that forced me to adapt or disappear.

Then something changed that was not just another algorithm update. People stopped scrolling through
links and started reading a single answer, delivered confidently and naming only a handful of sources.
The first time I watched an Al assistant summarize a market and recommend three companies without
linking to any of the obvious leaders, I understood that the ground had moved. Ranking first no longer
guaranteed you were even in the room.

That contest is what this book calls Generative Engine Optimization, or GEO. I did not approach it as a
trend to comment on from a safe distance; I approached it the way I had approached every shift before
it, by getting my hands dirty — testing, measuring, and writing down what actually worked. The result is
not a set of predictions but a practical manual for staying visible in a world where an AI often answers
before anyone clicks. The good news is that GEO rewards exactly what a good business already wants to
be: clear, credible, consistent, and genuinely useful.

This is the most important shift I have seen in my career, and the window to get ahead of it is open now,
while most of your competitors are still arguing about whether it is real. Let me show you how to stay
visible through it.
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Executive Summary

Search has changed more in the last two years than in the previous ten. This summary distils the rest of
the book into something you can read in a sitting: what shifted, why classic SEO is no longer sufficient on
its own, what Generative Engine Optimization (GEO) actually is, the moves that carry the most weight,
and how to tell whether any of it is working. Everything here is expanded, supported by evidence, and
made practical in the chapters that follow.

What changed

For two decades, the deal was simple: rank, earn clicks, convert a share of them. That deal is breaking.
People increasingly ask a full question and read a single synthesized answer that names only a few sources
— often without clicking anything. By early 2026, roughly 68% of US Google searches ended without a
click to any site, up from about 60% two years earlier (SparkToro and Similarweb, 2026). Google’s Al
Overviews now appear on a large share of question-style queries, and they frequently cite sources that
never ranked on the first page of the classic results (Xu, Igbal and Montgomery, 2026). A second contest
now sits on top of the old one: not only “do I rank?” but “am I in the answer?”

Why classic SEQO is no longer enough

Classic SEO still matters. Crawlability, indexability, clear structure, and helpful content remain the
foundation, and this book treats them as high-confidence ground. But ranking and being cited are no
longer the same thing. A page can rank and be ignored when an Al answer sits above it; a page that never
ranks can still be quoted if it is the clearest, most credible statement of a point. Traffic, the old scoreboard,
undercounts this kind of visibility, because much of it never produces a click.

What GEO is

Generative Engine Optimization is the systematic optimization of your content, your entity, and the third-
party sources around you so that Al systems take in, cite, and recommend your brand correctly. It does
not replace SEO; it extends it. Where SEO makes your content discoverable, GEO makes it usable: easy
to lift, easy to verify, and attached to a brand the system already recognizes. In one controlled study,
adding citations from reliable sources, credible quotations, and relevant statistics raised visibility in
generative answers by up to roughly forty percent, while keyword stuffing did almost nothing (Aggarwal
et al., 2024).

Table 1 - SEO vs GEO at a glance

What it optimizes A ranked position in a list of links Inclusion in a synthesized Al answer
Unit of success Rank and clicks Citations and share of answer

Core question “Do I rank?” “Am I in the answer?”

What it rewards Relevance, links, technical health Clarity, credibility, extractability, entity

strength



Main off-site signal Backlinks Brand mentions and third-party evidence
In one line Makes content discoverable Makes content usable
How you measure Rankings and traffic Prompt testing and citation tracking

How an AI answer is built

AT answers are assembled, not simply retrieved. The system interprets the question, gathers candidate
passages, weighs their credibility and clarity, drafts a response, and attaches a handful of citations. Each
stage is a place to win or lose visibility.

Table 2 - The Al citation pipeline

What happens Where you influence it

Interpret the query The system reads intent, not just Answer the real intent, not an
keywords adjacent phrase

Retrieve It gathers passages from its index and = Be crawlable, indexed, and open to Al

candidates the live web crawlers

Weigh credibility It favors clear, specific, well-sourced, = Add evidence, attribution, and
attributable content structured data

Draft the answer It composes a synthesized response Offer self-contained passages it can

lift cleanly
Attach citations It names a few sources Be the clearest statement of the point,

tied to a known entity

How visibility now works

Visibility is no longer a single line on a rankings report. It stacks. Presence is the entry point and is nearly
weightless on its own; trust converts repeated, consistent presence into credibility; influence is what
shapes the reader’s conclusion and turns visibility into an outcome.

Table 3 - The visibility stack

The question it answers What builds it

Presence Do you appear at all? Showing up where attention Nearly weightless
already is
Trust Are you treated as credible? Consistent, repeated exposure Turns presence
across places into credibility
Influence Do you shape the conclusion?  Clarity, relevance, and earned = Converts visibility
trust into outcomes
Building the entity

AT systems lean on what the wider web says about you, not only on what you say about yourself. A
recognizable, consistent brand entity — reinforced by owned, earned, and third-party sources — is what



lets a system trust and name you. Branded web mentions have been found to correlate with AT Overview
visibility far more strongly than raw backlinks (Ahrefs, 2025).

Table 4 - The entity optimization map

Owned Website, structured data, profiles States clearly what you are known for
you control

Earned Press, interviews, articles, reviews, Corroborates your claims from
podcasts outside

Third-party Industry sites, directories, seals, Lets systems cross-check and trust
repeated mentions the entity

The ten highest-leverage moves

If you do nothing else, do these. Each is expanded later with specifics.

1.

SAN L ol

7.
8.

0.

Fix the foundations first — make sure every important page is crawlable, indexable, and clearly
structured.

Answer the actual question high on the page, in a self-contained passage a system can lift without
rewriting.

Lead with a clear, quotable claim, then back it with a reason and concrete evidence.

Cite reliable sources and include real statistics and named facts; vague pages get skipped.

Make verification easy — attribute claims, date them, and link primary sources.

Strengthen your brand entity with consistent names, descriptions, and structured data across the
web.

Earn third-party coverage and credible mentions; this is the off-site evidence AI engines rely on.
Build topical depth around a few questions you can own, rather than thin pages across many.

Keep content current — refresh dates, figures, and examples, since freshness is an easy win.

10. Measure what the old tools miss — track citations and share of answer, not only clicks.

A 90-day path

The moves above sequence naturally into a single quarter.

Table 5 - A 90-day GEO roadmap

Days 1—30 Foundations Fix crawlability and indexability; open access to Al
crawlers; restructure key pages into self-contained
answers

Days 31—60 Evidence and entity Add sources, statistics, and attribution; tighten

entity information and structured data; pursue
third-party coverage



Days 61—90

Measure and refine

Track citations and share of answer for a fixed

prompt set; retest over time; refresh thin or dated

pages

When an Al does not cite you

Most citation failures trace to a small set of causes, and each has a fix. The book treats them as a pipeline
— diagnose the failure before rewriting the page.

Table 6 - The citation failure tree

Access
Relevance
Evidence
Trust

Entity

Extraction

Freshness

The page cannot be reached or
indexed

The page does not match the real
intent

Claims are not backed by sources or
data

The source is not credible enough to
cite

The system does not recognize your
brand

The content cannot be lifted cleanly

The content looks out of date

How to measure success

Ensure crawlability and indexability;
allow AI crawlers in robots.txt

Answer the actual question directly, not
an adjacent phrase

Add citations, statistics, and named facts

Strengthen E-E-A-T; earn third-party
coverage; attribute the author

Make entity information consistent; add
structured data; clarify what you are
known for

Use self-contained passages, clear
headings, and structured formatting

Update dates, figures, and examples on a
schedule

GEO is a measurement discipline. Because much of the value never becomes a click, the scoreboard has
to change. Track a small dashboard and retest the same prompts over time.

Table 7 - A GEO measurement dashboard

Metric What it tracks How to read it IMlustrative
target

Share of your prompt set Rising means growing Trend upward
where you appear in an AI  presence

Al visibility

Citation share

Entity
consistency

answer
How often you are the cited Higher means stronger Top sources for
source versus competitors inclusion core prompts
Agreement of name, Fewer conflicts means a No

description, and facts clearer entity contradictions

across the web

on key facts



Metric What it tracks How to read it INlustrative
target

Answer accuracy = Whether Al answers Errors flag entity or source = Zero material
describe you correctly gaps errors

Freshness Share of key pages updated = Stale pages drop out of Refresh on a set
recently answers cadence

The targets above are illustrative starting points to adapt to your own baseline, not benchmarks to copy. What matters
is the direction of travel on the same prompt set over time.

None of this rewards tricks; Al systems quickly discard them. It rewards exactly what a good business
already wants to be — clear, credible, consistent, and genuinely useful. The chapters that follow turn each
of these summaries into a method you can apply this week.



Chapter 1: The Foundations of SEO in 2026

“SEO in 2026 is not the art of pleasing an algorithm; it is the discipline of making expertise
easy to find, easy to verify, and easy to act on.”
— PhDr. Oliver Scharfenberg

For most of its history, search engine optimization rested on a simple bargain. Rank higher, earn more
clicks, and turn some share of those clicks into customers. Whole agencies, tools, and careers grew up
around that bargain: chasing positions, lifting impressions, and targeting the keywords that fed a steady
stream of inbound demand (Google Search Central, n.d.). The logic held for two decades, and parts of it
still hold.

What it no longer does is describe how visibility actually works.

Search engines have stopped behaving like card catalogs. They no longer hand back a list of pages that
happen to match your words and leave you to sort through them. They read intent, weigh credibility, and
increasingly try to answer the question outright at the top of the page, in an AI summary, or in a chat
interface that never shows a list of links. Two forces pushed them in that direction at the same time: the
arrival of Al-driven search, and a real change in how people search.

Think about how the queries themselves have changed. Five years ago, people typed fragments, "SEO
tips," "best marketing tools," and assembled the answer themselves from whatever came back. Now they
ask the whole question: What are the most effective SEO strategies for a SaaS company in 2026? Or
how do I grow organic traffic without leaning on backlinks? That is not a cosmetic difference. It signals
a different expectation. People are no longer collecting options to weigh later; they want the answer, and
they want it now.

Search systems have obliged. More and more, the response is a single synthesized answer rather than a
list of links: Google’s AI Overviews and Al Mode, ChatGPT Search, Perplexity and Copilot increasingly
resolve the query at the top of the page or inside a chat interface, and the user never clicks through to a
website at all. This is the behavior now widely called zero-click: by early 2026, roughly 68% of US Google
searches ended without a click to any site, up from about 60% two years earlier (SparkToro and
Similarweb, 2026). It changes what success even means. If fewer people are clicking, traffic on its own
stops being a trustworthy scoreboard. It is no longer enough to appear somewhere in a list. Your brand
has to sit inside the answer, or close enough to it to shape what the reader concludes.

That reframes the whole discipline. Plenty of practitioners have watched the same shift happen in their
own data: search now rewards content that actually resolves a question, completes a task, or helps
someone decide, and it quietly demotes content that merely matches a phrase. Rankings still matter. They
are simply one layer now, not the whole game. A page can rank and still be ignored if it misreads intent.
A page can be genuinely useful and never surface because it is badly organized. And a page can do both
well and still lose, if the wider web does not recognize the brand behind it as a credible source.



For a business, that is both the threat and the opening. The threat is loss of control: you no longer decide
how your content gets discovered or how it is framed when a system summarizes it on your behalf. The
opening is alignment. Anyone who understands how these systems read, weigh, and select information
can position themselves not just to rank, but to influence. Being present, in other words, is no longer the
goal. Being relevant, trusted, and chosen is.

How Search Engines Actually Work

Before any of this advice is worth applying, it helps to know what is happening on the other side of the
search box, because most of SEQ is really an attempt to cooperate with a process you cannot see (Schmitt,
2019). That process has three parts, and they run in the same order every time.

The first is crawling. A search engine sends out an automated program — Google’s is called Googlebot —
that moves through the web by following links from one page to the next, the way a spider works its way
across a web, which is where the older nickname “spider” comes from. As it goes, it downloads what it
finds. How often it returns to a given page depends partly on how many other pages link to it and how
important the site appears to be, so a page with no links may be visited rarely or missed altogether. The
practical lesson is blunt: if a crawler cannot reach a page, nothing else you do to that page matters.

The second is indexing. Once a page has been crawled, the engine has to make sense of it and file it away,
sorting the content so it can be retrieved when someone searches. A page that has been crawled but not
indexed is, for search purposes, invisible, which is why “is the page indexed?” is the first question worth
asking when something does not show up at all.

The third is ranking. When a query comes in, the engine pulls the relevant pages from its index and puts
them in order, and that order is the whole game. It weighs two broad kinds of signal. On-page signals
come from the page itself — its content, its title, its description, the domain it lives on. Off-page signals
come from the web around it, above all the links pointing in, which count for more when they come from
sites the engine already trusts. Sitting on top of both is a third factor that keeps gaining weight: how
people actually behave. Search systems are tuned for user satisfaction, and Google does not confirm that
any single engagement metric is a direct ranking factor; even so, a result that consistently fails the people
who choose it tends to show up, indirectly, in the patterns these systems watch over time.

Why all this effort over a position or two? Because attention on a results page is wildly top-heavy. For
years, the pattern held remarkably steady: the first organic result took the largest share of clicks by a wide
margin, the top three together accounted for the clear majority, and almost nobody scrolled to the second
page at all (Schmitt, 2019). Position one was not a little better than position five; it was a different
business. Al answers have since pushed this further in the same direction, compressing many searches
into a single response that sits above every link — the zero-click pattern this book keeps returning to. The
curve was always steep. It is getting steeper.

It is worth being clear about what separates this from paid search, since the two are easy to blur. Paid
placement — search engine advertising, or SEA — buys a spot at the top of the page, and you pay for each
click it earns; the moment the budget stops, the visibility stops with it. Organic visibility works the other
way. It is slower and harder to build, but once a page earns its place, it tends to hold it without charging



every visitor, which is why an organic ranking behaves like an asset rather than a meter running against
you. That durability is the point: paid traffic rents attention, while SEO, done well, owns a share of it.

One last piece of context explains why optimization has always centered on Google in particular. In most
Western markets, it has carried the overwhelming majority of searches — in German-speaking countries,
for years, something like 9 in 10 desktop queries and an even larger share on mobile — which made the
other engines almost an afterthought for anyone optimizing a site (Schmitt, 2019). That picture is now
shifting in a way it had not for over a decade, as Al assistants take a growing slice of search-like questions,
a change later chapters take up in detail. The mechanics above still describe how the classic search layer
works, and that layer is still where most of the web is found. It is simply no longer the only one.

A Practical Tip: Check Google Has Actually Indexed You

A page that isn’t indexed cannot rank, however good it is. Pages drop out of the index more often than
people think — and you’ll never know unless you look.

What you need. Google Search Console and an XML sitemap (most CMS platforms and SEO plugins
generate one automatically).

Setting it up.

1. Open the “Pages” report under Indexing. It splits your URLs into indexed and not-indexed, with reasons.

2. Read the excluded ones; “Crawled — currently not indexed” and “Discovered — not indexed” are the ones
to act on.

3. To check a single important page, paste its URL into the Inspection bar. If it’s not indexed, click “Request
Indexing”.

4. Confirm your sitemap is submitted under “Sitemaps” and lists the pages you care about.

Optimizing your own site. Do this for your money pages first. If important pages sit in “crawled — not
indexed”, the usual cause is thin or duplicate content — strengthen the page rather than just resubmitting
it.

The point. Five minutes here occasionally uncovers a page that’s been invisible for months.

What SEO Actually Rewards Now

The textbook definition still applies, technically. SEO is the practice of improving a site's visibility in
search. But that sentence no longer explains what drives results, because the criteria underneath it have
moved.

In the early years, you could engineer a ranking. Strong keyword targeting, a solid backlink profile, and
clean technical compliance could carry a page even when the writing was forgettable. That loophole has
closed. Search engines, and the AI systems layered on top of them, have gotten far better at judging not
just what a page says, but whether it helps.

So the work has shifted from optimization toward something closer to editing. Every page needs a reason
to exist, and that reason should be obvious within a few seconds, to a reader and to the system scoring it.



Vague, sprawling pages tend to underperform, and not for lack of optimization. They underperform
because nobody can tell what they are for. The pages that win are not usually the most technically
advanced; they are the ones that understand their reader well enough to anticipate the next question and
answer it without making the reader dig.

Digging is the enemy here. Friction, in SEO terms, is anything that forces extra effort: muddled
messaging, a wall of text with no structure, three paragraphs of throat-clearing before the actual answer.
Each one raises the cost of reading, and when people expect an instant answer, even small costs send
them back to the results page. Reducing that friction is not a nicety. It is one of the most reliable ways to
get a page prioritized, by readers and by the systems serving them.

Underneath all of it sits a single test: does this page solve a real problem better than the alternatives
competing for the same attention? If it does not, no amount of structural polish will rescue it. SEO has
grown out of being a technical checklist and into a strategic one. The job is no longer to tune isolated
pages. It is to build a body of content that consistently delivers something worth reading, reinforces what
you are known for, and matches how people actually search, think, and decide.

How Google Learned to Judge Quality

The claim that the old loophole closed is easy to assert and worth explaining, because it did not close
overnight. It closed in stages, through a sequence of changes to how the search engine judged a page, and
knowing that sequence makes the present rules feel less arbitrary (Schmitt, 2019). Each step moved the
system a little further from counting and a little closer to understanding.

In the early years, the formula really was crude. A page could rank largely on how often it repeated a
keyword and how many links pointed at it, regardless of whether either reflected anything a reader would
value. That was the loophole, and a whole industry grew up to work it.

The first serious correction arrived in 2011, with an update Google named Panda. It began rewarding
genuinely useful, well-written pages and pushing down thin, low-value ones, which was the moment
quality started to count as a ranking factor in its own right rather than a nice-to-have. A year later, in
2012, came Penguin — the “webspam” update — aimed squarely at manipulation: keyword stuffing,
schemes built to inflate link counts, and cloaking, the trick of showing search engines one page and
visitors another. Sites that had gamed the system lost ground, sometimes sharply.

The biggest change was Hummingbird, in 2013, which rewrote the underlying algorithm rather than
bolting another filter onto it. Where the engine had mostly matched the individual words in a query, it
could now read the query as a whole and reach for the meaning behind it — the first real step toward
understanding language rather than merely scanning for it. Almost everything this book says about intent
and meaning descends from that shift.

Two later moves rounded out the pattern. From 2015, and again in 2017, mobile updates favored sites
that worked properly on a phone and penalized those that did not, as searching moved off the desktop.
And in 2017 an update unofficially called Fred went after a familiar set of weaknesses: pages thin on real
content, heavy with ads, or left to go stale. None of these was the last word; each was refined repeatedly
in the years that followed.



Read together, they tell one story. Step by step, the search engine was taught to approximate a careful
human reader — to prefer substance over repetition, earned trust over manufactured links, current and
usable pages over neglected ones — the same priorities Google still sets out in its own guidance on
creating helpful, reliable, people-first content (Google Search Central, n.d.). Seen that way, the Al systems
described later in this book are not a break from that arc but its continuation: the same preference for
genuine quality, now applied by models that read a page more closely than any algorithm before them.
The loophole did not so much close as get designed out, deliberately, one update at a time.

A Practical Tip: Repair Thin Pages Instead of Publishing More of Them

Many websites don’t need more content. They need fewer weak pages. Thin pages split attention, waste
crawl budget and make the site look less authoritative than it really is.

What you need. Screaming Frog, Search Console, GA4, and a spreadsheet with URL, purpose, traffic,
impressions, backlinks and action.

Setting it up.

1. Crawl the site and export all indexable pages.

2. Add clicks and impressions from Search Console.

3. Mark pages with no traffic, no impressions, no links and no clear business purpose.

4. Group them into keep, improve, merge, noindex, or remove.
Optimizing your own site. Start with pages targeting the same intent. Merge overlapping ones into
the strongest URL, redirect the weaker URLs, and fold the best sections into the survivor. If a page is
useful for customers but not search, consider noindex rather than deleting it. Keep a log of every decision.

The point. Quality is partly subtraction. A tighter site is easier for humans, crawlers, and Al systems to
understand.

On-Page SEO: Where You Still Have Control

On-page optimization remains the heart of the discipline, mostly because it is the part you genuinely
control. But control guarantees nothing on its own. Execution does.

Good on-page work starts with focus. Build each page around one clearly defined topic. The moment a
page tries to cover three ideas at once, it loses the thread, and so do the reader and the search engine.
Structure carries that focus: a title that says what the page is actually about, headings that move the reader
through in a logical order, and internal links that tie the page into the larger context of the site. What
separates strong pages from average ones is not whether these elements are present. It is how well they
work together. A well-built page never feels optimized. It feels obvious.

From Broad Topics to Precise Value

Consider HubSpot, one of the most-cited examples of precision beating breadth. Rather than publishing
scattered articles aimed at broad marketing terms, HubSpot organized its content into pillar topics
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supported by tightly interlinked pages (HubSpot, n.d.). That structure strengthened internal linking,
deepened topical authority, and made it far easier for search systems to see how the pieces related. The
payoff was visibility across a whole family of related searches and a cleaner experience for readers. The
lesson is unglamorous but durable: precision and structure usually outperform reach.

The most common mistake in the other direction is vague, generalized content. On paper, broad topics
look strategically safe: wider reach, more flexibility, a bigger potential audience. In practice, they do the
opposite, because they do not match how anyone actually searches. People search from inside a situation:
a problem to solve, a decision to make, a comparison to settle. Content that ignores that situation reads
as less relevant no matter how well it is optimized.

A title like "Marketing Tips" makes the problem obvious. It is too broad to signal intent, too generic to
promise value, too vague to attract anyone in particular. It says nothing about who the page is for or what
it solves. "SEO Tips for Small Business Websites (2026 Guide)" does the opposite work in a single line: it
establishes audience, scope, and timeliness, and it tells both the reader and the system exactly what to
expect. That clarity lifts engagement, sharpens the match to intent, and gives the page a real chance in a
crowded field.

None of this is accidental. It tracks how search engines have evolved to read intent rather than count
keywords, weighing the relationship between the query, the page, and the outcome the user is after.
Tightly aimed content surfaces more easily because it removes ambiguity and raises the odds the reader
leaves satisfied. The trade is straightforward: precision narrows your reach and increases your relevance,
and relevance is what moves the needle. It matters most in crowded markets, where generic content is
everywhere and high-authority domains already own the broad terms. Compete there and you are fighting
giants. Aim at a sharper segment and the intent is clearer, the competition thinner, and the conversion
better, because a page written for a specific person with a specific problem earns more trust than one
written for everyone.

A Practical Tip: Rewrite the Titles That Get Ignored

Some pages rank perfectly well and still get no clicks, because the title in the results gives nobody a reason
to choose them. This is different from the page-two problem: these pages are already on page one. The
fix is the title, not the ranking.

What you need. Google Search Console and a few minutes per page.
Setting it up.

1. In the Performance report, add the CTR and Position columns.
2. Filter to pages in positions 1—10.
3. Sort by Impressions and scan for a click-through rate well below its neighbors. A page ranking fourth
with a 1% CTR is leaving clicks on the table.
Optimizing your own site. Rewrite the title tag so it reads like an answer, not a label. Lead with the
number or the benefit (“...in 20267, “7 steps”, “without an agency”), keep it under about sixty characters
so it isn’t cut off, and write a meta description that finishes the thought rather than repeating the title.
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The point. You already have the ranking. You’re simply giving searchers a reason to pick you over the
result above — the cheapest traffic you'll ever earn.

Starting From the Words People Use

Before the question of intent comes a humbler one: which words do people actually use, and does anyone
use them at all? It is an easy step to skip, and skipping it is how businesses end up writing carefully
optimized pages for phrases nobody searches. The fix is plain research. A tool like Google’s Keyword
Planner will show roughly how many times a term is searched in a month, which is usually enough to tell
a phrase worth thousands of queries from one worth ten.

An example makes the gap concrete. A retailer planning content around sewing machines might assume
the premium model is the place to start, only to find the entry-level machine is searched many times as
often, and a beginners’ guide more often still (Sens, 2019). Same product category, very different demand
— and you only see it by checking. The point is not to chase whatever has the biggest number, but to know
the numbers before you commit, so effort follows real demand rather than a guess.

High volume is not the goal in any case. The biggest terms are usually owned by the biggest sites, and
competing for them head-on is a slow, expensive fight. A narrower phrase — fewer searches, clearer
intent, and far less competition — often returns more results, because the handful of people searching for
it are closer to knowing what they want. A query that draws ten searches a month from exactly the right
person can be worth more than one that draws thousands from nobody in particular. Precision beats
volume here for the same reason it does everywhere else in this book.

There is a catch that keeps this from collapsing back into old-fashioned keyword chasing. Modern engines
no longer reward the page that repeats a phrase most often; they read a page as a whole and treat
synonyms and related terms as part of the same idea, so “inexpensive,” “affordable,” and “low-cost”
register as one concept rather than three separate targets (Schmitt, 2019). Titles and meta descriptions
still earn their keep, and still deserve the right words, but the weight has moved from hitting an exact
term to covering a subject thoroughly and naturally. Keywords are where the research starts. They are no
longer where the writing ends.

The way people phrase their searches is changing too, and it pushes in the same direction. More queries
are now spoken aloud or typed as complete questions rather than clipped fragments — “what’s the best
CRM for a small team?” instead of “best CRM small business” — because voice assistants and Al chat
have made full, natural questions the norm (Schmitt, 2019). Longer, more conversational queries reward
content written the way people actually ask, which is exactly the move from matching keywords to
answering questions that the rest of this chapter is about. The research tells you what to write toward;
intent, the subject of the next section, tells you what to do once you know.
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A Practical Tip: Find the Page-Two Keywords That Can Move This
Month

Most sites already own a few small wins. They aren’t hidden in a strategy deck; they sit in Search Console,
usually on page two, picking up impressions but not enough clicks. Moving one page from position twelve
to eight often does more than publishing another average article.

What you need. Google Search Console, a spreadsheet, and one hour without meetings. Optional:
Ahrefs, Semrush, Sistrix or DataForSEO for richer keyword data.

Setting it up.

1. Open Search Console and choose Performance > Search results.

2. Set the date range to the last three months.

3. Switch on Clicks, Impressions, CTR and Average position.

4. Export queries and pages to a sheet.
Optimizing your own site. Filter for queries between position 8 and 20, with at least 100 impressions
and a low CTR. Pick five. For each, open the ranking page and improve only what helps that searcher:
add the missing answer near the top, tighten the title, add a small comparison table, refresh the date, and
link to it from two stronger pages. Don’t rewrite the whole page — make the useful part easier to find.

The point. This is fast SEO because you're not guessing. Google has already tested the page. You're just
giving it a better reason to move.

The Shift from Keywords to Intent

For years, SEO ran on keywords. You found high-volume terms, worked them into your content, and
tuned pages to rank for them. Keywords still tell search systems something, but they are no longer what
drives performance. Intent is the reason behind the search.

That distinction changes the work. A keyword is a signal; intent is the meaning behind the signal, and
modern systems read that meaning with steadily improving accuracy, using context, prior behavior, and
semantic understanding to infer what someone is actually trying to do. Reading it yourself means
stepping into the searcher's shoes. A query is not a string of words; it is a goal. The goal might be to
understand something, to compare options, or to act, and each one carries a different expectation.
Content has to meet the right one.

This is where a lot of strategies quietly fail. The content is not badly written or technically broken. It
simply answers the wrong question. There is a real gap between matching a keyword and matching the
intent behind it, and a page can nail the first while missing the second entirely. Someone looking for
recommendations does not want a definition; they want options, comparisons, and a clear steer. Someone
close to buying does not want a primer; they want reassurance and an obvious next step. Miss that, and
you create friction, and friction sends people away.

Search engines and Al systems are increasingly tuned to that mismatch. They assess not only whether a
page is relevant to a query but whether it satisfies the intent behind it (Google Search Central, n.d.),
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though Google does not confirm that any single engagement metric is a direct ranking factor. Search
systems are optimized for user satisfaction, and a persistent mismatch tends to surface indirectly in
performance data over time, so content that keeps missing intent gradually loses ground, however well
optimized it is elsewhere. The harder part is that intent is not fixed. The same keyword can mean different
things depending on context, timing, and the person typing it (Sullivan, n.d.), which means content has
to be clearly positioned within a specific intent rather than hedging across all of them. The closer it sits
to what the reader actually meant, the better it performs, and the easier it becomes for systems to
interpret, extract, and surface. Matching what people type was always the easy half. Understanding what
they mean is the half that pays.

Why Most SEO Strategies Underperform

Given the volume of tools, frameworks, and free knowledge available, it is striking how many SEO
strategies stall. The cause is rarely technical. It is misalignment.

Most businesses treat SEO as a production line rather than a problem-solving system. The instinct is to
publish more, target more terms, push content velocity up, on the assumption that more pages mean
more visibility and more visibility means more results. That chain snaps almost immediately. Content
produced without a clear purpose drifts. It may be optimized on the surface, but it does nothing for the
reader's decision, so it sits in the results, taking up space without making a dent.

The distinction that matters here is between activity and effect. A site can earn impressions, rank for
dozens of terms, and still change nothing, because traffic in that situation measures presence, not value.
Outdated scoreboards keep the illusion alive: plenty of teams still judge SEO by rankings and traffic
growth rather than business impact, and as click-through rates fall under AI answers, those numbers say
less and less. Rand Fishkin has made this case for years: traffic chased for its own sake, without
engagement or conversion behind it, does not translate into anything a business can bank (Fishkin,
2025).

The root problem is that strategies get built around keywords instead of problems, and keywords are
abstractions while problems are real. Optimizing for a single phrase tends to lose the context behind it,
producing pages that are technically relevant but practically useless. The reader lands, skims, and leaves.
Effective SEO starts from the other end, with the problem: What is this person trying to do? What is in
their way? What would actually move them forward? Content built on those questions is more valuable
because it maps to real situations rather than theoretical search patterns.

The second common failure is choosing volume over clarity. The pressure to publish on a schedule
produces thin, repetitive, derivative pages, which look like progress and quietly erode authority. Systems
are increasingly good at spotting the pattern, and they do not reward output for its own sake; they reward
consistent value. Underneath both failures is the gap between visibility and influence. Making content
visible is not the same as making it persuasive. A page can appear thousands of times and matter not at
all if it does not land. Influence is what converts visibility into outcomes, and it is built the slow way,
through clarity, relevance, and earned trust.

So the shift required is conceptual, not tactical. Move from "how much can we publish" to "how well does
this perform against a specific goal." Every page should justify itself by doing a defined job, teaching
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something, supporting a decision, reinforcing authority. Trace most failing strategies back far enough
and you find the same root: they are organized around what the business wants to say, not what the reader
needs. Fix that and the rest starts to move, because the point was never to make content that can be found.
It is to make content that matters once it is.

Structure as a Competitive Advantage

Structure is no longer a technical afterthought. It is one of the clearest advantages a page can have,
because how content is organized determines how it gets read, by people and by machines.

Start with people. Clear organization lowers the effort it takes to extract value, what cognitive scientists
would call reducing cognitive load. When a reader can find what they came for quickly, they are likelier
to stay, trust the page, and keep going. Readers do not study a page line by line; they scan, filter, and
judge relevance in seconds. A well-structured page works with that behavior instead of against it. A wall
of undifferentiated text fights it, and good insights buried in that wall may as well not be there.

Machines read differently but care about the same thing. Search engines and Al models do not experience
a page the way you do; they lean on signals, headings, hierarchy, semantic relationships, and contextual
cues to work out what it means. Content that is cleanly segmented hands those systems stronger signals,
which makes it easier to identify the key ideas, pull the relevant passage, and decide how the page should
rank or be cited. As systems get better at mapping the relationships between topics and pages, that
advantage compounds. Structure also makes content portable: a well-organized page is easier to
summarize, repurpose, and distribute across other platforms and Al surfaces, while an unstructured one
stays locked to its original form. In a landscape where attention is scarce and competition is heavy, the
content that wins is often not simply the most valuable. It is the most legible.

Internal Linking and Context

Zapier is a good illustration of legibility at scale. Much of its organic visibility comes from a large body of
structured content stitched together by deliberate internal links. Pages on automation, integrations,
workflows, and productivity reinforce one another through clear topical relationships, so the site reads
not as a pile of standalone articles but as a connected system, one that performs across thousands of
workflow- and automation-related searches.

Internal linking is one of the most underrated parts of SEO, and one of the most misunderstood. People
treat it as plumbing, dropping links between pages, when it is really a way of building context. Every page
lives inside a larger body of information. Left isolated, a page means only what it says on its own. Linked
thoughtfully, it joins a web of relationships that lets both readers and search engines see how ideas
connect, which turns a collection of pages into something closer to a knowledge base.

To a search engine, internal links signal importance and relevance. They spread authority through a site,
steer crawlers toward the pages that matter, and clarify what should be prioritized. Pages that are linked
often, and on purpose, tend to be read as central. But the real value runs past the technical. Good internal
linking guides a reader through a logical journey, anticipating the next question and answering it before
they have to leave and look elsewhere. That is not navigation. It is guidance, and it builds trust by making
your content feel comprehensive rather than fragmentary.
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What has changed lately is how much this contributes to context-building. Systems no longer judge pages
in isolation; they assess how well a site demonstrates depth and consistency within a topic. A single article
on SEO has some value alone. Connect it to related pieces, technical SEO, content strategy, Al-driven
search, and it becomes part of a larger narrative that signals real expertise in the area. Fragmented or
carelessly linked content does the reverse: even strong individual pages lose force when nothing ties them
together.

There is a strategic dimension too. Every link is a decision point that determines where the reader goes
next and how their sense of your brand develops. Handled deliberately, internal linking lets you shape
that path, from first awareness toward understanding and eventually toward action. Most
implementations fall short here because links get added reactively, without regard for intent, hierarchy,
or the larger story the site is trying to tell. Doing it well takes planning, identifying the key topics,
organizing content around them, and building clear routes between them, with each link there for a
reason. Visibility is no longer decided by individual pages. It is decided by how well those pages work
together.

A Practical Tip: Use Internal Links Like Recommendations, Not
Furniture

Internal links are one of the fastest ways to strengthen a page. The mistake is adding them mechanically.
A good internal link feels like a helpful recommendation at the exact moment the reader needs the next
step.

What you need. Screaming Frog, Sitebulb, or just a search using site:yourdomain.com plus your
keyword.

Setting it up.

1. Choose one page you want to lift.

2. Search your own site for pages that already mention the topic.

3. Find three with traffic, backlinks or strong topical relevance.

4. Add one contextual link from each to the target page.
Optimizing your own site. Use natural anchor text — “see our employer-branding checklist” beats
repeating the exact keyword ten times. Add links inside paragraphs where they help the reader continue,
and link back from the target page to related supporting pages so the cluster is clear. To find orphaned
pages, check the “Inlinks” count in a crawl; anything at zero or one needs links.

The point. Internal links tell readers and crawlers which pages belong together. Done well, they move
authority and make your expertise easier to follow.

What Actually Moves Rankings

Search engines weigh a long list of signals, but most sites rise or fall on a much shorter one. These are the
factors worth your attention first.
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Relevance and intent. A page performs when it matches what the searcher is trying to do, which goes
well beyond stuffing in keywords. Advice-seekers expect guidance; comparison-shoppers expect options
laid out clearly; service-seekers expect credibility and an obvious next step. Matching intent beats
repeating phrases, every time.

Titles and descriptions. The title is still one of the clearest signals of what a page is about, and it
heavily influences whether anyone clicks. Strong titles are specific, readable, and aligned with the query.
Meta descriptions may not move rankings directly, but they shape click-through by helping people decide
whether a result looks worth their time.

Structure and readability. Systems favor content they can interpret easily; readers favor content they
can consume easily. Clear headings, short paragraphs, a logical sequence, and concise explanations all
help, because each one removes friction.

Internal linking. Links help search engines understand how pages relate and help readers move
naturally through a site. It remains one of the simplest ways to strengthen topical authority.

Backlinks and external trust. Links, mentions, reviews, and references from credible third parties
still count, because they reinforce trust. Quality dwarfs quantity here: a handful of relevant mentions
from respected sources outweighs dozens of weak ones.

Technical readiness. Even excellent content underperforms on a site that is hard to crawl or use.
Speed, mobile usability, secure browsing, clean indexing, and stable architecture are table stakes.

A Practical Tip: Make Images and Videos Work for Search, Not Just
Design

Images and videos create more ways to appear, yet many sites still upload visuals with lazy filenames,
missing alt text and no supporting copy. That’s wasted visibility.

What you need. Your CMS media library, TinyPNG or Squoosh, YouTube or Vimeo for video, and a
checklist for filenames, alt text, captions and transcripts.

Setting it up.

1. Rename files before upload: “dubai-employer-branding-workshop.jpg” beats “IMG_4821.jpg”.

2. Compress large files (aim well under 200 KB).

3. Add alt text that describes the image, not a keyword dump.

4. For video, add a summary, transcript and key moments.
Optimizing your own site. Pick one important article and improve every visual. Add a caption under
charts or screenshots explaining what the reader should notice. For video, publish the transcript as

crawlable text on the page, and if it answers a practical question, put the answer above the embed as well.
Then submit the page for indexing.

The point. Search engines can’t be impressed by a beautiful image they cannot understand. Give the
visual a job.
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On-Page SEQO, Done Properly
On-page work is where most businesses have the most control and can move fastest.
Titles. Make the topic immediately clear.

Weak: Marketing Tips
Stronger: SEO Tips for Small Business Websites (2026 Guide)
The stronger version tells the reader who it is for, what it covers, and why it is relevant now.

Headings. Use them to organize, not decorate. One clear H1 defines the page; H2s and H3s guide the
reader through in a logical order.

URLSs. Keep them simple and descriptive.

Better: /seo-small-business-guide

Worse: /page?id=2847
Images. They should support a page, not slow it down. Use sensible file names, compress them, and add
ALT text where it helps.

Depth without filler. Answer the subject fully, but skip the padding. People want completeness, not
repetition.

A Practical Tip: Improve Core Web Vitals on One Template First

Speed work becomes overwhelming when you treat every URL as a separate project. Most sites are built
from templates. Fix the template and dozens of pages improve together.

What you need. PageSpeed Insights, the Search Console Core Web Vitals report, and developer or
page-builder access.

Setting it up.

1. Open the Core Web Vitals report and find the worst template: blog post, product, service or category.

2. Test one representative URL in PageSpeed Insights, reading the mobile score first.

3. Note the biggest issue for LCP, INP and CLS.

4. Choose one fix you can ship safely.
Optimizing your own site. Common quick wins: compress the hero image, drop an unnecessary
slider, lazy-load below-the-fold media, reserve image dimensions to stop layout shifts, delay non-
essential scripts, and cut heavy third-party tags. A perfect 100 isn’t the goal — moving the core metrics
from red to green is. Re-test and watch the field data over the next few weeks.

The point. You're not chasing a score for vanity. Faster, stabler pages help users finish the visit, which
is the part that matters.

Speed makes a page pleasant to use; structure makes it legible to a machine. This next habit covers the
markup that tells a search engine, and an Al, exactly what a page is.
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A Practical Tip: Use Structured Data Where It Matches the Page

Structured data won’t rescue weak content, and it’s not a magic GEO button. It’s still worth doing, because
it gives engines explicit clues about what a page contains and can make eligible pages more attractive in
results.

What you need. Schema.org, Google’s Rich Results Test, a plugin such as Rank Math or Yoast, or a
generator like Merkle or TechnicalSEO.com.

Setting it up.

1. Pick one page type: Article, FAQPage, Product, LocalBusiness, Organization, Person, Review, or

BreadcrumbList.

2. Use only markup that matches visible content on the page.

3. Generate JSON-LD and add it through your CMS or tag manager.

4. Test the URL before and after publishing.
Optimizing your own site. Start with Organization and BreadcrumbList sitewide, then Article schema
on editorial pages and LocalBusiness on location pages. Include real product details — price, availability,

brand, image — and reviews only when they’re visible and genuine. Never add fake ratings. Microsoft has
confirmed its Al uses structured data to interpret pages, so done properly this helps on the Al side too.

The point. Structured data is a clarity layer. Done properly, it reduces ambiguity; done badly it creates
distrust.

Markup helps a system read the page; the final technical habit makes sure the page stays fast and stable
enough to be read in the first place.

A Practical Tip: Keep Your Pages Fast and Stable

Speed is not just a courtesy to visitors. Page experience, including the Core Web Vitals, is part of how
Google assesses pages, and fast, stable pages are easier to crawl, render and use; a direct effect on Al
citation is harder to prove, so treat speed as an indirect prerequisite rather than a guarantee of being
cited — whether a page is actually cited depends on relevance, evidence and source trust. Google
measures page experience with three Core Web Vitals: Largest Contentful Paint (loading),
Interaction to Next Paint (responsiveness) and Cumulative Layout Shift (visual stability). Since
March 2024, Interaction to Next Paint has replaced the older First Input Delay as the responsiveness
metric, and a good score is 200 milliseconds or less (Google, 2024).

What to do: run your key pages through Google’s PageSpeed Insights, then focus on the
responsiveness number. Most problems come from heavy JavaScript blocking the main thread, so
trim and defer third-party scripts, break up long tasks, and load non-essential code only after the
first interaction. Keep all three metrics in the green; the payoff is a page that is easier to use and to
crawl, which quietly helps everything else you are trying to do.
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Content Strategy: What to Create

Plenty of sites publish on a regular cadence without any real direction, which produces activity rather
than results. A strong content strategy usually balances two types.

Informational content catches people earlier in the journey and builds authority, articles like What Is
SEO in 2026? Why Rankings Drop Suddenly, or How Al Is Changing Search.

Commercial content targets people closer to a decision, pages like SEO Agency for SaaS Companies,
Local SEO Services, or SEO Consultant for Dentists.

Informational content earns attention; commercial content captures demand. You need both.

Grouping related pages around one subject, a topic cluster, tends to perform well because it signals depth.
A pillar like SEO for Law Firms supported by Local SEO for Lawyers, Best Keywords for Attorneys, and
Law Firm Content Strategy strengthens authority and creates natural internal-linking opportunities.

When you do link internally, be intentional. Support each important page with links from related ones,
using natural, descriptive anchor text, "local SEO strategy" rather than "click here." Done well, it
improves navigation, helps search engines read your site structure, and strengthens your key pages over
time.

On backlinks: they still matter when they are earned. The most valuable ones come from relevant
publications, respected industry sites, local media, interviews, partnerships, and genuine mentions. And
authority today is broader than links alone; reviews, podcast appearances, case studies, and repeated
brand mentions all feed it.

Technical SEO, for most businesses, is overcomplicated. The priorities are simple: pages can be indexed,
the site works on mobile, it loads at a reasonable speed, important pages are not broken, navigation is
clear, HTTPS is on, and the sitemap and crawling work. Get the basics right and they will usually outweigh
any advanced tweak.

A few maintenance rules from Google’s own documentation round out those basics. Use robots.txt to
manage crawling, never to keep a page out of the index — a blocked page can still be indexed from its
links, so the reliable tool for exclusion is a noindex tag. Mark paid links, and links in user-submitted
content, with rel="nofollow" or its sponsored and ugc variants, so you neither pass credibility to sites you
cannot vouch for nor inherit their problems. When a page moves permanently, redirect it with a 301; use
a 302 only for genuinely temporary moves, and let removed pages return a real 404 rather than a “soft”
error page dressed up as content. And if you serve more than one language or region, hreflang annotations
tell Google which version belongs to which audience — small plumbing, but exactly the kind that decides
whether the right page appears in the right market.

Social media is not a direct ranking factor in the traditional sense, but it influences SEO indirectly (Google
Search Central, n.d.). It builds awareness, distributes content, prompts mentions, and often drives
branded searches, and once people recognize a name, search performance tends to improve.
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A Practical Tip: Refresh Old Pages With One New Proof Point

A page rarely needs a full rewrite to become fresher. Often one current example, statistic, screenshot,
customer quote or date correction is enough to make it more useful and safer to cite.

What you need. Search Console, your analytics, your top organic landing pages, and a habit of keeping
small notes from client work and research.

Setting it up.

1. Export organic landing pages from the last six months.

2. Sort by pages that still get impressions but show declining clicks or CTR.

3. Open each and mark stale facts, old screenshots, broken links and dated examples.

4. Choose the ten most likely to influence leads or sales.
Optimizing your own site. Add one new proof point to each: a 2026 statistic from a reputable source,
a recent case, a small chart, an internal quote, or a screenshot of the current tool. Update the “last
reviewed” date only when you've actually reviewed the page, then request reindexing if it matters.
Recency is a genuine signal now — pages refreshed in the last few months get cited noticeably more often
— but a date change alone earns nothing.

The point. Freshness isn’t cosmetic. It tells readers and Al systems the page hasn’t been abandoned.

Common Mistakes, and a 9o-Day Plan

Most weak results trace back to a familiar set of errors: chasing broad topics with no clear purpose,
publishing content that misses intent, weak titles and headings, sloppy internal linking, thin or duplicate
pages, neglecting commercial pages, hunting traffic with no business value, leaning entirely on backlinks,
and ignoring technical issues. Avoiding these tends to create faster progress than any advanced tactic.

It also helps to know what you can safely ignore, because Google has been unusually direct about a few
persistent myths. The keywords meta tag has not been used for ranking in years. There is no minimum
or ideal word count — length alone moves nothing. Keywords in the domain name, and the choice of
ending such as .com or .io, carry almost no ranking weight, and whether you organize content in
subdomains or subdirectories is a business decision, not an SEO one. Duplicate content on your own site
is inefficient but carries no penalty. And one expectation worth setting early: changes take anywhere from
a few hours to several months to register in results, so judge any single improvement over weeks, not
days.

A simple checklist keeps the fundamentals honest. On foundations: the site is indexed, mobile-friendly,
on HTTPS, and free of major technical issues. On-page: clear titles, strong headings, useful content,
internal links in place. Content: informational pages live, commercial pages live, future topics planned.
Authority: reviews collected, mentions pursued, partnerships considered. Measurement: rankings
tracked, conversions tracked, search queries reviewed.

If you want a starting sequence, ninety days is enough to build momentum. Spend the first month fixing
foundations, technical issues, weak titles, indexing problems, clumsy navigation, and outdated pages.
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Spend the second building useful content, publishing high-intent pages, adding supporting articles,
tightening internal links. Spend the third strengthening authority, earning mentions and links, gathering
reviews, and raising your visibility on the platforms that matter to your market.

None of this depends on secrets. SEO success almost always comes from doing the obvious things well
and continuing to do them: clear pages, useful content, technical stability, earned trust, steady
improvement. Most businesses do not need more complexity. They need better execution.

A Practical Tip: Letting Claude Read Your SEO Data

Much of the advice in this book asks you to judge your own pages honestly, and that is easier when you
can see the numbers. DataForSEO is one of the data providers that sits behind many of the SEO tools on
the market. Rather than paying for another dashboard to learn, you can connect it straight to Claude and
ask your questions in plain language; Claude pulls the live figures and works through them with you.

What you need. A DataForSEO account, which runs on pay-as-you-go pricing — a single search-result
lookup costs a fraction of a cent, and the trial credit covers tens of thousands of test queries, so trying
things out is close to free. You also need the Claude desktop app. Setup takes a few minutes, once.
Setting it up.

Sign up at dataforseo.com and copy your API login and password from the dashboard.

. In the Claude desktop app, open Settings, go to Connectors, and add DataForSEO.

. Paste your login and password when prompted, and approve access.

N

. Start a chat. The first time Claude reaches for the data, it asks your permission — allow it, and you
are running,.

Optimizing your own site. Point Claude at your domain and let it do the reading. Ask: “Which
keywords does my site already rank for on page two, where a small push could move me onto page one?”
Claude fetches your ranked keywords, finds the near-misses, and tells you which pages are worth
strengthening first. Or: “Pull the top ten results for my main keyword and show me what they cover that
my page leaves out.” You get a concrete list of gaps to close, not a vague sense that you should write more.

Studying competitors. The same data works in the other direction. “Compare my domain with a
competitor’s — which keywords do they rank for that I don’t?” That gap is often your clearest content
plan. “Show me the sites that link to them but not to me” turns into a shortlist of places worth earning a
mention. From there you can track who gets cited across a set of searches, or watch how a rival’s visibility
shifts from one month to the next.

The point is not the volume of data. It is that you can ask an ordinary question, get a specific and
checkable answer, and act on it the same afternoon — the kind of plain, repeatable work this book keeps
coming back to.

Once you are using Al to read your own data, point the same scrutiny at the plumbing: broken links and
redirect chains quietly drain the crawl budget you have worked to earn.
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A Practical Tip: Clear Out Broken Links and Redirect Chains

Dead links and long redirect chains waste the crawl budget search engines spend on your site and quietly
irritate visitors. Clearing them is dull, quick and worth doing once or twice a year.

What you need. Screaming Frog SEO Spider — the free tier covers up to 500 URLSs, which is most small
sites. Above that, Ahrefs Webmaster Tools checks your own site at no cost.

Setting it up.

1. Enter your domain and let it crawl.

2. Open the “Response Codes” tab. Filter for 404s and for 301/302 redirects.
3. For each 404, fix the link or redirect the old URL to the closest live page.
4. For redirect chains, point the first link straight at the final destination.

5. Re-crawl to confirm they’re gone.

Optimizing your own site. Prioritize links inside your most-visited pages and your main navigation

— those errors are seen most. Fix internal 404s before external ones, since those are entirely in your
control.

The point. Nobody ever notices a site with no broken links. That’s the point.
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Chapter Toolkit

Key Takeaways

» Search runs on three steps — crawling, indexing, ranking — and a page a crawler cannot
reach or index cannot rank at all.

e Modern SEO rewards intent and genuine usefulness, not keyword matching; precision
beats volume.

 Clear structure and internal linking are competitive advantages, not housekeeping.

» Organic visibility behaves like an asset; paid traffic stops the moment the budget does.

Common Mistakes

e Chasing high-volume keywords owned by larger sites instead of precise, high-intent
phrases.

e Publishing on a schedule and producing thin, repetitive pages that quietly erode authority.
 Treating rankings and traffic as the goal rather than as a means to business impact.

Action This Week
e Confirm your most important pages are crawlable and indexed in Search Console.
» Pick one page and rewrite its opening to answer the real question in the first two sentences.

Metrics to Track
» Index coverage of priority pages; rankings for high-intent queries; assisted conversions
rather than raw traffic.

Tools to Use
* Google Search Console; a site crawler; a keyword and intent research tool.
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Chapter 2: Al Search Engines — What They Can Do,
and How They Differ

“A search engine used to hand you a shelf of links and let you choose; an answer engine reads
the shelf for you and names only a _few sources. The whole job now is to be one it will name.”
— PhDr. Oliver Scharfenberg

The way people search has changed quietly, but at the root. A few years ago, typing a question into Google
meant getting a list of links to work through. Today the first thing many people see is a finished answer:
a short overview, a comparison, a recommendation, a summary. Google calls these formats AT Overviews
and AI Mode, and they are built to give people their bearings faster while still offering links for anyone
who wants to read further (Google Search Central, n.d.). ChatGPT Search, Perplexity, and Microsoft
Copilot run on the same basic idea. The search engine is turning into an answer engine.

That is convenient, and often genuinely useful. But it would be a mistake to treat these systems as if they
were one thing. They differ in reach, in the sources they draw on, in how openly they show their work, in
how fresh their information is, and in whom they are built for. For a business, a publisher or an expert,
that matters in a concrete way: a brand can sit high in classic Google results and barely surface in an Al
answer, while a clearly written, well-supported page can be picked up by an answer engine even when it
is not the first organic result.

The foundations from Chapter 1 do not go away here; they are what get you through the door. What this
chapter adds is a short map of the engines themselves, so the strategies in the rest of the book have
somewhere concrete to land.

The Providers at a Glance

In day-to-day use, a handful of systems matter most: Google’s AI Overviews and Al Mode, ChatGPT
Search from OpenAl, Perplexity, and Microsoft Copilot in Bing. A second tier is worth knowing too —
Brave Search AI and Kagi for people who care about privacy, and Consensus and Phind for academic and
developer questions. You.com sits in the same group, though it is less visible outside specialist use. The
table below is a quick orientation, not a ranking; the right engine depends on the job in front of you.

Everyday search, local
questions, purchase and
research queries

Google AT Overviews / Al Very high reach, built directly into Google
Mode Search

ChatGPT Search Dialogue, research and follow-on writingin ~ Analysis, summaries, strategy

one workflow and drafting
Perplexit Answer engine with clearly visible sources Fast research, market
P Y and follow-up questions overviews and fact-checking
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Bing search plus AT summaries, tied into Business research, Office and

Microsoft Copilot VG Edge use

Users who value control and
discretion

A stronger focus on privacy and less

Brave Search Al / Kagi advertising pressure

Academic research and

Consensus / Phind .
developer questions

Specialization rather than general search

What Each Engine Runs On

A note on timing: the picture below is accurate as of June 2026 and will keep moving. What is worth
holding onto is not the exact feature list but the lens — for each engine, ask where its sources come from,
how openly it cites them, what it tends to reward, and how you would actually measure whether you
appear.

The most useful distinction is not “Al search” versus “classic search”. It is source layer, retrieval layer,
citation layer and publisher control. Google’s Al features are still search features, so Googlebot
accessibility and ordinary Search quality systems matter. ChatGPT Search uses different web-access
pathways than model training; OpenAl documents OAI-SearchBot, GPTBot and ChatGPT-User as
separate user agents. Microsoft Copilot draws heavily on Bing’s index and now reports some Al citation
performance in Bing Webmaster Tools. Perplexity behaves more like a source-visible answer engine,
where citation checks can often be run directly.

For publishers, the practical rule is: do not treat every crawler or Al control as equivalent. Blocking
training crawlers is not the same as blocking search inclusion, and allowing a crawler does not guarantee
citation. The right question is always: which agent needs access for this specific search experience, and
which public evidence would make this page the safest source to cite?

q Where its sources come | Citation 4 g How to measure your
Engine Main risk to watch
from transparency presence

Google Al Google’s core index Links shown, Citations shift from Track AIO presence and
Overviews / Al and %ankin svstemns often below the erv to que cited URLSs for your
Mode 85y answer query o query prompts
ChatGPT Live web plus the ‘?v(;lrﬁ;snhsmd’ A}Illrs;\;?;s ‘;?3’ by Run logged-out prompts;
Search model’s training data ghtng phrasing note when you are named
unclear session
High — Favors recent
Perplexi Live web retrieval, numbered specific strucicure d Check which pages it cites,
plexity sources inline citations per I; os ’ and for what
claim pag
Microsoft Bing’s index plus AI Sources shown e d UselB’lng Wilf)master
Copilot synthesis above the fold coverage an UG LA IIIEIES
freshness report
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Where the Differences Matter

Reach. Google has the strongest everyday contact with users by a wide margin. When AI Overviews or
AI Mode appear in Search, they are seen even by people who would never deliberately open an Al search
engine, which makes Google the first place most brands and publishers should think about. Microsoft is
taking a similar route with Copilot in Bing: the answer sits at the top, and the cited sources become the
starting point for anyone who reads on (Microsoft, 2025).

Working style. ChatGPT Search is less a results page than a research conversation. You can ask a
follow-up, have an answer condensed, build a table or turn the research straight into a draft; OpenAl
describes it as web search with timely answers and relevant sources (OpenAl, 2024). Perplexity is closer
to a lean research engine — ask, read the answer, check the sources, keep going — which makes it handy
when you want a fast, source-backed first pass (Perplexity, 2026).

Sources and trust. Most of these engines now show their sources, which is real progress over answers
with no evidence at all. But a visible link is not a guarantee. An early study of generative search found
that fluent answers were often not fully supported by the sources they cited (Liu, Zhang and Liang, 2023),
and more recent measurement shows Al Overviews frequently draw on a different set of sources than
classic Search — nearly a third of the domains they cite do not appear in the first page of results at all (Xu
et al., 2026; Grossman et al., 2026). Being visible in a list of links and being visible in an AI answer are
simply not the same thing.

Privacy and business model. Brave and Kagi appeal to people who want less tracking and less
advertising pressure. Brave presents its Al features as private and provenance-aware (Brave, 2026); Kagi
pairs a paid search engine with an assistant that can put different language models on top of Kagi’s own
results (Kagi, 2026). Both are smaller than the major platforms, but they can be a good fit for careful
research.

Specialization. Consensus concentrates on peer-reviewed literature and positions itself as a search
engine for academic evidence (Consensus, 2026). Phind is aimed at developers who need more than web
pages — working code, concrete fixes, help with an error message. When a question clearly belongs to one
professional domain, a specialized engine often beats a general one.

What This Means for Your SEO and GEO

For SEO and Generative Engine Optimization, the lesson is short: content has to be not only findable but
citable. An answer engine tends to favor pages that settle a question clearly, look technically and
editorially reliable, carry current information and are backed by other trustworthy sources. Long
promotional copy, vague claims and buried answers do badly. Short definitions, clear headings, checkable
facts, a named author, an honest update date, a clean comparison table and outside evidence do well.

None of this replaces classic SEO. Crawlability, technical quality, relevant content and authority still
decide whether you are eligible at all. What is new is the demand that content be easy for a machine to
read, compare and quote. Write only for rankings, and you are aiming at half the target; write for people
and for the systems that now summarize for them, and you have a real chance of staying visible in both
worlds.
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Which engine matters most depends on the work: Google for reach, ChatGPT when research and writing
belong together, Perplexity for fast source-based checks, Copilot inside the Microsoft world, Brave and
Kagi for privacy, Consensus and Phind for specialist questions. The thread running through all of them
is the one this book keeps returning to — your website should not merely rank; it should be usable as a
source.
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Chapter Toolkit

Key Takeaways

e The major answer engines retrieve, weight, and cite sources differently, but reward the
same underlying qualities.

» Most run on a blend of a live index and a language model, and citation behavior shifts by
engine and query.

» Optimizing well for one engine tends to help the others too.

Common Mistakes

o Assuming every Al engine behaves like Google.

» Chasing one platform’s quirks while neglecting the fundamentals all of them share.

e Ignoring the engines where your audience actually asks questions.

Action This Week
» Run five of your core questions through each major engine and note who gets cited.

Metrics to Track
» Presence and cited URLs per engine for your prompt set.

Tools to Use
e The engines themselves; a simple tracking sheet; an Al-visibility monitor if available.
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Chapter 3: An Introduction to Generative Engine
Optimization

“GEO is not about forcing Al to mention a brand. It is about building enough public evidence
that the brand becomes a natural part of the answer.”
— PhDr. Oliver Scharfenberg

The shift described in the last chapter leads somewhere specific. Visibility is no longer settled by where a
page ranks. It is settled by whether your brand is present at the moment an answer is assembled.

For years, the contest was rankings, clicks, and traffic. You optimized pages to appear in results, drew
people in, and converted the visits. That model has not died, but it no longer captures how visibility works,
because a growing share of people now interact with systems that do not return results at all. They
generate answers. ChatGPT, Claude, Gemini, Perplexity, Microsoft Copilot, Google's AI Overviews — each
one hands the user a synthesized response instead of a list of links to sift through (OpenAl et al., n.d.). So
the competition has moved. You are no longer only competing to be found. You are competing to be
included in the answer itself.

That is the gap Generative Engine Optimization sets out to close. Marketers had already been circling the
idea under names like Answer Engine Optimization as Al answer systems spread, but the term GEO took
hold after a research paper, GEO: Generative Engine Optimization, gave it a formal shape (Aggarwal et
al., 2024). The paper's contribution was to make a simple point rigorous: content can be optimized not
only to rank, but to be pulled into an AI-generated response. As generative search went mainstream, GEO
turned from an academic idea into a working framework.

In one line. GEO is the systematic optimization of your content, your entity, and the third-party sources
around you so that AI systems take in, cite, and recommend your brand correctly.

What GEO Actually Is

In plain terms, GEO is the practice of structuring and positioning content so Al systems incorporate it
into the answers they produce. The aim is to raise the odds that your content gets discovered, judged
credible, cited, and used when a system builds a response.

In practice, that means a handful of things working together: understanding how generative systems
operate, understanding how they find, evaluate, and cite sources, structuring content so it can be
extracted and reused, producing that content both on your own site and on outside platforms, and
building authority signals across the wider web. Because that last point matters more than people expect,
it is worth stating plainly: GEO does not stop at your website. Al systems lean heavily on what they find
elsewhere, on Wikipedia, Reddit, Quora, LinkedIn, industry publications, and professional communities
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and forums. It also rests on the same foundations of experience, expertise, authority, and trust that
already shape how search engines judge quality.

GEO and SEO Side by Side

The two disciplines are close relatives, but they pull toward different goals.

SEO (primary emphasis) GEO (primary emphasis)

Visibility in search results Visibility in Al-generated answers

Acquisition through search discovery Inclusion within synthesized responses

Relevance, intent, and discoverability Extractability, authority, and answer inclusion
Shaped by search-engine ranking systems Shaped by generative retrieval and synthesis
Established discipline since the mid-1990s Emerging discipline, formally defined in 2023
Measures traffic, engagement, conversions Measures mentions, citations, inclusion, sentiment

How AI Systems Build an Answer

A rough mental model of how these systems work makes the rest of GEO easier to reason about. What
follows is deliberately simplified; Chapter 77 takes the mechanics apart in detail, including Retrieval-
Augmented Generation, embeddings, authority signals, and how individual platforms differ. For now,
three steps are enough.

First comes retrieval. The system gathers information from the sources available to it and decides what
might help answer the query. The exact method varies by platform, but the objective is constant: find
material relevant to the question. Then comes evaluation, where it weighs each candidate on relevance
to the prompt, clarity, the authority of the source, and consistency across sources. Finally comes
generation, where it synthesizes a response that aims for clarity, usefulness, and completeness. Much
of this is supported by Retrieval-Augmented Generation, or RAG (Lewis et al., 2020).

RAG simply means the system retrieves external information and uses it to produce a more accurate
answer than it could from memory alone. From a GEO standpoint, that opens up the strategic questions
worth asking: What answers already exist in these systems? Which sources are they drawing on? What is
missing? And which of those sources can you actually influence? Your opportunity lives in the answers.
The blunt version is this: if your content is not part of the retrieval layer, it cannot be part of the generated
answer.

A Practical Tip: Write the Answer Before the Article Begins

Al answer engines have no patience for a slow warm-up, and neither do busy readers. A page that hides
its answer after six paragraphs may still rank, but it’s harder to quote, cite and reuse in an Al-generated
answer.
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What you need. Your target page, plus Google, Perplexity or ChatGPT to check how the answer is
currently phrased.

Setting it up.

1. Search the main question your page should answer.

2. Read the snippets, Al answers, People Also Ask questions and the top pages.

3. Write the cleanest possible answer in 40 to 70 words.

4. Place it directly under the first heading or opening paragraph.
Optimizing your own site. Use plain language. Start with the answer, then add the condition or
caveat: “Generative Engine Optimization means making your content easy for Al systems to find,
understand, trust and cite. In practice that still starts with classic SEO: crawlable pages, clear structure,
original expertise and evidence.” After that, continue with examples, steps and data. The short answer
should stand alone; the rest of the page should prove it.

The point. A good answer block helps search snippets, readers and Al systems at once. It’s not a trick
— it’s good editing.

What These Systems Tend to Favor

NerdWallet is a useful example of how this plays out. It has become a frequently cited source in Al
answers about personal finance, and not because it games rankings (NerdWallet, n.d.). It publishes
structured, well-organized content that answers real questions directly, with clear explanations and deep
coverage of its subject. That combination — clarity plus topical authority plus comprehensiveness — is
exactly what makes content likely to be surfaced and folded into an AI answer. The takeaway is not
complicated: trusted, clearly structured, comprehensive content beats optimization tricks.

Across platforms, a few patterns hold consistently. The sources most likely to appear in an Al answer are
usually easy to parse, current, specific, supported by third-party evidence, and clearly attributable to an
entity or a named author. Content that is easy to extract gets used more often. Content has to address the
actual intent behind the query, not a phrase adjacent to it. Sources that are cited and repeated across the
ecosystem get prioritized. Brands that say the same thing across multiple platforms are easier to trust.
And neutral, informative writing tends to make the cut where overtly promotional copy does not. These
are tendencies, not laws; individual systems weigh things differently depending on how they retrieve,
train, and cite, and Chapter 77 gets into those differences.

A word on E-E-A-T, experience, expertise, authoritativeness, and trustworthiness. It matters as much in
GEO as in SEQO, and it earns a full chapter of its own (Chapter 5) (Google, n.d.). For now, it is enough to
know that Al systems, like search engines, lean toward content that shows real expertise, draws on
credible sources, and carries trustworthy signals.

Structuring Content for GEO

Content has to work for two readers at once: a person trying to understand something, and a machine
trying to extract something. Certain formats serve both well: step-by-step instructions, how-to guides,
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definitions, plain explanations, FAQ sections, checklists, comparison tables, pros-and-cons lists,
question-and-answer formats, niche-specific pieces, and quotable insights. The common thread is that
each one packages information so it can be lifted cleanly into an answer.

The principles behind that content are equally plain: clear structure, simple and precise language, direct
answers to real questions, a logical flow, reputable sources, and a tight thematic focus. Before anything
goes live, it helps to run it against a short quality check. Does it explain things step by step and define its
concepts? Is there a checklist, list, or summary to anchor it? Does it answer a specific question, under
clear headings, in concise paragraphs of a few lines each? Is the language simple enough to follow without
prior knowledge? Are sources referenced and the author clearly identified? Is it current, and is it easy to
quote or extract? Where the honest answer is "no," the content will probably struggle in Al environments.

A strong GEO article usually has a defined audience and a specific intent, laid out in a predictable
structure: introduction, key points, examples, a checklist, FAQs, and a summary. It should also carry an
author profile, references, links to credible sources, and clear positioning, so both readers and systems
can see who is behind it and why they should trust it.

A Practical Tip: Add a Comparison Table People Can Actually Use

Al tools love clean comparisons, because users ask comparative questions all day: “best”, “versus”, “which
&

is better”, “what’s the difference”, “for small companies”. A clear table can earn visibility where a long
paragraph gets ignored.

What you need. Your product or topic page, the table editor in your CMS, and optionally ChatGPT or
Claude to draft a first version.

Setting it up.

1. List the two to five options your customer compares.

2. Choose criteria that affect the decision: price, speed, risk, use case, complexity, support, proof.

3. Keep each cell short.

4. Place the table before the long explanation, not buried at the end.
Optimizing your own site. Give the table a real point of view. Don’t make every option sound equally
good — if your service suits mid-sized companies best, say so. Add one line below it: “Choose X if...,
choose Y if...”, then link to the deeper pages explaining each option.

The point. A useful table gives search engines structure and gives Al answer engines extractable
judgment. It also helps humans decide faster.

The 5C Test

It helps to have a short test you can run over a page before it goes live — not a list of tricks, but a few
questions that decide whether a search engine or an Al system can actually use what you wrote. Five hold
up well in practice, and they conveniently start with the same letter, which makes them easy to keep in
your head.
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How to apply i

Clear The main answer is obvious. Lead with the answer; use plain headings and direct definitions.

Credible The source shows why it deserves trust. Name the author; show evidence, methodology, reviews and
references.

Citable Key ideas can be lifted cleanly. Use short answer blocks, tables, figures and quotable summaries.

Consistent The brand’s story matches everywhere. Align the website, profiles, bios, PR and review platforms.

Connected The page sits inside a wider web of proof. ~ Earn mentions, links, citations, interviews and references.

None of the five is exotic. What makes them useful together is that they pull in the same direction: a page
that is clear, credible, citable, consistent and connected is easier to retrieve, easier to trust, and easier to
quote without distortion — which is exactly what an answer engine needs before it will lean on you.

Visibility Beyond Your Own Site

Your website is not where most of this is won. Al systems read signals from across the web, and certain
places carry disproportionate weight: LinkedIn, Medium, Reddit, Quora, industry blogs, comparison
sites, and forums. These act as listening zones, the environments where systems pick up on relevance,
authority, and credibility. Showing up there, consistently and credibly, is part of the work.

That work splits into a few habits. On distribution, publish across multiple platforms, take part in the
discussions, and answer niche questions with genuinely good responses. On authority, earn mentions
in articles and blogs, publish case studies and testimonials, and keep your brand profiles consistent
wherever they appear. On social proof, collect reviews on platforms like Trustpilot, show real results
and partnerships, and put client success stories where people can see them. And on strategic presence,
get into comparison articles, contribute to the conversations already happening in your field, and say yes
to interviews and podcasts.

Measuring GEO

GEO performance does not show up on a traditional SEO dashboard, so you have to look for it differently.
The simplest method is to ask the systems directly. Put questions to them like What are the best
companies in [your industry]?, Is [your brand] trustworthy?, or Compare [your brand] versus [a
competitor]. Run those prompts on a schedule and write down what comes back, so you can watch how
your visibility, sentiment, sourcing, and competitive position shift over time. Then read the results for
the things that matter: how often you are mentioned, how you are positioned, the sentiment around you,
which competitors appear alongside you, and which sources the systems are leaning on.

A whole category of GEO and Al-visibility tools has grown up to help with this, among them Profound,
Otterly.ai, Peec AI, AthenaHQ, Goodie, BrandRank.ai, HubSpot's Al visibility features, the Semrush Al
Toolkit, Ahrefs Brand Radar, Rankscale, GenRank, and NeuronWriter. The category moves fast, so it is
worth checking what each tool actually does at the time you adopt it rather than trusting a list that may
already be out of date. A fuller catalog — fifty tools spanning SEO and GEO, with their categories and
rough entry-level prices — appears in Appendix B; treat its figures the same way, as a snapshot to confirm
rather than a fixed quote.
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Pulling it together, a structured GEO approach runs roughly in this order. Start by testing your visibility,
so you know how systems currently represent you. Get the technical foundations right: accessible, well-
structured, indexable content, with clean architecture, machine-readable formatting, structured data
where it fits, and solid technical SEO underneath. Create content built for clarity, structure, and
usefulness. Strengthen credibility through reviews, mentions, and consistent branding. Expand into the
platforms where the relevant conversations already happen. And then keep monitoring, refining content,
correcting misinformation quickly, and reinforcing the signals that are working.

The Takeaway

GEO is a structural change in how visibility is made and kept, not a new set of tricks bolted onto the old
ones. The cleanest way to hold the distinction is this: SEO makes sure your content can be discovered,
and GEO makes sure it can be used. In a world where answers are generated rather than just retrieved,
what carries you is clarity, authority, consistency, and presence across the ecosystems these systems read.
The brands that come out ahead will not be the ones fixated on rankings. They will be the ones that
become reliable sources, trusted repeatedly by search engines, Al systems, and people alike. None of that
is about manipulating the answer. It is about making credible, useful, well-built content likely enough to
become part of it.

What We Know, What We Can Infer, and What Is Still Unproven

What we know. Search engines reward crawlable, useful, well-structured, trustworthy content, and
Google’s own guidance treats generative Al features in Search as part of the broader Search experience.
That means technical SEO, helpful content and entity clarity remain foundations, not optional extras.

What we can infer. Across current Al-search studies and tool datasets, cited pages often share a few traits:
they answer the exact question clearly, expose facts in extractable form, carry visible authorship or
editorial responsibility, and are reinforced by external references. This does not mean any one tactic
causes citation; it means these traits reduce uncertainty for the system.

What is still unproven. No public source can reliably describe the full weighting systems of Google Al
Overviews, ChatGPT Search, Perplexity or Copilot. Platform behavior changes by query, location, account
state, model version and date. Treat GEO as controlled testing: define prompts, record results, change
one thing, and measure again.
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Chapter Toolkit

Key Takeaways
» GEO optimizes your content, your entity, and the third-party evidence around you so Al
systems take in, cite, and recommend you correctly.
» Al answers favor content that is easy to parse, specific, current, well-sourced, and clearly
attributable.
 Visibility now extends well beyond your own site; off-site evidence does much of the work.

Common Mistakes
» Treating GEO as a few tricks bolted onto SEO rather than a structural shift.
e Writing promotional copy where neutral, evidence-led writing is what gets cited.

Action This Week
» Apply the 5C test to one cornerstone page and fix its weakest C.

Metrics to Track
» Share of answer and citations for your prompt set, retested over time.

Tools to Use
e A prompt-monitoring sheet; a structured-data validator; the answer engines for spot
checks.
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Chapter 4: Visibility, Reconsidered

“The future of visibility belongs to brands that are not only searchable, but understandable,
quotable and trusted across the systems that shape decisions before a click ever happens.”
— PhDr. Oliver Scharfenberg

For most of the web's history, visibility came down to three numbers: where you rank, how much traffic
you get, how many clicks you generate. They were easy to grasp and easy to measure, and they described
a clean, linear world. Rank higher, and you were seen; being seen earned the click; the click gave you a
shot at converting. Search engines were gateways, and websites won by getting through the gate.

People no longer behave that way. The technology changed, but so did the habit underneath it. A searcher
rarely moves in a straight line from query to click anymore. They read a summary here, scan a headline
there, notice the same name in three different places, and arrive at an impression well before they ever
load a website, if they load one at all. So visibility stops being about the click and starts being about
whether you are seen, trusted, and remembered before the click would have happened.

This is measurable, not theoretical. A large and growing share of searches now end without anyone
visiting a site, not because people lost interest, but because they already got what they came for
(SparkToro and Similarweb, 2026). The answer is delivered up front, the decision takes shape earlier,
and the website's role at that moment shrinks. Which means the word "visibility" has quietly changed
meaning. It used to mean appearing in the results. Now it means being present in the information that
shapes someone's thinking, the summaries, the recommendations, the mentions, the repeated exposure
across platforms. By the time anyone clicks, they are often confirming a decision rather than starting one.

There is a behavioral fact under all of this that is easy to underrate: people do not decide from a single
interaction. They lean on familiarity and repetition. A name that keeps showing up across different
contexts starts to feel credible; a name that never appears rarely makes the shortlist, however good the
offering behind it. Most traditional strategies miss this entirely, because they fight for attention at the
moment of search and ignore everything that happens before it, which is exactly where perception forms.
Exposure can be counted in rankings and clicks. Influence shows up in whether your brand was already
part of the decision. That is the shift, and the brands that win it are not simply the ones that get clicked.
They are the ones that are already known.

Presence, Trust, Influence

It helps to see modern visibility as three stages rather than one event.

Presence is the entry point: your brand shows up where attention already is, in search results, articles,
social feeds, or the summaries people skim while exploring a topic. On its own, it is nearly weightless.
Being seen once does almost nothing.
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Trust is what converts presence into something useful. Encountered repeatedly, across different places,
a brand starts to feel familiar, and familiarity hardens into credibility. This is mostly unconscious; people
rarely stop to ask why they trust a name. It accumulates through consistent exposure and a message that
lines up with what they were looking for.

Influence is the stage that actually creates value. Here the brand is not just credible-looking; it shapes
how someone thinks and decides. When the person finally weighs their options, your name is already in
the set, and the decision is often half-made before they reach your site. That is why clicks now sit at the
end of the journey, not the start. They are a byproduct of visibility, and frequently not required at all. A
brand can shape a decision without a single visit, and a site can pull serious traffic and influence nothing
if the content never connects, persuades, or earns trust. The job is no longer to be found. It is to be
considered.

The Four Layers of Visibility

Visibility does not live in one place anymore, and treating it as if it does is where strategies fall behind. It
runs across several layers at once, each shaping how your brand is seen and judged. People move between
platforms and formats in seconds, and what they see in one place colors how they read the next, so
perception is built cumulatively rather than in a single moment. Four layers matter most, and Chapter 6
turns them into a practical seven-layer framework you can build against — the visibility stack.

The Visibility Stack, 2026

A Chosen
the brand the reader trusts and picks

Al answer inclusion

cited inside generated answers

Authority & external proof

mentions, links, reviews, expert identity

Entity clarity

a consistent, machine-readable brand

foundation — outcome

Helpful content

answers real questions better than alternatives

Technical foundation

crawlable, indexable, structured, fast

Each layer makes the next one believable. A gap anywhere makes the whole brand easier to ignore.

Search results (the SEO layer). Rankings, snippets, and organic listings still decide whether you
surface when someone actively searches, and that first visibility is valuable when it matches intent. But it
no longer dominates the way it once did. A top-of-page ranking used to all but guarantee attention; today
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the results page is frequently the destination, not the doorway, because snippets and structured answers
give people enough to move on. Search still matters. It is one layer now, not the whole system, and a high
ranking that nothing else reinforces struggles to translate into real impact.

Al-generated answers (the GEO layer). This is not a minor new channel. Al systems do not point
at information; they interpret, condense, and present it as something that feels complete, replacing a list
of options with a single response drawn from a handful of sources. When a system summarizes, it is
deciding what matters and what does not, and from the reader's side that answer often becomes the truth
of the moment, accepted and acted on without anyone checking where it came from. The competition
here is not to be discovered but to be selected as a source, and absence is expensive: if you are not in the
answer, you are missing influence at the exact point the decision is forming.

Social platforms (the attention layer). LinkedIn, X, YouTube, and the rest are often where the first
encounter with a brand actually happens, and people behave differently there. They are not searching;
they are scrolling, absorbing content that arrives by relevance and network effect rather than deliberate
query. That makes the exposure less intentional but more frequent, and repeated exposure builds
familiarity without resistance, because the reader is not evaluating in that moment, just taking it in. These
platforms create familiarity before intent, and that familiarity often decides which brands get trusted
once intent appears.

Third-party mentions (the authority layer). This is the most overlooked layer and one of the most
powerful, because it is the one you do not control: your brand referenced in articles, media, and industry
conversations you did not publish. That is external validation, and it lands differently from anything you
say about yourself. People weight neutral sources more heavily, often without realizing it, and modern
systems do the same, reading mentions across the wider web to judge whether a brand deserves to be
treated as authoritative. Many strategies stall here, producing plenty of owned content while projecting
almost nothing externally, which leaves them technically visible but without standing in the places that
count. Presence is one thing; being validated is another, and the second often decides whether you are
taken seriously or passed over.

Measuring What Actually Matters

If visibility has moved beyond clicks, the way you measure it has to move too. Three signals deserve more
attention than they usually get.

The first is brand mentions. How often your name appears across credible sources, and in what
context, is now a meaningful indicator, because both people and systems read repeated independent
references as a sign of relevance and authority. Mentions show whether you exist inside the conversations
that matter or only inside the pages you own.

The second is impressions, not just clicks. The more useful question is often how often your brand is
seen, not how often it is clicked. Repeated exposure, even when nobody engages, feeds familiarity, and
familiarity carries more weight in decisions than most performance models admit. A brand seen
consistently across relevant contexts reads as active and established; one that performs well only in
isolated moments struggles to build the same recognition. Visibility without a click is not impact without
effect; it is usually impact happening at an earlier, less measurable stage.

39



The third is assisted conversions. Very few decisions happen in one step. People read, compare,
revisit, and circle back, and different pieces of content do different jobs along the way: one introduces a
concept, another clarifies it, a third reinforces confidence near the end. None of these may be the last
click, but without them the last click may never come. Judging content only on whether it closes
undervalues the content that created the opportunity in the first place.

Putting It Into Practice

Understanding the shift is the easy part. Acting on it is where most businesses stall, usually because they
keep operating inside the boundaries of their own website, assuming that improving what they control
will be enough. It is not, and the fix comes down to a few deliberate habits.

Exist where attention already is. Your site is one asset, not the only one. Put your brand into the
blogs, media, and social channels where the relevant conversations are already happening, so it shows up
in the broader context that shapes perception rather than waiting to be found directly.

Design content to travel. Content that sits in one place reaches only the people who go looking for it,
however good it is. Built for adaptability, a single idea can become a long discussion, a short post, a
quotable insight, or a reference others pick up, multiplying the touchpoints where someone can run into
your brand. If it cannot move, it cannot scale.

Be consistent in positioning. Trying to stand for everything usually means standing for nothing.
Clarity comes from specificity: when your positioning is focused and expressed the same way across
platforms and over time, people start associating your name with a particular area, and that association
is what turns repeated exposure into recognition, and recognition into authority. Authority is not claimed;
it is built by showing up consistently around a clear, narrow message.

Reinforce, repeatedly. One article or one mention rarely changes anything. Impact comes from
repetition, the same name, the same ideas, the same positioning, encountered across contexts until
recognition settles into trust. Frequency matters as much as presence; in a feed that never stops
competing for space, an irregular brand fades between interactions. Treat visibility as an ongoing process,
not a series of one-off campaigns.

A Visibility Self-Check

When performance disappoints, businesses tend to assume they have a visibility problem, when the real
issue is usually presence, being occasionally seen rather than consistently recognized. A few honest
questions tend to expose the gap. Is your brand visible beyond your own website, or is your reach confined
to what you publish and the traffic you drive directly? Are other platforms mentioning you, since
independent references carry weight that self-published content cannot? Is your name consistently tied
to a specific area of expertise, or is the association too vague for anyone to know what you represent? And
would someone actually recognize your brand after seeing it several times? When the answers come back
honestly, the pattern is usually the same: not invisible exactly, but not present in the right way, in the
right places, often enough to be remembered.
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The Bottom Line

The pieces fit together in a clear hierarchy. SEO gets your content discovered, so you have a chance to
appear when someone searches. GEO raises the odds that your brand is referenced inside the answers
people increasingly rely on, moving you closer to the point of decision. Visibility, in the broader sense,
sits above both and determines whether you are remembered across all of it, the thread that turns isolated
appearances into a presence people recognize over time. But none of these guarantees you get chosen.
The deciding factor is influence, and influence is built long before any click, through being seen
repeatedly, understood clearly, and trusted consistently. The click, the visit, the conversion, those are
outcomes of a process that started much earlier. The real work happens in the moments where perception

forms and trust begins to build, which is why the brands that win are the ones that shape decisions before
those decisions are made.
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Chapter Toolkit

Key Takeaways
 Visibility stacks: presence, then trust, then influence — and presence alone is nearly
weightless.
e The old scoreboard of rank, traffic, and clicks undercounts modern visibility.
 Influence — shaping the reader’s conclusion — is what turns being seen into an outcome.

Common Mistakes
o Judging success by impressions and traffic that never convert.
» Confusing being visible with being persuasive.

Action This Week
» Run the chapter’s visibility self-check on your brand and record where trust breaks down.

Metrics to Track
» Movement up the stack: presence to trust to influence on a fixed prompt set.

Tools to Use
* Brand-mention monitoring; review platforms; a prompt set you retest.
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Chapter 5: E-E-A-T, Authority, and Trust

“Trust is not created at the moment of conversion. It is accumulated long before the buyer
appears, through every signal that proves the brand is real, competent and consistent.”
— PhDr. Oliver Scharfenberg

Everything so far has been about how visibility works, how search evolved, how Al systems read and
synthesize information, how influence accumulates across layers. Underneath all of it sits a more basic
question that decides the outcome. A brand can rank, get mentioned everywhere, and even land inside
an Al answer, and still fail to be believed. The gap between being seen and being trusted has become the
filter that matters.

In 2026, visibility is not the achievement. Credibility is. Every search engine and every Al system is, in
effect, running the same evaluation on each source: can this be trusted enough to represent the answer?
The answer to that no longer comes from a single ranking factor, a backlink, or a technical signal. It is
assembled over time from a full profile of trust, with every article, mention, review, citation, and
interaction feeding into whether a brand is surfaced, cited, or ignored. Which is why being visible is now
the first and usually the easiest step. The harder work is building credibility that holds up under scrutiny,
because systems increasingly filter out anything that lacks clear signals of reliability, no matter how well
optimized or how often it appears.

What E-E-A-T Means in Practice

E-E-A-T stands for Experience, Expertise, Authoritativeness, and Trustworthiness, the framework
modern search engines and Al systems use to judge whether content is credible and reliable (Google,
n.d.). These are not abstractions. They are practical signals that determine whether your content gets
ranked, referenced in an Al answer, or passed over for something more dependable, and, more to the
point, whether anyone believes it.

One clarification matters before going further. E-E-A-T is not a direct ranking factor, and Google has said
as much: there is no single “E-E-A-T score” that lifts a page. It is better understood in three parts — a
concept Google’s human quality raters use when they evaluate results, a broader quality framework the
search systems are designed to approximate, and a set of practical trust signals you can actually build,
such as named authors, real credentials, citations and reviews. This chapter is about the third: the
concrete signals that make experience, expertise, authority and trust visible to people and machines alike.

Google’s own guidance offers a usefully blunt way to pressure-test those signals: ask who, how, and why
of every important page. Who created the content — is there a byline where a reader would expect one,
and does it lead to a real person with a checkable background? How was it created — and where
automation or Al played a meaningful part, would a reasonable reader expect that to be disclosed? And
why does it exist at all — was it made first to help the person reading it, or first to attract search traffic?
Google is explicit that the why is the question that matters most: content produced primarily for people
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tends to line up with everything E-E-A-T rewards, while content produced primarily for engines is what
its systems are built to demote.

One more piece of the official framing belongs here. Google weights these trust signals most heavily on
what it calls YMYL topics — “Your Money or Your Life” areas such as health, finance, safety, and legal
questions, where a bad answer can do real harm. If you publish in one of those fields, treat the signals in
this chapter as a requirement, not an edge.

The E-E-A-T Trust Pyramid

accuracy, transparency,
accountability — what every
layer below is for

recognition and citations

Authoritativeness earned from others

credentials, depth,
demonstrated skill

first-hand use, real examples,

Experience original media

A simple comparison shows why it matters. Two articles answer the same question. One is written by
someone who has worked in the field for ten years and built it out of real examples; the other summarizes
what a few other websites already said. Both might be accurate. The first carries a stronger signal of
credibility because it reflects lived experience rather than second-hand assembly, and systems are
increasingly built to favor exactly that. Content is no longer judged only on what it says, but on who is
saying it, how consistently they have said it, and how well the wider web backs it up.

Experience

Experience answers a blunt question: have you actually done the thing you are writing about? There is a
real difference between explaining a concept and speaking from situations where the outcomes, the
setbacks, and the decisions were lived rather than observed. A business owner writing about what scaling
a company actually taught them carries context and nuance that someone summarizing entrepreneurial
advice from articles simply cannot reproduce, even when the surface information overlaps. That depth is
what systems are learning to reward: the trade-offs and limitations that purely theoretical content skips
over. Experience establishes authenticity, but it counts for much more when it is visible. Readers and
systems both trust content more when they can see the evidence of real involvement behind it.
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Healthline is a clean example. It became one of the most trusted health resources online not by sheer
volume but by how it demonstrates experience: articles reviewed by qualified medical professionals,
sources cited openly, content kept current (Healthline, n.d.). Practical oversight, professional review, and
transparent sourcing reinforce credibility for readers and search systems alike.

Expertise

Where experience proves you have done something, expertise proves you understand it, in depth, not at
the level of repeating what is already common knowledge. It shows up in how clearly someone explains a
subject: in anticipating the next question, addressing the underlying concern rather than the surface
query, and removing ambiguity without dumbing the topic down. Real expertise does not reach for
complexity to look credible. It demonstrates control by making a hard subject clear. The expert simplifies
without oversimplifying, because they know not only what works but why it works, when it works, and
the conditions under which it fails.

Authoritativeness

Authority cannot be declared. It is established over time and, crucially, recognized beyond your own
platform. It builds through being referenced, mentioned, and repeatedly associated with a topic across
different contexts, which is why your presence outside your own website matters so much: authority is
defined not by what you say about yourself but by how the wider ecosystem acknowledges you. A
cybersecurity firm that is regularly cited by industry publications, invited to conferences, and referenced
by respected professionals develops authority that outweighs anything it could claim on its own pages.
And it works by pattern, not by single instances. One mention creates visibility; repeated mentions across
credible sources create recognition, and over time that external reinforcement makes a brand more likely
to be cited and relied upon wherever credibility decides which sources surface.

HubSpot is the textbook case. It did not build authority on rankings; it built it by becoming a recognized
source of marketing knowledge through educational content, research, tools, and steady contribution to
the field. As its work was cited and shared by other professionals, its authority grew beyond its own
website, which is the whole principle in one sentence: authority is rarely self-declared; it is granted when
others consistently treat you as valuable.

Trustworthiness

Trust is the final layer and the heaviest, because without it none of the rest produces impact. It is often
built from small details, clear contact information, transparent authorship, accurate claims, current
information, and consistent messaging, that mean little individually and a great deal together. It
functions as a cumulative signal: it grows through repeated interactions where expectations are met
without friction or contradiction, and it erodes through small inconsistencies, vague positioning, or gaps
between what was promised and what was delivered. Trust is what converts visibility into influence, the
thing that lets someone move from awareness to confidence without hesitating.

Mayo Clinic holds strong visibility in health searches largely on the strength of accuracy, transparency,
and medical credibility (Mayo Clinic, n.d.). Content is written or reviewed by qualified professionals,
references are identified clearly, and standards stay consistent across its ecosystem. No single signal does
that work. Expertise, transparency, consistency, and reputation reinforce one another over time.
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A Practical Tip: Give Every Important Page a Named Expert

Generic content is easy to replace; expert-led content is harder to ignore. When AI systems look for
reliable sources, they need signals that the page comes from someone who has earned the right to speak
on the subject.

What you need. A short author bio, a professional photo, a LinkedIn profile, relevant credentials, and
one sentence of direct experience. The Author Bio Template in Appendix D gives you a reusable structure
for exactly this.

Setting it up.

1. Choose the pages where trust matters most: advice, finance- or health-adjacent, legal-adjacent, B2B

services, HR, education, consulting.

2. Add a byline with a named author or reviewer.

3. Create or improve the author page.

4. Link the author page to LinkedIn and relevant publications.
Optimizing your own site. Add a compact expert box: “Written by...”, “Reviewed by...”, “Last
updated...” and “Why this advice is credible.” Keep it modest — one strong sentence beats a long inflated

biography. Add Person or Article markup if your CMS supports it, and make the author name appear
consistently across the site and external profiles.

The point. You're building a recognizable entity, not decorating a page. Over time that helps both classic
SEO and Al citation trust.

Why This Matters More Now

In the older model, a high ranking was usually enough to create opportunity. Appear near the top, get
seen, get clicked, get considered; the logic assumed that visibility created access and access created
choice. That assumption has broken. The systems that decide visibility today are not just ranking content;
they are filtering it, evaluating it, and deciding what to include and present as credible.

The change is sharpest in Al environments. Instead of a page of links to explore, the user gets a single
synthesized answer drawn from a limited set of sources, and the decision about which sources make it in
happens before the user touches anything. So credibility gets judged earlier and more decisively. In
traditional search, weak credibility cost you rankings. In AI-driven answers, weak credibility can keep
you out of the response altogether. That moves trust signals from a competitive edge to a baseline
requirement.

The Role of Brand

One of the most overlooked parts of E-E-A-T is brand, because trust is not built by content alone but by
a consistent identity people can recognize and rely on. A strong brand does not have to keep re-explaining
itself; it presents consistently, reads as recognizable across platforms, and communicates the same way
over time. That matters because both people and systems lean on patterns to make sense of information,
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and patterns come from repeated exposure to a stable identity. A brand that looks and sounds different
from one platform to the next creates uncertainty about what it even stands for, which quietly weakens
trust regardless of how good the underlying content is.

Inside that, the personal brand and the company brand do different jobs and reinforce each other when
aligned. The company provides scale, structure, and reach; the individual provides credibility,
relatability, and a voice people connect with. This is most visible in fields where expertise drives the
purchase, where people often trust a recognized person before they trust a logo. A founder's visibility,
thought leadership, and consistent presence all strengthen the company's authority, and when personal
credibility is reliably tied to a company, that trust transfers to the brand. The two compound rather than
compete.

The Trust Signals Worth Building

A handful of signals carry most of the weight. Demonstrated results are among the strongest: case
studies, client outcomes, testimonials, measurable examples, because claims become believable when
proof sits behind them. Consistency holds it together: the same message across platforms, the same
positioning over time, the same clarity in how things are communicated, all of which reduce doubt,
whereas inconsistency forces people to reassess you at every interaction. External validation confirms
credibility in a voice that is not your own: mentions in credible sources, presence on platforms you do not
control, recognition within your field, and it carries weight precisely because it is not self-generated.
Content quality earns trust faster by removing friction: clear writing, logical structure, and genuine
usefulness let people find what they need without effort. And professional presence — a clean, well-
organized site and a coherent identity — shapes the snap judgments people make before they have read
a word; an outdated or inconsistent experience creates hesitation even when the information is strong.

A Practical Tip: Make Reviews and Testimonials Searchable

Reviews are often trapped in sliders, images or third-party widgets that look nice but add little searchable
substance. If customers say useful things, make those words visible on the page.

What you need. Google Business Profile, Trustpilot or industry review platforms where relevant,
permission to use testimonials, and your CMS.

Setting it up.

1. Collect five to ten specific testimonials.

2. Choose comments that mention the service, problem, result, location or industry.

3. Add them as normal HTML text, not only screenshots.

4. Mark up reviews only when they follow platform and search guidelines.
Optimizing your own site. Place testimonials next to the claim they support. If a page says “we
support universities with international student recruitment”, show a testimonial from that context, not a
generic “great service” quote. Add a short customer-context line where allowed: industry, country,
company size or use case.
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The point. Proof works best close to the promise. It also helps search and Al systems connect your brand
with real outcomes.

Earned Coverage and Credible Seals

External validation is the trust signal that is hardest to manufacture, which is exactly why a whole
industry exists to sell convincing fakes of it. Two forms come up constantly: media coverage and quality
seals. Both can carry real weight, and both exist in a genuine and a bought version that are built to look
identical. Telling them apart is a skill worth having, because the wrong kind is not just wasted money. It
is a signal that does nothing, and sometimes one that backfires when a reader, or a ranking system, sees
through it.

It helps to know why the genuine versions work at all. Economists call it signaling: a credential only
separates strong providers from weak ones when it is harder for the weak ones to obtain (Spence, 1973).
A seal awarded after an independent assessment, or an article that ran because an editor judged it worth
running, clears that bar. A badge any company can buy, or a "feature" that appears because an invoice
was paid, does not — it says nothing the weakest payer could not also display.

The genuine article has a measurable effect. In a representative experiment with 1,093 participants,
adding a credible employer seal to a job advertisement raised the share of people who said they would
likely apply from 38 to 54 percent, and cut the share who said they were unlikely to apply from 18 to 6
percent — a gain of almost sixteen percentage points at the top of the scale. The same research, which
compared more than sixty employer seals, is blunt about the condition behind that lift: it only appears
when the seal rests on transparent criteria and real verification, not on payment (Scharfenberg and DIQP,
2025). That tracks with the wider literature, where seals function as quality signals that close the
information gap between a provider and the people judging it, and carry the most weight when they come
from a neutral, independent body rather than the seller (Naundorf, 2016; Haenraets et al., 2012; Bailey,
1998; Sarkar, Butler and Steinfield, 1995; Abramovski and Ennekking, 2017; Kanning, 2016, as reviewed
in Scharfenberg and DIQP, 2025). It is also where the law draws its line: regulators and courts have
treated seals with hidden or unverifiable criteria as potentially misleading, and have held that whoever
awards a seal has to keep monitoring what it certifies (BGH, 2019; OLG Diisseldorf, 2020; § 5 UWG).

Coverage works on the same logic, through credibility rather than criteria. The persuasive weight of a
message has been tied to the perceived credibility of its source since the 1950s — people move further on
the word of a source they trust, and discount one they do not (Hovland and Weiss, 1951). That trusted-
source credibility is precisely what a paid placement tries to borrow, which is why it is so often dressed
up as editorial. The disguise usually works. Most readers cannot separate native advertising from
journalism; clearer labeling such as "advertisement" or "sponsored" measurably improves recognition
(Wojdynski and Evans, 2016), but recognition stays low even then. In a representative study of 8oo US
adults, fewer than one in ten spotted a sponsored article as paid, and the ones who did came away trusting
both the publisher and the advertiser less (Amazeen and Wojdynski, 2020). The bought version, in short,
spends the credibility the earned version builds.
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For your own trust profile, the test is the same on both sides. Before you treat a seal or a piece of coverage
as a credibility signal worth displaying, put it to three questions. Are the criteria, or the editorial decision,
public and independent of payment? Can a third party verify it — a register, a checkable ID, a named
author, a real audience? And would it exist at all if no invoice had been paid? If the honest answer to any
of them is no, you are holding a marketing product, not a credential, and it belongs nowhere near your
authority signals.

This connects straight back to GEO. The systems assembling Al answers are getting better at the same
judgment a careful reader makes — whether a mention or an award is backed by something verifiable, or
is just a logo. Authority that can be traced holds up: a real certification with public criteria, coverage with
a named author and a genuine audience, recognition that exists independently of you. That is what
reinforces an entity across the web and makes it more likely to be cited. A stack of bought badges and
syndicated advertorials builds none of it, and the effort poured into them is effort not spent on the signals
that compound. The trust worth building is the trust that survives scrutiny — because scrutiny, human
and machine, is now exactly what it has to face.

A Practical Tip: Get Quoted by Journalists

A mention in a real publication does two things at once: it earns the kind of backlink that still moves
rankings, and it puts your name on the third-party sites Al engines trust most. You don’t need a PR agency
— you need to answer reporters’ questions.

What you need. Free accounts on Qwoted, Featured.com and Source of Sources (the free digest run by
HARO’s original founder).

Setting it up.

1. Sign up and set your topics so you only get relevant requests.

2. Each morning, scan the digests for questions you can answer with real expertise.

3. Reply fast — being among the first handful of responses matters most.

4. Keep it to two or three tight, quotable sentences and a one-line bio.
Earning the mention. Don’t pitch your product; give a genuinely useful answer and let the link come
as a courtesy. No single platform has enough volume and the overlap between them is small, so check

two or three. The original HARO brand now lives on as a free Featured.com newsletter, which is worth
adding to the rotation.

The point. One good placement a month, compounded over a year, builds an authority profile no
amount of self-published content can match.

Putting It Into Practice

The practical implication is that visibility and trust can no longer be separate goals. Every piece of content
now does two jobs at once: it has to be seen, and it has to be believed, and the second increasingly carries
more weight, because content today is judged almost instantly on how credible it looks and how clearly it
communicates, often before anyone reads it in depth.

49



In concrete terms, that means publishing high-value content on a regular cadence; two to four pieces a
month is a reasonable target, with the emphasis on depth and relevance rather than volume, and each
piece built to solve a specific problem. It means building presence beyond your own site through mentions
on credible platforms, contributions to external publications, and visibility in the industry spaces that
matter. It means keeping messaging consistent across every channel so positioning stays clear, and
strengthening both the personal and company brand so the two reinforce each other. Less a checklist than
a discipline held over time: no single action does much, but sustained and aligned, these signals start to
reinforce one another into a presence that both people and systems recognize.

The Takeaway

E-E-A-T is not something you apply once and finish. It develops gradually, through consistent effort that
compounds. The challenge is no longer just getting seen; it is earning trust that holds across platforms
and interactions, because being seen creates awareness but does not guarantee consideration. The
organizations that win over the next decade will not be the ones with the largest content libraries or the
highest publishing volume. They will be the ones that consistently earn trust, reinforce authority, and
become recognized as reliable sources within their field — the combination of recognition, external
validation, and dependability that decides whether a brand is not only visible, but chosen.
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Chapter Toolkit

Key Takeaways
e Experience, Expertise, Authoritativeness, and Trust are how both Google and AI systems
decide whether to rely on you.

e Brand strength and earned, third-party signals matter more than ever.
 Credible seals and earned coverage are evidence a system can cross-check.

Common Mistakes
» Claiming authority on the page without any external corroboration.
» Treating reviews, mentions, and credentials as optional extras.

Action This Week
» Add clear author attribution and credentials to your most important pages.

Metrics to Track
e Volume and quality of earned mentions; review counts and ratings; branded search.

Tools to Use
» Author and organization schema; review platforms such as Trustpilot; a digital-PR tracker.
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Chapter 6: Entity Optimization

“Search engines used to match your words. Now they want to know what you are — and only
the things a machine is sure exist get recommended with any confidence.”

— PhDr. Oliver Scharfenberg

The Visibility Stack

Chapter 4 made the case that visibility no longer lives in one place; it runs across several layers at once.
This chapter turns that idea into something you can build against. A visibility stack breaks visibility into
seven layers, stacked from the most basic to the most valuable. Each one rests on the layers below it: if a
system cannot reach your page, nothing above it matters; if it cannot recognize you as a distinct, trusted
thing, it will not recommend you with any confidence.

The Visibility Stack

Seven layers of Al-era visibility — each one depends on the layers beneath it

Do you shape the choice — click or no click?

AI Recommendation Presence
Do you actually appear in Al answers?

@ Third-Party Validation

Do independent sources confirm what you claim?

@ Entity Authority
Does the system recognize you as a trusted thing?

@ Answer Extractability

Can a machine lift a clean answer from it?

" (7) Decision Infiuence ‘

@ Search Discoverability

Does it surface for the right queries?

@ Technical Accessibility

Can it be reached, crawled and rendered?

Read from the bottom up, the logic is straightforward. The table below maps each layer to what it takes
to win it and where the rest of the book covers it.
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7 Decision Influence Shaping the choice, with or without a click Chapter 4

© AllEzeonmiiendation Showing up, and being cited, in Al answers  Chapters 9 and 12

Presence

5 Third-Party Validation Independent mentions, reviews and Chapters 5 and 9
profiles

4 Entity Authority A recognized, corroborated identity This chapter

3 Answer Extractability Answer blocks, clear headings, tables, Chapters 3 and 9
schema

2 Search Discoverability Relevance, structure and a match to intent Chapters 1 and 3

1 Technical Accessibility Crawlable, indexable, fast, renderable Chapters 1 and 9

pages

Most businesses pour effort into the bottom two layers and almost none into four through six — which is
exactly where Al visibility is won or lost. Entity Authority, layer four, is the hinge. It is where classic SEO
turns into GEO: the point at which a system stops treating you as a string of words on a page and starts
treating you as a known thing it can describe, compare and recommend. The rest of this chapter is about
earning it.

What an Entity Actually Is

An entity is a uniquely identifiable thing — a company, a person, a product, a place — that a system can
tell apart from everything else with a similar name. The shift this represents matters more than it sounds.
For years, search worked by matching strings of text: you typed words, and the engine found pages
containing those words. In 2012, Google began moving from strings to things, linking queries to real-
world entities in a Knowledge Graph rather than only matching keywords (Google, 2012). Bing works the
same way, and the large language models behind Al search inherit the habit: they try to resolve the words
on your page to a thing they already recognize.

This is why entity work has moved to the center of the discussion. An Al system recommends what it can
identify with confidence. If it is sure who you are — what category you belong to, where you operate, who
runs you, what you are known for — it can place you in an answer without hedging. If it is unsure, or if
the public record contradicts itself, you become a risk the system would rather leave out of a short,
confident reply.

Corporate entities. Your company as a recognized thing: a defined name, a category, a founding date,
a location, a set of products or services, and the people behind it. The goal is for a machine to hold one
clean, consistent record of all of that — and to find the same record echoed everywhere it looks.

Personal entities. The people — founders, executives, named authors — as recognized individuals with
their own expertise and history. Personal entities feed straight into the experience and expertise that E-
E-A-T rewards (Chapter 5): a named author the system recognizes carries more weight than an
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anonymous byline. The two kinds reinforce each other. A credible founder strengthens the company
entity, and a well-defined company lends authority to the people inside it.

Knowledge Graphs and How Machines Recognize You

A knowledge graph is a structured map of entities and the relationships between them: this company was
founded by this person, sits in this city, makes this product, competes with that one. Google’s Knowledge
Graph powers the knowledge panels that appear beside search results; Microsoft maintains its own entity
graph behind Bing and Copilot. Al assistants lean on the same kind of structured knowledge, blended
with what they read across the open web.

The crucial question is how these graphs decide what is true, and the answer is: by agreement across
sources. A single page asserting a fact is weak evidence. A graph grows confident when many
independent, trustworthy sources say the same thing — your own site, your LinkedIn page, a Crunchbase
profile, a Wikipedia article, a press mention, and a directory listing all describing you the same way.
Google and Bing both run entity recognition over the text they crawl, matching names and facts to known
entities and noting where the web agrees and where it does not. Consistency is the signal; contradiction
is the noise that keeps you out of the graph.

The Sources That Build Your Entity

You do not edit a knowledge graph directly. You build the evidence it reads, and a handful of sources
carry disproportionate weight.

Wikidata and Wikipedia. Wikidata is a structured, machine-readable database of entities that many
knowledge graphs and AI systems draw on directly; Wikipedia is its better-known companion. A correct
Wikidata item — with your category, founding date, key people, and links to your official profiles — is one
of the strongest entity signals available. The rules matter: both require genuine notability and
independent sources, and neither tolerates self-promotion or invented facts. Earn the entry honestly or
not at all.

LinkedIn. For both companies and people, LinkedIn is treated as a canonical professional record.
Company pages and executive profiles are widely cited and cross-checked, so they need to match your
website exactly — the same name, the same description, the same locations and the same leadership.

Crunchbase. Crunchbase is the reference many systems and journalists reach for when they want
company facts: founding date, founders, funding, category, headquarters. An accurate, complete
Crunchbase profile is a high-trust corroborating source, especially for B2B and technology companies.

Your own corroboration. On your own site, mark up an Organization — and, for key people, a Person
— with schema, including sameAs links that point to your LinkedIn, Wikidata, Crunchbase and other
authoritative profiles. That is how you tell a machine, explicitly, that all of these records describe the same
thing. Google Business Profile and official registries add further confirmation.

Keep all of it consistent with one master record. The Entity Profile Template in Appendix D exists for
exactly this: write your name, category, one-line description, founding details, key people and canonical
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links once, then reuse that wording verbatim everywhere. Every place the public record disagrees with
itself is a place a system can get you wrong.

A Practical Entity Playbook
Entity authority is built, not declared. A workable sequence looks like this.

1. Define the entity once. Fill in the Entity Profile Template — official name, category, one-line
description, founders, locations, key people and canonical URLs. This becomes your single source of
truth.

2. Mark it up. Add Organization and Person schema to your site, with sameAs links to your LinkedIn,
Wikidata and Crunchbase profiles so that machines can connect the records to one another.

3. Build the corroborating record. Claim and complete your LinkedIn company page, your
Crunchbase profile and your Google Business Profile, and pursue a Wikidata item if you genuinely meet
the notability bar.

4. Make every source agree. Align the name, description, and core facts across all of them.
Contradictions — a different founding year here, a different category there — are what break recognition.

5. Strengthen your personal entities. Give key people consistent bios and author pages with their
own sameAs links; the Author Bio Template in Appendix D keeps the wording uniform. A recognized
author reinforces both the person and the company.

6. Monitor what the graph believes. Check your knowledge panel and watch how AI systems
describe you, using the AI Prompt Monitoring Sheet. When the public record and the AI description drift
apart, treat it as a reputation task (Chapter 13).

Entity authority is slow to build and hard to fake, which is precisely why it is worth the effort. Most of the
Al-visibility work in this book gets easier once it is in place. When the graph is sure who you are, a system
can extract from you, validate you, recommend you and let you shape a decision without ever hedging
about whether you are real. That certainty — being a thing the machine knows — is the quiet foundation
under everything above it in the stack.
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Chapter Toolkit

Key Takeaways

» Al systems organize the world around entities; if it is unclear what you are known for, you
will not be prioritized.

» A clear, consistent entity — across owned, earned, and third-party sources — is the
foundation of GEO.

» Knowledge graphs are how machines recognize and connect you.

Common Mistakes
» Spreading the brand across so many topics that no single association forms.
» Inconsistent names, descriptions, and facts across the web.

Action This Week
» Write one sentence stating exactly what your brand is known for, then align every profile
to it.
Metrics to Track
» Entity consistency across sources; presence and accuracy in knowledge panels.

Tools to Use

* Schema.org Organization and Person markup; Wikidata and knowledge-panel checks; a
profile audit.
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Chapter 7: How Al Search and Generative Engines
Work

“In Al search, the question is not only whether a brand appears. The real question is whether
the system can explain why that brand deserves to appear.”
— PhDr. Oliver Scharfenberg

Why This Matters Now

The way people look things up is shifting in a way that is no longer subtle. Traditional search engines, led
by Google, still dominate by sheer volume, but Al assistants like ChatGPT, Gemini, and Perplexity are
growing quickly and capturing a rising share of search-like queries. The first chart below traces that shift
in daily query volume over time.

Daily queries: search engines vs. Al assistants (2022-2026)

10,000 < <

1,000 <

o

-8 Google (search) =@~ Gemini (Al, estimate)
-@- Bing (search) e Perplexity (Al)
=& ChatGPT (AI)

Queries per day (millions, log scale)
S
(=]

2022 2023 2024 2025 2026*

Figure 1. Daily queries of search engines and Al assistants, 2022—2026, on a log scale because the volumes differ by orders of
magnitude. Google remains dominant at roughly 13.7 billion a day; ChatGPT has reached around 2.5 billion prompts a day. The
Gemini line is an estimate, and the 2026 values are partly projected. Sources: StatCounter (March 2026); Google (5 trillion searches
a year, January 2025); OpenAl (2.5 billion prompts a day, 2025); Perplexity (780 million queries in May 2025); Similarweb;
DuckDuckGo. Note that the ChatGPT figure counts all prompts, not only searches, so the search-like share is smaller.

From volume the picture turns to share. The chart that follows shows where the traditional engines stand
against one another, and how Google’s long-held dominance has recently begun to slip.
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Search engine market share worldwide (StatCounter, March 2026)
Googie |, :
Bing [l 51 %
Yahoo ] 1.5%
Yandex || 1.3 %
DuckDuckGo = 0.8 %
Baidu 0.5%
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Figure 2. Market share of traditional search engines worldwide (StatCounter, 2026). Google's share slipped below ninety percent
for the first time since 2015, late in 2024 and on through 2025—-26. StatCounter shows that measured share going mostly to rival
engines such as Bing and Yandex, while the larger shift — search-like questions moving to Al assistants — sits largely outside what
StatCounter tracks.

The headline is not that Google is collapsing. It is not. The headline is that a second surface has appeared
next to it, and on that surface the rules are different. The rest of this chapter is about those rules.

From Keywords to Entities, From Retrieval to Decision

How people find information has changed, but the more important change is how decisions now get
made. For years, search ran on a simple premise. You typed a query, the engine scanned its index, and
you got a ranked list. The job was to climb that list, and success was measured by how often people clicked
through. The model worked because the user did the work, comparing sources, interpreting them,
deciding which to trust.

That is no longer how the system behaves. Al-driven search and generative engines have slipped a new
layer between the user and the information. Instead of presenting options, they hand over conclusions.
Instead of pointing toward answers, they deliver them. The system has moved from organizer to
interpreter, and that matters more than it looks, because an interpreter also filters, prioritizes, and
frames. By the time the user sees a response, most of the evaluation has already happened out of sight.

In competitive terms, that rewrites the contest. Visibility used to mean being discoverable: appear in the
results and you had a shot at being considered. Now that shot is not guaranteed. If your content is not
pulled into the generated response, it may never be seen at all, even if it is well optimized for traditional
search. And the influence has moved earlier. In classic search, you influenced people after the click, once
they landed on your page. In Al-driven search, the influence happens before any interaction, because the
system has already interpreted the information and framed how the user understands it. So the work
shifts from a ranking problem to a recognition-and-inclusion problem. It is no longer enough to be
present in the system. You have to be understood by it, trusted by it, and selected by it.

The Core Shift: From Keywords to Entities

For a long time, search was easy to picture. You found keywords, built content around them, and tuned
your pages so engines could match them to queries. Search for "best SEO strategy," and the system looked
for pages containing those terms, then ranked them on relevance and authority. Success came down to
alignment at the level of words.
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That approach is no longer sufficient, because Al systems do not lean on keywords the same way. They
are not scanning for matching phrases or counting how often a term appears. They are trying to
understand meaning, and for that they rely on a more structured framework: entities. An entity is not
just a word. It is a thing that exists with context and definition, a brand, a person, a topic, a concept,
carrying meaning beyond the text itself. So instead of asking whether a page contains the right keywords,
these systems ask different questions. What is this brand actually known for? Which topics does it come
up alongside, again and again? Does it appear in credible contexts connected to those topics?

This is pattern recognition rather than surface matching. The system is not reading pages in isolation; it
is building an understanding from how entities appear and relate across the whole web. Which means
visibility is no longer tied to a single page or keyword. It is tied to recognition. If your brand is consistently
associated with a topic, that association becomes a signal, and over time the system stops treating you as
just another source discussing the subject and starts treating you as one of the entities that define it. That
is a much higher bar than ranking a single optimized page. It takes consistency, clarity of positioning, and
reinforcement across different contexts, because what matters is the pattern your content forms and how
clearly that pattern says what you stand for.

A Worked Example: How Al Systems Build an Entity

A concrete case makes this easier to see. Suppose someone asks an assistant, "Who is PhDr. Oliver
Scharfenberg?" A traditional engine would return a list of links. An AI system tries instead to construct
a consolidated understanding, gathering information from multiple sources and looking for patterns of
consistency. Depending on what is publicly available, it might pull signals from professional profiles,
company sites, publications, interviews, articles, and conference appearances. The goal is not to find a
name. It is to establish an entity, a clearly identifiable person tied to a specific area of expertise, a set of
activities, and recognized contributions.

The whole process hinges on consistency. If the same person is described differently across platforms,
with inconsistent titles, shifting descriptions of expertise, or outdated biographies, the system struggles
to connect the signals confidently, and visibility weakens. When the same core information shows up
consistently across trusted sources, confidence rises, and the system becomes far more likely to
understand who the person is, what they are known for, and where they should be referenced. The lesson
for any professional or organization is the same: visibility is no longer built on a single website. It is built
through a connected ecosystem of signals that reinforce one another.

It is worth running the test on yourself. Search your own name across ChatGPT, Gemini, Perplexity,
Microsoft Copilot, and Google's AI Overviews, and watch how each one describes your expertise, which
sources seem to shape the answer, and whether the picture stays consistent. If the answers vary a lot, it
usually means your digital footprint lacks consistency or that important authority signals are missing.
The aim is not to appear everywhere. It is to build a clear, consistent, trustworthy identity that these
systems can recognize and reference with confidence.
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How These Systems Work, Step by Step

From the outside, Al search looks complicated. Underneath, the process is more orderly than it appears,
and seeing it from a strategic angle, rather than a technical one, explains why some content gets surfaced
and other content is ignored. There are three stages.

How an AI Answer Is Assembled

Synthesize Cite & present
one combined answer sources shown — you
appear, or not

Evaluate
quality, relevance,
trust

Retrieve
candidate pages from
the index

Question

a real user query

ﬁ

[ indexed web - your site - third-party proof J

Retrieval. Chapter 3 introduced the idea; what matters here is how it actually runs. Most systems no
longer rely only on what was in their training data. They use retrieval to reach for additional information
when a query comes in, which lets them work with more current material. But retrieval is not keyword
lookup. The system weighs several signals at once, relevance, authority, consistency, and whether the
information is available across trusted sources. So existing online is not enough; content also has to be
accessible, clearly structured, and backed by credible signals. Platforms differ here; some lean on citation-
rich sources, others on consensus across references, which is one reason the same question produces
different answers across tools. The technique behind much of this is Retrieval-Augmented Generation,
introduced earlier.

Interpretation. Once information is gathered, the system stops collecting and starts deciding what
actually matters. Most of what was retrieved gets discarded. What survives is filtered on three things at
once. The first is relevance, not word-matching but meaning-matching: a page can use the same terms as
the query and still be dropped if it does not address what the user is trying to understand. The second is
context and intent: why the person is asking, not just what they typed, whether they want an explanation,
a comparison, or a recommendation, and whether they are early in learning or close to deciding. Plenty
of accurate, well-written content fails right here because it answers a slightly different question than the
one being asked. The third is credibility: sources that have demonstrated expertise, appear across
multiple contexts, and are consistently tied to a topic carry more weight, because the system is not just
trying to answer; it is trying to answer with confidence. This stage is the real gatekeeper.

By the time interpretation ends, the field has already been decided, and content that does not pass it
never reaches the answer, no matter how well it ranks in traditional search. The question here is not "does
this exist?" but "does this deserve to be used?"
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Generation. Finally, the system constructs the response. It combines points from several selected
sources into one composition, so your content is rarely presented on its own; it becomes part of a larger
answer alongside others. It structures that answer for clarity, in a logical sequence designed to feel
complete. And it delivers it directly, with no expectation that the user clicks anything, which often
removes the trip to an external site entirely.

The Pipeline in More Detail

It helps to see the pipeline in a little more detail, because each stage is a separate place to win or lose.
None of this requires engineering knowledge; it simply tells you where your effort actually lands.

Stage ‘What happens What you can influence

Query fan-out One question is expanded into several related Cover the sub-questions explicitly,

sub-queries with clear headings
. Candidate passages are pulled from the live Be crawlable, indexed and tightly
Retrieval . .
web and the index focused on the topic
. Candidates are scored for relevance, trustand  Strengthen authority signals; keep
Reranking
freshness pages current
. The best passages are merged into one written ~ Write self-contained, quotable
Synthesis
answer answer blocks
Citation selection A few sources are chosen to attribute and link Be the clearest, most credible

source on the point

Two cross-cutting factors sit on top of all of this. Freshness often decides whether your current page beats
an older one, and source diversity means a system rarely leans on a single domain — which is exactly why
the wider footprint of mentions discussed later matters so much.

A Practical Tip: Use IndexNow to Flag Fresh Content to Bing and Al
Surfaces

Publishing a page isn’t the same as telling search engines it changed. IndexNow gives participating
engines a direct signal when URLs are added, updated or removed. It doesn’t guarantee indexing, but it
removes one delay.

What you need. Bing Webmaster Tools, an IndexNow key, and a plugin such as Rank Math or the
IndexNow plugin for WordPress (or developer access).

Setting it up.

1. Generate an IndexNow API key.

2. Place the key file in your site root as instructed.

3. Enable automatic URL submission in your plugin or CMS.
4. Submit only URLs that are new, updated or deleted.
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Optimizing your own site. Use it where freshness matters: news, prices, events, availability, job
openings, updated guides. One thing to know — IndexNow is supported by Bing, Yandex, Naver, Seznam
and Yep, but Google still doesn’t participate, so treat it as a Bing-and-AlI play, not a Google one. Pair it
with XML sitemaps rather than replacing them.

The point. Fast notification isn’t fast ranking. It simply takes one delay out of the system.

Why This Changes Everything

The old objective was simple. Get indexed, rank well, and you had a real chance to be seen. Visibility
tracked position, and the model allowed several winners, because users moved between results and
compared before deciding. Al-driven systems work differently. Being indexed or even highly ranked is
not enough, because the system does not lay out a list. It selects a limited set of inputs and builds a single
response, and that response is usually the only thing the user interacts with. So you are no longer
competing to appear. You are competing to be chosen, and that choice happens before the user sees
anything. Miss the retrieval and interpretation stages, and you are simply absent from the output, with
no second chance through a lower ranking or a later click.

That raises the bar in a specific way. In the old model, visibility was spread across many results; here it is
concentrated in one answer built from very few sources, so the margin for error shrinks. General
relevance no longer cuts it. Content has to align precisely with intent, be structured so it is easy to use,
and carry signals that establish credibility, all at once, because the system is hunting for the most reliable
inputs, not merely possible matches. Inclusion, in other words, is not just visibility. It is participation in
the decision itself: if you are in the answer, you shape it; if you are not, you have no role, however strong
your content is on its own.

The Three Layers of Al Visibility

It helps to think of Al visibility as three connected layers, each building on the one before, where weakness
in any layer drags down the rest.

The first layer is entity and reputation, identity and recognition. Before a system can confidently
reference you, it has to understand who you are, and that understanding comes from consistent
information across your website, professional profiles, company pages, publications, and other trusted
sources. At this stage, consistency matters more than volume; a unified identity lets the system connect
signals into one entity rather than several disconnected ones.

The second layer is retrieval and authority. Once you are recognized, the system judges whether the
information around you is reliable enough to use. Consistent external references, clear positioning, and
repeated associations raise confidence and improve the odds your information gets selected.

The third layer is citation and quotability: how easily your content can be extracted and dropped into
an answer. Content that is well-structured, clearly written, and directly answers common questions is
easier to reference, which means being concise, specific, and supported by evidence where it fits. Material
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that is hard to interpret tends to get passed over even when the insight inside it is valuable. The three
work together: recognition establishes identity, authority builds confidence, and quotability gets you into
the response. Strengthen all three and your odds improve across every platform.

What These Systems Reward

Across the major generative systems, four factors keep deciding whether your content gets used.
Authority comes first, and it is broader than domain strength; depth of content, demonstrated expertise,
and external validation all feed it; a brand that does not read as authoritative is less likely to be included.
Consistency is next: one mention is weak, repeated mentions across sources are strong, and the system
is looking for whether you appear reliably alongside the same topics. Relevance has to be specific,
aligned with the topic, the context, and the intent, because being generally relevant is no longer enough.
And clarity, the most underrated of the four, decides a surprising amount: content that is easy to
understand, cleanly structured, and simple to extract gets used more often than content that is high
quality but hard to parse.

This reframes the competition entirely. In traditional SEO, you competed against other websites, other
pages, other rankings. In Al-driven systems, you are effectively competing against all the available
information, all the possible sources, and the system's own interpretation of them, folded into one
synthesized answer. You are not fighting for position. You are fighting for inclusion.

Entity Clarity: The Foundation

If these systems organize information around entities, the starting point of any visibility strategy follows
directly: define, precisely, what your brand represents. It sounds obvious, and it is where most businesses
fall short. Rather than establishing a clear position, they spread across everything that feels relevant —
marketing, SEO, branding, growth, strategy — on the theory that covering more ground creates more
opportunities. It does the opposite. Spread across too many areas, a brand has no single idea that stands
out and no association anyone can form. It looks active but undefined, and that ambiguity is a problem
for Al systems too, because they read patterns, and scattered signals across unrelated topics never resolve
into a clear connection. The question they are effectively asking is simple: what is this brand known for?
And if the answer is unclear, there is no reason to prioritize you in any particular context.

Building entity clarity is not about limiting what your business does internally. It is about choosing how
you are perceived externally, so you can be easily understood, categorized, and tied to a defined area of
expertise. The work runs in three moves. First, define your core topic: decide the one area you want
to be recognized for, and answer two questions with real specificity: what do you want to be known for,
and what specific problem do you solve? "We help with marketing" is too broad to signal anything; a
precise definition narrows your scope but strengthens your position. Second, repeat it consistently:
the same message across your website, your social content, and external mentions, so the signal reinforces
rather than fragments. Third, reinforce the associations: keep appearing alongside the same topics,
the same context, the same handful of terms treated as signals rather than targets. Over time that
repetition compounds. Each new piece of content does not start from zero; it builds on what already
exists, until the system stops seeing you as a participant in a topic and starts seeing you as part of how
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that topic is defined. Reaching that point does not take more content. It takes more focus, deliberate
choices about what you reinforce and what you ignore, consistency over variety, depth over coverage.

A Practical Tip: Build an “Entity Home” for Your Brand

Al systems need to know who you are, what you do, where you operate and which names belong together.
If that information is scattered or inconsistent, your brand becomes harder to understand and easier to
confuse with someone else.

What you need. Your About and contact pages, LinkedIn company page, Google Business Profile, Bing
Places, Crunchbase or industry directories if relevant, and Organization schema.

Setting it up.

1. Create one clear About page naming the company, founder, services, locations and target markets.

2. Use the same brand spelling everywhere.

3. Link to official profiles and important external mentions.

4. Add Organization schema with logo, URL, sameAs links, address where appropriate, and contact details.
Optimizing your own site. Write a plain brand description in 80 to 120 words and use it consistently
across site and profiles, with small adjustments per platform. Add an “As seen in”, “Certifications” or
“Research” section only when the proof is real. Then search your brand in Google, Bing, Perplexity and
ChatGPT to check the same facts appear.

The point. Entity clarity is boring work, which is why competitors skip it. It’s also exactly the work that
helps machines connect the dots.

An entity home on your own site is the anchor. The next step is reinforcing it on the public references —
Wikipedia and Wikidata — that assistants lean on most.

A Practical Tip: Lock Down Your Entity on Wikipedia and Wikidata

Al engines, ChatGPT especially, lean heavily on Wikipedia and its sister database Wikidata to know who
and what things are. A clean, consistent entry there shapes how machines describe you. Wikidata you can
edit today; Wikipedia is harder, but worth understanding.

What you need. A free Wikidata account. For Wikipedia, genuine independent coverage of your
organization — you can’t simply write your own page.

Setting it up.
1. Search Wikidata for your company or your own name. If an item exists, check the facts — founding date,
location, field, official site — and correct anything wrong.
2. If no item exists and you’re notable enough, create a basic one with the core facts and links.

3. For Wikipedia, don’t write your own article — it’ll be deleted for conflict of interest.
4. Earn the independent press coverage that makes a neutral editor willing to create one.
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Optimizing your own site. Keep every profile of yourself across the web stating the same facts; Al
trusts consistency. This pairs with your entity-home work — the same details, repeated everywhere, on
the sources' machines weight most.

The point. Wikidata is the quiet, editable layer most people ignore. Getting your own facts straight there
is an afternoon’s work with a lasting payoff.

Structured Content, Built for Extraction

AT systems do not read the way people do. A person can work through an imperfect page, infer meaning,
tolerate ambiguity, and connect ideas across long paragraphs. These systems rely on signals instead,
scanning for structure, hierarchy, and distinct segments they can identify and lift. So even strong ideas
get overlooked when they are presented poorly. Dense, loosely organized content creates friction, and
friction lowers the odds of being selected or reused.

There is also a shift in how content gets consumed. Traditional SEO assumed a page would be read as a
whole, with the goal of keeping the reader engaged across it. In Al environments, content is often used in
parts: a single section, sentence, or definition pulled out and reused on its own. That means each part has
to stand alone. If a section cannot be understood without the surrounding text, or the key point is buried
mid-paragraph, it becomes hard for a system to use. Self-contained segments increase the chance of
inclusion. In practice, this looks like clear headings (H1, H2, H3), short and focused sections, the direct
answer placed early in each section, and a logical flow of ideas. Structured content is easier to interpret,
easier to extract, and easier to reuse in a generated answer. Unstructured content creates friction;
structured content creates opportunity. Structure also signals credibility; organized, intentional content
reads as controlled and expert, while a disorganized page introduces doubt even when the information is
accurate.

Putting It Together

The old objective, rank near the top and capture the click, is still relevant but no longer complete. A page
can perform well in traditional search and have almost no presence in Al answers, because the system is
selecting information to build a response rather than presenting a list. So the goal moves from where you
appear to whether you are included, and that is a more demanding target. Ranking can be engineered
through optimization; inclusion requires recognition, which depends on how your content is perceived
over time, how clearly it communicates, and how strongly it is tied to a specific area. The question changes
accordingly, from "how do I rank for this keyword?" to "how do I become a trusted source for this topic?"
which pushes the focus past individual pages toward the overall presence you build.

A simple framework keeps that practical. Define your entity: choose a clear niche, focus your
messaging, hold it consistent. Structure your content: clear headings, direct answers, logical
organization. Build external presence: publish beyond your own site, earn mentions elsewhere,
reinforce the same topic association. To check where you stand, ask whether your brand is clearly tied to
a specific topic, whether your messaging is consistent across platforms, whether your content is easy to
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extract and summarize, whether you appear outside your own website, and whether you reinforce the
same associations over time. Where the answers are no, Al systems will struggle to recognize and include
you.

For businesses that want a sequence, five moves cover most of the ground: start from the prompts your
buyers actually type, rebuild key pages for Al extraction, build authority signals, strengthen your wider
digital presence, and measure Al visibility on a regular cadence. That last point can be a thirty-minute
exercise. Write five real customer questions, run them through ChatGPT, Perplexity, and Gemini, record
who gets cited, and note where you are missing. Repeat it monthly, document which platforms mention
you and which competitors appear alongside you, and you have a simple framework for tracking progress
over time.

How the Engines Differ

It is convenient to talk about “Al search” as though it were a single thing. In practice, the systems that
assemble these answers are not interchangeable, and a brand that does well in one can be missing from
another. They draw on different indexes, cite at different rates, weigh freshness differently, and show
their sources in different ways. A serious visibility check tests several of them rather than trusting
whatever one assistant happens to say.

How the Engines Differ

Platform Leans on Rewards Best tested for

pages that earn
rankings, then summarize
cleanly

classic SEO plus
citable depth

the Google Search
index

Google Al
Overviews

real

ChatGPT Search

Perplexity

Gemini

Claude

the live web,
with links

visible citations

the Google
ecosystem

synthesis and
reasoning

direct answers and
source-level trust

quotable research,
definitions, comparisons

clarity, structure and
freshness

long, clear,
well-sourced writing

buyer-language
prompts

original,
liftable assets

separately from
Google results

explainers and
analysis

Google’s Al Overviews and Al Mode sit on top of ordinary Search, so the technical groundwork from
Chapter 1 still decides whether you are eligible at all; Google documents how its Al features in Search
treat web content and how pages are considered for them (Google Search Central, 2025). What has
changed is how loosely citation now tracks ranking. An Ahrefs analysis in early 2026 found that only
about thirty-eight percent of the pages cited in AI Overviews also ranked in Google’s top ten for the query,
down from roughly seventy-six percent a year earlier (Ahrefs, 2026). A separate Moz analysis of Google’s
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AI Mode points the same way, with the great majority of cited pages sitting outside the top ten (Moz,
2026). The lesson is not that rankings stopped mattering; it is that covering a topic deeply enough to
answer the questions around it now counts for as much as holding any single position.

ChatGPT’s search mode behaves more like a conversation that occasionally links out for verification.
People ask, read the answer, and click only when they want to check it, so the work is to be the source the
answer is built from — and to test it with the language buyers actually use (“which firms are credible
providers of X in Y?”) rather than bare keywords. Perplexity leans the other way: it is built around visible
citations, which rewards the genuinely quotable — original research, plain definitions, fair comparison
tables, expert explainers. Gemini sits close to Google but frames things in its own way and is worth
checking separately; Claude is often used for synthesis, which favors long, clearly reasoned, well-sourced
writing; and Copilot, through its Microsoft ties, tends to surface in business and productivity questions.

None of this calls for a different website per engine. It calls for a short, fixed set of real questions — the
ones your customers would actually ask — run across these systems on a regular schedule, with the
answers written down: were you mentioned, what was cited, was the framing fair, and who appeared that
you did not. That habit, which we take up again in Chapter 9, is what turns “being in Al search” from a
hope into something you can manage.

A Practical Tip: Check You Haven’t Blocked the AI Crawlers

You can’t be cited by an Al engine that isn’t allowed to read your site. Plenty of sites quietly block the AI
crawlers, sometimes without the owner realizing. Two minutes confirms whether you're visible or
invisible to them.

What you need. A browser. The file lives at yourdomain.com/robots.txt.
Setting it up.

1. Visit yourdomain.com/robots.txt and read it.
2. Look for “Disallow” rules aimed at AI crawler names: GPTBot (OpenAl), ClaudeBot (Anthropic),
PerplexityBot, Google-Extended, CCBot.

3. If you want to appear in Al answers, make sure these aren’t blocked from the pages that matter.

4. Remember GPTBot and Bingbot are separate directives — blocking one doesn’t block the other.
Optimizing your own site. This is a deliberate choice, not an automatic yes — some businesses prefer
to block training crawlers. Decide on purpose, then set the file to match. One thing to know: Google-
Extended controls Al training, not normal Google indexing, so allowing it doesn’t change your ordinary
rankings.

The point. It’s a strange feeling to find you’ve been invisible to ChatGPT for a year because of one line
in a file. Check the line.

Once you have confirmed the crawlers can actually reach you, there is one newer and still-optional signal
worth knowing about.
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A Practical Tip: Add an llms.txt File (Cheap, Unproven Insurance)

An llms.txt file is a short plain-text map, placed at your domain root, that points Al crawlers to your most
important pages. It’s quick, free, and — honesty matters here — not yet proven to do much. Treat it as
cheap insurance, not a magic switch.

What you need. Access to upload a file to your site’s root folder. Ten minutes.
Setting it up.
1. Create a file called llms.txt in Markdown, starting with an H1 of your brand name and a one-line
summary.
2. List your key pages as Markdown links with a short note each — main services, best guides, about page.
3. Upload it so it loads at yourdomain.com/llms.txt.
4. On WordPress, plugins such as Yoast can generate one for you.

Optimizing your own site. A straight assessment: no major Al company has committed to using these
files, and server logs show their crawlers rarely fetch them yet. Google has gone further and said plainly
that its Search systems, including the Al features, ignore these files altogether. Don’t create a Markdown
copy of every page — that risks duplicate content. Do the simple version, then put your real effort into
the tips above that already work.

The point. It costs ten minutes and might help later. Spend the ten minutes, then move on.

The Takeaway

Al-driven search is not a tidy evolution of SEO. It changes how information is understood, selected, and
delivered. The system no longer matches words; it interprets meaning. It no longer ranks pages in
isolation; it evaluates sources in context. And rather than offering a list, it constructs an answer that
guides the user directly. Being discoverable used to be enough to compete. Now visibility is filtered,
condensed, and often reduced to a handful of inputs behind a single response, so the objective is no longer
just to be found. It is to be recognized, trusted, and included — recognition so your brand is understood
within a context, trust so your content is considered reliable enough to use, inclusion so it becomes part
of the answer itself. None of that comes from isolated tactics. It comes from consistent alignment over
time, which is what makes the shift strategic rather than technical. Not everything is shown, and not every
source is used. The brands that win are the ones that are clearly understood, consistently reinforced, and
trusted enough to be included when it counts.
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Chapter Toolkit

Key Takeaways
» Al search is a decision process, not retrieval: interpret, retrieve, weigh, draft, cite.
o The three layers of Al visibility build on each other, and entity clarity is the foundation.

» Content built for extraction — self-contained, well-structured passages — gets used more
often.

Common Mistakes
» Burying the answer so a system cannot lift it cleanly.
» Optimizing pages while ignoring the entity behind them.

Action This Week
» Restructure one page into self-contained, liftable passages with clear headings.

Metrics to Track
« Citation rate for target passages; simple extractability checks.

Tools to Use
e A structured-data validator; readability and passage tools; the engines for spot checks.

69



Chapter 8: GEO and SEO — The Differences That
Matter

“A ranking report shows where a website appears. A visibility report shows whether a brand
is becoming part of the market’s memory.”
— PhDr. Oliver Scharfenberg

For years, digital visibility followed a clear formula: improve rankings, increase traffic, convert visitors.
SEO became the dominant framework because search engines were the main gateway between people
and information. That model still works, but it no longer explains how discovery happens, because a large
share of users now ask Al systems to answer questions, compare options, and recommend solutions.
Instead of reviewing ten blue links, they get one synthesized answer. So a second layer of competition has
appeared. Businesses are no longer fighting only for rankings; they are fighting for inclusion in the
answers that shape decisions, which is exactly where GEO earns its place.

The cleanest way to hold the difference: SEO is about being found; GEO is about being chosen. Search a
query and you get options to pick from, where your goal is to appear among them and earn the click. Ask
an Al assistant and you often get a recommendation, a shortlist, or a direct answer, where your goal is to
be represented inside the output. The competitive battle has moved closer to the decision itself.

Different Problems, Different Tools

The most common misconception is that GEO will replace SEO. It will not, because the two solve different
problems at different moments of the journey.

SEO vs. GEO at a Glance

Rank in the list of Goal

links Be part of the answer

. Unit of success A citation or a
A position on the page .
mention
Optimize for Entities, evidence,

Keywords and pages extractability

Rankings, clicks, Measured by Mentions, citations,
traffic share of voice
Fast to move, easy to Time horizon Slower to build,
lose harder to copy
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SEO solves the discoverability problem. It helps you appear when someone actively searches, "best
accounting software for startups,” "marketing agency near me," "CRM pricing comparison." That person
has clear intent; they know they need something and are looking. SEO decides whether your business is
visible and accessible in that moment, capturing demand that already exists. That is why it remains one
of the most commercially valuable channels: it puts you in front of people who are already looking for
what you offer.

GEO solves the selection problem. Increasingly, people do not type fragments into a search box; they
ask complete questions of an Al system, "What CRM would you recommend for a growing SaaS
company?" or "Which project management platform is best for remote teams?" These are not requests
for links. They are requests for judgment, comparison, and guidance. The user is overwhelmed by choice
or short on time and wants a trusted answer that narrows the field fast, so the system returns a shortlist,
often only three to five names, sometimes one. The brands on that list gain immediate advantage because
they are framed as credible. The ones left off may never enter the consideration set at all. This matters
most in high-value categories- software, consulting, finance, healthcare, legal, education, B2B- where
people want reassurance before they commit.

That makes GEO a matter of preference-shaping, not just visibility. By the time someone clicks, visits a
site, or requests a demo, much of the decision may already have been steered by the AI shortlist they saw
earlier. SEO brings brands into the room; GEO helps decide who stays in it.

Increase website traffic SEO
Capture ready-to-buy demand SEO
Improve local visibility SEO
Get cited in AT answers GEO
Influence shortlist decisions GEO
Build thought leadership GEO
Strengthen category authority GEO + SEO
Dominate market visibility GEO + SEO

A Simple Decision Rule

When budgets are tight, the real question is not SEO or GEO but which one to lead with for a given goal.
A simple rule covers most cases.

Capturing people who are actively
searching and ready to act

Rankings and clicks still own high-intent,

SEO transactional and local queries

Being recommended inside an Al
answer or shortlist

The decision is forming before any click; you

C20) need to be cited, not only ranked
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Being trusted enough for either to PR and third-party Independent mentions and reviews are the
work at all sources evidence both search and Al lean on

In practice, the three reinforce each other: PR builds the evidence, SEO captures the demand it creates,
and GEO turns that standing into a place inside the answer. The rule is about sequence and emphasis,
not exclusivity.

Keywords Versus Entities

Traditional SEO was keyword-driven: What are people searching for? Which phrases have volume? How
do we rank for them? That still matters, but GEO works on a more advanced model built on entities, the
recognizable things (brands, people, products, categories, topics) that systems connect through
relationships: HubSpot with CRM and marketing automation, McKinsey with management consulting,
Adobe with creative software. The goal is no longer ranking for a phrase. It is becoming strongly
associated with a topic, which makes reputation, consistency, mentions, and clarity more valuable than
keyword placement.

Rank for "best CRM" Be known as a trusted CRM provider

Rank for "marketing consultant” Be recognized for growth-strategy expertise
Rank for "project software" Be associated with project management

Rank for "AI agency"” Be known as a credible Al implementation firm

Rankings Versus Inclusion

SEO competition is visible; you can see the positions. GEO competition is mostly invisible; you may see
no rankings at all. The questions become whether you are mentioned, whether you are recommended,
whether you are part of the comparison, whether you are cited as credible. If not, you simply do not exist
in that environment.

10+ visible options Often one summarized answer
User compares links System compares sources

User decides manually System narrows options
Ranking matters most Trust and relevance matter most
Click-through is the key metric Mention frequency matters

Traffic Versus Influence

One of the most persistent misconceptions in marketing is that traffic equals success. Visits are visible,
measurable, and easy to report, so they became the default scoreboard. But traffic on its own guarantees
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nothing commercial. A site can pull thousands of visitors and produce weak results if those visitors do
not trust the brand or convert, and a business can run lower volume while generating stronger outcomes
because the audience arriving is more qualified and closer to acting. Traffic measures movement;
influence measures impact. Traffic tells you how many arrived; influence helps explain why they chose
you.

This is where GEO does quiet work, because it often creates influence before any traffic shows up in
analytics. Picture a common buying journey: someone asks an AI assistant for the best project
management software for remote teams, your brand is among the names it returns, they remember it,
search you directly two days later, and eventually visit and request a demo. Most analytics will credit that
conversion to branded search, direct, or referral. The real moment of influence happened earlier, when
the system introduced and legitimized your brand, and that moment rarely appears in the dashboard. A
visitor who already heard your name mentioned positively arrives with less skepticism and converts
faster, which means influence improves the quality of traffic, not only its quantity. Two companies can
each get 10,000 visits a month, one random and low-intent, the other already aware and considering, and
the numbers look identical while the commerecial reality is worlds apart.

Traditional metrics Modern influence metrics

Sessions Brand mentions
Click-through rate Al recommendations
Bounce rate Branded search growth
Rankings Share of conversation
Pageviews Assisted conversions

The practical implication is to widen the scorecard. Beyond traffic volume, the questions worth tracking
are whether more people are searching your brand by name, whether prospects arrive already informed,
whether sales cycles are shortening, whether conversion rates are improving, and whether you are
showing up more often in Al recommendations. Those are influence indicators, and they frequently
matter more than a raw traffic spike. Many brands underestimate GEO for exactly this reason: they
measure clicks, not influence.

Predictable Versus Probabilistic

SEOQ is relatively structured. You optimize title tags, internal links, content quality, technical speed, and
relevance signals; results are never guaranteed, but the framework is familiar. GEO is more probabilistic.
Al outputs shift with prompt wording, user context, data freshness, source trust, topic complexity, and
model behavior, so GEO is about improving the odds of inclusion rather than locking in a number-one
position.

SEO mindset GEO mindset

How do I rank first? How do I become a trusted source?
How do I increase click-through? How do I increase mention rate?
How do I optimize pages? How do I optimize ecosystem presence?
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SEO mindset GEO mindset

How do I target keywords? How do I own a topic?

When Each One Wins

SEO is still highly valuable and performs best in specific situations: high purchase intent ("buy standing
desk," "CRM pricing," "emergency plumber near me"), local search ("dentist near me," "accountant
nearby"), and direct navigation ("Shopify login," "Canva templates"). Where a website converts well, SEO
traffic remains very profitable.

Local services Maps and location intent

Product pricing Direct purchase intent

Emergency needs Immediate action required
Branded searches User already knows what they want
Comparison shopping Users still browse multiple sites

GEO comes into its own in advisory and evaluation moments, when users want recommendations ("What
software should I use for remote teams?") summaries ("Explain the best ways to reduce CAC"),
comparison thinking ("Compare top HR platforms for startups"), or trusted guidance ("Which agency is
best for AI automation?")

Advice requests Users want synthesized thinking
Shortlists Al narrows options

Educational queries Users prefer clear summaries
Strategy questions Complex answers beat links
Early-stage research Decisions begin before clicks

Why SEO Alone Is Now Risky

A company can rank well and quietly lose influence at the same time. It happens when competitors
dominate Al recommendations, your brand is rarely cited externally, Al systems do not recognize your
authority, and search traffic stays stable while consideration drops. The danger is that it happens
invisibly: the dashboard still looks fine while market perception shifts somewhere the dashboard cannot
see.

Rankings stable Al mentions falling
Traffic stable Competitor mindshare growing
Leads acceptable Future demand weakening
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Content published Brand not referenced
SEO healthy GEO absent
The Hybrid Strategy

The strongest companies in 2026 do not choose between SEO and GEO. They run both. SEO provides the
traffic engine, search visibility, owned visitors, conversion pathways, and demand capture. GEO provides
Al visibility, trust reinforcement, exposure to recommendations, brand mentions, and decision influence.
Together they compound: someone sees you in an Al answer, searches you, visits your site, and converts,
a journey that is increasingly the norm.

Awareness Search discovery Al recommendation
Research Content pages Summaries and comparisons
Trust Case studies Third-party mentions
Consideration Product pages Shortlist inclusion
Conversion Website funnel Pre-sold confidence

In practice, a monthly rhythm covers both. On the SEO side: update top pages, improve internal linking,
expand commercial pages, fix technical issues, and publish search-driven content. On the GEO side:
publish expert commentary, earn external mentions, improve author credibility, build topic-authority
content, and monitor what AI systems say about your brand.

Blog publishing Yes Yes

Technical audits Yes Limited
PR placements Helpful Critical
Brand consistency Helpful Critical
Structured answers Helpful Critical
External citations Helpful Critical

Measurement should widen to match. Keep the SEO metrics, rankings, organic traffic, leads from search,
conversion rate, revenue from organic, and add the GEO ones: Al mentions, brand inclusion in answers,
branded-search growth, share of voice in recommendations, and assisted conversions.
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Traffic Demand capture

Mentions Brand presence

Rankings Search strength

Branded search Market awareness

Conversions Revenue impact

Recommendation rate Decision influence
The Takeaway

SEO is not obsolete and GEO is not a fad. They are two interconnected forces that now shape how visibility
is earned. SEO captures active demand when people search; GEO influences how they perceive brands
before they ever click. Modern visibility no longer begins in the search results; it begins earlier, in the AI
recommendations, summaries, and comparisons where trust forms and preferences take shape.
Businesses that rely only on rankings will keep competing for traffic while losing relevance in the
moments where choices are actually made. The ones that pair strong SEO foundations with GEO-driven
authority will be not only easy to find, but hard to overlook when the decision matters.
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Chapter Toolkit

Key Takeaways
* SEO makes content discoverable; GEO makes it usable — different problems, different
tools.

* GEO is probabilistic and inclusion-based; SEO is more predictable and rank-based.
» Relying on SEO alone is now risky; a hybrid strategy is the safe default.

Common Mistakes
» Forcing GEO tactics where a ranked page is what the moment needs, or the reverse.
e Expecting deterministic results from a probabilistic system.

Action This Week
 Classify your top ten pages by whether they need ranking, inclusion, or both.

Metrics to Track
» Rankings alongside citations and share of answer.

Tools to Use
e Arank tracker; a prompt-monitoring sheet.
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Chapter 9: Practical GEO Strategies for Business
Visibility

“The most valuable content in 2026 will not be the content that says the most. It will be the
content that makes the right answer easiest to trust.”
— PhDr. Oliver Scharfenberg

For more than two decades, businesses competed mainly for rankings inside search engines, where
success meant page one, clicks, and conversion after the visit. That model still matters, but it is no longer
the only one. People now ask Al assistants direct questions — who are the best agencies for SaaS growth,
which CRM should a startup choose, what is the fastest way to improve SEO — and instead of ten links
they get a single synthesized answer. So the contest has widened. Businesses compete not only for
rankings but for inclusion inside recommendations, summaries, comparisons, and generated answers,
which is exactly the gap GEO addresses. SEO helps you get found; GEO helps you get chosen, and the two
build on the same foundations: clear websites, trustworthy signals, structured information, relevant
content, and brand authority. The difference is that GEO extends visibility into answer environments
where users may never click a website. A company can lose organic clicks and still gain influence if it gets
recommended repeatedly, and it can rank well yet lose mindshare if competitors are named first. That is
why modern strategy now needs both. What follows are nine practical strategies and a sequence for
putting them to work.

Before the strategies, two pictures of the whole. The first sets GEO and SEO side by side as one operating

model: the same foundation feeding two very different outcomes.

The GEO + SEO Operating Model

One system, two outputs. Both run on the same foundation; they diverge at the top.

SEO — capture active demand

INPUT Keywords & intent Entities & questions \
ENGINE Crawl — index — rank Retrieve — evaluate - synthesize ‘
SURFACE Ranked list of links A single generated answer ‘
WIN BY Ranking on page one Being cited inside the answer ‘
MEASURE Rankings, clicks, sessions Citation share, mentmns sentiment ‘

SHARED FOUNDATION

Clear, structured, credible content - a consistent brand entity - earned third-party trust

The GEO + SEO operating model. Both run on the same foundation and diverge only at the top.
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The second picture explains why that matters. Visibility is now a funnel: a page is cited only if it survives
every stage, from being reachable to being more useful than its rivals. Keep both in view as you work
through what follows.

The Al Visibility Funnel

Every stage filters pages out. A page is cited only if it clears all six.

Crawlers can fetch the page — robots.txt, status codes, no JavaScript wall
The system pulls it in for the query — topic focus, headings, internal links
It answers the real intent, not a near-miss
Author, sources, reviews and reputation clear the bar
A clean, self-contained answer block can be lifted out whole

More useful than the rival sources — your name lands in the answer

Most pages fail at Reachable, Retrievable or Trusted — long before usefulness is judged.

The AI visibility funnel. Every stage filters pages out; you are cited only if you clear all six.

Structure Content for AI Consumption

Before any of this matters, an Al system has to be able to reach your content and read it. Two avoidable
mistakes quietly make sites invisible. The first is blocking the wrong crawlers or misunderstanding what
each crawler does. Google Search and Google’s Al features still depend on Googlebot access and ordinary
Search quality systems; Google-Extended is a separate publisher control for certain Gemini-related uses
and should not be treated as the switch that controls Google Search or AI Overviews. OpenAl also
separates its agents: OAI-SearchBot is relevant to search access, GPTBot is used for training-related
crawling, and ChatGPT-User may visit a page when a user explicitly asks ChatGPT to do so. PerplexityBot,
ClaudeBot and other agents have their own controls. The second mistake is blocking rendering through
CDN, firewall, JavaScript, or security rules so the page technically exists but cannot be read reliably.

The agents worth letting through, and what each one feeds:

GPTBot OpenAl models and ChatGPT browsing  Presence in ChatGPT answers

OAI-SearchBot ChatGPT Search results Citations in ChatGPT Search
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Google-Extended Gemini and Google Al training signals Gemini and Google Al surfaces

Googlebot The Google index (and AI Overviews) Classic search and AT Overviews

Bingbot The Bing index ghatGPT and Copilot, which lean on
ing

PerplexityBot Perplexity retrieval Citations in Perplexity

ClaudeBot Anthropic’s Claude Presence in Claude answers

Common Crawl, which feeds many

CCEat models

Broad model coverage

Applebot-Extended Apple Intelligence Apple’s Al features

Check robots.txt, noindex, canonical tags and any CDN or security rules separately for Googlebot, OAI-SearchBot, GPTBot,
ChatGPT-User, PerplexityBot, ClaudeBot and other relevant agents. Do not treat all AI crawlers as equivalent, and do not
assume that allowing a crawler guarantees citation. Access is only the eligibility layer; citation still depends on relevance,
evidence, entity clarity and trust.

A rule of thumb for everything that follows. Write every section as if an Al system might lift it out
and use it as a source: the direct answer first, the proof second, the context third, and the action fourth.
If a passage cannot be quoted on its own and still make sense, it is not yet built for GEO.

AT systems work best when information is easy to interpret, and a site that is vague, jargon-heavy, or
unclear about what it actually does leaves both people and systems unable to position it. Your most
important pages should communicate the essentials within seconds — who you are, what you offer, whom
you help, what results you create, where you operate, and why you are credible — using logical headings,
clean sections, and language that reflects how real buyers think. The contrast is stark. A homepage that
says "we leverage transformative integrated solutions for scalable growth outcomes" is far weaker than
one that says "we help B2B SaaS companies increase qualified leads through SEO and GEO." Specificity
improves interpretation, and interpretation improves visibility. Confusing businesses become invisible
businesses.

Structure helps as much as clarity, because Al systems pull content out in fragments rather than reading
a page from top to bottom, so the way you arrange it changes what gets used. Lead with the answer: put
a direct, self-contained response of roughly forty to sixty words right under each heading, before the
background and the story, since analyses of Al citations find that a large share of what models quote
comes from the opening third of a page. Phrase your headings as the actual questions people ask, "How
much does X cost?" rather than "Pricing," so the system does not have to guess what a section answers.
And write each section so it stands on its own, without leaning on "as we mentioned above," because the
fragment may be lifted and read in isolation.
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A Practical Tip: Turn One Service Page into a Question Hub

Many service pages explain what a company sells, but not what buyers actually ask before they trust it.
GEO rewards pages that answer follow-up questions. SEO rewards the same thing, because those
questions usually carry search demand.

What you need. AlsoAsked, AnswerThePublic, Semrush or Ahrefs, Google autocomplete — and your
sales team’s inbox.

Setting it up.

1. Put your main service keyword into one question tool.

2. Copy the ten questions that sound like real buyer questions, not keyword spam.

3. Ask sales or support for five questions customers raise before buying.

4. Group the list into cost, process, comparison, risk and proof.
Optimizing your own site. Add a short FAQ section to the existing page, each answer under 100
words. If one question deserves more, link to a deeper article. Use the exact question as a subheading

only when it reads naturally. Skip filler such as “in today’s digital world”. A good answer sounds like a
senior consultant explaining the point over coffee.

The point. The page becomes more useful without becoming bloated, and you hand AI systems clean
passages to cite when users ask the practical follow-ups.

Reshaping a service page around questions raises a second question of its own: where on the page the
answer should sit.

A Practical Tip: The Inverted Pyramid, Before and After

Al systems do not read to the end. They scan for a clean, self-contained answer near the top, so put
the conclusion first and the background after — the inverted pyramid that journalists have used for
a century. The block that tends to get cited is a direct, factual answer of about forty to sixty words,
sitting in the first hundred words of the page or right under a heading.

Buried (hard to cite): “When people start thinking about getting their air conditioning serviced,
there are a lot of factors to consider, and many homeowners aren’t sure how often it really needs
doing, which depends on...”

Direct (citable): “Most home air-conditioning units should be serviced once a year, ideally before
the cooling season. A standard service includes cleaning or replacing filters, checking refrigerant
levels and clearing the drain line, and usually takes one to two hours.”

Same facts, opposite order. The second version is a clean, roughly forty-word block a system can lift
whole, with your page named as the source. Write the answer first; let the detail follow.
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Copy-and-Paste: The Answer-Block Pattern

Paste one of these directly under a question heading, then fill the brackets. The aim is a clean, self-
contained block of forty to sixty words that an Al system can lift whole.

1. The direct answer block.

[Plain answer in one sentence: X is / costs / takes ...J. [One sentence of essential detail or qualifier].
[One sentence on who it is for or when it applies].

Worked example. A standard annual boiler service in the UK costs about £80—£120 and takes roughly
an hour. It covers a safety check, a flue-gas test, and cleaning of the main components. Landlords are
legally required to arrange one every twelve months.

2. The FAQ pair.

Q: How much does [service] cost? A: [Range or figure], depending on [the two or three real drivers].
[One line on what is included].

3. The homepage clarity line.
We help [specific buyer] achieve [specific outcome] through [your method]. [Where you operate]. [One
proof point: years, clients, or a number].

The point. Each template forces the answer to the front. If the block still makes sense when read on its
own, away from the rest of the page, it is built for GEO.

Create Content Worth Citing

One of the strongest GEO opportunities is becoming a source. These systems build answers by
synthesizing clear, high-confidence information, and generic marketing copy almost never qualifies,
while practical expertise often does. That means publishing the kind of material Al systems can draw on:
clear definitions of complex topics, original frameworks, industry benchmarks, pricing explainers, step-
by-step guides, comparisons, FAQs, decision-support resources, and case studies with real outcomes. A
logistics firm that publishes an authoritative guide on reducing warehouse inefficiency has far more GEO
value than a page claiming "we deliver operational excellence." Useful information gets referenced; empty
claims get ignored. Controlled experiments on generative engines point the same way: adding citations
to reliable sources, credible quotations, and concrete statistics measurably raised how often a page was
surfaced in Al answers — by up to around forty percent in some tests — while keyword stuffing, the old
SEO reflex, did almost nothing (Aggarwal et al., 2024).

Some formats earn citations far more reliably than others, and they are worth building deliberately. When
people ask an assistant to recommend or compare, it leans heavily on "best of" lists and head-to-head
comparison pages; by one analysis these "best X" pages make up close to half of the page types ChatGPT
cites for commercial questions. So aim to appear on the relevant lists in your category, and publish your
own comparisons and "alternatives to" pages written for a specific kind of buyer. FAQ pages do similar
work for direct questions. And original material you produced yourself, a small survey, your own
benchmark, a number nobody else has, earns more citations than anything reassembled from existing
sources, partly because there is nothing else for the model to cite. Freshness helps too: the pages Al tools
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quote tend to be more recently updated than the ones that merely rank, so revisiting and updating your
best material is not busywork.

The future belongs to brands that teach as well as sell.

A Practical Tip: Create a Source-Worthy Mini Study

AT answers need evidence. So do journalists and buyers. A small original study can give all three a reason
to mention you, even if you're not a famous brand.

What you need. A simple survey tool — Google Forms, Typeform or a LinkedIn poll — your CRM or
anonymized project data, or a manual sample of 50 to 100 public data points.

Setting it up.

1. Choose one question your market cares about.

2. Collect a small but honest dataset.

3. Write down the method clearly.

4. Turn the result into one chart, one table and five quotable findings.
Optimizing your own site. Publish a short research page: what you measured, how, what you found
and what it means. Add the chart as an image with alt text and the numbers as HTML text below. Then
reuse the findings in LinkedIn posts, guest articles, press releases and outreach — the same outreach that
lands the journalist quotes and round-up placements — linking all of it back to the original study.

The point. Original data is harder to copy than opinion. It gives search engines and Al systems a reason
to treat your page as a primary source.

Tuning Content for Different Engines

The original GEO research found that not every optimization works equally well; the methods that lifted
citation varied by content and by engine (Aggarwal et al., 2024). A few patterns are worth knowing,
because they let you match effort to where you want to appear.

What to do in the text Especially effective for

Add quotations from named experts and references

Authority signals to recognized sources

ChatGPT, Copilot

Back claims with precise, current figures and

Statistics and data
percentages

Perplexity, Google AI Overviews

Replace vague or colloquial wording with exact,

Plain terminology technical terms

Technical and medical queries

None of these is a trick. Each is a way of making a passage more obviously trustworthy to a particular
kind of system: experts and quotations read as authority, numbers read as evidence, and precise terms
read as expertise. Use the one that fits the question you are trying to win — and never at the cost of being
accurate.
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Some formats earn citations far more reliably than others. Build the ones near the top of this list first,
and treat the bottom of it as a warning,.

. . Citation

Nothing else exists to cite; you are the

Original data or benchmark primary source High Very high
“Best of” or comparison page Directly answers the buying question Medium Very high
Clear definition or explainer Gives a clean, liftable answer block Low High
Step-by-step how-to Structured and easy to extract Medium High
FAQ hub Matches direct questions one to one Low High

High intent, and often unanswered

Pricing or cost explainer Medium High

elsewhere
Case study with real numbers Concrete, checkable proof Medium Medium
Cemene meanlie o or R om0 No checkable claim to lift Low Very low

copy
Effort is what it costs you; citation potential is what it returns in AI answers. Original data is the rare asset that scores high
on return precisely because it is hard for anyone else to copy.

Build Authority Beyond Backlinks

Backlinks still matter, but GEO widens what authority means. Where traditional SEO centered it on links
pointing to a site, Al environments also infer authority from broader digital reputation, customer reviews,
expert mentions, press coverage, founder credibility, professional associations, awards, thought
leadership, industry citations, and positive sentiment across trusted platforms. In fact, when researchers
have measured it, the plain count of times a brand is mentioned across the web, even with no link
attached, tends to track Al visibility more closely than its backlink profile does, a point we return to later.
The practical move is to get your brand named in the places your buyers and the models both trust, and
to treat unlinked mentions as worth pursuing in their own right rather than as a consolation prize for a
missing link. When two firms look similar on paper, the one with stronger external trust signals reads as
the safer recommendation, which mirrors how people actually behave: we trust what others validate, and
Al systems increasingly reflect that pattern. Authority today is not only link equity. It is market reputation
translated into digital signals.

A Practical Tip: Get onto the “Best Of” Lists AI Reads From

When someone asks an Al for “the best” of anything, it rarely invents the list — it summarizes the round-
up articles and review sites already out there. To be recommended, you need to be on those.

What you need. Time, and profiles on the review and directory sites that matter in your field (G2,
Capterra, Clutch, Trustpilot, or the niche equivalents).

Setting it up.
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1. Ask an Al engine your category’s “best X” question and note every source it cites — those are the pages
you need to be on.

2. Claim and fully complete your profile on the relevant review platforms.

3. Ask happy clients for honest reviews.

4. Find the “top 10 / best providers” articles ranking for your category.
Getting on them. Contact the authors of those round-ups with a genuine reason to be included — a
clear differentiator, real data, a relevant case. Where a comparison page leaves you out entirely, that gap
is your clearest opening. This is slow, relationship-led work, not a one-afternoon job, but it compounds.

The point. Al recommendations are downstream of human-made lists. Get onto the lists and the
recommendations follow.

Optimize Your Entity, Not Just Your Pages

Modern systems understand the web through entities as much as keywords, and businesses that become
identifiable entities tend to gain stronger visibility than those relying on keyword targeting alone. Your
brand should be clearly associated with your category, niche, geography, expertise, leadership, flagship
services, and differentiators. A company repeatedly tied to "enterprise cybersecurity consulting"
strengthens that association over time, and a founder consistently quoted on Al regulation reinforces the
company's authority as an expert entity. The point is to optimize identity, not only pages, because
recognized names are easier for Al systems to retrieve, trust, and recommend.

It helps to see the whole picture at once. A system does not learn who you are from your website alone; it
assembles your identity from many sources, and the more they agree, the more confidently it recognizes
you.
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The Entity Signal Map

Al systems assemble your identity from many sources. The more they agree, the more confidently you're recognised.

Website + schema
name - category : offer

notability - facts

Industry directories
category - geography

Wikipedia / Wikidata ’

people - legitimacy

YOUR { LinkedIn ’

BRAND
ENTITY

expertise (E-E-AT)

‘ Author profiles }

Crunchbase / databases

firmographics

Press & news
authority

Reviews (G2, Trustpilot)

credibility - sentiment

The entity signal map. Each source carries a different signal; consistency across them is what builds recognition.

Audit: Is Your Entity Consistent?

Work through these one at a time. Every “no” is a reason for a system to hesitate before naming you —
and most are cheap to fix.

1. Is your business name written identically everywhere (legal name versus trading name)?

2. Is the same short category or description used on your site, LinkedIn, Crunchbase, and the main

directories?

3. Do your address, phone number, and founding year match across every profile?

4. Does your site carry Organization schema (and Person schema for key people), with sameAs links to those
profiles?

5. Do you have a Wikidata item, and is it accurate and current?

6. Are your founders and senior experts consistently tied to your category and area of expertise?

7. When you ask an AI “What is [your brand]?”, is the description correct — and the same across engines?

The point. Fix the mismatches before you chase new mentions. Inconsistent facts quietly cap everything

else you do.
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Build Brand Mentions and a Wider Footprint

Many companies overinvest in their own website while neglecting everything around it, which is a
mistake, because Al systems often judge a brand by what the broader internet says about it rather than
what it says about itself. Your business should be visible across the environments that reinforce
legitimacy: industry directories, review platforms, professional communities, business databases, a real
LinkedIn presence, podcast appearances, conference speaker pages, guest articles, news mentions, and
partner sites. A business that barely exists outside its own domain looks weaker than a competitor with a
broader footprint, because modern visibility is distributed, not centralized.

The Brand-Mention Flywheel

Create citable
evidence

original res
clear

Visibility & Earn mentions
trust grow Authority & links

compounds
PR, T

commur

Al systems
cite you

you enter
the answer

A few of these channels punch above their weight. Video is the clearest case: mentions on YouTube show
up repeatedly as one of the strongest correlates of Al visibility, which makes a channel of your own, guest
appearances, and getting your product reviewed by others unusually high-leverage. Communities like
Reddit are cited heavily, but only genuine participation works there; an honest account that actually helps
people earns its place, while thinly veiled promotion gets removed. Digital PR rewards a standing habit:
services that connect journalists with sources let you answer a few queries a week and occasionally land
a mention in exactly the kind of coverage models trust. And it is worth running a mention-gap check now
and then, finding the pages where competitors are named and you are not, then approaching those same
authors and outlets.
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A Practical Tip: Show Up Where AI Reads — Reddit and Forums

When researchers analyzed tens of millions of Al citations, one site led across nearly every engine: Reddit.
Al leans on it because it’s full of real people comparing real options. If your field is discussed there and
you’re absent, you're missing the single most-cited source.

What you need. A Reddit account with genuine history — fresh accounts that only ever plug themselves
get removed fast.

Setting it up.

1. Find the subreddits where your customers actually spend time (search “[your topic] subreddit”).
2. Spend a couple of weeks just being useful: answer questions properly, no links, no pitch.
3. Where it’s genuinely relevant and the rules allow it, mention your approach or research as one
contribution among many.
4. Answer the recurring “which provider / how do I” threads thoroughly; those are exactly what AI pulls
from.
Showing up well. Reddit communities punish marketing instantly, and a ban is worse than absence.
Contribute like a member, because you are one. The same holds for niche forums and Q&A sites in your
sector — the goal is a real, helpful footprint, not a drop of links.

The point. Honest participation in two or three relevant threads a week does more for your Al visibility
than a month of blog posts.

Distribute What You Create

This is where many businesses fall down: they produce useful content and never push it into the
environments where reputation forms, so it stays invisible. Strong GEO requires deliberate amplification,
and the efficient way to do it is to turn one high-value asset into many. A whitepaper becomes a series of
LinkedIn posts, a webinar becomes YouTube clips, a founder interview becomes blog content, a research
report becomes PR outreach, a guide becomes a newsletter sequence, and case studies become sales
enablement. The goal is not vanity exposure but repeated market presence, because consistent
appearance across trusted channels builds familiarity, and familiarity tends to precede recommendation.
Distribution is no longer optionalj; it is part of discoverability.
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One Asset, Many Surfaces
L Blog article J

[ Quote graphics J [ LinkedIn posts ]

[ Slide deck }

[ Comparison page ]

[ Newsletter ] [ FAQ entries ]

[ Short video J

A Practical Tip: Turn LinkedIn Expertise into Searchable Site Assets

Many experts publish their best thinking on LinkedIn and leave their website thin. That’s backwards.
Social posts fade in a day; your website can turn those insights into durable search and GEO assets.

What you need. Your strongest LinkedIn posts, comments, webinar notes or client questions, a website
blog, and a simple editorial format.

Setting it up.

1. Pick one post that drew strong comments or saves.

2. Extract the central idea, not the whole post.

3. Add a practical example, checklist or table.

4. Publish it as a short article and link to it from LinkedIn.
Optimizing your own site. Use the article to answer a specific search query. Keep the human voice,
but add structure: definition, why it matters, steps, common mistake, one example. Then update the
original post with a comment linking to the deeper resource. Over time, you build a library of expert pages
from ideas the audience has already endorsed.

The point. Social proves the topic has interest. Your site captures the long-term value.

Publish for Decision Moments

Not all visibility carries equal weight. Some content attracts impressions but little commercial impact,
and GEO is far more valuable when it shapes buying decisions. That means publishing resources aligned
with decision-stage intent, the best tools in a category, how to choose a provider, cost comparisons,
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vendor alternatives, implementation timelines, common mistakes when buying, and the questions to ask
before hiring. When people ask Al systems commercial questions, they are usually close to acting, and
being present in that moment is worth far more than casual traffic months earlier. Traffic is useful;
influence at decision time is usually better.

A Practical Tip: Write “Decision Sections” for Commercial Pages

A commercial page usually says what a company does but avoids the questions buyers use to choose. Al
systems answer those questions directly. If your page doesn’t contain the decision logic, someone else’s
will.

What you need. Your main service page, sales-call notes, competitor pages and a simple section
template.

Setting it up.

1. Add four short sections: “Best for”, “Not ideal for”, “Typical cost drivers” and “What to check before

choosing”.

2. Keep each section practical.

3. Mention real trade-offs.

4. Link to proof: case studies, examples, certifications or research.
Optimizing your own site. Be specific: “Best for companies that need employer-branding support but
have no full in-house HR marketing team.” Then state the limit: “Not ideal if you only need a one-off job-

ad rewrite.” That honesty improves conversion and gives Al systems sharper language for matching you
to a query.

The point. Specificity beats persuasion. The clearer your fit, the easier you are to recommend.

Make Human Expertise Obvious

As low-quality AI content floods the web, real expertise becomes more valuable, so make it visible. Use
named authors, show practitioner experience, publish original insights, share real case studies, explain
the lessons learned from actual client work, and demonstrate operational knowledge. Generic,
anonymous content increasingly blends together, while experienced voices stand out, and that matters
most in industries where trust drives buying: finance, legal, healthcare, consulting, B2B services,
cybersecurity, and enterprise software. The more Al-generated content exists, the more human authority
is worth.

Measure GEO Differently

Traditional SEO measures rankings, clicks, and sessions; GEO needs a wider lens. Periodically test
relevant prompts inside the major systems — who are the leading providers in our category, what firms
specialize in our niche, how do we compare with competitors, what is our reputation, who is
recommended in our city or industry — and then read the results honestly. Are you mentioned? Are the
descriptions accurate? Which competitors keep appearing? Which sources seem influential? What
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misinformation exists, and what trust gaps remain? This kind of testing surfaces opportunities that never
show up in an analytics dashboard, because not all visibility produces a click. Some of it produces
perception, and perception influences revenue.

A few specifics make this more than a vibe check. Run the tests in a logged-out or incognito window so
your own history does not flatter the result, and keep a simple weekly log of which brands and sources
appear for your top buyer questions. Separate being cited, your link actually shown as a source, from
being mentioned, where the model names you in the text without linking, since the second is common
and easy to miss. Watch for referral traffic from the Al tools in your analytics, but do not expect it to tell
the whole story; because many Al answers are not clickable, the most reliable signal is often a plain "How
did you hear about us?" on your forms. Above all, pair every visibility number with a business one:
mentions against branded searches, Al referrals against lead quality, so you are measuring something
that matters rather than a vanity count.

The GEO Visibility Dashboard

A single number cannot tell you whether you are winning in AI answers, because there is no “rank” to
read. A small dashboard of seven signals, watched together and reviewed on a regular cadence, gives a
truer picture. None of them is hard to capture; the discipline is in reading them side by side rather than
fixating on one.

The GEO Visibility Dashboard

Seven signals, read together. No single number tells the story.

Al Prompt Set Citation Share Source Presence Brand Sentiment

i I X I I ‘ 34% ‘ 45% )
How many of your fixed buyer Share of answers that cite or Of the sources Al cites in Whether the framing about you

your field, how many feature

prompts you appear in link you vs. rivals you

is positive, neutral or off

SERP Overlap Conversion Proxy
88% | @) I I I
nll
How consistently your facts Overlap between classic “How did you hear about us?” +
match across sources rankings and Al-cited pages Al-assisted leads

Pair every visibility metric with a business one — mentions against leads, citations against conversions.

The GEO visibility dashboard. Seven signals, read together; the gauges shown are illustrative.
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Metric What it measures How to capture it H'ealtl.ly Cadence
direction

Al Prompt Set

Citation Share

Source Presence

Brand
Sentiment

Entity
Consistency

SERP Overlap

Conversion
Proxy

The fixed set of buyer
questions you track

How often you are cited
versus rivals

Whether the sources Al
cites feature you

Whether the framing
about you is fair

Whether your facts
agree across sources

Overlap of ranked and
Al-cited pages

Business impact of Al
visibility

A saved list of 25—-50
prompts, run logged-out

Count named or linked
appearances per engine

List the domains Al cites;
check each for your
presence

Read the wording; tag
positive, neutral, or wrong

Spot-check name, category,
and facts on key profiles

Compare your top organic
pages with the Al-cited
ones

“How did you hear about
us?” plus Al-assisted leads

Stable and Set‘once,
. review

representative

quarterly
Rising a}galnst Monthly
competitors
Present on the Monthly
top sources
Positive or
neutral; no Monthly
errors
Fully
consistent Quarterly
Understand
and close the Monthly
gap
Growing
share, good Continuous
quality

Pair every visibility metric with a business one — mentions against leads, citation share against conversions — so you are
tracking influence, not a vanity count.

Running a GEO Audit

Measuring GEO differently becomes concrete when you turn it into a small audit you can repeat every
month. The aim is not a glossy report; it is an honest picture of how the assistants describe you today —
what they say, whom they cite, which rivals they prefer, and where your public evidence is thin. The GEO
Audit Sheet in Appendix D gives you a row-by-row format for exactly this, and the AI Prompt Monitoring
Sheet keeps the prompts themselves consistent from month to month.
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The Monthly GEO Audit Loop

Build the prompt set

eal questions

Ship a 30-day action list Run across engines

fix what the gaps revealed

Repeat
monthly

Find the source gaps Record & classify

ssi roof, weak pages
missing proof, weak pages [ ——

Start with a fixed set of real questions, twenty-five to fifty of them, written the way a buyer, journalist,
applicant, or partner would actually phrase them rather than as keywords. Spread them across the kinds
of questions that matter: plain informational ones (“what is generative engine optimization?”),
commercial ones (“who are the best providers of X in Y?”), head-to-head comparisons, reputation
questions about your own name, and, if you serve a place, local ones.

Appendix G provides a ready-made library of exactly these prompts, grouped by purpose, so you are
not writing the test set from scratch each month.

Run the same set across the systems from Chapter 7 — Google’s Al features, ChatGPT, Perplexity, Gemini,
Claude, Copilot — and write down, for each: the date and platform, whether you were absent, mentioned,
recommended or cited, how the framing felt, which competitors appeared, and every source the answer
leaned on. The pattern in those sources is the useful part: a missing review profile, a thin author page, an
absent comparison, a stale third-party listing. Each gap becomes a line on a thirty-day action list.

To track movement over time without fooling yourself, score each result on a simple scale and watch the
average climb as the proof accumulates.

What to do
0 Absent from answers. Build basic entity and content assets; earn first mentions.
1 Mentioned only when you name the brand. Strengthen category association and topical authority.
2 Mentioned for category questions, but not cited. Create citable assets; strengthen external proof.
3 Cited or recommended in some answers. Widen the range and consistency of your sources.
4 Regularly cited, with fair framing. Defend the position; keep proof assets current.
5 Category authority across several systems. Scale thought leadership; watch reputation risks.
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The score is a thermometer, not a trophy. Its only job is to tell you, month over month, whether the work
is making you easier to find, trust, and quote — or whether you are merely busy.

An Audit Question Bank

Prompts to run. Vary the phrasing; engines answer differently to small changes. Run the same set
monthly, logged out.

1. “What is [category], and who are the leading providers?”

. “Who are the best [category] companies for [type of buyer]?”

. “Compare [your brand] and [a named competitor].”

. “What is [your brand] known for? Is it reputable?”

. “Who should a [buyer] in [city or industry] hire for [need]?”

. “What should I look for when choosing a [category] provider?”
. “[Your brand] alternatives.”

N o W DN

Questions to ask of each answer. These turn a screenshot into a finding.

— Were you named at all? Cited with a link, or only mentioned in passing?

— Was the description accurate and current?

— Which competitors appeared, and how were they framed against you?

— Which sources did the answer lean on — and are you present on them?

— What misinformation or obvious gaps showed up?

— Did the framing change across engines, or across phrasings of the same question?

The point. The pattern over weeks is the signal, not any single answer. Repeated absence for a question
that matters is your clearest brief for what to build next.

For a much larger, ready-to-use set, see Appendix G, which collects 100 Al-visibility prompts grouped by
use case — from diagnostics and entity work to monitoring and reporting. Broader professional Al

prompts are better used as a separate companion resource, so the main book stays focused on SEO, GEO
and Al visibility.

A Practical Tip: Check How AI Describes You Today

You can’t improve Al visibility you've never tested. The test needn’t be perfect; it needs to be repeatable,
written down and honest enough to show whether your brand appears in the conversations that matter.

What you need. ChatGPT, Perplexity, Microsoft Copilot, Google ATl Mode or AI Overviews where
available, a spreadsheet, and HubSpot’s free AI Search Grader.

Setting it up.

1. Write ten prompts a buyer might ask before choosing a provider.
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2. Leave your brand name out of the first round.
3. Run the same prompts in two or three Al tools.
4. Record whether your brand appears, whether competitors appear and which sources are cited.

Reading the results. For every prompt where competitors appear and you don’t, inspect the cited
pages and look for the pattern: better structure, stronger proof, clearer definitions, fresher dates,
comparison tables, more specific examples, or stronger external mentions. Turn those findings into page
improvements, then save the answers with today’s date as your baseline.

The point. Al visibility is unstable, so don’t treat one result as truth. Treat repeated absence as a signal.

Why AI Systems Do Not Cite You

“The question is no longer only whether your content exists. It is whether the page gives an Al
system enough reason to trust it, extract it and attach your name to the answer.”
— PhDr. Oliver Scharfenberg

Most GEO advice is about becoming more visible. That is useful, but it skips the more revealing question:
why are you not being cited? A business can publish genuinely helpful content, rank reasonably well, and
still appear in no AI answer at all — mentioned nowhere, cited nowhere, recommended by no system,
even with real expertise behind it. That absence is rarely random. In most cases, something in the chain
breaks before the system ever reaches the point of citation.

Traditional SEO trained us to ask why a page does not rank. GEO adds a second question: why does this
page not become part of the answer? The original GEO research framed the problem of lifting a creator’s
visibility inside generated responses (Aggarwal et al., 2024). Newer work sharpens it by separating two
things that are easy to confuse — how much a document influences an answer, and whether it actually
gets cited, which is the part that sends traffic and credit back to you. That reframes the task: not every
missing citation has the same cause, nor does every page need the same fix (Tian et al., 2026).

It helps to picture citation as a chain. First the page has to be reachable. Then it has to be retrievable.
Then it has to look relevant, then trustworthy, then it has to offer a clean, extractable answer — and finally
it has to be more useful than the competing sources. Break any one link and a good page gets passed over.
A GEO audit measures where you stand; the next move is to find which link broke. The table below turns
that diagnosis into a repair list.
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The Citation Failure Map
Where the chain breaks between a good page and a citation. Fix left to right.

1 - ON YOUR PAGE 2 - YOUR ENTITY 3 - ACROSS THE WEB

Access .
Identity Trust
Blocked or not indexed;
Al agents can't fetch it Brand confused, absent Rivals with stronger
or named inconsistently credentials are cited instead
Retrieval
Not pulled in for the query
weak structure or focus Cunsistenl:y Evidence
-»> >
Name, category, geography No third party confirms
Extractablllty differ across sources your claims
No clean answer block
to lift out
Tone Competitive
Freshness
Reads like a sales pitch, Another source is simply
Old data, dates not a neutral source clearer or better
and examples

Clear all three zones and the page earns its citation.

v

CITED

Fix order: access — extraction — entity — trust & evidence

The citation failure map. The chain breaks somewhere between a good page and a citation; the repair list below works
through it in order.

Read as a ladder rather than a map, the same sequence makes the order of repair obvious: fix the lowest

broken rung first, since nothing above it can hold.

Why a Page Is Not Cited

A diagnostic ladder — work top to bottom; fix the first failure before moving on.

Crawlable & indexed? - Fix indexing, robots.kxt, status codes ]

Add an answer block, headings, a lahlc]

Add author, sources, reviews, proof

Earn third-party mentions & profiles ]
Update data, dates and examples ]

Answer the real question, not a near un%

Add original data or a sharper view ]

Cited — your brand is in the answer
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Failure point ‘What it looks like

The page does not show up in

Access search or tools

Retrieval The page exists but is not
picked for relevant prompts

Trust Competitors with stronger
credentials get cited instead

sy The brand is confused, absent
or described inconsistently

. Claims are not confirmed

Evidence
anywhere else

Tone The page reads like a sales
pitch

Freshness The page uses old data or

dated examples

The content is relevant but

Citation format hard to extract

Another source is simply

Indexing, robots.txt, noindex,
canonicals, status code

Headings, topic focus, internal
links, query match

Author bio, sources, reviews,
case studies

Profiles, schema, directories,
bios

Mentions, reviews, PR,
directories, expert references

Promotional language, vague
claims

Dates, screenshots, statistics,
tool names

Paragraph length, tables,
answer blocks

The sources currently cited,

Fix crawlability and
indexing

Improve structure and
topical relevance

Add a visible trust layer
and proof

Standardize the entity
signals

Build third-party
validation

Add neutral explanation
and evidence

Update, then record the
review

Add citable elements

Close the specific quality

Competitive

clearer or more authoritative and the SERP leaders gap

When a page is not cited, do not guess and rewrite the whole thing. Diagnose. Run ten commercially
important prompts across the systems your buyers actually use, and record where you are absent,
mentioned or cited; the AI Prompt Monitoring Sheet in Appendix D is built for exactly this. Then take
three pages that should have been cited and were not, and walk each one down the chain using the GEO
Audit Sheet. Where the break is on your own pages, the Source Repair Checklist gives you the order of
operations.

Spread the repair over a month rather than a weekend. In the first week, fix access: confirm indexing,
internal links and technical readability. In the second, fix extractability: add answer blocks, headings,
tables, definitions and summaries. In the third, fix trust: authorship, references, case evidence and review
signals. In the fourth, fix external confirmation: strengthen profiles, request honest reviews, pitch one
expert contribution and publish one piece of third-party or partner-supported proof. Then run the same
prompts again. Do not expect instant stability — AI answers move with the system, the date, the location
and the exact phrasing — but watch the pattern. If you were absent everywhere and now appear in two
systems, the public evidence is improving.
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Citation failure is frustrating precisely because it feels invisible. Once you can name the broken link —
access, relevance, trust, entity clarity, evidence, freshness, extractability or competitive usefulness — it
stops being a mystery and becomes a thing you can repair.

What Does Not Work

Some businesses will try to game the system, mass-producing Al articles, flooding weak directories,
manufacturing robotic FAQ pages, and buying low-trust mentions. These tactics create noise but rarely
durable authority. Where a business lacks credibility, expertise, consistency, or genuinely useful
information, no tactic compensates for long. GEO rewards legitimacy over manipulation, which is
precisely why strong businesses tend to hold the natural advantage.

From a Content Calendar to an Evidence Calendar

Most content calendars are built around output: four posts, a newsletter, the occasional case study. They
produce activity, and activity is not the same as authority. A more useful question for 2026 is the one a
content calendar rarely asks: what public proof would a careful buyer — or an AI system summarizing the
field — need before treating us as the most credible answer in our category?

Planning around that question turns a content calendar into something closer to an evidence calendar. It
still schedules work, but the work is proof rather than volume. One month updates the methodology page;
the next publishes a small benchmark or an original number; another lands an expert interview, or a
comparison that treats rivals fairly, or a set of client outcomes; a quieter month refreshes the source list
and the structured data. None of these is dramatic on its own. The point is that they accumulate — each
asset makes the next one easier to believe, and the body of evidence grows harder to ignore.

This matters more for generative engines than for classic search, because answers tend to rest on
repeated, corroborating signals rather than a single page. We argued in Chapter 5 that coverage has to be
earned; the evidence calendar is simply how you put that argument on a schedule. The aim is not to flood
the web — the previous section warned against exactly that — but to lay down enough consistent,
checkable proof that the brand becomes easy to understand and hard to leave out. The Evidence Calendar
Template in Appendix D turns that into a simple grid — one row per claim, with the proof and the place
it will live.
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The Evidence Calendar

Plan proof, not just posts. One credibility asset a month, building on the last.

Bl Original data

B Earned coverage [l Comparison [Jll Trust asset

[ Refresh

Publish the
methodology page

Run an original
benchmark study

Comparison vs. the top
alternative

Land an expert
interview / podcast

Client-outcome case Refresh sources, dates Mini-survey — one new Guest article in a
study & schema statistic trade outlet
Get onto the "best X” Cost / pricing Awards & Annual data update +
round-ups explainer page certifications page recap

None is dramatic alone. They compound — each asset makes the next one easier to believe.

The evidence calendar. One credibility asset a month, each building on the last.

A worked twelve-month version makes it concrete. Adapt the assets to your field; keep the rhythm.

Month Asset to ship

January Publish or refresh the methodology page
February Run a small original benchmark study

March Comparison against the leading alternative
April Land one expert interview or podcast

May Publish a client-outcome case study

June Refresh sources, dates, and structured data
July Mini-survey turned into one new statistic
August Place a guest article in a trade outlet
September Get onto the “best X” round-ups in your category
October Publish a cost or pricing explainer

November Build the awards and certifications page
December Annual data update and a year-in-review recap

None is dramatic on its own. They compound — each asset makes the next one easier to believe.
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Trust asset
Original data
Comparison
Earned coverage
Trust asset
Refresh

Original data
Earned coverage
Earned coverage
Comparison
Trust asset
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A 90-Day GEO Plan

The sequence is straightforward because GEO depends on three things in order: understanding, trust,
and presence. Spend the first month on clarity, refining core pages, sharpening positioning, defining your
category, and making trust signals obvious. Spend the second month on authority assets, publishing
expert-led content, comparisons, frameworks, case studies, and resources worth referencing. Spend the
third on distribution, expanding mentions, pursuing interviews, strengthening reviews, activating
LinkedIn, earning industry citations, and repurposing your best content across channels. Appendix D
includes a ready-made 90-Day GEO Roadmap you can drop straight into a project plan.

Copy-and-Paste GEO Text Modules

The strategies above ask you to reach out, ask for proof, and describe yourself clearly. Below are starting
points for the messages and on-page text those tasks need. Adapt them to your voice; the brackets mark
what to change. None should be sent unaltered — a template that reads like a template earns nothing.

Module 1 — Outreach to get onto a “best of” list

Subject: A suggestion for your [topic] round-up

Hi [name], I read your piece on [the best X for Y] — the section on [specific detail] was useful. We run
[your company], and I think we’d be a fair fit because [one concrete differentiator: a number, a niche, a
result]. If it helps, here is [a relevant case or data point]. No worries either way; thank you for the work
you put into the list.

Why it works. It proves you read the article, gives a real reason to be added, and asks for nothing
aggressive. Round-ups are exactly what Al leans on for “best” questions.

Module 2 — Review request

Hi [name], thanks again for [project / order]. If you have two minutes, an honest review on [G2 /
Trustpilot / Google] would mean a lot — it genuinely helps other [buyers] decide. Here’s the direct link:
[URL]. Whatever you write is _fine; honest is more useful than glowing.

Why it works. Reviews on the right platforms feed both buyers and the models. Asking for honesty, not
praise, keeps it credible and compliant.

Module 3 — Reply to a journalist or source request

Re: [query]. I'm [name], [role] at [company]. Short answer: [one or two sentences a writer could quote
directly]. Context: [one sentence of evidence or a number]. Happy to expand or share data if useful.
[Name, title, company, one-line credential, link.]
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Why it works. A quotable sentence plus a credential is what gets used — and a quote in trusted coverage
is exactly the kind of mention Al systems weight.

Module 4 — Brand Facts paragraph (for an About or Press page)

A short, plain block of verifiable facts gives every system the same consistent description of your entity.
Put it on an About or Press page and keep it current.

[Company] is a [category] founded in [year], headquartered in [city]. It helps [who] to [outcome]
through [method]. Notable facts: [clients served / scale / a flagship result]. Leadership: [names and
roles]. [Company] has been featured in [outlets] and holds [certifications or memberships].

Module 5 — Author bio (for named, expert content)

[Name] is [role] at [company], where [he/she/they] [what you actually do]. [Name] has [years] of
experience in [field] and has [a concrete credential: clients advised, a role, a publication].
[He/She/They] writes on [topics]. Connect on [LinkedIn link].

Why it works. A real author with checkable experience is a direct E-E-A-T signal. Anonymous content
increasingly blends into the noise.

These modules are starting points, not a complete toolkit. For a far larger prompt library, see Appendix
G for Al visibility specifically. Broader general-purpose AI prompts should be kept as a companion
workbook, not inside the main SEO and GEO book.

A 90-Day Implementation Roadmap

° ° >

Days 1-30 Days 31-60 Days 61-90
Foundation Content Proof

e Fix the technical basics ® Publish decision pages and + Earn mentions and reviews
guides

¢ Build the entity profile e Publish a case study

e Set a prompt baseline ¢ Add author blos and citations * Re-test the prompt set

* Cover the buying questions

Output Output Output
a clean, readable foundation answer-ready content external proof and movement
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The Takeaway

GEO is not about tricking AI systems. It is about becoming the kind of business an intelligent system
would reasonably choose to mention, which requires clear messaging, credible expertise, strong external
reputation, consistent brand signals, valuable content, and active market presence. Businesses that
ignore it may still compete for clicks. Businesses that master it become part of the answers shaping future
demand.
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Chapter Toolkit

Key Takeaways
 Citation-ready content leads with a clear claim, backs it with evidence, and is structured to
lift.
e Authority now comes from a wider footprint — mentions, reviews, coverage — not just
backlinks.
 Shift from a content calendar to an evidence calendar, and measure GEO on its own terms.

Common Mistakes
» Choosing volume over clarity, with vague pages that carry no statistics or attribution.
» Measuring GEO by clicks and traffic instead of citations and share of answer.

Action This Week
* Run the chapter’s GEO audit on one priority topic and fix the top failure it surfaces.

Metrics to Track
 Citation share; share of answer; brand-mention growth; freshness of key pages.

Tools to Use
» A prompt-monitoring sheet; the evidence calendar; a structured-data validator.
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Applied Case Studies: Ten GEO Scenarios

The mini-cases below pair the patterns in this book with documented results from 2025—-26. They are not
magic formulas; they are illustrations of how one goal — making a business easier to understand, safer to
cite and more likely to be recommended — plays out in different markets. Two cautions apply throughout.
First, public GEO case data is young: several figures come from agencies reporting on their own clients,
and Al-referral volumes remain small in absolute terms, so read these as directional evidence rather than
promises, and where a number is self-reported it is marked as such. Second, the conversion comparisons
run so favorably for Al traffic partly because the model has already done the buyer’s research before the
click—a compression effect, not proof that Al visitors are simply better. As a sense of scale, a twelve-
month analysis of ninety-four ecommerce brands reported by Search Engine Land found ChatGPT traffic
converting about 31 percent higher than non-branded organic search (1.81 versus 1.39 percent), on
volume that grew roughly elevenfold across the year but still sat far below organic (Search Engine Land,
2026).

Case 1: Local business

Starting point: a local service business — say a dental clinic — ranks in the local pack but is rarely named
in AI answers such as “best dentist near [neighborhood] for anxious patients”. GEO problem: a generic
service page, inconsistent opening hours across directories and few third-party references. Measures:
rebuild the core service page around patient questions, add neighborhood-specific proof, update Google
Business Profile and Apple Maps, collect detailed reviews that mention treatments and locations, and
earn two local media or association mentions. Documented signal: across 160-plus companies tracked by
First Page Sage between May 2025 and May 2026, local-service categories converted ChatGPT-referred
visitors well above their usual rate — HVAC at 3.9 percent and hotels and resorts at 7.0 percent, nearly
double a 3.6 percent baseline — because someone who has already described their problem to an assistant
arrives close to a decision (First Page Sage, 2026). What to watch: whether Google AI Overviews,
Perplexity and ChatGPT Search name the business for neighborhood- and service-specific prompts.

Case 2: B2B consulting

Starting point: a consultancy publishes plenty of thought-leadership but is not mentioned when buyers
ask for specialist firms in its field. GEO problem: the expertise is real but scattered, and the brand entity
is weak. Measures: create a brand-facts page, publish two named-author point-of-view articles, add case
studies with measurable outcomes, align LinkedIn and company descriptions, and secure citations from
industry podcasts or trade publications. Documented result: the agency Go Fish Digital reported roughly
tripling GEO-attributed leads within ninety days after building a prompt map and entity-first content,
and found leads arriving from Al citations converted far more readily than organic ones — plausible, since
the assistant had already vouched for them before the click (Go Fish Digital, 2025; figures self-reported).
The direction matches First Page Sage’s broader finding that legal and professional-services queries
convert Al referrals at around 5.6 percent (First Page Sage, 2026)—what to watch: inclusion in
comparison, shortlist and “who are the experts” prompts.
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Case 3: SaaS company

Starting point: a SaaS product ranks for several feature keywords but loses Al recommendations to review
platforms and better-known competitors. GEO problem: the product pages explain features, not use cases
or decision criteria. Measures: add comparison tables, integration pages, transparent pricing notes,
schema where appropriate, customer proof and consistent third-party reviews, and a “best for” page that
says who the software is and is not for. Documented result: in a controlled comparison of one B2B
software client (October 2024 to April 2025), Seer Interactive measured ChatGPT-referred visitors
converting at 15.9 percent against 1.76 percent from Google organic, while viewing 2.3 pages per session
versus 1.2 — though the agency stresses this came from 1,370 Al conversions against almost fourteen
million organic sessions, a striking rate on a still-small base (Seer Interactive, 2025). Across a wider set,
B2B SaaS Al-referral conversion sat nearer 2.4 percent (First Page Sage, 2026); and HubSpot, without
setting out to optimize for Al, surfaced in AI Overviews for more than three thousand marketing queries
on the strength of years of definitional content. What to watch: mentions in “best tool for [workflow]”
and “compare X vs Y” prompts.

Case 4: Healthcare provider

Starting point: a clinic has strong local demand but faces YMYL scrutiny. GEO problem: pages lack visible
medical review, publication dates and source transparency. Measures: add reviewed-by medical
credentials, an editorial policy, citations to official health sources, patient-friendly FAQs, structured data
and a careful disclaimer; avoid exaggerated claims. Documented signal: healthcare was among the
stronger verticals in First Page Sage’s data, with ChatGPT-referred visitors converting at about 4.5
percent — above its traditional baseline — consistent with patients using assistants to research before
committing (First Page Sage, 2026). The lift only follows visible expertise: named medical review, dated
pages and citations to official sources are what let an Al cite a clinic with confidence. What to watch:
whether Al systems cite the clinic for informational queries and recommend it only in appropriate local-
intent scenarios.

Case 5: Employer branding and HR

Starting point: a company wants to be recommended as an attractive employer, but AI responses lean on
old reviews and scattered job board data. GEO problem: the employer entity is inconsistent and not
backed by current evidence. Measures: create an employer-facts page, publish benefits and culture proof,
add employee-survey results where available, update LinkedIn, review platforms and career directories,
and seek credible third-party certification or coverage. Documented foundation: public GEO case data
for employer branding is still thin, but the mechanism is well evidenced. In the author’s own randomized
study (around 1,093 participants), adding a credibly verified employer seal raised the share of candidates
likely to apply by roughly 16 percentage points — but only when the seal was based on transparent criteria
and a real employee survey (Scharfenberg and DIQP, 2025). GEO moves that proven signal to where
assistants can read it: a current employer-facts page, verifiable survey results and consistent profiles.
What to watch: AI prompts such as “good employers for [role] in [city]” and “strong work-life balance in
[industry]”.
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Case 6: Online retail

Starting point: an online retailer ranks for product and category terms but is rarely the product an
assistant names when a shopper asks for a recommendation. GEO problem: thin product descriptions,
missing structured data, and few independent reviews or mentions an assistant can lean on. Measures:
rewrite product and category pages around real buyer questions and attributes, add Product and Review
schema, secure third-party reviews and editorial mentions, and keep specifications accurate and current.
Documented result: a twelve-month analysis of ninety-four seven- and eight-figure ecommerce brands
reported by Search Engine Land found ChatGPT-referred visitors converting at 1.81 percent against 1.39
percent from non-branded organic search — about 31 percent higher — and generating more revenue per
session ($3.65 versus $3.30) despite a slightly lower average order value, while ChatGPT sessions grew
roughly elevenfold across the year (Search Engine Land, 2026). Adobe likewise reported US web traffic
from AI-driven referrals rising more than tenfold between mid-2024 and early 2025 (Adobe, 2025). The
honest caveat is volume: organic still outweighed ChatGPT by roughly forty-seven to one. What to watch:
whether assistants name your products for attribute-led prompts such as “best [product] for [use] under
[price]”.

Case 7: Hotel and hospitality

Starting point: a hotel or resort competes in a crowded booking market and wants to be the option an
assistant suggests for a specific trip. GEO problem: the property is described inconsistently across
booking sites, and its own pages answer few of the questions a traveler actually asks. Measures: build
pages around real trip questions (families, accessibility, pet policy, the walkable area), keep rates and
amenities consistent across platforms, gather detailed recent reviews, and earn local and travel-press
mentions. Documented signal: hotels and resorts were the strongest vertical in First Page Sage’s 2025—
26 data, converting ChatGPT-referred visitors at 7.0 percent — nearly double a 3.6 percent baseline, the
largest lift in the study — because travel is exactly the kind of high-consideration decision an assistant
can compress into a single recommendation (First Page Sage, 2026). What to watch: whether assistants
surface the property for trip-specific prompts such as “family-friendly hotel near [landmark] with
parking.”

Case 8: Higher education

Starting point: a university or training provider has strong programs but is rarely named when a
prospective student asks an assistant where to study a subject. GEO problem: program pages are written
for the institution, not the applicant, and outcomes and entry requirements are buried. Measures: rebuild
program pages around applicant questions (careers, fees, entry routes, outcomes), publish outcome data,
add Course and FAQ schema, and earn citations from independent education guides and rankings.
Documented signal: higher education converted ChatGPT-referred visitors at about 4.9 percent in First
Page Sage’s data, one of the larger gains over baseline, consistent with applicants using assistants to
research a high-stakes decision before committing (First Page Sage, 2026). What to watch: whether
assistants recommend the program for prompts such as “best place to study [subject] in [region] for
[career]”.
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Case 9: Financial services

Starting point: a financial-services firm wants to appear when buyers ask an assistant for providers, but
operates in a regulated, trust-sensitive market. GEO problem: compliance-driven pages read as generic,
and the firm’s expertise is hard for an assistant to verify. Measures: publish clearly authored, compliant
explainer content, name qualified experts with verifiable credentials, cite regulators and primary sources,
and earn coverage in reputable financial media. Documented signal — and an honest one: financial
services was among the weakest verticals in First Page Sage’s data, converting ChatGPT-referred visitors
at about 1.9 percent, well below hospitality or healthcare (First Page Sage, 2026). In regulated categories,
where buyers hold established preferences and assistants are cautious about making recommendations,
the lift from Al visibility is real but smaller, and the work is as much about not being misdescribed as
about being chosen. What to watch: whether assistants describe the firm accurately and include it for
prompts such as “reputable [service] provider in [market]”.

Case 10: Multi-engine strategy

Starting point: a B2B brand has built its Al visibility almost entirely around ChatGPT. GEO problem: a
single-engine strategy is fragile, because the engines themselves keep trading share. Measures: track and
optimize across the major engines; build content and entity signals that travel — clear facts, citations,
consistent profiles — rather than tricks tuned to one model; and measure share of voice per engine.
Documented result: across forty-one brand sites and 2.8 million Al-referral sessions, Goodie found
ChatGPT’s share of B2B Al referrals falling from 89 percent to 63 percent in roughly eight months, while
Claude rose from 1.4 percent to 18.5 percent and the four leading engines together came to hold nearly
all measurable Al referrals; the same study found Al-referred visitors engaging around 30 percent longer
than visitors from Google’s organic search (Goodie, 2026). What to watch: your share of citations on a
fixed prompt set across ChatGPT, Claude, Gemini, Perplexity and Google’s Al surfaces — not any single
one.
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Chapter 10: Local, Multimodal, and Everywhere

“People used to come to one search box. Now they ask a map, a video app, a forum and a
chatbot — sometimes for the same decision. Being found means being ready wherever the
question gets asked.”

— PhDr. Oliver Scharfenberg

Hyper-Local GEO

Search is getting more local, not less, and the unit of locality is shrinking. “Best dentist in the city” is
giving way to questions tied to a precise spot — a neighborhood, a street, a landmark, the place the user
is standing right now. Al answers and map results increasingly resolve to that micro-location, which
means a generic city page is no longer enough. The work is to make your local relevance legible to a
machine.

Name the place precisely. On your local pages, go beyond the city. Name the specific neighborhoods,
well-known intersections, districts, and nearby landmarks you actually serve. This is local entity linking:
it connects your business to places the knowledge graph already understands, and it is how an AI works
out that you are genuinely relevant to a query rooted in one spot.

Keep the map profiles alive. Your Google Business Profile remains the strongest anchor for local
visibility, and Apple Maps matters more every year. Treat them as living pages, not a one-time setup: post
updates weekly, keep photos current, and answer questions and reviews — ideally within a day. Freshness
and responsiveness are signals in their own right.

Feed the product layer the same way. For retailers, the equivalent anchors are Google’s Merchant
Center and your Business Profile: Google’s guidance on its Al search features names product feeds and
business profiles as the direct route into AI answers that show products, prices, and local details. Keep
the feed accurate and current for the same reason you keep the map profile alive — the structured record
is what the answer gets built from.

Earn local proof. Mentions, citations and links from local sources — neighborhood blogs, regional
newspapers, community organizations, local directories — help an Al classify you as a trusted local entity.
A handful of credible local references often does more for local Al visibility than a pile of generic
backlinks.

Mind the language of the market. Al search is growing quickly in multilingual regions. In a market
like the United Arab Emirates, optimizing for both English and Arabic queries opens a second audience
that a single-language site never reaches. Where your customers ask in more than one language, answer
in more than one language.
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Search Everywhere

The customer journey no longer runs through a single search box. People check a map for directions, a
forum for honest opinions, a video app for how something actually looks, and a chatbot for a quick
synthesis — often inside one decision. Industry analyses of search behavior across dozens of platforms
show that while Google still carries most queries, a growing share of discovery now happens elsewhere
(SparkToro and Similarweb, 2026).

Two shifts matter for visibility. First, community and video platforms have become search destinations
in their own right: Reddit threads, YouTube videos and TikTok clips now surface heavily in Google’s own
results, and a large share of younger users start product and how-to searches on social apps rather than
on Google. Second, the Al systems themselves lean on these sources — forums, reviews and creator
content are exactly the kind of real-world, experience-based material that answer engines like to cite.

The lesson is not to be on every platform. It is to be present, consistent and findable on the few where
your customers actually look. A local contractor might need a strong Google Business Profile and a couple
of honest YouTube walkthroughs; a B2B firm might need LinkedIn and a credible presence in the niche
communities its buyers trust. Choose the surfaces that match your audience, and make sure the story they
tell about you matches your site.

Multimodal GEO

Modern search systems do not only read text. They process images, video, audio and structured data
together, and they pull non-text material straight into answers. That changes what “optimized content”
means.

Make video legible. When you publish video on YouTube or TikTok, give the machine something to
read: an accurate transcript, clear chapter markers and timestamps, an honest, keyword-aware
description, and — importantly — say the key terms out loud, because systems increasingly index what is
spoken. Answer engines lift short, well-labeled video segments directly into responses.

Make images recognizable. Visual search is now a real entry point. Use high-resolution,
unambiguous images so an image-recognition system — Google Lens and its equivalents — can identify
the product, tool or place without guessing, and write precise, descriptive alt text rather than a keyword
dump. Clear visual entities help a machine connect the picture to the thing it represents.

Let structure carry the meaning. Schema markup is what turns a page into machine-readable data.
Mark up the obvious types — Organization, LocalBusiness, FAQPage, Product, HowTo, Review — in
JSON-LD, and connect your profiles with sameAs links (Google Search Central, n.d.). Code is read faster
and more reliably than prose. Structured data does not guarantee rankings or Al citations, but it reduces
ambiguity about what a page is — treat it as a clarity signal, not a magic button.

Conversational and Implicit Queries

The way people phrase searches has changed with voice assistants and chat. Queries are longer, more
conversational and often implicit — they carry context and constraints the user never spells out as
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keywords. “Air conditioner repair cost” has become “my AC is leaking water and making a hissing noise,
I'm in the X district, who can come today and roughly what will it cost?”

This favors content built around real questions rather than keywords, and it is why question-shaped
queries matter so much for Al visibility: measurement of Google’s Al Overviews found they appear on a
small share of searches overall but on nearly two-thirds of question-form queries (Xu et al., 2026).
Writing for the question is writing for the answer box.

Map the questions your customers actually ask. Define a few user personas and capture their real,
everyday language — the way they describe a problem before they know the technical term. Then turn
those into question-shaped headings with direct answers underneath. The closer your wording is to how
a person would actually ask, the more likely a system is to match your page to the query and lift your
answer.

None of this abandons the fundamentals. A page still has to be reachable, trustworthy and citable. What
changes here is the surface area: the same clear, well-evidenced, machine-readable content now has to
appear in maps, videos, forums, and conversations, not only on a results page. Build it once, shape it for
each surface, and you are present wherever the question gets asked.
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Chapter Toolkit

Key Takeaways
* GEO extends to local, visual, and voice — people now ask everywhere, not only in a search
box.
e Multimodal and conversational queries reward clear, structured, well-labeled content.
» Local credibility signals carry into AT answers about places and providers.

Common Mistakes
» Treating local listings and image or video metadata as afterthoughts.
» Optimizing only for typed queries and ignoring implicit, conversational ones.

Action This Week
» Audit your local profiles and add descriptive alt text and structured data to key media.

Metrics to Track

e Local pack and answer presence; multimodal citations; consistency of name, address, and
phone data.

Tools to Use
» Google Business Profile; image and video schema; local-citation checkers.
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Chapter 11: Integrating SEO and GEO into One
Strategy

“Visibility is no longer a channel outcome; it is a system outcome. If one layer is missing, the
whole system becomes easier to ignore.”
— PhDr. Oliver Scharfenberg

The conversation around SEO and GEO tends to manufacture a choice that does not exist. Businesses
treat them as competing strategies and try to pick one, which misreads how visibility now works. They
are not alternatives; they are complementary. SEO makes your content discoverable. GEO makes it
selected, interpreted, and used inside AI-driven environments. One creates access, the other creates
influence, and on their own each produces partial results. Together they form a complete visibility system.

From Channels to Systems

Older digital strategies were organized around channels: SEO, social, content, and PR each run separately
with their own goals and metrics. That structure no longer matches how people actually behave. Visibility
now operates as a system: users move across platforms, read summaries, encounter a brand several times,
and form decisions before they ever reach a website, with search just one part of the journey. The
implication is that optimizing individual channels in isolation is the wrong unit of work. The job is to
design a system where each component reinforces the others.

Within that system, SEO and GEO play distinct roles. SEO remains foundational, getting content indexed,
ranked, and accessible when people actively search. GEO operates one level up, deciding whether that
same content is included in Al-generated answers, summaries, and recommendations. The cleanest
framing is a pair of questions: SEO answers can users find you?, and GEO answers do you influence what
they decide? Both are necessary. Without SEO, your content lacks visibility. Without GEO, it lacks impact.

A Hybrid Model in Four Layers

It helps to think in layers rather than tactics. Each builds on the one beneath it, and a gap in any layer
limits everything above.

Keyword targeting, intent

Discoverability (SEO) i, e S

Be found

Clear writing, logical structure,

Interpretability (structure) easy extraction

Be understood by systems

Inclusion in AT answers,

Influence (GEO . .
( ) summaries, recommendations

Be referenced

Third-party mentions, social

. Be trusted
presence, reviews

Reinforcement (authority)

112



The sequence matters. Content has to be discoverable before structure helps, structured before systems
can use it, used before it can influence, and reinforced by outside signals before it is trusted. Most
businesses invest heavily in the bottom layer and neglect the top three, which is why they remain visible
but easy to overlook.

Metrics Have to Evolve Too

For years, SEO performance lived in rankings, traffic, and impressions. Those still offer useful signals,
but they no longer capture the full picture, because visibility today is defined less by how many people
visit your site and more by how often your brand appears in the information that shapes decisions. The
shift, roughly, looks like this:

The SEO + GEO Dashboard

Rankings Organic traffic Al mentions Citations
. I I tracked . l l tracked tracked tracked
Click-through Conversions Share of voice Sentiment
rate
l I I tracked . I I tracked tracked tracked
Track visibility before the click — not only the clicks that remain.
Old metric New metric
Traffic Influence
Rankings Presence in Al answers
Clicks Decision impact
Keywords Intent alignment

The underlying move is from traffic-driven thinking to influence-driven thinking. Traffic tells you people
are arriving; influence tells you they are deciding. And the two behave differently over time. Traffic growth
tends to plateau; there are only so many searches in a category, while influence compounds, because every
mention, citation, and reinforcement builds on the last. A brand that keeps showing up in the right
contexts becomes harder to displace even when its raw traffic stops climbing.
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A Practical Tip: Keep a Monthly GEO Citation Log — and Graduate to a
Tool

Rank tracking is familiar. Citation tracking is newer and messier, but that’s no reason to ignore it. A
simple log shows which pages Al systems already trust and where competitors keep winning — one
source’s share of Al citations swung from sixty percent to ten in a fortnight last year, so the picture
genuinely moves.

What you need. Bing Webmaster Tools (its AI Performance report, launched in February 2026, shows
real Copilot citation data), the Al tools above, and a spreadsheet. When it matters enough, a dedicated
tracker — Otterly and Peec Al at the affordable end, Profound or Frase’s visibility tool for more depth.

Setting it up.
1. Create columns for prompt, platform, date, cited brands, cited URLSs, your presence, competitor presence
and notes.
2. Run the same prompt set once a month and save screenshots of the important results.

3. Check Bing’s AI Performance report for which of your pages Copilot actually cites.
4. Add your two or three main competitors so you track share of voice, not just yourself.

Acting on it. Strengthen the pages that get cited repeatedly first — clearer headings, fresher evidence,
better internal links. For prompts where competitors dominate, study the sources behind their mentions
and copy the discipline, not the content. Don’t buy a paid tracker until the free manual log has proven
this matters to you.

The point. GEO measurement won’t be perfect for a while. A consistent imperfect log beats random
impressions.

Content as the Bridge

One of the most effective ways to integrate the two is structured content repurposing. Most businesses
treat content as a one-time output: publish an article, move on, when it is far more valuable as a central
asset expanded across platforms. The workflow is simple: create a primary article optimized for SEO,
extract the key insights, summaries, and structured answers, repurpose those into smaller formats,
distribute them across the platforms that matter, and keep the messaging consistent throughout. A single
core article becomes a LinkedIn summary, a set of question-and-answer posts, and contributions to
relevant forums or communities, each reinforcing the same positioning, each adding another place the
brand can be encountered and another signal the systems can read.

A Unified Workflow

Integration only works when execution is aligned, so it helps to run SEO and GEO through one process
rather than two. Research means identifying both search intent and the real questions people ask Al
systems. Content creation means writing clearly structured material that answers specific problems
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directly. Optimization splits naturally: titles and internal linking on the SEO side, clarity and
extractability on the GEO side. Distribution means publishing on your own site and then expanding into
external platforms. Authority building means earning mentions and credibility signals. And
measurement means tracking rankings, testing Al visibility, and monitoring brand mentions, side by side.

Resourcing should reflect this balance rather than defaulting everything to SEO. A more effective split
spreads effort across the layers, roughly 45 percent to discoverability (SEO), 35 percent to influence
(GEO), and 20 percent to reinforcement (authority). The exact numbers will vary by business, but the
principle holds: starving the GEO and authority layers is what leaves a brand visible and replaceable.

What Integration Changes

The difference shows up clearly when you compare the two approaches. An SEO-only strategy ranks for
keywords and generates traffic, but has limited presence outside search, which leaves the brand visible
but easily replaced. An integrated strategy ranks for relevant queries, appears in Al-generated answers,
and is mentioned across platforms, which leaves the brand recognized, trusted, and more likely to be
chosen.

Rankings and traffic, little presence

SEO only beyond search Visible, but easily replaced
SEO + GEO Rankings, Al 11}c1u51on, Cross- Recognized, trusted, more likely to
platform mentions be chosen

Stepping back, the integration of SEO and GEO is really a broader shift, from optimizing pages to
designing visibility systems, from attracting attention to shaping decisions, from isolated efforts to
connected ecosystems.

A Twelve-Month Roadmap

A year is enough to move a business from invisible to cited, provided the work is sequenced rather than
scattered. This roadmap turns the whole book into one ordered plan.

Run a GEO audit; fix crawlability and
1-2 Audit & architecture indexing; flatten the information architecture;
standardize the entity profile

A clean baseline and a
clear structure

Rebuild key pages for extraction; add answer
3-5 Content blocks, FAQs and decision sections; publish
original data

Ten to twenty citable,
audit-clean pages

Earn reviews, mentions and one or two real
6-8 Proof & distribution studies; claim and align every profile; show
up where buyers research

A visible third-party
record off-site
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Stand up prompt monitoring and a citation A monthly scorecard
9-10 Measurement . . .

log; track share of voice, not just rankings you trust

Assign owners; set a review cadence; write the A repeatable
11-12 Governance

rules for what you will and will not do operating rhythm

The phases overlap in practice, and the cadence repeats: by month twelve you are not finished, you are
running a system that keeps you visible as the engines change.

The Takeaway

SEO gets your content into the visibility system; GEO determines how it performs once it is there. Treat
them separately and you will struggle to compete. Integrate them and you build visibility and influence
that hold up over time, because success is no longer defined by where you rank. It is defined by whether
you are present when decisions are made, and whether your presence shapes them.
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Chapter Toolkit

Key Takeaways
* SEO and GEO are layers of one system, not competing channels.
e Content is the bridge: the same well-built asset can rank and be cited.
* Metrics and workflow have to evolve to measure both ranking and inclusion.

Common Mistakes
e Running SEO and GEO as separate, uncoordinated efforts.
» Keeping legacy dashboards that count only clicks.

Action This Week
e Map one cornerstone asset to both a ranking goal and a citation goal.

Metrics to Track
» A combined dashboard: rankings, citations, share of answer, and entity consistency.

Tools to Use
» A unified reporting sheet; a rank tracker; a prompt monitor.
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Chapter 12: Separating Signal from Hype

“If Al systems are going to summarize your reputation, you need to make the public record so
clear that the right summary becomes the easiest one to produce.”
— PhDr. Oliver Scharfenberg

GEO is a young field, and young fields are loud. In the same week, you will read that SEO is dead and that
GEO is nothing but SEO with a new logo, that schema markup is essential and that it does nothing, that
one platform is everything and that you should ignore it. For someone simply trying to get found, the
noise is a tax. This chapter is an attempt to pay it down: to separate what the evidence actually supports
from what is mostly being sold.

The good news is that beneath the noise there is real agreement. Across dozens of independent studies
and practitioner analyses, a stable set of findings keeps reappearing, and where the data is strongest, it
lines up closely with what this book has argued all along.

What the Evidence Agrees On

The first point of consensus is the one underneath all the others: GEO sits on top of SEO; it does not
replace it. The systems that generate Al answers are built on the same crawling, indexing, and quality
machinery as classic search, and most of them read the live web through that same plumbing. A page that
cannot be found or trusted in ordinary search does not suddenly surface in an AI answer. Good
fundamentals are the price of entry, not an optional extra.

From there, the strongest single finding in the data concerns where authority now comes from. In an
Ahrefs study of 75,000 brands, the factor that correlated most closely with appearing in Google's Al
Overviews was not backlinks, domain rating, or how much a company published. It was how often the
brand was mentioned across the web, named in independent coverage, discussions, and comparisons,
with or without a link. Branded mentions correlated at 0.664; backlinks at 0.218, roughly three times
weaker (Ahrefs, 2025a). A later round of the same research found that mentions on YouTube in particular
were the strongest signal of all. The honest caveat matters: these are correlations, not proof of cause, and
they were far tighter for Google than for ChatGPT or Perplexity. But the direction is consistent across
study after study, and it points the same way this book has, that being talked about, in the right places, is
now the work.

The rest of the consensus is more tactical, and most of it has already appeared in these pages. Lead with
the answer: analyses of Al citations find that something like four in ten of the passages a model quotes
come from the first third of a page (Indig, 2026), so the useful part cannot wait until after the
introduction. Earn your way onto the formats that get cited, because "best of" lists, head-to-head
comparisons, and FAQ pages turn up far more often than ordinary articles, and original data you collected
yourself earns more citations than anything reassembled from other sources. Keep it current, since Al-
cited content skews noticeably fresher than content that merely ranks. Expect every engine to behave
differently, because the overlap between what each one cites is small, and a single-platform strategy is a
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fragile one. And accept that the measurement is immature: no Al platform reports official visibility data,
and everything available is sampled.

Where Serious People Still Disagree

Consensus is not the whole picture. On several questions, careful and well-informed people genuinely
disagree, and it is worth knowing where the ground is soft before committing a budget to it.

The largest argument is whether GEO is a new discipline at all. One camp treats it as an emerging field
with its own playbook; the other says it is ordinary SEO under a fashionable name. Google's own guidance
leans toward the second view: its optimization guide for Al features treats answer and generative
optimization as part of SEO, and explicitly lists a handful of much-hyped tactics as things to skip, among
them an "llms.txt" file and writing in artificial "chunks" for machines (Google Search Central, n.d.). The
practical resolution is to treat GEO as an extension of your search work, not a separate silo with a separate
team and a separate invoice.

A few smaller disputes follow the same shape. Schema markup is worth implementing because it helps
classic search understand your pages and can earn rich results, but the claim that it directly lifts Al
citations is unproven, so it should not be sold as a magic switch. Backlinks are not obsolete; they remain
a trust signal, even as unlinked mentions do more of the heavy lifting. Reddit is cited heavily today, but
its weight has wobbled from month to month, which is a good reason to participate there without betting
the whole strategy on it. And while a top-ten ranking still helps, it is no longer sufficient: one analysis of
forty thousand Al-generated answers found that the large majority of cited pages were not in the organic
top ten at all. Ranking earns you a seat; it no longer guarantees the meal.

The Hype to Ignore, and the Discipline That Protects You

Some of what circulates is not a genuine disagreement but simply hype, and a little skepticism saves a lot
of wasted effort. The loudest example is the "search is dying" narrative. When one team actually measured
it across a large sample, the real decline in organic traffic came out around two and a half percent, not
the twenty-five or fifty percent routinely claimed, and the alarming figures traced back to tiny, biased
samples and survey guesswork (Graphite, 2025). Search is changing, not collapsing, and the businesses
that panic tend to make worse decisions than the ones that adapt calmly.

There is a sharper warning in the data too. In one experiment, a researcher invented a fake company,
seeded false claims about it online, and watched nearly every major Al tool repeat those claims as fact,
even when the company's own page denied them (Ahrefs, 2025b). That cuts two ways. It means your
brand can be misrepresented by whatever the web happens to say, which is an argument for actively
shaping that record rather than leaving it to chance. And it means the systems can be gamed, at least for
a while, which is exactly why so much "AEO best practice" is really untested folklore dressed up as fact.

The discipline that protects you is unglamorous and completely reliable: test before you scale. Pick one
tactic, apply it to a slice of your pages, hold a comparable slice back as a control, run your real buyer
questions through the AI tools before and after, and see whether anything actually moved. Reproduce it
before you believe it. This is slower than following a confident thread on social media, and it is the single
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habit that separates the people who build durable visibility from the people who chase the trick of the
month.

In the end, the throughline is simple, and nearly every serious analysis lands on it: over the long run,
GEO rewards what search has always rewarded, namely trustworthy brands, useful products, and
genuinely good content. Tactics buy a short-term edge; substance compounds. And because most
companies have barely begun, the window to build that substance before everyone else does is open right
now.

The Ethical Line: What Not to Do

Everything in this book is designed to make a true, useful brand easier to find. It is worth being just as
clear about the other direction, because the same systems that reward credibility punish manipulation —
and the cost of being caught is rising, for your reputation and increasingly in law.

No manufactured source architecture. Do not build networks of fake “independent” sites, paid
placements dressed up as editorial, or link schemes meant to simulate authority you have not earned. Al
systems cross-check across sources, and a footprint that exists only to praise you is exactly the pattern
they are learning to discount.

No fake reviews or ratings. Inventing reviews, paying for them, or marking up ratings that are not
real is both a trust risk and, in many markets, illegal. A handful of genuine reviews beats a wall of
fabricated ones, which tend to read as fabricated to people and machines alike.

No borrowed or invented authority. Do not claim credentials, awards or expertise you do not hold,
and do not attach a respected name to work they did not do. Authority that cannot survive a quick check
is a liability, not an asset.

No invented studies or statistics. Do not publish “research” you did not conduct or numbers you
cannot source. Fabricated data is the fastest way to lose the credibility GEO depends on, and a single
exposed claim can poison everything around it.

Using Al tools within the rules. None of this makes Al assistance off-limits. Google’s position is
straightforward: it does not care whether a human or a model produced the words; it cares whether the
result is helpful, original, and people-first. Al-generated content is acceptable in Google Search when it
meets the same standards as everything else — the Search Essentials and the spam policies. What crosses
the line is scale without value: using generative tools to churn out many pages whose main purpose is to
manipulate rankings falls under Google’s scaled content abuse policy, whichever tool produced them and
however fluent they read.

Two habits keep Al-assisted work on the right side of that line. First, hold generated output to the same
accuracy bar as your own writing — including the parts nobody proofreads, such as title elements, meta
descriptions, structured data, and image alt text, all of which can surface in results. Second, be
transparent where a reasonable reader would expect it: Google’s guidance on Al-generated content
recommends explaining how a piece was created when automation played a meaningful role — the “how”
of the who, how, and why test from Chapter 5. Retailers face one concrete extra rule: in Google’s Merchant
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Center, Al-generated product images must carry the IPTC “TrainedAlgorithmicMedia” metadata tag, and
Al-generated product data such as titles and descriptions must be flagged as such.

Two quieter cautions belong here too. Treat tool metrics with humility: an Al-visibility score is a useful
trend line, not a verdict, and different tools will disagree because they sample different prompts. And
respect the limits of prompt-based tracking — results shift with the date, the account and the exact
wording, so a single run proves little. Watch the direction over weeks, not the reading on any one
afternoon.

The line is simple to hold: influence these systems by being genuinely more trustworthy, never by
pretending to be. It is also the only version of this work that keeps paying off as the models get better at
telling the difference.

A Practical Tip: Ask Al to Audit the Page, Then Verify Every Claim
Yourself

Al tools are useful editors. They're not responsible for your reputation. The best workflow lets AI find the
gaps, then uses your judgment and reliable sources to decide what belongs on the page.

What you need. Claude, ChatGPT, Gemini or Perplexity, the live URL or page text, your Search Console
data, and a source list you trust.

Setting it up.

1. Paste the page text or URL into your Al tool.

2. Ask for missing questions, weak sections, unclear claims and better structure.

3. Ask it to compare the page with the top search results, if the tool can browse.

4. Export the suggestions into a checklist.
Optimizing your own site. Try this prompt: “Act as a strict SEO and GEO editor. Find what a buyer
would still not know after reading this page. Suggest improvements that make it easier to cite, easier to
trust and easier to act on. Add no unsupported claims.” Then verify every factual suggestion before
publishing. Keep the good edits; delete the confident nonsense.

The point. Al is good at spotting patterns. You're still the editor, expert and publisher.

Objections, Answered

A strong case invites its strongest objections. These are the ones worth taking seriously, and what holds
up under each.

“Isn’t GEO just good SEO under a new name?”

There is real overlap. Both reward clarity, credibility, and useful content, and the foundations —
crawlability, structure, helpful content — are shared. But the unit of success differs: SEO optimizes for a
ranked position, while GEO optimizes for inclusion in a synthesized answer that may cite sources which
never ranked on the first page (Xu, Igbal and Montgomery, 2026). Where the two diverge is off-site
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evidence and entity strength, which carry more weight in answer engines. GEO is not a rebrand; it is
SEQO’s foundation plus a second discipline layered on top.

“Can Al citations really be optimized reliably?”

Not deterministically. Citation behavior is probabilistic and shifts by engine and query. What the evidence
supports is influencing the odds: in a controlled study, adding citations from reliable sources, credible
quotations, and relevant statistics raised visibility in generative answers by up to roughly forty percent,
while keyword stuffing did almost nothing (Aggarwal et al., 2024). The honest claim is not that you can
guarantee a citation, but that you can make yourself materially more likely to be cited — and then measure
it.

“How stable are the results?”

Less stable than classic rankings, and openly so. That is exactly why this book treats GEO as a
measurement discipline: fix a prompt set, retest over time, and watch the trend rather than any single
answer. Instability is a reason to measure continuously, not a reason to dismiss the work.

“Where does optimization end and manipulation begin?”

The line is whether you are making true, useful, verifiable content easier to find and trust, or trying to
fabricate credibility the system has not earned. The tactics that survive — clarity, evidence, consistency,
earned coverage — are the same things that make a source genuinely trustworthy. The tactics that try to
game the answer, such as fake reviews or manufactured mentions, are both unethical and, increasingly,
detected and discarded. GEO done properly has no manipulation.

“What if Al search turns out to be a passing phase?”

Even on conservative assumptions, the behaviors GEO rewards — being clear, credible, consistent, and
useful — are precisely what classic search and human readers reward too. The cost of investing is modest;
the cost of being silently absent, if the shift persists, is not.
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Chapter Toolkit

Key Takeaways
» A core of GEO advice is well supported; some is emerging and should be held loosely.
 Serious practitioners still disagree on how stable and optimizable AI citations are.
» The discipline that protects you is measurement and honesty, not chasing hype.

Common Mistakes
» Treating emerging tactics as settled fact.
 Crossing the line from credible signaling into manipulation.

Action This Week
e Label your own GEO claims by confidence and drop any tactic you cannot measure.

Metrics to Track
o Stability of results on retested prompts; the share of claims you can actually evidence.

Tools to Use
A retest schedule; the confidence-tiering habit used throughout this book.
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Chapter 13: AI Reputation Management

“You cannot delete what a model believes about you. You can only out-publish it with
something truer, in the places the model actually reads.”
— PhDr. Oliver Scharfenberg

AT systems now describe brands directly. Ask ChatGPT, Google’s Al features, Perplexity or Copilot
whether a company is any good, and you get a confident paragraph rather than a page of links. The catch
is where that paragraph comes from: most of what an Al says about a brand is assembled from sources
the brand does not own — reviews, forums, directories, press, third-party profiles — not from its own
website. When the picture those sources paint is wrong, the error can repeat across thousands of answers
before anyone inside the company notices.

For most of search’s history, a wrong description was a marketing nuisance. That has changed. A
confident, false AI answer about your business is now a genuine exposure — and, as a recent German case
shows, sometimes a legal one.

There is a subtler risk than a flat factual error: sentiment. Al systems do not only check whether you are
mentioned; they read how the web talks about you. A single viral complaint thread on Reddit, or a run of
one-star reviews, can be enough for a model to quietly leave you out of a “best providers for...” answer,
even when nothing it says about you is untrue. That makes monitoring the tone of your mentions, not
only their presence, part of the work — and it raises the value of resolving genuine complaints in public,
where both people and machines can see the resolution.

When a Wrong Answer Becomes a Legal Problem

In 2026, the Landgericht Miinchen I issued a preliminary injunction holding Google directly responsible
for false statements its AI Overviews had generated about two Munich publishers (judgment of 28 May
2026, Case No. 26 O 869/26). The court treated that generated text as Google’s own content rather than
a neutral list of search results, which is the legally significant part; Google said it would review the
decision, and an appeal was expected (LG Miinchen I, 2026). Whatever the appeal ultimately decides, the
direction of travel is clear. A system that states damaging falsehoods as fact, in its own voice, is harder to
wave away as a neutral intermediary. For a business, the practical lesson is not to reach for a lawyer first.
It is to take wrong Al answers seriously, document them properly, and know that an escalation path exists
if every other route fails.

A Nine-Step Response When AI Gets You Wrong

Reputation in Al search is not something you delete; it is something you out-publish. When you find a
damaging error, work through it in order rather than in a panic.

1. Monitor what AI systems say about you. Run a fixed set of buyer-style prompts — about your
brand, your executives, your products and your competitors — across ChatGPT, Google’s Al features,
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Perplexity, Copilot, Gemini and Claude on a regular schedule. The AI Prompt Monitoring Sheet in
Appendix D is built for this. Because most Al descriptions are stitched together from third-party sources,
watch what the wider web says about you, not only your own pages.

2. Screenshot and document wrong answers. Al answers shift with the date, the account and the
exact wording, so a false claim can disappear before you act on it. Capture the prompt, the system, the
date and the full answer. A dated record is what turns “the Al said something wrong” into something you
can actually take to a platform, a journalist or, if it comes to that, a court.

3. Identify the cited or likely source pages. Where the system shows its sources, read them. Where
it does not, infer: search the false claim and see which pages rank, which directory or profile carries the
wrong fact, which old article keeps getting quoted. The error almost always has a home somewhere on
the web.

4. Correct owned sources first. Start with what you control — your website, your About page, your
Google Business Profile, your LinkedIn page, your directory listings. Fix the fact at the source and make
the corrected version consistent everywhere it appears. Consistency is itself a signal that machines read
as trust.

5. Publish a factual brand page. Give the truth a clean, citable home: a plain brand-facts or About
page that states the essentials in neutral language: who you are, what you do, where you operate, when
you were founded, who leads the company, and the handful of facts that tend to get distorted. The Brand
Facts Page Template in Appendix D provides the structure; mark it up with the Organization schema so
systems can read it without guessing.

6. Align executive bios and company profiles. Contradictory founder bios and company
descriptions are one of the most common reasons a system gets a brand wrong. Make the core description
identical across your website, LinkedIn, press profiles and directories, using the Entity Profile Template
as the master copy. The fewer contradictions in the public record, the less room a model has to invent.

7. Request corrections where you can. Some sources accept corrections directly — Wikidata and
Wikipedia talk pages, Google Business Profile, review platforms, industry directories. Fix the underlying
record and the Al description often follows, because these are exactly the sources models lean on most
heavily.

8. Use PR and third-party clarification if the error spreads. Once a wrong claim has taken root
across several sites, you cannot out-edit it from your own pages alone. Earn credible independent
coverage that states the correct facts. Because Al systems weight third-party sources heavily, a few
authoritative corrections can move the consensus they summarize.

9. Escalate legally only when necessary. Legal action is the last resort, not the first. But the Munich
ruling, though not yet final, shows the door is open: where an Al system states damaging falsehoods as
fact and will not correct them, a platform may be held responsible for its output (LG Miinchen I, 2026).
This is exactly why step two matters — the documentation you kept is what makes escalation possible
when every other route has failed.
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None of this is dramatic work, and that is the point. Monitor on a schedule, keep the public record
consistent and well-evidenced, and treat the rare serious error as the documented, escalating process

above rather than an emergency. Most of the time, the same discipline that earns you citations is what
protects them.
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Chapter Toolkit

Key Takeaways
» Al systems can state wrong things about you confidently, and errors can carry legal weight.
e A structured, evidence-first response corrects the record faster than ad-hoc reactions.
» The fix usually traces back to weak or contradictory source evidence about your entity.

Common Mistakes
» Ignoring AI misstatements until they spread.
» Reacting emotionally instead of correcting the underlying sources.

Action This Week
e Run your brand through the major engines and log any inaccuracies to correct.

Metrics to Track
» Accuracy of Al answers about you; time-to-correct; recurrence of errors.

Tools to Use
» The nine-step response checklist; entity and source audits; monitoring alerts.
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Chapter 14: The Future of Visibility and
Competitive Advantage

“The brands that win AI visibility will be the ones that treat public knowledge as
infrastructure, not as a side effect of marketing.”
— PhDr. Oliver Scharfenberg

The changes that reshape an industry rarely arrive with any fanfare. A technology appears, a behavior
shifts, a few early movers experiment while most organizations carry on as if nothing fundamental has
changed. For a while, the development looks incremental, interesting, maybe important, but not urgent.
Then the underlying rules quietly change. What used to be optional becomes essential, what used to be
an edge becomes the baseline, and the businesses that saw it coming end up holding a position the rest
struggle to copy.

That is roughly where digital visibility sits now. For two decades, search ran inside a stable frame: build
a site, optimize for keywords, earn rankings, convert visitors. The model was clear, measurable, and
effective, and it still matters. But it no longer describes the full process of how visibility is created, because
search engines are becoming answer engines, and Al systems are interpreting information and presenting
users with conclusions before a website is ever opened (Pew Research Center, 2025). This chapter is not
about distant speculation. It is about where visibility is heading, why that direction matters, and what to
do now to hold an advantage as it plays out.

Search Is Becoming an Intelligence Layer

Traditional search was a retrieval system. You entered a query, got a list of sources, and did the evaluating
yourself, which gave every business a chance to compete for the click. The systems taking over that role
do something different. They interpret context, weigh competing sources, and assemble a direct response
that reduces the need to look further. Search is becoming less a gateway to information and more a
decision-support layer that helps people understand, compare, and choose.

The consequence is that the system now does much of the analytical work on the user's behalf, filtering
options and presenting one concise interpretation that reads as complete and authoritative. So the
competitive question changes shape. "How do we rank?" gives way to "how do we become part of the
information these systems trust enough to use?" and that is a fundamentally different objective. Ranking
is something you can engineer against known signals. Being trusted enough to be synthesized into an
answer is earned over time, through recognition and authority that cannot be switched on for a campaign.

The Real Danger Is Silent Invisibility

The threat most businesses should worry about is not falling rankings. It is silent invisibility, the slow
disappearance from the environments where decisions now form, while the familiar dashboards still look
fine. A company can keep publishing, maintain its site, and hold respectable traffic, and at the same time
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be absent from Al-generated answers, industry conversations, and the third-party discussions that
increasingly shape how people evaluate options. The metrics that would warn you — organic traffic,
keyword positions — look stable, so the absence is hard to detect until a competitor has already
established the stronger position. The risk is not sudden collapse. It is gradual strategic irrelevance, and
in competitive markets, what is not considered rarely wins.

Why Moving Early Pays Off Disproportionately

Every structural shift rewards the businesses that act before the majority understands what is happening,
and the pattern repeats through digital history: the early websites, the early SEO investments, the early
social audiences- each built an advantage while others waited. GEO follows the same curve, and it does
so because authority compounds. The sooner a business starts producing structured content,
strengthening its footprint, and earning recognition across platforms, the stronger its signals grow, and
the signals are cumulative: each substantive article deepens topical authority, each credible mention
reinforces trust, each consistent appearance builds recognition. Individually, these gains look modest.
Stacked over a year or two, they become a position competitors cannot replicate quickly, which is the
entire point of compounding authority.

That makes authority a long-term economic asset rather than a marketing line item. In earlier eras,
visibility could be bought or engineered with short-term tactics; that era is fading as visibility increasingly
rewards trust, and trust is built slowly, through consistency, relevance, and repeated demonstrations of
expertise across credible contexts. A strong authority position lowers the cost of every future bit of
visibility, raises the odds of being cited, improves conversion because people lean toward brands they
recognize, and creates real resilience against competitive pressure, precisely because it cannot be
reproduced overnight. It is the product of sustained alignment between expertise, content, reputation,
and execution, which is why the businesses that understand this stop treating content as an expense and
start treating it as infrastructure.

Where Visibility Is Heading

A few trends are already clear enough to plan around. Search experiences will keep becoming more
conversational. Al systems will take on a larger role in summarizing and comparing options. Brand
authority will matter more, not less. People will place more trust in sources that show up consistently
across multiple environments. And decisions will keep moving earlier in the journey, often before any
website is visited. Taken together, these point to a simple conclusion: visibility will increasingly belong to
businesses that are easy to understand, easy to trust, and easy for both humans and machines to
reference. That does not diminish the marketing fundamentals. It raises their importance. Clarity,
consistency, authority, and trust are becoming the central drivers of digital performance rather than mere
accompaniments.

One more development belongs on that list, because Google’s own optimization guidance now flags it:
agentic search. Al agents are beginning to act on a user’s behalf — comparing specifications, filling forms,
making reservations — and browser-based agents read a website much as an accessibility tool does,
through its visible rendering, its DOM structure, and its accessibility tree. That makes the unglamorous
basics newly strategic: clean semantic HTML, forms and buttons that are labeled and operable, and
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information a machine can parse without guesswork. Emerging standards such as the Universal
Commerce Protocol point the same way, toward sites that agents can transact with directly. None of this
requires a rebuild today. It requires noticing that the next visitor to your site may not be a person at all
— and making sure the site still works when it is not.

What This Means for Business Leaders

For executives, the shift reframes visibility from a narrow marketing concern into a strategic function
that touches awareness, credibility, acquisition, and competitive positioning. The leadership teams that
handle it well tend to do a consistent set of things: treat digital visibility as a long-term strategic asset
rather than a campaign line, invest in both SEO and GEO capabilities, build repeatable systems for
content creation and distribution, strengthen authority through reviews, partnerships, and media
exposure, measure visibility across search, Al systems, and third-party platforms rather than traffic
alone, and hold trust as a genuine business objective. That perspective changes how investment is judged.
The goal stops being raw traffic and becomes an enduring presence in the systems that shape how
customers discover and choose.

Every major transition creates uncertainty, and with it, opportunity. Businesses that wait for complete
certainty usually arrive too late, because by the time a change is universally accepted, the most valuable
positions are already claimed. The move from search-centric visibility to Al-influenced visibility is one of
the more significant strategic openings in modern marketing, and right now authority can still be
established while competition is limited and the cost of an advantage is relatively low. Those who delay
can adapt later, but from a position of catch-up rather than leadership, and that gap can shape market
outcomes for years.

The 2027 Visibility Operating System

If you remember one structure from this book, make it this one. Strip away the tactics and the tooling,
and durable visibility in 2027 runs on six components that reinforce each other. Think of it as an
operating system: each part can be upgraded on its own, but the machine only runs when all six are
present.

1. Entity A clear, consistent, machine-readable identity — who you are, verified across the

web
2. Evidence Independent proof: reviews, mentions, data and coverage that others can see
3. Extractability Pages written so a system can lift a clean, correct answer
4. Authority Recognized expertise, attached to real people and a real track record
5. Coverage Presence wherever your buyers actually search — maps, video, forums, chat
6. Measurement A standing way to see how AI systems describe and cite you, and to act on it
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An update model for 2027 and beyond. The specifics in this book will age — engines, tools and
figures will all move. The six components will not. When something changes, route it to a component: a
new Al engine is a Coverage question, a new schema type is an Extractability question, a new ranking
study is an Evidence question. Re-run your prompt audit each quarter, keep the entity and the proof
current, and treat everything else as an upgrade to a system you already own. Read this way, the book
stays useful long after any single statistic in it has expired.

The Final Word

The future of visibility will not be decided by who publishes the most. It will be decided by who becomes
the most trusted source of useful information in their field. Search is evolving, Al is reshaping how
answers are delivered, and visibility increasingly comes down to whether your brand is present when a
decision is forming. Businesses that grasp this early will build authority, deepen trust, and secure
advantages that compound. Those that ignore it risk vanishing from the very environments where their
customers are deciding whom to trust. The shift is already underway, and the organizations that move
first will shape what comes next rather than react to it.
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Chapter Toolkit

Key Takeaways
» Search is becoming an intelligence layer, and the real risk is silent invisibility, not a ranking
drop.
» Moving early compounds, because entity and evidence advantages accumulate.
e The 2027 Visibility Operating System turns these practices into an ongoing system.

Common Mistakes
e Waiting for certainty while competitors build entity and evidence advantages.
e Measuring only what is easy to count and missing where you are absent.

Action This Week
» Pick the one prompt where being absent would hurt most, and start closing that gap.

Metrics to Track
 Share of answer on strategic prompts, tracked by quarter rather than by week.

Tools to Use
» The 2027 Visibility Operating System; a standing prompt set; a quarterly review.
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Framework Summary: The Models to Remember

The Visibility Stack

Access -> crawlability -> structure -> entity clarity -> evidence -> authority -> recommendation. If a
lower layer is broken, higher-layer GEO work becomes unstable.

The 5C Test

Clear, credible, citable, consistent and connected. A page that fails one of these tests may still rank, but it
is less likely to become the source an Al system chooses.

The Citation Failure Pipeline

Access failure -> relevance failure -> evidence failure -> trust failure -> entity failure -> extraction failure
-> freshness failure. Diagnose the failure before rewriting the page.

The Evidence Calendar

One credibility asset per month: case study, benchmark, survey, expert quote, third-party mention,
updated guide, comparison page or research-backed explainer.

The 2027 Visibility Operating System

SEO gives the technical and content foundation. GEO adds citation readiness, entity governance, third-
party proof, Al reputation monitoring and recurring measurement.

133



Appendix A: The Sources Al Systems Cite Most

This appendix is a working directory of the places AI systems pull from most when they answer English-
language questions. For each source, it shows the category it sits in and how reachable it is — whether
you can simply create a profile, have to earn a mention, or cannot get listed at all. Read it alongside
Chapter 9: the chapter explains how to build presence, and this list shows where that effort is most likely
to pay off.

A word on how it is ordered. The top of the list is measured, not guessed. Those positions come from
Ahrefs' Brand Radar analysis of millions of real AI answers in Google's AT Mode, cross-checked against
independent citation studies from Peec Al, Semrush, Profound, and SE Ranking, which keep surfacing
the same names — Wikipedia, YouTube, Reddit, the major publishers, and the big review platforms.
Beyond that measured core, no public dataset supports a clean one-to-five-hundred ranking, so the rest
is grouped by visibility tier and category leadership rather than ranked to the exact place. Citation
patterns also shift from month to month and engine to engine, so treat the order as a guide, not a
scoreboard.

The Access column is the practical part. Easy means you can create the profile or post the content yourself.
Easy (with care) means you can contribute, but openly promotional posts get removed — communities
like Reddit reward genuine participation, not advertising. Medium means a submission, an application,
or a claimed profile. Paid means a paid listing, wire, or marketplace. Hard (editorial) means you have to
earn it, through PR or by being useful enough to cite. Indirect means there is no direct entry and you
appear only through other channels, and Not possible marks a platform nobody can list on from the
outside.

Source Category How to get listed

1 Wikipedia Reference Hard / Indirect Earn via PR / citation
2 YouTube Video / UGC Easy Create a profile, post
3 Google Blog Vendor Blog Not possible — (owned platform)
4 Reddit Community / UGC Easy (with care) Contribute genuinely (no ads)
5 Google Search Search Engine Indirect Via other channels only
6 Amazon E-commerce Medium / Paid List as seller / vendor
7 Quora Q&A / UGC Easy Create a profile, post
8 Facebook Social Media Easy Create a profile, post
9 Yelp Reviews / Local Medium Claim listing, get reviews
10 Instagram Social Media Easy Create a profile, post
11 IMDb Film / TV Database Medium / Indirect Submit / complete a profile
12 Tripadvisor Travel / Reviews Medium Submit / complete a profile
13 LinkedIn Professional / UGC Easy Create a profile, post
14 MapQuest Maps / Local Medium / Indirect Submit / complete a profile
15 Walmart E-commerce Paid / Medium List as seller / vendor
16 Britannica Encyclopedia Hard / Indirect Earn entry via notability
17 Healthline Health Hard (editorial) Earn via PR / citation
18 Yahoo Portal / News Indirect Via other channels only
19 eBay E-commerce Easy List as seller / vendor
20 Cleveland Clinic Health (Clinic) Not possible — (owned platform)
21 Mayo Clinic Health Not possible — (owned platform)
22 WebMD Health Hard (editorial) Earn via PR / citation
23 Pinterest Social / Visual Easy Create a profile, post
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https://www.wikipedia.org/
https://www.youtube.com/
https://blog.google/
https://www.reddit.com/
https://www.google.com/
https://www.amazon.com/
https://www.quora.com/
https://www.facebook.com/
https://www.yelp.com/
https://www.instagram.com/
https://www.imdb.com/
https://www.tripadvisor.com/
https://www.linkedin.com/
https://www.mapquest.com/
https://www.walmart.com/
https://www.britannica.com/
https://www.healthline.com/
https://www.yahoo.com/
https://www.ebay.com/
https://my.clevelandclinic.org/
https://www.mayoclinic.org/
https://www.webmd.com/
https://www.pinterest.com/

#

24
25
26
27
28
29
30

32
33
34

35
36
37
38
39
40
41

43
44
45
46
47
48
49
50

52
53
54
55
56
57
58
59
60
61
62
63
64
65
66
67
68
69
70
71
72
73
74
75
76
77

Source

Google Support
Merriam-Webster
TikTok

Medical News Today
PubMed Central
wikiHow

Study.com

Indeed

ESPN

Collins Dictionary
Medium

Etsy

Business Insider
The New York Times

Verywell Health
Target
Dictionary.com
Google Play
GoodRx

Home Depot

X (Twitter
ScienceDirect
NerdWallet
People

USA Today
Forbes

Simple Wikipedia
NCBI / NLM
MedlinePlus
Brainly

YouTube (mobile)
Facebook (mobile)
Apple App Store
EBSCO
Investopedia
Allrecipes

Yahoo Sports
Yahoo Finance

Expedia
Bankrate

Vocabulary.com
Cambridge Dictionary
CBS News

CNET

CNN

Lowe's

Zillow

U.S. News

Drugs.com

ZipRecruiter
Lemon8

Eventbrite
CDC
Edmunds

Category
Help Center
Dictionary
Social / Video
Health
Academic
How-to / UGC
Education
Jobs

Sports
Dictionary
Publishing / UGC

E-commerce /
Handmade

News / Business
News

Health
E-commerce
Dictionary

App Store

Health / Pricing
E-commerce

Social Media
Academic

Finance

Celebrity / News
News

Business / News
Encyclopedia
Academic / Health
Health (Government)
Education / Q&A
Video / UGC

Social Media

App Store
Academic Database
Finance

Recipes / UGC
Sports

Finance

Travel

Finance

Education / Vocabulary
Dictionary

News

Tech / Reviews
News

E-commerce

Real Estate

News / Rankings
Health

Jobs

Social / Lifestyle
Events

Health (Government)
Automotive / Reviews

How to getlisted

Not possible
Not possible
Easy

Hard (editorial)
Hard (editorial)
Easy / Medium
Medium
Medium

Not possible
Not possible
Easy

Easy

Hard (editorial)
Hard (editorial)
Hard (editorial)
Paid / Medium
Not possible
Medium

Not possible
Paid / Medium
Easy

Hard (editorial)
Hard (editorial)
Not possible
Hard (editorial)
Paid / Medium
Hard / Indirect
Hard (editorial)
Not possible
Easy

Easy

Easy

Medium

Hard / Indirect
Hard (editorial)
Easy

Not possible
Indirect
Medium

Hard (editorial)
Not possible
Not possible
Hard (editorial)
Hard (editorial)
Hard (editorial)
Paid / Medium
Medium

Hard (editorial)
Not possible
Medium

Easy

Easy

Not possible
Indirect
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— (owned platform)

— (owned platform)
Create a profile, post
Earn via PR / citation
Publish / get cited
Create a profile, post
Submit / complete a profile
Create / claim a profile
— (owned platform)

— (owned platform)
Create a profile, post

List as seller / vendor

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
List as seller / vendor
— (owned platform)
Publish your app

— (owned platform)
List as seller / vendor
Create a profile, post
Publish / get cited
Earn via PR / citation
— (owned platform)
Earn via PR / citation
Paid listing

Earn entry via notability
Publish / get cited

— (owned platform)
Create a profile, post
Create a profile, post
Create a profile, post
Publish your app
Publish / get cited
Earn via PR / citation
Create a profile, post

— (owned platform)
Via other channels only
Submit / complete a profile
Earn via PR / citation
— (owned platform)

— (owned platform)
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
List as seller / vendor
Submit / complete a profile
Earn via PR / citation
— (owned platform)
Create / claim a profile
Create a profile, post
Create a profile, post

— (owned platform)
Via other channels only


https://support.google.com/
https://www.merriam-webster.com/
https://www.tiktok.com/
https://www.medicalnewstoday.com/
https://pmc.ncbi.nlm.nih.gov/
https://www.wikihow.com/
https://study.com/
https://www.indeed.com/
https://www.espn.com/
https://www.collinsdictionary.com/
https://medium.com/
https://www.etsy.com/
https://www.businessinsider.com/
https://www.nytimes.com/
https://www.verywellhealth.com/
https://www.target.com/
https://www.dictionary.com/
https://play.google.com/
https://www.goodrx.com/
https://www.homedepot.com/
https://x.com/
https://www.sciencedirect.com/
https://www.nerdwallet.com/
https://people.com/
https://www.usatoday.com/
https://www.forbes.com/
https://simple.wikipedia.org/
https://www.ncbi.nlm.nih.gov/
https://medlineplus.gov/
https://brainly.com/
https://m.youtube.com/
https://m.facebook.com/
https://apps.apple.com/
https://www.ebsco.com/
https://www.investopedia.com/
https://www.allrecipes.com/
https://sports.yahoo.com/
https://finance.yahoo.com/
https://www.expedia.com/
https://www.bankrate.com/
https://www.vocabulary.com/
https://dictionary.cambridge.org/
https://www.cbsnews.com/
https://www.cnet.com/
https://www.cnn.com/
https://www.lowes.com/
https://www.zillow.com/
https://www.usnews.com/
https://www.drugs.com/
https://www.ziprecruiter.com/
https://www.lemon8-app.com/
https://www.eventbrite.com/
https://www.cdc.gov/
https://www.edmunds.com/

#
78
79
80
81
82
83
84
85
86
87
88
89
90
o1
92
93

94

95
96
97
98
99
100
101
102
103
104
105
106
107
108
109

111
112

11

w

114
115
116
117
118
119
120
121
122
123
124
125
126
127
128
129
130

Source

TODAY

Kelley Blue Book
Yelp (desktop)

Fiveable

CNBC

Car and Driver
Rotten Tomatoes

Best Buy
JustAnswer

Sports Illustrated
IGN

The Spruce

CBS Sports
AllEvents.in
Spotify
Wiktionary
Better Business
Bureau

MasterClass
BBC

The Kitchn
Wikiwand
Nordstrom
Cars.com
Substack
Tumblr
Threads
Bluesky
Mastodon
Hacker News
Nextdoor
Discord
Snapchat
Reuters
Associated Press
Bloomberg

The Wall Street
Journal

The Washington Post
The Guardian
The Economist
Financial Times
NBC News

ABC News

Fox News

NPR

Politico

Axios

The Hill

Vox

Slate

The Atlantic
Time

Newsweek

The Independent

Category
News / Lifestyle
Automotive
Reviews / Local
Education

News / Finance
Automotive
Film
E-commerce
Q&A / Experts
Sports

Gaming

Home / Lifestyle
Sports

Events

Audio / Podcast
Dictionary (Wiki)

Company Profiles

Education

News

Food

Reference (Wikipedia)
E-commerce / Fashion
Automotive

Social / UGC

Social / UGC

Social / UGC

Social / UGC

Social / UGC

Social / UGC

Social / UGC

Social / UGC

Social / UGC

News / Media

News / Media

News / Media

News / Media

News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media
News / Media

How to get listed

Hard (editorial)
Indirect
Medium
Medium

Hard (editorial)
Not possible

Medium / Indirect

Paid / Medium
Medium

Not possible
Hard (editorial)
Hard (editorial)
Not possible
Easy

Easy

Medium

Medium / Paid

Hard / Invite-only

Hard (editorial)
Hard (editorial)
Indirect

Paid / Medium
Indirect

Easy

Easy

Easy

Easy

Easy

Easy

Easy

Easy

Easy

Hard (editorial)
Hard (editorial)
Hard (editorial)

Hard (editorial)

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
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Earn via PR / citation

Via other channels only
Claim listing, get reviews
Submit / complete a profile
Earn via PR / citation

— (owned platform)
Submit / complete a profile
List as seller / vendor
Submit / complete a profile
— (owned platform)

Earn via PR / citation

Earn via PR / citation

— (owned platform)

Create a profile, post
Create a profile, post

Earn entry via notability

Submit / complete a profile

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Via other channels only
List as seller / vendor
Via other channels only
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation

Earn via PR / citation

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation


https://www.today.com/
https://www.kbb.com/
https://www.yelp.com/
https://library.fiveable.me/
https://www.cnbc.com/
https://www.caranddriver.com/
https://www.rottentomatoes.com/
https://www.bestbuy.com/
https://www.justanswer.com/
https://www.si.com/
https://www.ign.com/
https://www.thespruce.com/
https://www.cbssports.com/
https://allevents.in/
https://open.spotify.com/
https://en.wiktionary.org/
https://www.bbb.org/
https://www.bbb.org/
https://www.masterclass.com/
https://www.bbc.com/
https://www.thekitchn.com/
https://www.wikiwand.com/
https://www.nordstrom.com/
https://www.cars.com/
https://substack.com/
https://www.tumblr.com/
https://www.threads.net/
https://bsky.app/
https://joinmastodon.org/
https://news.ycombinator.com/
https://nextdoor.com/
https://discord.com/
https://www.snapchat.com/
https://www.reuters.com/
https://apnews.com/
https://www.bloomberg.com/
https://www.wsj.com/
https://www.wsj.com/
https://www.washingtonpost.com/
https://www.theguardian.com/
https://www.economist.com/
https://www.ft.com/
https://www.nbcnews.com/
https://abcnews.go.com/
https://www.foxnews.com/
https://www.npr.org/
https://www.politico.com/
https://www.axios.com/
https://thehill.com/
https://www.vox.com/
https://slate.com/
https://www.theatlantic.com/
https://time.com/
https://www.newsweek.com/
https://www.independent.co.uk/

#
131
132
133
134
135
136

137

[ee]

13

139
140
141
142
143
144
145
146
147
148
149
150
151
152
153
154
155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178
179
180
181
182
183

Source

The Telegraph

Los Angeles Times
The New Yorker
National Geographic
Scientific American
Smithsonian Magazine

MIT Technology
Review

Harvard Business
Review

Fast Company
Inc.

Entrepreneur
Fortune

Quartz

The Conversation
ProPublica

Al Jazeera

PBS

Vanity Fair

The Verge
TechCrunch
Wired

Engadget
Gizmodo

Ars Technica
ZDNet

PCMag

Tom's Hardware
Tom's Guide
Digital Trends
Mashable
VentureBeat
The Register
MakeUseOf
How-To Geek
Android Authority
gtosMac
MacRumors
XDA Developers
Lifehacker
Lifewire
SlashGear
Pocket-lint

G2

Capterra

GetApp
Software Advice

TrustRadius

Gartner Peer Insights
PeerSpot

Clutch

Trustpilot

Sitejabber
Product Hunt

Category

News / Media
News / Media
News / Media
News / Media
News / Media
News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

News / Media

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

Tech / Reviews

B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews

How to get listed

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)

Hard (editorial)

Hard (editorial)

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Medium

Medium

Medium

Medium

Medium

Medium

Medium

Medium

Medium

Medium

Medium
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Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews


https://www.telegraph.co.uk/
https://www.latimes.com/
https://www.newyorker.com/
https://www.nationalgeographic.com/
https://www.scientificamerican.com/
https://www.smithsonianmag.com/
https://www.technologyreview.com/
https://www.technologyreview.com/
https://hbr.org/
https://hbr.org/
https://www.fastcompany.com/
https://www.inc.com/
https://www.entrepreneur.com/
https://fortune.com/
https://qz.com/
https://theconversation.com/
https://www.propublica.org/
https://www.aljazeera.com/
https://www.pbs.org/
https://www.vanityfair.com/
https://www.theverge.com/
https://techcrunch.com/
https://www.wired.com/
https://www.engadget.com/
https://gizmodo.com/
https://arstechnica.com/
https://www.zdnet.com/
https://www.pcmag.com/
https://www.tomshardware.com/
https://www.tomsguide.com/
https://www.digitaltrends.com/
https://mashable.com/
https://venturebeat.com/
https://www.theregister.com/
https://www.makeuseof.com/
https://www.howtogeek.com/
https://www.androidauthority.com/
https://9to5mac.com/
https://www.macrumors.com/
https://www.xda-developers.com/
https://lifehacker.com/
https://www.lifewire.com/
https://www.slashgear.com/
https://www.pocket-lint.com/
https://www.g2.com/
https://www.capterra.com/
https://www.getapp.com/
https://www.softwareadvice.com/
https://www.trustradius.com/
https://www.gartner.com/reviews
https://www.peerspot.com/
https://clutch.co/
https://www.trustpilot.com/
https://www.sitejabber.com/
https://www.producthunt.com/

#
184
185
186
187
188
189
190
191
192
193
194
195
196
197
198
199
200
201
202
203
204
205
206
207
208
209
210
211
212
213
214

215

216

217
218
219
220
221
222
223
224
225
226
227
228
229
230
231
232
233
234
235
236

Source
AlternativeTo
SourceForge
Slashdot
FinancesOnline
Crozdesk
Crunchbase
PitchBook

Owler

ZoomInfo

Dun & Bradstreet
Glassdoor
Comparably
Built In
Wellfound (AngelList)

Monster

Blind

The Org

The Motley Fool

Morningstar
MarketWatch

Forbes Advisor
Kiplinger
ValuePenguin
The Balance
SmartAsset
Seeking Alpha
Investing.com
Nasdaqg
Fidelity
Charles Schwab
Vanguard
World Health
Organization

Johns Hopkins
Medicine

Harvard Health
NHS (UK)

Patient.info

Verywell Mind
Health.com

Everyday Health
MedicineNet
RxList
Healthgrades
Mount Sinai
Kaiser Permanente
NIH

Google Scholar
ResearchGate
arXiv

Semantic Scholar
JSTOR
SpringerLink
Wiley Online Library
Nature

Category

B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
B2B / Software Reviews
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Company Data / Careers
Finance

Finance

Finance

Finance

Finance

Finance

Finance

Finance

Finance

Finance

Finance

Finance

Finance

Finance

Health / Medicine

Health / Medicine

Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Health / Medicine
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research

How to get listed

Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Easy (with care)
Medium
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)

Hard (editorial)

Hard (editorial)

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
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Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Claim profile, get reviews
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Create / claim a profile
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited


https://alternativeto.net/
https://sourceforge.net/
https://slashdot.org/
https://financesonline.com/
https://crozdesk.com/
https://www.crunchbase.com/
https://pitchbook.com/
https://www.owler.com/
https://www.zoominfo.com/
https://www.dnb.com/
https://www.glassdoor.com/
https://www.comparably.com/
https://builtin.com/
https://wellfound.com/
https://www.monster.com/
https://www.teamblind.com/
https://theorg.com/
https://www.fool.com/
https://www.morningstar.com/
https://www.marketwatch.com/
https://www.forbes.com/advisor
https://www.kiplinger.com/
https://www.valuepenguin.com/
https://www.thebalancemoney.com/
https://smartasset.com/
https://seekingalpha.com/
https://www.investing.com/
https://www.nasdaq.com/
https://www.fidelity.com/
https://www.schwab.com/
https://investor.vanguard.com/
https://www.who.int/
https://www.who.int/
https://www.hopkinsmedicine.org/
https://www.hopkinsmedicine.org/
https://www.health.harvard.edu/
https://www.nhs.uk/
https://patient.info/
https://www.verywellmind.com/
https://www.health.com/
https://www.everydayhealth.com/
https://www.medicinenet.com/
https://www.rxlist.com/
https://www.healthgrades.com/
https://www.mountsinai.org/
https://healthy.kaiserpermanente.org/
https://www.nih.gov/
https://scholar.google.com/
https://www.researchgate.net/
https://arxiv.org/
https://www.semanticscholar.org/
https://www.jstor.org/
https://link.springer.com/
https://onlinelibrary.wiley.com/
https://www.nature.com/

# Source

237 Science (AAAS
238 PLOS

239 SSRN

240 Academia.edu
241 Frontiers

242 MDPI

243 Taylor & Francis

244 1EEE Xplore

245 ACM Digital Library

246 CORE

247 OpenAlex

248 GitHub

249 GitLab

250 Stack Overflow

251 Stack Exchange

252 MDN Web Docs

253 Wa3aSchools

254 freeCodeCamp

255 GeeksforGeeks

256 Microsoft Learn

257 Apple Developer

258 Dev.to

259 Hashnode

260 e

261

262 P

263 Read the Docs
DigitalOcean

264 -
Community

265 Atlassian

266 Wikidata

Stanford Encyclopedia

of Philosophy

268 Encyclopedia.com

269 Wolfram Alpha

270 Statista

271  Our World in Data

272 Pew Research Center

273  Gallup

274 Fandom

275 Thesaurus.com

276 Vimeo

277 TED

278 Twitch

279 Apple Podcasts

280 SoundCloud

281 Dailymotion

282 Wayfair

283 Costco

284 Newegg

285 AliExpress

286 Alibaba

287 IKEA

288 Macy's

289 Sephora

E

267

Category
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Academic / Research
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs
Developer / Docs

Developer / Docs

Developer / Docs
Reference / Data

Reference / Data

Reference / Data
Reference / Data
Reference / Data
Reference / Data
Reference / Data
Reference / Data
Reference / Data
Reference / Data
Video / Audio

Video / Audio

Video / Audio

Video / Audio

Video / Audio

Video / Audio
E-commerce / Retail
E-commerce / Retail
E-commerce / Retail
E-commerce / Retail
E-commerce / Retail
E-commerce / Retail
E-commerce / Retail
E-commerce / Retail

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium

Easy / Medium

Easy / Medium
Medium

Medium

Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium

Easy

Easy

Easy

Easy

Easy

Easy

Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
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Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post

Create a profile, post

Create a profile, post
Publish / get cited

Publish / get cited

Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor


https://www.science.org/
https://plos.org/
https://www.ssrn.com/
https://www.academia.edu/
https://www.frontiersin.org/
https://www.mdpi.com/
https://www.tandfonline.com/
https://ieeexplore.ieee.org/
https://dl.acm.org/
https://core.ac.uk/
https://openalex.org/
https://github.com/
https://gitlab.com/
https://stackoverflow.com/
https://stackexchange.com/
https://developer.mozilla.org/
https://www.w3schools.com/
https://www.freecodecamp.org/
https://www.geeksforgeeks.org/
https://learn.microsoft.com/
https://developer.apple.com/
https://dev.to/
https://hashnode.com/
https://www.kaggle.com/
https://www.npmjs.com/
https://pypi.org/
https://about.readthedocs.com/
https://www.digitalocean.com/community
https://www.digitalocean.com/community
https://www.atlassian.com/
https://www.wikidata.org/
https://plato.stanford.edu/
https://plato.stanford.edu/
https://www.encyclopedia.com/
https://www.wolframalpha.com/
https://www.statista.com/
https://ourworldindata.org/
https://www.pewresearch.org/
https://www.gallup.com/
https://www.fandom.com/
https://www.thesaurus.com/
https://vimeo.com/
https://www.ted.com/
https://www.twitch.tv/
https://podcasts.apple.com/
https://soundcloud.com/
https://www.dailymotion.com/
https://www.wayfair.com/
https://www.costco.com/
https://www.newegg.com/
https://www.aliexpress.com/
https://www.alibaba.com/
https://www.ikea.com/
https://www.macys.com/
https://www.sephora.com/

# | Source Category
290 Overstock E-commerce / Retail Medium / Paid List as seller / vendor

291 Shopify E-commerce / Retail Medium / Paid List as seller / vendor

292 Booking.com Travel / Local / Maps Medium Submit / complete a profile
293 Airbnb Travel / Local / Maps Medium Submit / complete a profile
294 Hotels.com Travel / Local / Maps Medium Submit / complete a profile
295 Kayak Travel / Local / Maps Medium Submit / complete a profile
296 Lonely Planet Travel / Local / Maps Medium Submit / complete a profile
297 AllTrails Travel / Local / Maps Medium Submit / complete a profile
298 Foursquare Travel / Local / Maps Medium Submit / complete a profile
299 Viator Travel / Local / Maps Medium Submit / complete a profile
300 _g—g;)(;)ﬁll: Sl Travel / Local / Maps Medium Submit / complete a profile
301 Bing Places Travel / Local / Maps Medium Submit / complete a profile
302 —Uﬂj SSA(‘}ogflrnment Government / Orgs Not possible — (owned platform)

303 GOV.UK Government / Orgs Not possible — (owned platform)

304 European Union Government / Orgs Not possible — (owned platform)

305 World Bank Government / Orgs Not possible — (owned platform)

306 IMF Government / Orgs Not possible — (owned platform)

307 OECD Government / Orgs Not possible — (owned platform)

308 United Nations Government / Orgs Not possible — (owned platform)

309 U.S. Census Bureau Government / Orgs Not possible — (owned platform)

310 —g& li(ie:tlilczf Ll Government / Orgs Not possible — (owned platform)

311 U.S.SEC Government / Orgs Not possible — (owned platform)

312 FDA Government / Orgs Not possible — (owned platform)

313 FTC Government / Orgs Not possible — (owned platform)

314 NASA Government / Orgs Not possible — (owned platform)

315 Eurostat Government / Orgs Not possible — (owned platform)

316 data.gov Government / Data Indirect Cited as source (no listing)
317 Federal Reserve Government / Data Indirect Cited as source (no listing)
318 U.S.EPA Government / Data Indirect Cited as source (no listing)
319 USDA Government / Data Indirect Cited as source (no listing)
320 —1)7%2;(1)( ean Central Government / Data Not possible — (owned platform)

321 European Commission Government / Data Not possible — (owned platform)

322 NIST Government / Data Not possible — (owned platform)

323 USPTO Government / Data Not possible — (owned platform)

324 WIPO Government / Data Not possible — (owned platform)

325 NOAA Government / Data Not possible — (owned platform)

326 USGS Government / Data Not possible — (owned platform)

327 TechRadar Tech / Reviews Hard (editorial) Earn via PR / citation

328 Sky News News / Media Hard (editorial) Earn via PR / citation

329 Vice News / Media Hard (editorial) Earn via PR / citation

330 Variety Entertainment / News Hard (editorial) Earn via PR / citation

331 'He gﬁg ood Entertainment / News Hard (editorial) Earn via PR / citation

332 Deadline Entertainment / News Hard (editorial) Earn via PR / citation

333 Rolling Stone Entertainment / News Hard (editorial) Earn via PR / citation

334 Semafor News / Media Hard (editorial) Earn via PR / citation

335 Rest of World News / Media Hard (editorial) Earn via PR / citation

336 STAT News Health / News Hard (editorial) Earn via PR / citation

337 MedPage Today Health / News Hard (editorial) Earn via PR / citation

338 The Next Web Tech / News Hard (editorial) Earn via PR / citation

339 Neowin Tech / News Hard (editorial) Earn via PR / citation

340 TechSpot Tech / Reviews Hard (editorial) Earn via PR / citation
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https://www.overstock.com/
https://www.shopify.com/
https://www.booking.com/
https://www.airbnb.com/
https://www.hotels.com/
https://www.kayak.com/
https://www.lonelyplanet.com/
https://www.alltrails.com/
https://foursquare.com/
https://www.viator.com/
https://www.google.com/business
https://www.google.com/business
https://www.bingplaces.com/
https://www.usa.gov/
https://www.usa.gov/
https://www.gov.uk/
https://european-union.europa.eu/
https://www.worldbank.org/
https://www.imf.org/
https://www.oecd.org/
https://www.un.org/
https://www.census.gov/
https://www.bls.gov/
https://www.bls.gov/
https://www.sec.gov/
https://www.fda.gov/
https://www.ftc.gov/
https://www.nasa.gov/
https://ec.europa.eu/eurostat
https://www.data.gov/
https://www.federalreserve.gov/
https://www.epa.gov/
https://www.usda.gov/
https://www.ecb.europa.eu/
https://www.ecb.europa.eu/
https://commission.europa.eu/
https://www.nist.gov/
https://www.uspto.gov/
https://www.wipo.int/
https://www.noaa.gov/
https://www.usgs.gov/
https://www.techradar.com/
https://news.sky.com/
https://www.vice.com/
https://variety.com/
https://www.hollywoodreporter.com/
https://www.hollywoodreporter.com/
https://deadline.com/
https://www.rollingstone.com/
https://www.semafor.com/
https://restofworld.org/
https://www.statnews.com/
https://www.medpagetoday.com/
https://thenextweb.com/
https://www.neowin.net/
https://www.techspot.com/

#
341
342
343
344
345
346

347
348
349
350
351
352
353
354
355
356

357

358
359
360
361
362
363
364
365
366
367
368
369
370
371
372
373
374
375
376
377
378
379
380

38
382
383

384
385

Juiy

Source
Android Police
Android Central
PC Gamer
Polygon

Kotaku

oto5Google

Metacritic

GameSpot

Goodreads
Letterboxd
AllMusic

Discogs

Genius
TMDB

MyAnimeList

Billboard

Pitchfork

Coursera
edX

Khan Academy
Udemy

Quizlet
SparkNotes
CliffsNotes

Chegg

Course Hero
OpenStax
Codecademy
Food Network
Bon Appétit
Serious Eats
Epicurious
Simply Recipes
Taste of Home
BBC Good Food
NYT Cooking
Delish

Foods2

HGTV
Apartment Therapy

Better Homes &
Gardens

Architectural Digest
Houzz
Family Handyman

Real Simple

Category
Tech / Reviews
Tech / Reviews
Gaming
Gaming
Gaming

Tech / News

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Entertainment / Media
DB

Education / Learning
Education / Learning
Education / Learning
Education / Learning
Education / Learning
Education / Learning
Education / Learning
Education / Learning
Education / Learning
Education / Learning
Education / Learning
Food / Recipes

Food / Recipes

Food / Recipes

Food / Recipes

Food / Recipes

Food / Recipes

Food / Recipes

Food / Recipes

Food / Recipes

Food / Recipes
Home / DIY

Home / DIY

Home / DIY

Home / DIY
Home / DIY
Home / DIY
Home / DIY

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)

Medium / Indirect
Medium / Indirect
Medium / Indirect
Medium / Indirect
Medium / Indirect
Medium / Indirect
Medium / Indirect
Medium / Indirect
Medium / Indirect
Medium / Indirect

Medium / Indirect

Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)

Hard (editorial)

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
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Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation

Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile

Submit / complete a profile

Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation

Earn via PR / citation

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation


https://www.androidpolice.com/
https://www.androidcentral.com/
https://www.pcgamer.com/
https://www.polygon.com/
https://kotaku.com/
https://9to5google.com/
https://www.metacritic.com/
https://www.gamespot.com/
https://www.goodreads.com/
https://letterboxd.com/
https://www.allmusic.com/
https://www.discogs.com/
https://genius.com/
https://www.themoviedb.org/
https://myanimelist.net/
https://www.billboard.com/
https://pitchfork.com/
https://www.coursera.org/
https://www.edx.org/
https://www.khanacademy.org/
https://www.udemy.com/
https://quizlet.com/
https://www.sparknotes.com/
https://www.cliffsnotes.com/
https://www.chegg.com/
https://www.coursehero.com/
https://openstax.org/
https://www.codecademy.com/
https://www.foodnetwork.com/
https://www.bonappetit.com/
https://www.seriouseats.com/
https://www.epicurious.com/
https://www.simplyrecipes.com/
https://www.tasteofhome.com/
https://www.bbcgoodfood.com/
https://cooking.nytimes.com/
https://www.delish.com/
https://food52.com/
https://www.hgtv.com/
https://www.apartmenttherapy.com/
https://www.bhg.com/
https://www.bhg.com/
https://www.architecturaldigest.com/
https://www.houzz.com/
https://www.familyhandyman.com/
https://www.realsimple.com/

#
386
387
388
389
390
391
392
393
394
395
396
397
398
399
400
401
402
403
404
405
406
407
408
409
410
411
412
413
414
415
416
417
418
419
420
421
422
423
424
425
426
427

42

429
430
431
432
433
434
435
436
437
438
439

[ee)

Source

Bob Vila
Bleacher Report
The Athletic
Sky Sports

BBC Sport
Goal.com

PR Newswire
Business Wire
GlobeNewswire
EIN Presswire
PRWeb
Newswire.com
Accesswire
PRLog

24-7 Press Release
Send2Press
Avvo

Justia

FindLaw

Nolo

Angi
Thumbtack
Realtor.com
Redfin

Trulia
Apartments.com
Carfax
MotorTrend
Autotrader
CarGurus

HubSpot

Zapier

Salesforce

Moz

Search Engine Journal

Search Engine Land
Backlinko

Neil Patel
Semrush Blog

Ahrefs Blog
Hootsuite

Buffer

Content Marketing
Institute

Social Media Examiner
TechRepublic
CIO.com
Computerworld
Digiday

AdAge

AdWeek

CoinDesk

Cointelegraph

CoinMarketCap
CoinGecko

Category

Home / DIY

Sports

Sports

Sports

Sports

Sports

PR / Newswire

PR / Newswire

PR / Newswire

PR / Newswire

PR / Newswire

PR / Newswire

PR / Newswire

PR / Newswire

PR / Newswire

PR / Newswire

Legal / Consumer
Legal / Consumer
Legal / Consumer
Legal / Consumer
Legal / Consumer
Legal / Consumer

Real Estate

Real Estate

Real Estate

Real Estate
Automotive
Automotive
Automotive
Automotive

Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs

Marketing / SaaS Blogs

Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Marketing / SaaS Blogs
Crypto / Fintech
Crypto / Fintech
Crypto / Fintech
Crypto / Fintech

Hard (editorial)
Not possible
Not possible
Not possible
Not possible
Not possible
Paid / Easy
Paid / Easy
Paid / Easy
Paid / Easy
Paid / Easy
Paid

Paid

Paid / Easy
Paid

Paid

Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Indirect
Indirect
Indirect
Indirect

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)

Hard (editorial)

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
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Earn via PR / citation

— (owned platform)

— (owned platform)

— (owned platform)

— (owned platform)

— (owned platform)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Paid release (wire)

Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Submit / complete a profile
Via other channels only
Via other channels only
Via other channels only
Via other channels only
Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation


https://www.bobvila.com/
https://bleacherreport.com/
https://www.nytimes.com/athletic
https://www.skysports.com/
https://www.bbc.com/sport
https://www.goal.com/
https://www.prnewswire.com/
https://www.businesswire.com/
https://www.globenewswire.com/
https://www.einpresswire.com/
https://www.prweb.com/
https://www.newswire.com/
https://www.accesswire.com/
https://www.prlog.org/
https://www.24-7pressrelease.com/
https://www.send2press.com/
https://www.avvo.com/
https://www.justia.com/
https://www.findlaw.com/
https://www.nolo.com/
https://www.angi.com/
https://www.thumbtack.com/
https://www.realtor.com/
https://www.redfin.com/
https://www.trulia.com/
https://www.apartments.com/
https://www.carfax.com/
https://www.motortrend.com/
https://www.autotrader.com/
https://www.cargurus.com/
https://www.hubspot.com/
https://zapier.com/
https://www.salesforce.com/
https://moz.com/
https://www.searchenginejournal.com/
https://searchengineland.com/
https://backlinko.com/
https://neilpatel.com/
https://www.semrush.com/blog
https://ahrefs.com/blog
https://blog.hootsuite.com/
https://buffer.com/resources
https://contentmarketinginstitute.com/
https://contentmarketinginstitute.com/
https://www.socialmediaexaminer.com/
https://www.techrepublic.com/
https://www.cio.com/
https://www.computerworld.com/
https://digiday.com/
https://adage.com/
https://www.adweek.com/
https://www.coindesk.com/
https://cointelegraph.com/
https://coinmarketcap.com/
https://www.coingecko.com/

#
440
441
442
443
444
445
446
447
448
449
450
451
452
453
454
455
456
457
458
459
460
461
462
463
464
465
466
467
468
469
470
471
472
473
474
475
476
477
478
479
480
481
482
483
484
485
486
487
488
489
490
491
492
493
494

Source

Decrypt

Benzinga
The Street

Barron's
Zacks

Credit Karma
Experian
Bitbucket
CodePen
Replit
LeetCode
HackerRank

Baeldung
CSS-Tricks

Smashing Magazine
SitePoint

Real Python
TutorialsPoint
Programiz
JavaTpoint
Codewars
bioRxiv
medRxiv
DOAJ

Zenodo

Scopus

Web of Science
The Lancet
BMJ

NEJM

PNAS

Cell

ScienceDaily

Phys.org
Live Science

EurekAlert
ThoughtCo
HowStuffWorks
Poshmark
B&H Photo
StockX
Reverb
Flipkart
Rakuten
Temu
ASOS
Zappos
Chewy
Trivago
Flickr
Behance
Dribbble
DeviantArt
Patreon
Kickstarter

Category

Crypto / Fintech

Crypto / Fintech

Crypto / Fintech

Crypto / Fintech

Crypto / Fintech

Crypto / Fintech

Crypto / Fintech
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Developer / Coding
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
Academic / Science
E-commerce / Fashion
E-commerce / Retail
E-commerce / Retail
E-commerce / Retail
E-commerce
E-commerce
E-commerce
E-commerce
E-commerce
E-commerce
E-commerce

Creative / Crowdfunding
Creative / Crowdfunding
Creative / Crowdfunding
Creative / Crowdfunding
Creative / Crowdfunding
Creative / Crowdfunding

Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Easy / Medium
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Hard (editorial)
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Medium / Paid
Easy

Easy

Easy

Easy

Easy

Easy
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How to get listed

Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Earn via PR / citation
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Create a profile, post
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited
Publish / get cited

List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
List as seller / vendor
Create a profile, publish
Create a profile, publish
Create a profile, publish
Create a profile, publish
Create a profile, publish
Create a profile, publish


https://decrypt.co/
https://www.benzinga.com/
https://www.thestreet.com/
https://www.barrons.com/
https://www.zacks.com/
https://www.creditkarma.com/
https://www.experian.com/
https://bitbucket.org/
https://codepen.io/
https://replit.com/
https://leetcode.com/
https://www.hackerrank.com/
https://www.baeldung.com/
https://css-tricks.com/
https://www.smashingmagazine.com/
https://www.sitepoint.com/
https://realpython.com/
https://www.tutorialspoint.com/
https://www.programiz.com/
https://www.javatpoint.com/
https://www.codewars.com/
https://www.biorxiv.org/
https://www.medrxiv.org/
https://doaj.org/
https://zenodo.org/
https://www.scopus.com/
https://www.webofscience.com/
https://www.thelancet.com/
https://www.bmj.com/
https://www.nejm.org/
https://www.pnas.org/
https://www.cell.com/
https://www.sciencedaily.com/
https://phys.org/
https://www.livescience.com/
https://www.eurekalert.org/
https://www.thoughtco.com/
https://www.howstuffworks.com/
https://poshmark.com/
https://www.bhphotovideo.com/
https://stockx.com/
https://reverb.com/
https://www.flipkart.com/
https://www.rakuten.com/
https://www.temu.com/
https://www.asos.com/
https://www.zappos.com/
https://www.chewy.com/
https://www.trivago.com/
https://www.flickr.com/
https://www.behance.net/
https://dribbble.com/
https://www.deviantart.com/
https://www.patreon.com/
https://www.kickstarter.com/

#

495
496
497
498
499
500

Source
Indiegogo
GoFundMe
Meetup
Wattpad
Skyscanner

Agoda

Category

Creative / Crowdfunding
Creative / Crowdfunding
Creative / Crowdfunding
Creative / Crowdfunding
Travel

Travel

The Studies Behind This List

The order and tiers draw on the public analyses below. They point in the same direction even where the
exact figures differ, and that agreement is the useful part: a small set of source types — reference sites,
communities, video, major publishers, and review platforms — keeps showing up across every engine.

Ahrefs — Most-Cited Domains in Google

Al Mode

Ahrefs — Most-Cited Domains in Google

AT Overviews

Ahrefs — Most-Cited Domains in

Perplexity

Peec AT — Top Domains Cited by Al

Search

Semrush — Most-Cited Domains in Al
Profound — AI Platform Citation Patterns

SE Ranking — Review Platforms in AI

Overviews

Pew Research Center — Al Overviews and

Clicks

How to get listed

Easy
Easy
Easy
Easy
Medium
Medium

Create a profile, publish
Create a profile, publish
Create a profile, publish
Create a profile, publish
Submit / complete a profile
Submit / complete a profile

5.5M AI-Mode queries; the measured basis for the top ranks.
3M+ US queries across all topics; tracked monthly.
3.1M Perplexity queries; YouTube ~32% mention share.

30M sources across five Al platforms.

230,000 prompts over 13 weeks; 100M+ citations.
680M citations across ChatGPT, Al Overviews, Perplexity.

30,000 commercial keywords; ~3x citation lift for review platforms.

900 US adults; why AT answers change web traffic.

Citation behavior is volatile and query-dependent, so these are directional patterns rather than fixed
rules. The constant across all of them is simple: Al systems concentrate their trust on a relatively small
set of credible, well-structured, widely referenced sources — which is the whole argument of this book,

viewed from the outside in.
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https://www.indiegogo.com/
https://www.gofundme.com/
https://www.meetup.com/
https://www.wattpad.com/
https://www.skyscanner.net/
https://www.agoda.com/
https://ahrefs.com/blog/most-cited-domains-ai-mode
https://ahrefs.com/blog/most-cited-domains-ai-mode
https://ahrefs.com/blog/most-cited-domains-ai-overviews
https://ahrefs.com/blog/most-cited-domains-ai-overviews
https://ahrefs.com/blog/most-cited-domains-perplexity
https://ahrefs.com/blog/most-cited-domains-perplexity
https://peec.ai/blog/top-domains-cited-by-ai-search-analysis-based-on-30m-sources
https://peec.ai/blog/top-domains-cited-by-ai-search-analysis-based-on-30m-sources
https://www.semrush.com/blog/most-cited-domains-ai/
https://www.tryprofound.com/blog/ai-platform-citation-patterns
https://seranking.com/blog/review-platforms-in-ai-overviews/
https://seranking.com/blog/review-platforms-in-ai-overviews/
https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/
https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/

Appendix B: Key SEO and GEO Tools

This appendix gathers fifty tools that practitioners reach for across the two disciplines this book has
covered — from the established all-in-one SEO suites to the newer wave of GEO and Al-visibility
platforms. For each one, it shows the category it belongs to, where to find it, a rough entry-level price,
and what it actually does. The prices are approximate, quoted in US dollars as of mid-2026 and usually
billed monthly; the GEO end of the market in particular moves quickly, so treat every figure as a snapshot
to confirm on the vendor’s own site rather than a fixed quote. The point is not to endorse any single tool
but to map the landscape, grouped so you can find the right category for the job in front of you.

10

11

12

13

14

15

16

17

18

19

Semrush

Ahrefs

Moz Pro

SE Ranking

Serpstat

Mangools

Ubersuggest
SpyFu

Screaming Frog SEO
Spider

Sitebulb

Lumar (ex-
Deepcrawl)

Botify

OnCrawl
JetOctopus
Majestic
LinkResearchTools

AccuRanker
Nightwatch

Wincher

All-in-one SEO
suite

All-in-one SEO
suite

All-in-one SEO
suite

All-in-one SEO
suite

All-in-one SEO
suite

All-in-one SEO
suite

All-in-one SEO
suite
Competitive
research

Technical SEO /
crawler

Technical SEO /
crawler

Technical SEO /
crawler

Technical SEO /
crawler

Technical SEO /
crawler

Technical SEO /
crawler

Backlink
analysis

Backlink
analysis

Rank tracking
Rank tracking

Rank tracking

semrush.com

ahrefs.com

moz.com

seranking.com

serpstat.com

mangools.com

neilpatel.com/ube
rsuggest

spyfu.com

screamingfrog.co.
uk

sitebulb.com

lumar.io

botify.com

oncrawl.com
jetoctopus.com
majestic.com

linkresearchtools.c
om

accuranker.com
nightwatch.io

wincher.com

Price

(appro
2026)

From
$139.95/mo
(Pro)

$29/mo
(Starter);
$129/mo (Lite)

From ~$49/mo

From ~$52/mo

From ~$59/mo

From ~$29/mo

From ~$29/mo
or lifetime
From ~$39/mo

Free (500
URLs); £199/yr

From
~$13.50/mo

Custom /
Enterprise

Custom /
Enterprise
From ~$69/mo

From
~$130/mo
From
~$49.99/mo
From
~$199/mo
From
~$129/mo

From ~$39/mo

From ~$29/mo
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Primary Function

Keyword & competitor research, rank tracking, site
audit, backlinks, PPC and content tools; Al
Visibility add-on included on One plans.

Backlink-leading SEO suite: keyword research, site
audit, rank tracking, content explorer; Brand
Radar add-on tracks Al search visibility.

Keyword research, rank tracking, site audits and
Link Explorer; known for the Domain Authority
metric.

Affordable full SEO platform: daily rank tracking,
audits, keyword and competitor research, plus
built-in Al visibility tracking.

Budget all-in-one platform for
keyword/competitor research, site audit, rank
tracking and backlink analysis.

Beginner-friendly bundle: KWFinder,
SERPWatcher, LinkMiner, SiteProfiler and
SERPChecker.

Low-cost keyword research, content ideas, site
audit and rank tracking for small businesses.

Competitor keyword and PPC intelligence: reveals
rivals' paid and organic keywords and ad history.

Desktop crawler for technical audits: broken links,
redirects, metadata, duplicate content and site
structure.

Website auditor with prioritized
recommendations, visualizations and clear
explanations of technical issues.

Enterprise cloud crawler and website-intelligence
platform for large-scale technical SEO and
monitoring.

Enterprise technical SEO and log-file analysis
platform focused on crawl budget and indexation
at scale.

Technical SEO crawler combined with server log-
file analysis for crawl and indexation insights.
Fast cloud crawler and log analyzer built for large
and enterprise websites.

Specialist backlink index with proprietary Trust
Flow and Citation Flow link-quality metrics.
Deep backlink analysis, link audits and
toxic/penalty link detection for link-risk
management.

Fast, accurate dedicated keyword rank tracker
with daily updates and SERP feature monitoring.
Rank tracking and white-label reporting across
locations, now including Al search result tracking.
Affordable, easy keyword rank tracker with daily
positions and reporting.



21

22

23

24
25
26
27
28
29
30
31
32
33

34
35
36
37
38

39

40

41

42

43

44
45
46

47

Surfer SEO
Clearscope

Frase

MarketMuse

NeuronWriter
Scalenut

Page Optimizer Pro

Google Search
Console

Google Analytics 4

Google Keyword
Planner

Google Trends

Bing Webmaster
Tools

AnswerThePublic
AlsoAsked

Yoast SEO
Rank Math
BrightEdge
Conductor

seoClarity

Profound

Peec Al

Otterly.Al
AthenaHQ
Scrunch AI

Knowatoa
ZipTie.dev
Rankscale

LLMrefs

Content
optimization

Content
optimization

Content
optimization

Content strategy

Content
optimization
Content
optimization
Content
optimization
Free / Google
tool

Free / analytics

Free / keyword
research

Free / research

Free / search
engine

Keyword
research

Keyword
research

WordPress
plugin
WordPress
plugin

Enterprise SEO
Enterprise SEO

Enterprise SEO

GEO / Al
visibility

GEO / Al
visibility

GEO / Al
visibility
GEO / Al
visibility
GEO / Al
visibility
GEO / Al
visibility
GEO / Al
visibility
GEO / Al
visibility
GEO / Al
visibility

surferseo.com
clearscope.io

frase.io

marketmuse.com

neuronwriter.com
scalenut.com

pageoptimizer.pro

search.google.com
/search-console

analytics.google.co
m

ads.google.com
trends.google.com

bing.com/webmas
ters

answerthepublic.c
om

alsoasked.com

yoast.com
rankmath.com
brightedge.com
conductor.com

seoclarity.net

tryprofound.com

peec.ai

otterly.ai
athenahgq.ai
scrunch.com

knowatoa.com
ziptie.dev
rankscale.ai

llmrefs.com

Price

(approx.,
2026)

From ~$99/mo

From
~$170/mo

From ~$15/mo

Free; from
~$149/mo

From ~$19/mo
From ~$39/mo
From ~$22/mo

Free

Free

Free (with
Google Ads)

Free

Free

Free; from
~$11/mo
Free; from
~$15/mo
Free; ~$99/yr
(Premium)
Free; from
~$6.99/mo

Custom /
Enterprise

Custom /
Enterprise

Custom /
Enterprise

$99/mo
(Starter);

$399/mo
(Growth)

From ~$89/mo

Free tier; from
~$29/mo

From
~$295/mo

From
~$250/mo

From ~$59/mo

From ~$39/mo

From ~$39/mo
(varies)

From ~$79/mo
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Primary Function

On-page content optimization: SERP analyzer,
real-time content editor and scoring; adds Al
Search features.

Premium content grading and keyword-coverage
optimization favored by enterprise content teams.

Al-powered content briefs, research and
optimization, with AT visibility tracking across
multiple engines.

Topic modeling, content inventory and gap
analysis to plan topical authority across a whole
site.

Budget NLP-driven content editor scoring drafts
against top-ranking pages with term suggestions.

AT writing plus SEO content optimization, clusters
and briefs in one workflow.

On-page optimization tool giving precise term and
structure recommendations per target keyword.
Official Google tool for indexing status, search
performance, technical health and manual actions.

Web analytics for traffic, engagement and
conversions; essential for measuring SEO
outcomes.

Keyword ideas and search-volume ranges sourced
directly from Google Ads.

Relative search-interest trends over time and by
region for topics and queries.

Microsoft's equivalent of Search Console for
indexing, performance and SEO diagnostics on
Bing.

Visualizes the questions and phrases people search
around a keyword — useful for content and GEO.

Maps 'People Also Ask' question trees to reveal
related queries and search intent for content
planning.

WordPress on-page SEO plugin: titles, meta,
readability, sitemaps and schema.

Feature-rich WordPress SEO plugin with schema,
redirections and Al-assisted optimization.
Enterprise SEO and content-performance platform
with recommendations and Al search insights.
Enterprise organic-marketing platform spanning
SEO, content and answer-engine optimization.
Enterprise SEO suite with large data sets and the
ArcAI module for Al search visibility.

Enterprise-grade AEO/GEO analytics: tracks
brand mentions, citations and share of voice
across LLMs.

Mid-market Al search analytics with prompt-level
data, competitor benchmarking and 115+ language
support.

Affordable AI search monitoring across ChatGPT,
Perplexity and Google Al Overviews, plus a GEO
audit.

AEO/GEO platform with brand-narrative analysis,
prompt-volume estimation and an action center.
Enterprise AEO platform (SOC 2 Type II) focused
on Al-readiness, accuracy and the Agent
Experience layer.

Al search visibility tracking with a free audit;
budget-friendly entry into AEO monitoring.
Affordable Al visibility tracking across major
answer engines for SMBs and agencies.
Entry-level Al search rank tracking and visibility
monitoring for small teams.

Budget Al visibility tracker monitoring how brands
appear and rank in LLM answers.



Price
# | Tool Category Website (approx., Primary Function
2026)
48

GEO / Al . Custom / Enterprise answer-engine optimization platform
Bluefish Al visibility bluefish.ai Enterprise for large brands (pricing on request).
. . GEO / Al . . From ~$49/mo Al visibility tracking and monitoring bundled with
49 = Writesonic GEO visibility writesonic.com (varies) Al content writing tools.
HubSpot AI Search Free tool to check how a brand is mentioned and
50 Grader Free / GEO hubspot.com Free represented in Al-generated answers.
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Appendix C: GEO by Business Type

GEO does not work the same way in every industry. The foundations are the same — clear content,
credible sources, external proof, consistent entity signals and citable expertise — but the evidence that
matters changes by category. A restaurant, a SaaS company, a clinic, a university and a law firm are not
judged the same way; they draw different questions, lean on different third-party sources and need
different trust signals.

Use this appendix as a planning tool, not a formula. The aim is to see what an Al system would need
before it could reasonably mention, compare, or recommend a business in your category. It also reflects
a finding from GEO research: optimization effects differ by domain, so the right repair for one category
can do little in another (Aggarwal et al., 2024; Tian et al., 2026). For the underlying audit and tracking,
pair it with the GEO Audit Sheet and AI Prompt Monitoring Sheet in Appendix D.

Local Business

Local businesses win Al visibility when they are easy to verify in a specific place: what they do, where they
operate, when they are open and how customers rate them.

Typical AI questions. What is the best [service] near me; which [restaurant, dentist, repair shop] is
best in [city]; is [business] trustworthy; which local provider is good for families, emergencies or a budget.

Third-party sources that matter. Google Business Profile, Apple Maps and Bing Places; Yelp and
Tripadvisor where relevant; Trustpilot; local directories; local press; chamber-of-commerce listings;
community forums and local groups.

Best content formats. Service-by-location pages; FAQ pages answering local buyer questions; “best
for / not ideal for” sections; customer case examples; local guides; clear contact and opening-hours pages.

Trust signals. Recent reviews; a consistent name, address and phone number everywhere; real photos
of premises and team; local awards or press; visible owner or team profiles; professional replies to
reviews.

30-day quick actions. Week 1: clean up every local profile so the core details match. Week 2: improve
the Google Business Profile — photos, services, FAQs, replies to reviews. Week 3: build three location-
intent pages (a service page, an FAQ, a how-to-choose page). Week 4: ask happy customers for honest
reviews and test prompts such as “best [service] in [city]”.

B2B Consulting

Consulting visibility depends on expertise, proof and category clarity. An Al system will not recommend
a firm that sounds generic; it needs to see specialization, outcomes and market recognition.

Typical AI questions. Who are the best consultants for [topic]; which firms specialize in [industry];
what is the best consultancy for mid-sized companies in [market]; compare [firm] with [competitor]; is
[firm] credible.
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Third-party sources that matter. LinkedIn profiles and company pages; industry and business
media; podcast and conference appearances; client and partner pages; Clutch or similar B2B review
platforms; professional associations.

Best content formats. Thought-leadership articles; original frameworks; case studies; decision and
comparison guides; methodology pages; executive Q&A; white papers; diagnostic checklists.

Trust signals. Named experts with strong bios; measurable client outcomes; testimonials from
decision-makers; speaking engagements; media mentions; a published framework; a clear specialization.

30-day quick actions. Week 1: rewrite the homepage and core service pages so the category is
unmistakable. Week 2: publish one methodology page that names and explains the firm’s approach. Week
3: create one case study and one expert article on a high-value buyer question. Week 4: update LinkedIn,
request one client testimonial and pitch one expert quote.

SaaS

SaaS GEO is shaped by comparisons, use cases, reviews, integrations and pricing clarity. The system
needs to know what the product does, who it is best for and whether users validate it.

Typical AI questions. What is the best software for [use case]; which [category] tool is best for small
businesses; compare [product] vs [competitor]; what are alternatives to [competitor]; is [product] worth
it.

Third-party sources that matter. G2, Capterra and TrustRadius; Product Hunt; Gartner Peer

Insights where relevant; integration marketplaces; YouTube reviews and tutorials; Reddit and
professional communities; comparison sites.

Best content formats. Comparison and alternative pages; use-case landing pages; integration pages;
pricing explainers; feature pages with screenshots; implementation guides; customer case studies.

Trust signals. Verified reviews; clear pricing; security and compliance documentation; customer logos;
case studies by industry; a visible integration ecosystem; product screenshots and demos; transparent
limitations.

30-day quick actions. Week 1: identify the ten prompts most likely to influence buying (“best”,
“alternative”, “versus”, “for [use case]”). Week 2: build or improve comparison and alternative pages —
fair and specific, not defensive. Week 3: strengthen review profiles on G2 and Capterra. Week 4: publish

a use-case page, an integration page and one implementation guide.

E-commerce

E-commerce GEO depends on product clarity, reviews, availability and comparison value. The system
needs structured product data and enough proof to prefer one product over another.

Typical AI questions. What is the best [product] for [use case]; which [product] should I buy in 2026;
what is the best affordable [product]; compare [product A] and [product B]; is [brand] good; where can
I buy [product] in [place].
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Third-party sources that matter. Google Merchant Center; Amazon where relevant; shopping-
comparison platforms; product-review sites; YouTube reviews; Reddit; Trustpilot; manufacturer sites;
marketplace reviews.

Best content formats. Product pages with complete specifications; buying guides; comparison tables;
category guides; review summaries; FAQ sections; product videos; sizing or compatibility guides.

Trust signals. Verified customer reviews; clear pricing and availability; high-quality images; a
transparent return policy; delivery and warranty details; product schema; secure checkout; detailed
specifications.

30-day quick actions. Week 1: fix product data — names, descriptions, prices, stock, images, GTINs
or SKUs, specifications and schema. Week 2: improve the top ten product pages with clearer summaries,
FAQs and review snippets. Week 3: create one buying guide and one comparison table for a high-value
category. Week 4: grow review volume, update Merchant Center and add product videos.

Clinics and Health Providers

Health GEO is trust-heavy. The system needs clear evidence of professional qualification, medical review,
patient safety and current information; weak or anonymous health content is rarely trusted for serious
questions.

Typical AI questions. What is the best clinic for [treatment] in [city]; is [clinic or doctor] trustworthy;
what should I know before [procedure]; what are the risks of [treatment]; which doctor specializes in
[condition].

Third-party sources that matter. Google Business Profile; Healthgrades or local equivalents;
medical directories such as Zocdoc or Doctify; insurance and hospital-network directories; medical
associations; government health registers; patient-review platforms.

Best content formats. Doctor profile pages; treatment explainers; risk-and-benefit pages; patient-
journey guides; FAQ pages; medical-review notes; aftercare guides; accreditation pages.

Trust signals. Licensed professionals with named credentials; a named medical reviewer; clinic
accreditations; current treatment information; transparent risk explanations; clear contact details;
evidence-based references.

30-day quick actions. Week 1: improve doctor and clinic profiles — credentials, specialties, licenses,
experience. Week 2: update treatment pages with clear explanations, risks, suitability and review dates.
Week 3: strengthen review platforms and local medical directories. Week 4: publish one patient-decision
guide and test “best clinic for [treatment] in [city]”.

Universities and Education Providers

Education GEO depends on accreditation, program clarity, outcomes and trustworthy third-party
confirmation. The system needs to know the institution is legitimate, what it offers and who each program
is for.
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Typical AI questions. What are the best universities for [program]; is [university] accredited; which
online MBA is best for working professionals; compare [university A] and [university B]; is [program]
recognized internationally.

Third-party sources that matter. Official accreditation bodies; government education registers;
ranking platforms; LinkedIn alum data; student-review platforms; scholarship databases; academic
publications; news coverage.

Best content formats. Program pages; accreditation explainers; comparison pages; career-outcome
pages; alum stories; faculty profiles; admissions and scholarship guides; international-recognition FAQs.

Trust signals. Accreditation and recognition; faculty credentials; alum outcomes; employer
partnerships; transparent tuition; clear admission requirements; graduation and employability data;
official policies.

30-day quick actions. Week 1: audit program pages for clarity — name, duration, format,
accreditation, fees, admissions, outcomes. Week 2: create an accreditation page with official sources in
plain language. Week 3: publish one comparison guide and one alumni-outcome story. Week 4: update
third-party education profiles and strengthen faculty bios.

Real Estate

Real-estate GEO is driven by location, market evidence, listing accuracy and the credibility of the advisor
or platform. The system must understand the market, the property type and who is giving the advice.

Typical AI questions. What are the best areas to buy in [city]; is [developer or project] reliable; what
is the outlook for prices in [area]; which communities are best for families; what should I check before
buying off-plan.

Third-party sources that matter. Official land or property registers; major property portals;
developer sites; Google Business Profile; broker directories; local real-estate media and market reports;
community forums.

Best content formats. Area guides; developer reviews; project explainers; price-trend reports; buyer
and due-diligence checklists; comparison tables; rental-yield explainers; transaction-process guides.

Trust signals. Licensing information; verified listings; transaction experience; market data; client
reviews; transparent fees; demonstrated neighborhood expertise; clear risk warnings; a real local
presence.

30-day quick actions. Week 1: improve advisor and company profiles — licensing, location,
specialization, market focus. Week 2: publish one detailed area guide and one buyer due diligence
checklist. Week 3: build comparison content for two high-interest areas or project types. Week 4:
strengthen Google reviews and portal profiles and test “best areas to buy in [city]”.
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Legal

Legal GEO is sensitive because the questions carry real consequences. The system needs qualified
professionals, jurisdiction-specific clarity, current law, cautious language and strong trust signals.

Typical AI questions. What is the best law firm for [practice area] in [city]; is [firm or lawyer]
reputable; what should I do if [legal situation]; what are the legal requirements for [issue]; how do I
choose a lawyer for [case].

Third-party sources that matter. Bar-association directories; legal directories such as Justia, Avvo
or FindLaw; court and government sources; professional associations; legal publications; Google
Business Profile; permitted review platforms.

Best content formats. Practice-area pages; jurisdiction-specific explainers; step-by-step process
guides; FAQ pages; lawyer bio pages; document and case-type checklists; risk-and-limitation sections.

Trust signals. Licensed lawyers with bar-admission details; clear jurisdiction; practice-area
specialization; professional publications; clear disclaimers; current legal references; a transparent
consultation process.

30-day quick actions. Week 1: update lawyer profiles with admissions, experience, languages and
practice areas. Week 2: improve three practice-area pages with jurisdiction-specific steps and
disclaimers. Week 3: create one document checklist and one “how to choose a lawyer” guide. Week 4:
update legal-directory profiles and seek one expert-commentary placement.

Finance

Finance GEO requires exceptional trust. The system needs accuracy, current data, regulatory clarity,
transparent methodology and professional credibility; unsupported claims are especially risky here.

Typical AI questions. What is the best financial advisor for [audience]; is [company or advisor]
trustworthy; what is the outlook for [market or asset]; compare [option A] and [option B]; what are the
risks of [product].

Third-party sources that matter. Regulatory registers; central-bank or financial-authority sources;
financial media; review platforms; professional associations; company filings where relevant; analyst
reports; LinkedIn expert profiles.

Best content formats. Market explainers; risk guides; scenario analyses; comparison tables;
methodology notes; advisor profile pages; regulatory-disclosure pages; fee explainers; data-backed
reports.

Trust signals. Regulatory authorization; professional qualifications; transparent fees; clear risk
disclaimers; current, dated data sources; transparent methodology; named analysts; no exaggerated
return promises.

30-day quick actions. Week 1: audit trust and compliance — make licenses, registrations, disclaimers
and credentials easy to find. Week 2: update key pages with current data, clear dates and methodology
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notes. Week 3: publish one scenario analysis and one risk-focused comparison. Week 4: strengthen
regulatory profiles and professional bios.

Employer Branding and HR

Employer-branding and HR GEO sits between marketing, reputation and talent. The system needs to
know whether an employer, consultancy, certification or HR provider is credible, transparent and
relevant to the audience in question.

Typical AI questions. Which companies are good employers in [industry]; what makes an employer
attractive in 2026; who are the best employer-branding consultants; is [company] a good employer;
which employer certification is credible.

Third-party sources that matter. LinkedIn; Glassdoor or Kununu where relevant; Indeed company
reviews; employer-award and certification pages; HR publications; business media; employee-survey
providers; professional HR associations.

Best content formats. Employer-branding guides; employee-survey explainers; certification-
methodology pages; case studies; HR checklists; comparison pages; research summaries; candidate-
experience guides.

Trust signals. Transparent methodology; employee-survey data; an independent audit or certification
process; named experts; client case studies; research references; clear criteria for awards or seals; ethical
use of claims.

30-day quick actions. Week 1: clarify the entity — consultancy, certification body, agency, research
provider or award platform — and make that category consistent everywhere. Week 2: publish one
methodology page explaining how the surveys, audits or assessments work. Week 3: create one
comparison article and one HR checklist. Week 4: strengthen LinkedIn, collect credible case evidence
and pursue one HR media mention.

How to Use This Appendix

The patterns differ by business type, but the underlying question stays the same: what would a careful Al
system need before it could safely recommend you? A local business needs reviews and location
consistency; a clinic needs medical credibility; a university needs accreditation; SaaS needs comparisons
and review platforms; legal and finance need professional authorization and careful language; consulting
and HR need expertise, case evidence and market recognition.

The work is not to chase every platform. It is to build the right public evidence for the kind of decision
your customer is asking an Al system to help with. A good 30-day plan starts with three honest questions:
what exact questions would our buyers, patients, students, or clients ask; which sources would an AI
system trust when answering them; and what proof is missing from the public record today? Answer
those, and GEO stops being mysterious. It becomes the steady work of making your expertise visible,
verifiable, and citable in the places where decisions are now being shaped.
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Appendix D: Templates and Worksheets

The chapters refer back to these templates at the points where you would use them. They are deliberately
plain: copy each one into a document or spreadsheet and fill it in. None of them is clever. Their value is
that they make the work repeatable — the same audit, the same monitoring, the same proof, run on a
schedule rather than in a scramble.

GEO Audit Sheet

Use this to walk your most important pages down the citation chain one row at a time. Start with the ten
pages that should be cited and work outward. Referenced in Chapter 9 (Running a GEO Audit and Why
Al Systems Do Not Cite You).

. Indexed & Trust & entity Cited by AI
Page / URL Target question OK? (which)

Yes / answer block

up top Author + schema  Perplexity only

/services/x best x in [city]

AT Prompt Monitoring Sheet

Track what the systems actually say about you. Keep the prompt list fixed so results are comparable week
to week. Referenced in Chapter 9 and Chapter 13.

Add answer block +

best [service] in [city] ChatGPT 17 Jun Mentioned, not cited .
reviews

Entity Profile Template

Write this once and reuse it verbatim on your website, LinkedIn, Google Business Profile, directories and
press profiles. Consistency across sources is itself a trust signal. Referenced in Chapter 6, Chapter 13 and
Appendix C.

Field Your entry (use the same wording everywhere)

Official name
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Field Your entry (use the same wording everywhere)

One-line description
Category

Founded / HQ
Locations served
Who you help

Core services

Key proof points
Key people

Canonical links (site, LinkedIn,
GBP)

Schema type (Organization /
LocalBusiness)

Evidence Calendar Template

A content calendar lists what you will publish; an evidence calendar lists what you will prove, and where
the proof will live off your own site. Referenced in Chapter 9 (From a Content Calendar to an Evidence
Calendar).

Jan We are a leading [x] Case study + review  Partner site, G2 MK - in progress

Brand Facts Page Template

A plain, neutral page that gives the truth a citable home. Keep it factual, not promotional, and mark it up
with Organization schema. Referenced in Chapter 13.

Legal name and brand name The exact names, including any common misspellings to disambiguate
One-sentence definition What the company is, in neutral language

What you do / who you serve Two or three sentences, specific, no superlatives

Founded, HQ, locations Dates and places, stated plainly
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Leadership Names and roles of key people

Facts often misstated Each contested fact with the correct value

Proof Notable clients, awards, certifications, with links

Contact Canonical contact details and primary URL

Schema Organization markup reflecting exactly what the page says

A worked example. It is easier to copy a filled-in version than a blank one. Here is the same template
completed for a fictional consultancy, Meridian Talent, to show the level of specificity that makes a page
genuinely citable. Every entry is plain, factual and consistent — no superlatives — and the “facts often
misstated” row quietly does real work.

Field Example entry

Legal name and brand Meridian Talent Group GmbH (brand: “Meridian Talent”; occasionally mistyped
name “Meridian Talents”)

Meridian Talent is an employer-branding consultancy that helps mid-sized

Oineanimnes dui 1on European firms attract and keep skilled staff.

What you do / who you Employer-brand audits, candidate research and certification programs for

serve companies of 200—5,000 employees, mainly in the DACH region.

Founded, HQ, locations Founded 2014; headquartered in Vienna, Austria; teams in Munich and Zurich.

Leadership Dr. Lena Hofer (CEO); Marco Brandt (Head of Research).

Facts often misstated Founded 2014, not 2016; headquartered in Vienna, not Berlin; independent, not
part of a larger group.

Proof 70+ certified employers; coverage in Der Standard and HR Today; ISO 27001
certified (with links).

Contact hello@meridiantalent.example - +43 1 234
5678 - https://www.meridiantalent.example

Schema Organization markup with name, url, logo, foundingDate and sameAs (LinkedIn,

Crunchbase) — matching every line above.

Two details carry most of the weight. The contested facts are stated once, in neutral language, so a model
has a single clear version to copy; and the schema mirrors the visible page exactly, so the machine-
readable record and the human-readable one never disagree.

Author Bio Template

A reusable bio that gives a page visible expertise. Link it from every article the author writes and keep the
wording consistent with the Entity Profile. Referenced in Chapter 5 (E-E-A-T) and Chapter 9.
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Field Your entry

Name

Role / title

Credentials

Years and focus of experience
Notable work / publications

Profile links (LinkedIn, ORCID,
ete.)

Photo
One-line expertise statement

Areas of authority

Source Repair Checklist

When a page should be cited and is not, run it through this list in order. Fix access before anything else
— a system cannot cite what it cannot reach. Referenced in Chapter 9 (Why Al Systems Do Not Cite You).
Access

O The page is indexed and returns a clean 200 status code.

O It is not blocked by robots.txt or a noindex tag, and the canonical is correct.

O It has internal links pointing to it and reads without scripts doing all the work.
Extractability

O A direct answer of 40—70 words sits near the top of the page.

O Headings, a table or a definition give the system a clean unit to quote.

Trust and entity

O A named author or reviewer with a real profile is visible.

O References, dates and proof are present; the brand name, address and category match everywhere
else.

Evidence and freshness

O At least one credible third-party source confirms the main claim.

O Data, examples and screenshots are current, and the review date is honest.
Re-test

O Re-run the same prompts after two to four weeks and record what changed.
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90-Day GEO Roadmap

A simple three-phase plan for a first GEO push. Treat the outputs, not the activity, as the measure of
progress. Referenced in Chapter 9 (A 9o-Day GEO Plan).

Fix crawlability and indexing; add answer
Days 1—-30 Foundation blocks and headings to the top ten pages;
standardize the entity profile.

Ten audit-clean,
extractable pages

Build third-party proof: reviews, one case
Days 31-60 Evidence study, one expert contribution, updated
directory and review profiles.

A visible public
record off-site

Publish comparison and decision content;

earn one or two authoritative mentions; re-  Citations in at least
run prompt monitoring and close the one Al system
largest gap.

Days 61-90 Authority
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Appendix E: A Working Glossary

A short, plain-language reference for the terms used across this book. Where a term has a formal
definition and a working one, this gives the working one — what it means for your visibility in practice.

SEO (Search Engine
Optimization)

GEO (Generative Engine
Optimization)

AEO (Answer Engine
Optimization)

LLM (Large Language Model)

RAG (Retrieval-Augmented
Generation)

Entity

Citation

Source selection

Query fan-out

Structured data (schema)

sameAs

Knowledge graph

E-E-A-T

YMYL (Your Money or Your
Life)

Al Overview

Zero-click search

Answer block

Making a site easier to find and rank in traditional search results.

Optimizing content, entities and third-party sources so Al systems take in, cite
and recommend a brand.

An earlier name for much the same idea as GEO: optimizing to be the answer,
not just a link.

The kind of Al, trained on vast text, that powers tools like ChatGPT, Gemini
and Claude.

When a model fetches outside sources at query time to ground its answer,
rather than relying on memory alone.

A uniquely identifiable thing — a company, person, product or place — a system
can tell apart from similar names.

A source an Al answer names or links as the basis for a claim; the GEO
equivalent of a ranking.

The step where a system decides which few sources to attribute and link in an
answer.

When a system expands one question into several related sub-queries before
answering.

Machine-readable code (usually JSON-LD) that labels what a page contains,
using schema.org vocabularies.

A schema property that links your entity to its other official profiles so
machines connect the records.

A structured map of entities and the relationships between them that search
and Al systems draw on.

Experience, Expertise, Authoritativeness, Trustworthiness — a quality
framework, not a direct ranking score.

Topics like health, finance and safety, where systems apply a higher bar for
trust and accuracy.

Google’s Al-generated answer shown above the traditional results.

A search that ends without a visit to any site, because the answer already
appears in the results.

A short, self-contained passage (about 40—70 words) written so a system can
lift it directly.
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Appendix F: 50 Prompts for GEO Monitoring

Run these across the systems your buyers use — ChatGPT, Google’s Al features, Perplexity, Copilot,
Gemini — in a logged-out window, and record where you appear, where you do not, and which sources
get cited. Replace the bracketed placeholders with your own category, brand, competitors and locations.
Repeat the set monthly so you are tracking movement, not a single snapshot.

Awareness

1. Who are the leading providers of [category]?

2. What companies should I know in [industry]?

3. Who are the top experts in [topic]?

4. What are the most trusted brands for [need]?

5. Which firms specialize in [niche]?

6. Who is doing the most interesting work in [field] right now?
7. What are the best-known [category] companies in [region]?
8. Which [category] providers do professionals recommend?
9. Who are the up-and-coming players in [industry]?

10. What brands come to mind for [specific problem]?

Comparison

11. Compare [your brand] and [competitor] for [use case].

12. What are the main alternatives to [competitor]?

13. Which is better for [audience], [option A] or [option B]?

14. What are the pros and cons of [your brand]?

15. How does [your brand] differ from other [category] providers?
16. What should I weigh when choosing between [A], [B] and [C]?
17. Which [category] tool is best for [specific situation]?

18. Is [your brand] a good fit for [type of company]?

19. What do reviews say about [your brand] versus [competitor]?
20. Rank the top [category] options for [criterion].

Purchase decision

21. What is the best [product/service] for [use case] in 2026?

22, How much does [service] typically cost, and what drives the price?
23. What should I check before hiring a [category] provider?

24. Is [your brand] worth the price?

25. What are the risks of choosing the wrong [category] provider?

26. Which [category] provider is best for a small business?

27. What questions should I ask a [category] provider before signing?
28. What is the best affordable [product] without losing quality?
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29. Who offers the best [service] for [industry]?
30. What is the typical delivery or onboarding time for [service]?

Reputation

31. Is [your brand] trustworthy?

32. What do customers complain about with [your brand]?

33. Has [your brand] had any controversies or problems?

34. What is [your brand] known for?

35. Are the reviews for [your brand] genuine?

36. What do employees say about working at [your brand]?

37. Is [executive name] credible in [field]?

38. How does the reputation of [your brand] compare with [competitor]?
39. Would you recommend [your brand], and why or why not?

40. What are the strengths and weaknesses of [your brand]?

[

Local intent

41. What is the best [service] near me?

42. Which [category] provider is best in [city]?

43. Who offers [service] in [neighborhood or district]?

44. Is [your brand] available in [city or region]?

45. What are the highest-rated [category] businesses in [city]?

46. Who can do [service] today in [city]?

47. What is the best [category] for [language]-speaking customers in [city]?
48. Which local [category] providers do people recommend in [area]?

49. How do I find a reliable [service] in [city]?

50. What should I know about [service] providers in [region]?
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Appendix G. 100 Al Visibility Superprompts

This appendix is a working prompt library. Where Appendix F gives you 50 monitoring prompts, these
100 go wider — covering strategy and diagnostics, entity and brand authority, content architecture, third-
party sources, technical and structured data, writing and trust, monitoring, industry and local use,
platform-specific visibility, and governance. Replace the bracketed placeholders with your real context,
and for anything time-sensitive, ask the tool to research live and cite its sources.

Each prompt follows the same shape: a role, a goal, the entity, the target Al queries, the evidence to use,
the constraints, the output format, a quality check, and a next action. Use them as starting points, not
scripts — the more real context you add, the better the result.

Strategy & Diagnostics

1. Al Visibility Baseline Audit

Best for

Superprompt

Why it works

Use with

finding the current visibility gap

Act as an Al visibility strategist. Audit [brand/person/website] for discoverability in
ChatGPT, Claude, Gemini, Perplexity, Google AI Overviews, and answer engines.
Assess entity clarity, crawlability, citation likelihood, content depth, third-party
validation, topical authority, freshness, and competitor presence. Return a scorecard,
top gaps, and a 30-day action plan.

It converts vague “we need more Al visibility” into a measurable baseline and practical
roadmap.

GEO / Al Visibility Strategy

2. Al Citation Readiness Scorecard

Best for

Superprompt

Why it works

Use with

checking whether content can be cited

Evaluate [URL/text] for Al citation readiness. Check whether the answer appears
early, claims are specific, evidence is visible, author credentials are clear, the tone is
neutral, sources are cited, schema is present, and the page is easy to crawl. Score each
factor from 1-10 and give prioritized fixes.

Al systems tend to reuse clear, well-supported, accessible content more easily than
promotional or buried information.

Citation Optimization

3. Citation Failure Diagnosis

Best for

Superprompt

understanding why AT does not mention you

Explain why [brand/website/person] may not be cited by Al systems for
[topic/query]. Consider crawl barriers, weak entity recognition, lack of third-party
sources, unclear answer blocks, promotional wording, outdated claims, low
authority, and stronger competing sources. Provide likely causes and fixes ranked
by impact.
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Why it works

Use with

It treats invisibility as a solvable diagnostic problem rather than a mystery.

Al Visibility Troubleshooting

4. GEO Priority Matrix

Best for

Superprompt

Why it works

Use with

choosing the right visibility actions

Create a GEO priority matrix for [brand/topic]. List actions across owned content,
technical SEO, third-party authority, PR, reviews, structured data, expert profiles,
and Al testing. Rate each by expected visibility impact, effort, speed, cost, and
dependency. Recommend the first 10 actions.

It prevents random activity and focuses resources on actions most likely to move
visibility.

GEO Roadmapping

5. Al Visibility Competitor Benchmark

Best for

Superprompt

Why it works

Use with

learning from competitors cited by Al

Compare [brand] with [competitors] for Al visibility around [topic]. Analyze which
brands appear in Al answers, why they may be cited, what sources support them,
how their entity profiles differ, and what content or authority gaps [brand] should
close.

It turns competitors’ visibility into a practical reverse-engineering exercise.

Competitive GEO

6. Entity Understanding Audit

Best for

Superprompt

Why it works

Use with

making the brand easy for Al to identify
Audit how clearly [person/company/product] is defined as an entity. Check name
consistency, category, expertise, official sources, biographies, profiles, schema,

external mentions, related entities, and possible confusion with similar names.
Produce a clean entity profile and correction checklist.

Al systems need a clear, consistent entity before they can confidently mention it.

Entity SEO / GEO

7. AI Answer Inclusion Analysis

Best for

Superprompt

estimating whether you deserve to be in the answer

For the query “[AI query],” evaluate whether [brand/source] deserves inclusion in an
Al-generated answer. Compare relevance, evidence, authority, neutrality, specificity,
and user usefulness against alternative sources. Explain what must improve to earn
inclusion.
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Why it works It reframes visibility around usefulness and evidence, not just brand promotion.

Use with Answer Engine Optimization

8. Search-to-Al Intent Translation

Best for turning SEO keywords into AI questions

Convert these SEO keywords into realistic Al assistant questions: [keywords]. Group
Superprompt questions by beginner research, comparison, expert validation, purchase decision,
local intent, and post-purchase support. Add the ideal answer format for each group.

Al queries are often longer, more conversational, and more decision-oriented than

Why it works search keywords.

Use with AI Query Research

9. Al Visibility Risk Review
Best for avoiding tactics that reduce trust

Review this Al visibility plan: [plan]. Identify risky tactics such as fabricated
Superprompt authority, thin content, over-optimized text, fake reviews, unsupported claims,
perp p keyword stuffing, duplicate pages, or unclear disclosures. Suggest safer alternatives

that build long-term trust.
Why it works Sustainable Al visibility depends on trust signals, not shortcuts.

Use with GEO Governance

10. Al Visibility Executive Brief

Best for communicating GEO to leadership

Create an executive brief explaining why [organization] should invest in Al visibility.
Include business risk, opportunity, current gaps, expected benefits, required

Superprompt resources, 90-day milestones, KPIs, and a plain-English recommendation for
leadership.
Why i It makes GEO understandable for decision-makers who need business relevance, not
y it works .
jargon.
Use with Leadership Communication

Entity & Brand Authority

11. One-Sentence Entity Definition

Best for creating a clear machine-readable identity
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Superprompt

Why it works

Use with

Write a precise one-sentence definition of [person/company/product]. It must
state what it is, who it serves, the main area of expertise, and what makes it
distinct. Avoid hype and unverifiable claims. Provide 5 variations for different
contexts.

A strong entity definition helps humans and Al systems understand the brand
quickly.

Entity Clarity

12. Official Entity Profile Builder

Best for

Superprompt

Why it works

Use with

standardizing brand information

Create an official entity profile for [brand/person]. Include legal/official name,
short description, category, location, founding details, expertise, services, proof
points, official website, social profiles, related entities, and disambiguation notes.
Use neutral, citation-friendly language.

Consistency across owned and third-party sources improves recognition and
reduces ambiguity.

Knowledge Graph Readiness

13. Disambiguation Page Prompt

Best for

Superprompt

Why it works

Use with

preventing confusion with similar names

Design a disambiguation section for [brand/person] that clarifies how it differs
from [similar names/competitors]. Include neutral wording, identifiers, categories,
locations, credentials, and official links.

Al systems may confuse similar entities unless distinguishing facts are clearly
stated.

Entity Disambiguation

14. Founder and Expert Bio for Al Visibility

Best for

Superprompt

Why it works

Use with

turning people into trusted entities

Write an Al-visible expert biography for [person]. Include role, areas of expertise,
qualifications, publications, interviews, organizations, geographic relevance, and
proof points. Keep it factual, third-person, neutral, and suitable for an About page
or media profile.

Expert entities often strengthen brand trust and citation likelihood.

Personal Brand GEO
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15. Brand Proof Point Inventory

Best for

Superprompt

Why it works

Use with

collecting evidence that supports authority

Create a proof-point inventory for [brand]. Group evidence into certifications,
studies, awards, client results, media mentions, expert quotes, case studies, reviews,
partnerships, and official records. Note which proof points need public source links.

Al visibility improves when claims are backed by discoverable evidence.

Authority Building

16. Entity Consistency Checker

Best for

Superprompt

Why it works

Use with

finding conflicting public descriptions

Review these descriptions of [brand/person]: [texts]. Identify inconsistencies in
name, category, expertise, location, services, credentials, dates, and tone.
Recommend a single canonical version for use across websites, profiles, and PR.

Conflicting descriptions weaken machine understanding and credibility.

Brand Consistency

17. Al-Friendly About Page Prompt

Best for

Superprompt

Why it works

Use with

building a page that explains the entity clearly

Create an About page for [brand/person] optimized for AI understanding. Include a
direct definition, history, expertise, services, audience, proof points, leadership,
official links, FAQ, update date, and schema recommendations. Avoid exaggerated
marketing language.

About pages are often core sources for entity understanding.

Owned Content GEO

18. Authority Cluster Map

Best for

Superprompt

Why it works

Use with

connecting the brand to related topics

Create an authority cluster map for [brand] around [core topic]. Include primary
topics, subtopics, related entities, experts, institutions, data sources, common
questions, and content pages needed to demonstrate expertise.

Topical authority helps AI systems understand where a source is relevant.

Topical Authority

19. Brand Mention Context Optimizer

Best for

making mentions more useful for AT
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Superprompt

Why it works

Use with

Rewrite these brand mentions so they provide useful context: [mentions/text]. Each
mention should clarify what the brand does, the topic it is relevant to, and why it is
credible without sounding promotional.

Context-rich mentions are more valuable than name-only mentions.

Digital PR / GEO

20. Knowledge Panel Readiness Checklist

Best for

Superprompt

Why it works

Use with

preparing for public entity recognition

Create a knowledge panel readiness checklist for [brand/person]. Include official site
signals, structured data, consistent profiles, reputable references, Wikidata/Wikipedia
considerations, media coverage, social profiles, and disambiguation.

A knowledge-panel mindset improves the public signals Al systems can use.

Entity SEO

Content Architecture

21. GEO-Ready Page Architecture

Best for

Superprompt

Why it works

Use with

designing pages Al can understand

Design a GEO-ready page for [topic]. Include a 40-word direct answer, definition, who
it matters for, evidence, step-by-step explanation, examples, comparison table, expert
quote placeholder, FAQ, sources, author credentials, schema recommendations, and
update date.

It structures content for retrieval, citation, and human usefulness.

Content Architecture

22, Citation-Ready Answer Blocks

Best for

Superprompt

Why it works

Use with

creating reusable answer sections

Write 20 citation-ready answer blocks for [topic]. Each should answer a likely AI query
in 60-120 words, make one clear point, include measurable or verifiable claims where
possible, avoid hype, and mention what evidence should support it.

Short, self-contained answer blocks are easier for Al systems to quote or summarize.

Answer Block Creation
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23. Al Query-to-Content Map

Best for

Superprompt

Why it works

Use with

matching user questions to pages

Create a content map for these Al queries: [queries]. For each query, recommend the
best page type, answer angle, required proof, internal links, external sources, schema
type, and CTA.

It aligns content production with how users ask Al assistants.

GEO Content Planning

24. Definition Block Generator

Best for

Superprompt

Why it works

Use with

owning concise explanations

Write 15 definition blocks for [core terms]. Each definition should be 30-60 words,
neutral, specific, easy to cite, and suitable for placement near the top of a page. Include
a “not to be confused with” note where relevant.

Definitions are common building blocks in AI-generated answers.

Entity and Topic Clarity

25. Comparison Page Builder

Best for

Superprompt

Why it works

Use with

winning decision-oriented AI answers

Create a comparison page outline for [A] vs [B]. Include direct verdict, criteria table,
use cases, strengths, limitations, pricing factors, evidence needed, FAQs, and a
balanced conclusion. Avoid biased or unsupported claims.

Al assistants often answer comparison questions when users are close to a decision.

Commercial GEO

26. Best-of List Quality Prompt

Best for

Superprompt

Why it works

Use with

making recommendation content trustworthy

Create a trustworthy “best [category]” page structure for [topic]. Include transparent
selection criteria, methodology, comparison table, source requirements, pros and cons,
who each option is best for, update date, and conflict-of-interest disclosure.

Al systems are more likely to trust recommendation content with transparent criteria.

Recommendation Content
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27. FAQ Expansion for AI Search

Best for

Superprompt

Why it works

Use with

capturing conversational demand

Generate 50 FAQ questions for [topic/brand] based on how people ask AT assistants.
Group by basic understanding, cost, comparison, risk, implementation, local relevance,
and expert validation. Provide concise answer guidance for each.

FAQ content mirrors the natural language format of Al queries.

FAQ / Al Search

28. Evidence-First Content Rewrite

Best for

Superprompt

Why it works

Use with

turning weak content into credible content

Rewrite this content so that evidence leads the argument: [text]. Start with the clearest
answer, add supporting facts, distinguish facts from interpretation, remove unsupported
superlatives, and identify where citations are needed.

Al systems prefer reliable, grounded content over vague marketing copy.

Content Quality

29. Content Gap Finder for AI Answers

Best for

Superprompt

Why it works

Use with

finding missing pieces Al needs

Analyze [website/topic] for missing content that AT systems need to answer user
questions. Identify absent definitions, examples, data, methodology, expert bios,
comparison pages, case studies, FAQs, and third-party references.

It finds gaps that classic keyword research may miss.

GEO Content Audit

30. Page Update and Freshness Prompt

Best for

Superprompt

Why it works

Use with

keeping content current enough to cite

Review this page for freshness: [text/URL]. Identify outdated dates, obsolete claims,
missing recent developments, stale examples, weak source dates, and update
opportunities. Recommend exact changes and an “Last updated” note.

Freshness is important when AI answers current or evolving topics.

Content Maintenance
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Third-Party Sources & Digital PR
31. Third-Party Authority Map

Best for

Superprompt

Why it works
Use with

identifying sources that should mention you

Create a third-party authority map for [brand/topic]. List media, industry directories,
associations, academic sources, podcasts, review platforms, expert roundups,
databases, and partner pages that could credibly mention or cite the brand. Prioritize
by authority and feasibility.

Al visibility often depends on corroboration outside the brand’s own website.

Digital PR / Authority

32. Digital PR Angle Generator for GEO

Best for

Superprompt

Why it works

Use with

earning mentions that machines can use

Generate 20 digital PR angles for [brand/topic] that could earn authoritative
mentions. For each angle, include news hook, data needed, target publication type,
expert quote idea, and why it would strengthen Al visibility.

Good PR creates discoverable evidence that Al systems can later use.

PR for GEO

33. Expert Quote Bank

Best for

Superprompt

Why it works
Use with

creating reusable authority signals

Write 30 expert quote drafts for [person] on [topic]. Each quote should be concise,
specific, non-promotional, and suitable for press releases, articles, interviews, and
third-party publications.

Expert quotes help associate a person or brand with a topic in public sources.

Thought Leadership

34. Source Outreach Brief

Best for

Superprompt

Why it works
Use with

preparing outreach for authority mentions

Create an outreach brief for getting [brand/expert] mentioned in [source type]. Include
target audience, value proposition, suggested topic, proof points, sample pitch,
credibility signals, and follow-up message.

It makes authority-building outreach specific and useful to the publisher.

Digital PR Execution

35. Research Report Concept Prompt

Best for

building original data assets
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Superprompt

Why it works

Use with

Design an original research report for [brand] on [topic]. Include research question,
survey/sample idea, methodology, key charts, likely findings, headline angles, media
pitch, and how the report should be cited.

Original research can become a highly citeable asset for journalists and AI systems.

Original Research

36. Case Study for Al Visibility

Best for

Superprompt

Why it works
Use with

turning client results into evidence

Create a case study structure for [brand/client/project]. Include problem, context,
approach, measurable results, limitations, quote placeholder, visuals, and a concise
“what this proves” section. Avoid unsupported causal claims.

Specific evidence and results make a brand more credible in AT answers.

Proof Assets

37. Award and Certification Visibility Prompt

Best for

Superprompt

Why it works

Use with

making credentials understandable

Rewrite information about [award/certification] so Al systems can understand its
relevance. Include who grants it, evaluation criteria, methodology, transparency, validity
period, and why it matters. Avoid vague prestige claims.

Credentials help only when the criteria and meaning are clear.

Trust Signals

38. Review and Testimonial Signal Audit

Best for

Superprompt

Why it works

Use with

using reviews without exaggeration

Audit reviews/testimonials for [brand]. Identify themes, credibility signals, risks,
unsupported claims, and useful phrases that can inform AlI-visible content. Recommend
how to summarize reviews ethically.

Reviews provide social proof, but they must be summarized carefully and honestly.

Reputation / GEO

39. Podcast and Interview Strategy

Best for

Superprompt

creating discoverable expert mentions

Create a podcast/interview strategy for [expert/brand] around [topic]. Include target
shows, episode angles, talking points, proof points, quotable statements, bio language,
and follow-up content for owned channels.
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Why it works Interviews create third-party context and reinforce expert-topic associations.

Use with Expert Visibility

40. Citation Ecosystem Builder

Best for creating multiple reinforcing sources

Design a citation ecosystem for [brand/topic]. Specify which facts should appear on the
Superprompt official site, press releases, expert profiles, directories, research reports, social profiles,
and media interviews. Ensure consistency across all sources.

Why it works Al systems gain confidence when multiple credible sources tell a consistent story.

Use with GEO Ecosystem

Technical & Structured Data
41. Crawlability and Indexing Audit

Best for ensuring Al-accessible content

Audit [website/URL] for technical barriers that may limit Al visibility: robots.txt,
Superprompt noindex, paywalls, JavaScript rendering, canonical issues, broken links, slow pages, thin
pages, sitemap gaps, and blocked assets. Return fixes by urgency.

Why it works Al systems cannot cite content they cannot reliably access or interpret.

Use with Technical GEO

42. Schema Opportunity Audit
Best for adding structured context

Recommend structured data for [website/page]. Consider Organization, Person,
Superprompt Article, FAQPage, HowTo, Product, Review, LocalBusiness, Service, BreadcrumbList,
and SameAs links. Explain what each schema should clarify.

Why it works Structured data gives machines clearer context about entities and content.

Use with Schema / Technical SEO

43. SameAs Link Strategy
Best for connecting official profiles
Create a SameAs strategy for [brand/person]. List official profiles, directories, social

Superprompt accounts, author pages, organization pages, and trusted references that should be
connected in schema and content. Identify missing or risky links.

Why it works SameAs links help machines connect profiles to one entity.
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Use with

Entity Markup

44. AI-Friendly Site Architecture

Best for

Superprompt

Why it works
Use with

making expertise easy to crawl

Design a site architecture for [brand/topic] optimized for Al visibility. Include core entity
pages, topic hubs, comparison pages, FAQs, case studies, research assets, glossary,
author pages, and internal linking rules.

Clear architecture helps both crawlers and Al systems understand topical coverage.

Information Architecture

45. Technical Trust Signal Checklist

Best for

Superprompt

Why it works
Use with

strengthening credibility signals

Create a technical trust checklist for [website]. Include HTTPS, author pages, dates,
sources, policies, contact details, schema, sitemap, accessibility, page speed, broken links,
and clear ownership.

Technical trust signals support credibility and user confidence.

Technical SEO / Trust

46. Author Schema and Bio Prompt

Best for

Superprompt

Why it works

Use with

making expertise machine-readable

Create an author bio and schema plan for [author]. Include expertise, credentials,
publications, social profiles, organization affiliation, topics covered, editorial standards,
and where the bio should appear across the site.

Author transparency can improve perceived content reliability.

E-E-A-T / GEO

47. Content Accessibility for AI Parsing

Best for

Superprompt

Why it works

Use with

reducing barriers to extraction

Review this page design/content: [description/text]. Identify anything that may make Al
parsing harder, including text in images, vague headings, hidden content, excessive
scripts, missing transcripts, unclear tables, and unsupported claims. Provide fixes.

Readable, accessible content is easier for humans and machines to process.

Content Accessibility

48. Structured FAQ Markup Planner

Best for

Superprompt

turning FAQs into machine-readable assets

Create FAQ questions and answers for [topic] and recommend which should receive
structured data. Keep answers concise, factual, non-promotional, and linked to supporting
sections on the page.
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Why it works Structured FAQs help clarify common questions and page relevance.

Use with FAQ Schema

49. Robots and AI Crawler Policy Review

Best for balancing access and control

Review this crawler access policy: [robots/directives]. Explain which Al/search crawlers
Superprompt may be allowed or blocked, what visibility trade-offs exist, and what a cautious policy
could look like for [business goal].

Why it works Visibility requires thoughtful access decisions, not accidental blocking.

Use with Crawler Strategy

50. Source Page Template for Al
Best for making reference pages more citeable

Create a template for a source/reference page about [topic]. Include direct answer,
Superprompt definitions, methodology, data table, downloadable assets, author/editor details, citation
format, update date, and related pages.

Why it works Reference-style pages are more likely to be useful as citations.
Use with Source Page Design
Writing Style & Trust

51. Promotional-to-Neutral Rewrite

Best for reducing hype that hurts credibility

Rewrite this promotional text into neutral expert language: [text]. Preserve the value
Superprompt proposition, but remove hype, vague superiority claims, pressure tactics, and unsupported
promises. Add specific proof requirements where needed.

Why it works Neutral language is more suitable for citation and AI summaries.

Use with Trustworthy Content

52. Fact vs Opinion Separator
Best for making claims easier to trust

Analyze this content: [text]. Separate factual claims, interpretations, opinions,
Superprompt recommendations, and promotional statements. Identify which factual claims need
sources and rewrite the text with clearer claim types.

Why it works Al systems and readers benefit when evidence and interpretation are clearly separated.

Use with Editorial Quality
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53. Specificity Upgrade Prompt

Best for

Superprompt

Why it works
Use with

turning vague claims into useful information

Improve this text by replacing vague claims with specific, verifiable statements: [text].
Where data is missing, add placeholders for numbers, dates, methods, examples, or
sources instead of inventing facts.

Specific claims are easier to verify and more useful in AT answers.

Content Precision

54. Plain-English Expert Explanation

Best for

Superprompt

Why it works
Use with

making expertise accessible

Explain [topic] in plain US English for [audience]. Include direct answer, practical
example, common misconception, evidence needed, and a concise summary that could be
quoted by an Al assistant.

Clear explanations are more reusable than jargon-heavy content.

Thought Leadership

55. Citation-Friendly Tone Checker

Best for

Superprompt

Why it works

Use with

spotting language that reduces trust

Review this text for language that may reduce Al citation likelihood: [text]. Flag hype,
unsupported claims, vague adjectives, biased framing, missing sources, and unclear
definitions. Rewrite the text in a more balanced expert tone.

Tone affects whether content appears credible, especially in sensitive or comparative
topics.

Editorial Review

56. Methodology Transparency Prompt

Best for

Superprompt

Why it works

Use with

explaining how conclusions were reached

Create a methodology section for [ranking/research/comparison]. Explain data sources,
selection criteria, scoring method, limitations, update frequency, and conflict-of-interest
disclosure in clear language.

Transparent methodology makes content more credible and citeable.

Research Transparency

57. Evidence Gap Annotator

Best for
Superprompt

Why it works
Use with

showing where support is missing

Annotate this content: [text]. Mark every claim that needs evidence, suggest the best type
of source for each claim, and rewrite the most important claims with source placeholders.

It prevents unsupported content from being published as fact.

Source Quality
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58. Balanced Comparison Rewrite

Best for

Superprompt

Why it works

Use with

making competitor comparisons safer

Rewrite this competitor comparison: [text]. Make it balanced, evidence-based, specific,
and legally cautious. Include criteria, sources needed, limitations, and neutral wording
for strengths and weaknesses.

Balanced comparisons are more trustworthy than one-sided sales claims.

Comparison Content

59. Trust Signal Integration Prompt

Best for

Superprompt

Why it works
Use with

adding credibility without clutter

Improve this page: [text/page concept] by integrating trust signals naturally. Use author
credentials, data points, case examples, source references, update dates, third-party
mentions, reviews, and transparent limitations where appropriate.

Trust signals work best when they support the answer rather than interrupt it.

Content Trust

60. AI Summary Snippet Optimizer

Best for

Superprompt

Why it works
Use with

controlling how a page is summarized

Create a concise summary snippet for [page/topic] that an Al assistant could use. It
should define the topic, state the main conclusion, mention evidence type, and include
one limitation. Keep it under 80 words.

A clear summary can influence how content is represented in AI answers.

Snippet Optimization

Monitoring & Testing

61. AT Answer Test Protocol

Best for measuring visibility consistently
Create a repeatable test protocol for checking whether [brand] appears in Al answers for

Superprompt [topic]. Include test queries, tools to test, frequency, location/language settings, scoring
method, screenshot/log requirements, and interpretation rules.

Why it works Consistent testing prevents anecdotal conclusions from one-off prompts.

Use with Al Visibility Monitoring

62. Al Query Set Builder
Best for creating a benchmark query list
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Build a benchmark set of 100 AI queries for [brand/topic]. Group by awareness,
Superprompt problem-solving, comparison, recommendation, local, credibility, pricing,
implementation, and risk. Mark the 20 highest-value queries.

Why it works A query set creates a measurable visibility target.
Use with GEO Measurement

63. AI Mention Tracker
Best for tracking where and how the brand appears

Design a tracker for AI mentions of [brand]. Include fields for tool, query, date, answer
Superprompt position, sentiment, cited sources, competitors mentioned, accuracy issues, and
recommended response.

Why it works Tracking quality matters as much as tracking whether the brand appears.

Use with Monitoring

64. A1 Answer Accuracy Audit
Best for correcting wrong Al statements

Audit Al-generated answers about [brand/topic]: [answers]. Identify inaccuracies,
Superprompt outdated facts, missing context, weak sources, and reputation risks. Recommend
content or source updates that could reduce future errors.

Why it works Wrong Al answers often point to weak or inconsistent public information.

Use with Reputation / GEO

65. Competitor AT Answer Snapshot

Best for capturing the competitive landscape

Create a snapshot report for Al answers to [query group]. Compare which competitors
Superprompt appear, how they are described, what sources are cited, what claims are made, and
where [brand] could differentiate.

Why it works Al visibility is competitive and query-specific.

Use with Competitive Monitoring

66. Monthly GEO Report Prompt
Best for summarizing progress for stakeholders

Create a monthly GEO performance report for [brand]. Include visibility changes, top
Superprompt appearing queries, missing queries, cited sources, competitor movements, content
updates, third-party mentions, risks, and next month’s priorities.

Why it works It turns GEO into an ongoing management process.

Use with Reporting
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67. Al Source Citation Audit

Best for

Superprompt

Why it works
Use with

analyzing which sources Al prefers

For these Al answers: [answers], analyze which sources are cited or implied. Classify
sources by type, authority, freshness, neutrality, and relevance. Explain what [brand]
can learn from the sources that are repeatedly used.

Understanding preferred source patterns helps shape content and PR strategy.

Source Analysis

68. Hallucination Risk Reducer

Best for

Superprompt

Why it works

Use with

reducing false claims about the brand

Identify possible hallucination risks for [brand/person] based on this public
information: [content]. Look for ambiguous names, missing official facts, outdated
profiles, unsupported claims, and inconsistent descriptions. Recommend clarifications
to publish.

Al systems are more likely to hallucinate when official information is incomplete or
inconsistent.

Reputation Protection

69. Al Visibility KPI Framework

Best for

Superprompt

Why it works

Use with

choosing meaningful metrics

Define KPIs for Al visibility for [brand]. Include query coverage, mention rate, citation
rate, source quality, sentiment, accuracy, competitor share, referral traffic, branded
search lift, and conversion influence. Explain how each should be measured.

Clear KPIs help evaluate GEO beyond vanity metrics.

Measurement Strategy

~70. Before-and-After GEO Test

Best for

Superprompt

Why it works

Use with

measuring content improvements

Design a before-and-after test for improving Al visibility of [page/topic]. Define
baseline queries, current answer snapshots, page changes, re-test schedule, success
criteria, and how to document results.

It makes content optimization more evidence-based.

Experimentation

Industry, Local & Ecommerce

71. Local Al Visibility Audit

Best for

appearing in local Al recommendations

178



Superprompt

Why it works

Use with

Audit [local business] for visibility in AI assistant recommendations for [city/service].
Check Google Business Profile, local directories, reviews, NAP consistency, service
pages, local content, schema, photos, and third-party mentions. Return a local GEO
action plan.

Local Al recommendations depend heavily on consistent local signals and review
context.

Local GEO

72. Professional Services Al Visibility Prompt

Best for

Superprompt

Why it works
Use with

building trust for experts and firms

Create an Al visibility strategy for [professional service firm]. Include expert profiles,
service pages, case studies, credentials, comparison content, local authority,
legal/ethical constraints, and citation-ready FAQs.

Trust and specificity are critical for professional service recommendations.

Professional Services GEO

73. SaaS AI Recommendation Prompt

Best for

Superprompt

Why it works

Use with

appearing in software comparisons

Create a GEO strategy for [SaaS product]. Include category definition, use cases,
integrations, comparison pages, review platforms, documentation, pricing clarity, case
studies, and third-party software directories.

SaasS visibility often depends on comparisons, reviews, and clear product-category fit.

SaaS GEO

74. Ecommerce Product Visibility Prompt

Best for

Superprompt

Why it works

Use with

improving Al product recommendations

Create an Al visibility plan for [product/category]. Include product data quality,
comparison content, reviews, FAQs, use cases, specs, schema, retailer feeds, third-
party reviews, and post-purchase content.

Product recommendations require structured, specific, review-supported information.

Ecommerce GEO

75. Healthcare Content Trust Prompt

Best for

Superprompt

Why it works
Use with

improving visibility in sensitive topics

Create a trust-first Al visibility plan for [healthcare topic/provider]. Include medically
reviewed content, author credentials, sources, limitations, patient FAQs, local signals,
compliance cautions, and clear advice boundaries.

Sensitive topics require higher evidence standards and careful language.

Healthcare GEO
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76. Legal Services Al Visibility Prompt
Best for building cautious authority

Create an Al visibility strategy for [law firm/legal topic]. Include jurisdiction clarity,
Superprompt attorney bios, practice pages, case examples without confidential details, disclaimers,
FAQs, local citations, and neutral educational content.

Why it works Legal topics require clarity, local relevance, and cautious wording.

Use with Legal GEO

77. Education and University GEO Prompt
Best for improving Al discovery for programs

Create an Al visibility plan for [university/program]. Include program pages,
Superprompt admissions FAQs, accreditation details, faculty profiles, outcomes, international
student information, rankings, third-party references, and schema.

i e Educatlop queries often depend on credibility, program details, and official
information.
Use with Education GEO

78. Real Estate Al Visibility Prompt

Best for appearing in property and market answers

Create a GEO strategy for [real estate brand/project/location]. Include market guides,
Superprompt area comparisons, transaction data, developer profiles, FAQs, local authority, review
signals, maps, and update frequency.

Why it works Real estate AT answers need local facts, comparisons, and freshness.

Use with Real Estate GEO

79. Employer Brand Al Visibility Prompt
Best for appearing in employer recommendations

Create an Al visibility plan for [employer]. Include career pages, employee reviews,
Superprompt culture proof points, benefits, awards, survey data, leadership content, local hiring
signals, and third-party employer profiles.

Why it works AT employer recommendations rely on both owned and external credibility signals.

Use with Employer Branding GEO

80. B2B Consulting Al Visibility Prompt
Best for making consulting expertise discoverable

Create a GEO strategy for [consulting firm]. Include problem pages, methodology
Superprompt pages, expert bios, case studies, thought leadership, research reports, comparison
content, and industry-specific FAQs.

Why it works Consulting firms need clear expertise, proof, and repeatable methodology signals.
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Use with

B2B GEO

Platform-Specific Al Visibility

81. Perplexity Citation Optimization

Best for

Superprompt

Why it works

Use with

earning source visibility in answer engines

Optimize [page/topic] for Perplexity-style citation behavior. Ensure the page has a
direct answer, source-backed claims, clear headings, recent dates, neutral tone, author
credibility, and external references. Suggest exact sections to add.

Citation-first answer engines need clear, source-worthy pages.

Perplexity / Search Al

82. Google AI Overviews Content Prompt

Best for

Superprompt

Why it works
Use with

structuring content for AI summaries

Improve this page for AI summary inclusion: [text/URL]. Add concise answer blocks,
entity-rich headings, comparison tables, FAQs, evidence, internal links, and updated
facts while preserving usefulness for search users.

Al summaries often rely on well-structured, authoritative pages.

Google AT Overviews

83. ChatGPT Brand Understanding Prompt

Best for

Superprompt

Why it works
Use with

improving general assistant recognition

Create a public information improvement plan, so ChatGPT-style assistants can better
understand [brand/person]. Focus on consistent entity descriptions, authoritative
sources, clear official pages, third-party validation, and reducing ambiguity.

General Al assistants rely on broad public patterns and entity consistency.

ChatGPT / Claude / Gemini

84. Claude-Friendly Research Brief

Best for

Superprompt

Why it works

Use with

creating nuanced, well-sourced content

Create a nuanced research brief on [topic] for Al assistants that value context. Include
definitions, evidence, limitations, competing views, practical implications, and source
quality notes.

Nuanced briefs reduce oversimplification and increase trust.

Claude / Research Assistants

85. Gemini Ecosystem Visibility Prompt

Best for

connecting Google-adjacent signals
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Superprompt

Why it works

Use with

Create a visibility improvement plan for [brand] across Google-related surfaces.
Include website content, Google Business Profile, YouTube, structured data, reviews,
news mentions, images, and topical authority.

Google ecosystem consistency can support discovery across multiple Al and search
surfaces.

Gemini / Google Ecosystem

86. YouTube-to-Al Visibility Prompt

Best for

Superprompt

Why it works
Use with

turning video into searchable knowledge

Create a YouTube content plan for Al visibility around [topic]. Include video titles,
descriptions, chapters, transcripts, expert statements, source links, thumbnails, and
blog repurposing.

Transcripts and structured video metadata can become useful knowledge assets.

Video GEO

87. NotebookLM Source Pack Prompt

Best for

Superprompt

Why it works

Use with

building a source pack for internal AI use

Create a source pack outline for NotebookLLM or similar tools on [topic]. Include
authoritative documents, FAQs, glossary, case studies, data tables, source notes,
contradictions, and briefing questions.

Internal Al tools perform better with curated, structured source material.

NotebookLM / Internal AI

88. AI Assistant Recommendation Prompt

Best for

Superprompt

Why it works

Use with

earning recommendation inclusion

For the user query “[query],” identify what an AI assistant would need to confidently
recommend [brand/product]. List required evidence, comparison criteria, user-fit
factors, objections, and missing public information.

Recommendations require relevance, proof, and fit—not just visibility.

AI Recommendations

89. Image Search and Multimodal GEO Prompt

Best for

Superprompt

Why it works
Use with

making visual assets understandable

Create a multimodal visibility plan for [brand/topic]. Include image filenames, alt text,
captions, surrounding text, visual consistency, infographics, diagrams, video
transcripts, and schema where relevant.

Al systems increasingly interpret visual and textual context together.

Multimodal GEO
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90. Al App Store / Tool Directory Prompt

Best for

Superprompt

Why it works
Use with

improving discovery for Al tools

Create a visibility plan for listing [AI tool/software] in directories and marketplaces.
Include category positioning, feature descriptions, use cases, screenshots, comparison
points, reviews, pricing clarity, and third-party validation.

Tool discovery often happens through directories, reviews, and category comparisons.

Al Tool Visibility

Workflow & Governance

91. 90-Day Al Visibility Roadmap

Best for

Superprompt

Why it works
Use with

turning strategy into execution

Create a 90-day Al visibility roadmap for [brand]. Divide actions into weeks. Cover
baseline testing, entity cleanup, owned content upgrades, technical fixes, source
outreach, PR assets, monitoring, and reporting. Include owners and success metrics.

A roadmap makes GEO operational instead of theoretical.

GEO Execution

92. Al Visibility Editorial Guidelines

Best for

Superprompt

Why it works

Use with

standardizing how the team writes

Create editorial guidelines for producing Al-visible content at [organization]. Include
tone, evidence rules, citation standards, answer block structure, update frequency,
author requirements, schema needs, and prohibited tactics.

Guidelines help teams produce consistent, trustworthy content at scale.

Editorial Governance

93. GEO Content Brief Template

Best for

Superprompt

Why it works

Use with

delegating Al-visible content

Create a reusable content brief template for GEO-focused articles. Include target Al
queries, entity targets, audience, direct answer, must-cover points, evidence needs,
examples, source requirements, structure, schema, and quality checklist.

A strong brief improves consistency across writers and agencies.

Content Operations

94. Al Visibility Agency Brief

Best for

Superprompt

getting better work from consultants

Write an agency brief for improving Al visibility for [brand]. Include goals, current
assets, target queries, competitors, constraints, required deliverables, reporting
expectations, KPIs, and questions the agency must answer.
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Why it works Clear briefs reduce vague deliverables and improve accountability.

Use with Vendor Management

95. Content Quality Gate for GEO
Best for reviewing before publication

Create a pre-publication quality gate for Al visibility content. Check directness,
Superprompt accuracy, source quality, author credibility, neutrality, schema, internal links, answer
blocks, freshness, and user usefulness. Provide pass/fail criteria.

Why it works Quality gates prevent weak content from entering the public knowledge ecosystem.

Use with Quality Assurance

96. Al Visibility Crisis Response Prompt
Best for responding to wrong or harmful Al answers

Create a response plan for inaccurate Al answers about [brand/topic]. Include issue
Superprompt documentation, source correction, official statement, content updates, PR outreach,
monitoring queries, and stakeholder communication.

Why it works Correcting public information is the safest path to improving future AI answers.

Use with Reputation Management

97. GEO Training Workshop Prompt

Best for teaching a team how to improve visibility

Design a 2-hour internal workshop on Al visibility for [team]. Include learning
Superprompt objectives, agenda, examples, exercises, checklists, common mistakes, and a follow-up
action plan.

Why it works Training helps teams embed GEO practices into daily work.

Use with Team Enablement

98. Al Visibility Content Calendar

Best for planning ongoing authority building

Create a 12-week Al visibility content calendar for [brand/topic]. Include weekly
Superprompt article, FAQ, expert quote, LinkedIn post, PR angle, third-party outreach target, and Al
answer test.

Why it works Consistent publication and outreach build visibility signals over time.

Use with Content Planning

99. GEO Audit Report Generator

Best for turning findings into a client-ready report
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Superprompt

Why it works
Use with

Create a client-ready GEO audit report for [brand]. Include executive summary,
methodology, Al answer test results, entity audit, content audit, technical audit,
authority audit, competitor benchmark, prioritized roadmap, and KPIs.

It packages complex findings into a professional, decision-ready format.

Consulting / Reporting

100. World-Class GEO Master Prompt

Best for

Superprompt

Why it works

Use with

combining the full workflow

Act as a senior Al visibility strategist. For [brand] in [industry], build a complete GEO
strategy to improve visibility in Al assistants and answer engines. Analyze target
audiences, Al query patterns, entity clarity, owned content, technical accessibility,
third-party authority, trust signals, competitors, monitoring, risks, and a 9o-day
execution roadmap. Provide prioritized actions, templates, KPIs, and a final quality
checklist.

It combines strategy, diagnostics, execution, and measurement in one comprehensive
prompt.

End-to-End AI Visibility

Final AI Visibility Checklist

A quick pass before you publish or after a redesign. If you can answer yes to each, your public footprint

is doing its job.

1. Can an Al system clearly identify who or what the entity is?

2. Does the most important answer appear near the top of the page?

3. Are claims specific, neutral, and supported by credible sources?

4. Are third-party sources confirming the most important facts?

5. Are author, organization, contact, and update details visible?

6. Isthe page crawlable, indexable, accessible, and structured?

7. Are FAQs, definitions, comparisons, and evidence blocks easy to extract?
8. Are Al answer tests run regularly and documented consistently?

9. Are errors in Al answers traced back to weak or inconsistent public information?
10. Is there an ongoing content, PR, and monitoring workflow?

11. 100 Al Visibility Superprompts | Page
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