Answers Engine Optimization (AEO):
Optimizing Brand Visibility in Al Answers

Generative Engine Optimization (GEO) — also known as Large Language Model
Optimization (LLMO), Al SEO, or Answer Engine Optimization (AEO) — refers to the practice
of optimizing your content and digital presence so that Al-powered answer engines (chatbots
and generative search tools) will include your brand in their responses. With user behavior
increasingly shifting from traditional search engines to conversational Al (e.g. ChatGPT,
Google’s Gemini, Anthropic’s Claude, Perplexity), businesses are recognizing the need to “rank”
in answers, not just search results. In fact, Gartner has projected that traditional search volume
could drop by 25% by 2026 (and organic traffic by 50%) as more consumers turn to Al-powered
tools. GEO is about making sure your brand is visible in those Al-generated answers, not
lost in the era of zero-click, direct responses.

What is GEO (LLM Optimization / Al SEO)?

GEO involves optimizing content, authority, and reputation signals to gain visibility in
Al-generated answers on platforms like ChatGPT, Bing Chat, Google’s Al results, etc. In
essence, it's an extension of SEO focused on answer engines. Key definitions include:

e Large Language Model Optimization (LLMO): Ensuring your content is processed
correctly by LLMs so it's selected in Al outputs. This means crafting content that Al can
easily understand and use.

e Generative Engine Optimization (GEO): Often used interchangeably with LLMO, GEO
specifically targets Al search engines that generate answers (not just link lists). It
encompasses tactics to make sure generative Al chooses your content when composing
answers.

e Answer Engine Optimization (AEO): AEO focuses on structuring and tailoring
content to provide direct, concise answers to user questions via Al assistants, voice
search, or featured snippets. Unlike traditional SEO which aims for higher website
ranking, AEQ’s goal is to get your information directly featured in the answer
provided by an Al or voice assistant.

In simpler terms, LLM/GEO/AEQ optimization is about appearing within the answers, not
just on a results page. For example, instead of just ranking #1 on Google and hoping a user
clicks through, a successful GEO strategy might have ChatGPT mention your brand by name in
an answer or cite your content as a source. As one expert put it, the practice “optimizes your



website’s content to boost its visibility in Al-driven search results”. The ultimate goals of
GEO/LLMO can be twofold:

e Content Citation: Getting your content pages linked or cited as sources in
Al-generated answers (e.g. being one of the footnoted sources in a Bing Chat or
Perplexity answer).

e Brand Recommendation: Getting your brand, product, or business name explicitly
mentioned or recommended by the Al in its synthesized answer (even if the Al doesn’t
show direct links).

Both outcomes drive visibility. If an Al assistant is listing options or answering a “best products”
query, you want your brand included in that list. GEO is about making that happen authentically.

How LLMs Select and Synthesize Brand-Related Content

Understanding how large language models gather and choose information is key to optimizing
for them. LLMs do not use the same “ranking” algorithms as a search engine index — they
generate answers by drawing on patterns in their training data and/or retrieved documents.
Here’s how they tend to select and synthesize content, especially brand mentions:

e Training on Vast Web Data: Models like GPT-4 are trained on billions of pages of text
(Common Crawl, books, articles, etc.), so they “learn” which entities (brands, products)
are associated with which topics. Essentially, if your brand frequently co-occurs with
relevant keywords or is discussed alongside certain questions in the training data, the
model is more likely to mention it when those topics arise. For example, if many web
pages say “Acme is a leading CRM for small businesses,” a model may learn to include
“Acme” when asked about small biz CRMs. LLMs statistically map relationships between
entities and attributes; a higher number of co-occurrences between your brand and a
query topic increases the probability the Al will link the two.

e Retrieval-Augmented Generation (RAG): Many Al systems (e.g. Bing Chat, Google’s
Search Generative Experience) search the web in real-time and then have the LLM
synthesize an answer from the top results. In such cases, traditional SEO still matters
— content that ranks highly in search or appears in trusted databases is more likely to be
pulled in as source material. If an LLM has access to a search engine, it will draw from
top-ranking pages and authoritative sites (as of that moment) as the basis for answers.
Being present on those top sites (through good SEO or partnerships) gives you an edge
in the Al answer. For instance, if Bing’s Al is answering a medical query, it might retrieve
WebMD or Mayo Clinic pages; a healthcare brand mentioned on those pages could get
into the answer. Notably, Al search engines like Perplexity even use algorithms akin
to Google’s PageRank to rank sources they cite — emphasizing that authority and link



signals still count in the Al era.

Authoritativeness & Trust Signals: LLMs aim to provide credible, accurate
information, so they give preference to content that reflects expertise and authority. A
brand that is widely cited on reputable sites, appears in expert lists or reviews, or
has a strong reputation is more likely to be included. In fact, LLMs “favor content that
comes from credible sources or shows consistent expert-level coverage on a topic”. If
your brand is mentioned frequently in well-regarded publications, industry forums,
Wikipedia, or high-quality Q&A threads, the Al will infer you as a trusted entity in that
domain. In short, LLMs don’t “rank websites” the way Google does — they recognize
brands and infer credibility from context and frequency of mention across trusted data.
One guide notes that LLMs “look beyond backlinks — they value brand reputation,”
meaning a brand mention alone (even without a link) on a respected platform can
influence Al outputs. This is supported by research showing that in Al search, a simple
brand mention can be as impactful as a traditional backlink for trust.

Relevance and Context Matching: When a user asks a question, the Al breaks it down
and looks for content that directly answers the query. LLMs excel at semantic
understanding — they search for text that matches the intent. If your content closely
aligns with the question phrasing or provides a thorough answer, it stands out.
Models prefer topical relevance over just keyword matching. For example, if the query
is, “What'’s the best eco-friendly family car?”, an article titled “6 Best Eco-Friendly Family
Cars of 2024” with a section on each model is far likelier to be used by the Al than a
generic car blog that only tangentially mentions family cars. Ensuring your content
directly addresses common queries in your space (using the language users use) helps
the Al pick it up.

Structured Data & Knowledge Bases: Al systems also tap into structured knowledge
(knowledge graphs, Wikidata, etc.) for known entities. Making sure your brand’s
information is well-structured online (schema markup on your site, a Wikipedia page,
up-to-date Google Business Profile, etc.) can feed the Al accurate facts. Google’s
generative results, for instance, might use its Knowledge Graph. Being recognized as an
“entity” with attributes (founder, products, reviews) helps the Al validate and
contextualize your brand when mentioned.

Synthesis from Multiple Sources: Unlike a search engine that lists distinct results, an
LLM merges information from numerous sources into one answer. This means if your
brand is mentioned in several source documents (and especially if each attributes
something positive or unique to your brand), the Al is more likely to weave those points
into the answer. It “synthesizes” by finding common or complementary info. So, having a
consistent message about your brand across the web (and multiple sources reinforcing
your expertise) increases chances of inclusion.



In summary, LLMs select brand content based on a mix of relevance, authority, and the
patterns they’ve learned. If your brand is an established part of the online conversation on a
topic — either via high-quality own content or third-party mentions — an Al is more likely to
include it. As Olaf Kopp notes, going forward it's “increasingly important for companies to be
named in these recommendations” generated by Al. The challenge for brands is to be part of
the story that Al tells — achieved by both classic SEO (so that retrieval-based Als find you)
and brand/authority building (so that learned models trust and know you).

Traditional SEO vs. AEO (Answer Engine Optimization)

How does optimizing for answer engines differ from traditional SEO? In many ways, the
fundamentals overlap — high-quality, crawlable content is essential for both. However, there are
key differences in focus and format. The table below summarizes SEO vs AEO:

Aspect

Primary Goal

Typical
Query

Content
Focus

Optimization
Tactics

Traditional SEO (Search
Engine Optimization)

Rank high on search engine
results pages (SERPs) for
relevant queries, driving clicks
to your website.

Short, keyword-based queries
(e.g. “best marketing
Strategies 2024”). Users scan
results and choose a link.

Comprehensive pages
targeting broad keywords;
often longer form content that
covers a topic in depth (to
satisfy ranking algorithms and
various user intents).

Emphasizes keywords
(including exact-match terms),
backlink building, meta tags,
and technical factors (site
speed, mobile-friendliness,
schema) to signal relevance
and authority to search
engines.

AEO / GEO (Answer Engine
Optimization)

Appear as a direct answer or source in
Al-driven results — the aim is to have the
content itself (or your brand) featured in the
answer snippet.

Natural-language questions (conversational
queries). e.g. “What is the best marketing
strategy for a startup?”. Users expect the
answer immediately, not a list of links.

Concise, question-focused content that
delivers exact answers. Tends to use Q&A
formats, FAQs, and snippet-ready
summaries. Content is structured to answer
specific questions clearly in 40-100 words
(ideal for featured snippets or Al
summaries).

Emphasizes natural language and
context (so the Al understands it). Uses
schema markup (FAQ, HowTo, etc.) to
identify answer content, and formats
information in lists or tables for easy Al
parsing. Relies more on E-E-A-T signals
(expertise, authority, trustworthiness) and
brand presence than on traditional
link-based ranking.



User Users click through to website ~ The answer is delivered on the Al platform
Experience for full details; success is often  (zero-click). Success means the user got

measured in click-throughs their answer (with your brand included)

and traffic. The search engine  without needing to visit a site. It boosts

just leads users to content. brand visibility and credibility more than raw
traffic.

Examples Google results page listing 10 ~ Chatbot or voice assistant giving a single
blue links; user reads snippets  answer: “According to YourBrand, the top
and decides which to click. strategy is X...” or “YourBrand is often
The site with the best SEO recommended for ...” The Al aggregates
gets the top spot. info and might cite YourBrand.com or

mention you in the answer.

Despite these differences, it's important to note that AEO and SEO are complementary. You
won’t succeed in Al answers with poor traditional SEO, because the Al still needs to find and
trust your content in the first place. Think of AEO as an evolution: it builds on SEO’s
foundation of quality content and technical soundness, then adds an answer-focused layer. As
one SEO veteran put it, “optimizing for Al search engines is essentially the same thing as SEO”,
meaning the core best practices (good HTML, fast site, great content, proper keywords, link
building) all still apply. The main shift is in content strategy and mindset: targeting the
conversation and direct answers rather than just search rankings.

Case Studies and Examples of Successful AEO

Optimizing for generative answers is still a new field, but we already see brands and content
benefiting from these techniques. Below are a few examples and case studies that illustrate how
appearing in Al answers works in practice:

e Brands Featured in Al Recommendations: Even without explicit optimization,
well-positioned brands are being recommended by Al. For instance, when one expert
asked ChatGPT to suggest a family car with certain features, ChatGPT’s answer listed
specific car models by brand — including Tesla Model Y, Toyota Highlander Hybrid,
Hyundai loniq 5, Volvo XC90 Recharge, etc.. Google’s Gemini Al, posed the same
question, suggested a slightly different set of models (e.g. Chrysler Pacifica Hybrid,
Toyota Sienna, Honda CR-V Hybrid) with images. These examples show how Al will
directly name products/brands it deems relevant. The lists differed, likely because
each Al was trained on or retrieving different sources, but in both cases only brands with
strong relevance and presence in “best family car” discussions were mentioned. The
takeaway: If you want to be in the consideration set that an Al provides to consumers,
you need to be recognized in authoritative discussions about that query (e.g. car
manufacturers ensuring their hybrid SUV is reviewed and talked about in



sustainability/family car contexts).

e Increasing Al Visibility Through Content Optimization: One case study from
Profound (an AEO platform) described an “up-and-coming remote staffing company” that
created a targeted, Al-optimized content piece — and saw their Al answer visibility
jump from 0% to 11% in a matter of hours. In other words, before, this brand was
never showing up in chatbot answers; after publishing content tailored for Al discovery,
the brand started getting mentioned ~11% of the time in relevant Al queries (as
measured by the tool). While details are sparse, this suggests that a single well-crafted
piece (likely structured with comparisons or FAQs about remote staffing solutions) was
picked up by an LLM and began surfacing in answers. It's a powerful proof-of-concept
that content specifically formatted for Al consumption can yield immediate gains in
answer presence.

e Leveraging “Hidden” Authoritative Sources: Interestingly, AlI's mechanisms can
sometimes elevate niche sources above traditional authorities. Profound’s analysis found
that in fast-food related queries, a relatively unknown site (EatThis.com, a food news
site) was being cited by Al far more often than expected — even outranking big names
like Forbes in influence for that topic. This “previously undiscovered path to fast-food
search dominance” meant a fast-food brand might do better getting mentioned on
EatThis.com (which the Al happened to trust for fast-food info) than chasing a Forbes
feature. The example highlights the importance of identifying which sources an Al is
biased towards in your domain. Brands that successfully improve AEO often research
where the Al gets its info and then focus efforts on those specific publications or
platforms. In essence, if a certain forum, niche blog, or dataset is heavily used by the
LLM, getting your brand present there can pay dividends.

e Established Brands with Strong E-E-A-T: In sectors like health and finance, we see
that organizations known for expertise often dominate Al answers. For example, ask
Bing Chat or Bard a medical question, and you’ll frequently hear references to the Mayo
Clinic, WebMD, or CDC guidelines — even if the question didn’t ask for sources. These
brands have built such strong authority (high-quality content, medical expertise, trust
signals) that Al naturally pulls their information. While not “case studies” per se (since
they’re simply reaping the rewards of years of SEOQ/E-E-A-T investment), it underscores
the point: building real authority and trust (not just gaming algorithms) is the
long-term key to AEO. Companies like Mayo Clinic succeed because they consistently
publish accurate, well-structured content that both search engines and Al models find
reliable.

Each of these examples teaches an AEO lesson: ensure your brand is associated with the
right queries and contexts (cars example), publish Al-friendly content (staffing example),
look for non-obvious channels that Al favors (EatThis example), and double down on trust



and expertise (Mayo Clinic example). Next, we translate these lessons into actionable
optimization strategies.

Strategies to Optimize Content for Generative Al Answers

Improving your brand’s chances of appearing in LLM-generated answers requires a blend of
SEO best practices and new tactics tailored to Al's preferences. Below is a comprehensive list
of actionable insights and best practices for GEO/AEO, from content creation to digital PR:

Focus on Natural Language Questions: Structure your content around the actual
questions users ask, and answer them directly. Instead of solely targeting terse
keywords, incorporate the kind of full questions people pose to chatbots or voice
assistants. For example, include headings or FAQ sections like “What is the most
affordable moving company in Dallas?” or “How to choose a family-friendly
resort?” — phrasing that mirrors user queries. By doing so, you make it easy for an LLM
to spot that your content contains the precise answer to a user’s question. Tools like
AnswerThePublic or People Also Ask can help identify common questions in your niche.
Each piece of content should ideally address a specific query or set of queries in the title
or headings, then provide a clear answer below. This aligns with AEO’s question-answer
format emphasis.

Provide Direct, Concise Answers Early: Don’t bury the lede — begin pages or sections
with a concise summary or definition that directly answers the question at hand.
Generative models often prefer to quote or summarize a short, self-contained answer.
Aim for a snippet of ~50-60 words that directly addresses the query (much like a
featured snippet). You can always elaborate with details after. For example, a blog post
titted “What are the benefits of solar panels?” might start with: “Solar panels can lower
electricity bills by 50% or more while reducing carbon footprint. Key benefits of
solar energy include long-term cost savings, increased home value, tax incentives, and
environmental sustainability.” This way, even if the Al only uses the first part, it delivers a
complete answer. Think “answer upfront, details later.”

Use a Conversational, Clear Tone: Write as if you're explaining the answer to a human
in a friendly, straightforward way. Avoid jargon overload and “SEO speak.” Overly
formal or convoluted language can confuse models. Instead, use natural sentences and
define terms that might be unfamiliar. Content that “sounds human” and not
machine-generated resonates better with both users and Al. In fact, language models
are trained on human conversation patterns, so content that reads naturally is easier for
them to digest and rephrase. Avoid stuffing your text with repetitive keywords — unlike
old-school SEO, repeating a phrase unnaturally can actually hurt your chances, since
the Al might flag it as lower-quality or think it's not user-friendly. For instance, instead of
writing “best affordable premium chiropractic services in [City]” (which sounds like
awkward keyword stuffing), rephrase to a more natural description: “We’re a local
chiropractic clinic in [City], offering affordable care with same-day appointments.”. The



latter reads like normal speech and still conveys the important info.

Structure Content for Al Consumption: Clarity and organization are crucial. Use
descriptive headings, subheadings, bullet points, and numbered lists to break up content
into logical sections. This not only aids human readers but also helps the Al identify
relevant chunks. An LLM scanning your page should quickly find where the answer to a
specific question is. Consider incorporating the following structural elements:

o FAQ Sections: A list of Q&A pairs (common questions and your succinct
answers) is gold for AEO. Many sites now have an FAQ at the bottom of articles
or dedicated FAQ pages — these can directly feed answer engines.

o Bulleted or Numbered Lists: If you're explaining steps, tips, or top
recommendations, format them as a clean list. For example, a “Top 5 tools for
remote collaboration” list is easy for an Al to enumerate in an answer.

o Comparison Tables: Al models love well-organized data. A simple table
comparing, say, features of Product A vs Product B (with rows for price, specs,
etc.) can be directly quoted or summarized by an Al. One AEO guide noted that a
“Pros & Cons” comparison table or side-by-side feature table can be a goldmine
for Al references, because the structured format is easy to parse.

o Schema Markup: Implement structured data (schema.org) relevant to your
content — e.g. FAQPage schema for FAQ sections, HowTo schema for
instructional content, Product schema for product details, etc. Schema gives Al
(and search engines) explicit cues about the content. Proper schema markup has
been shown to increase the likelihood of getting featured snippets and could
similarly boost selection for Al answers.

o Clean HTML and Accessibility: Ensure your HTML is semantic (use proper
<h1>, <h2> tags for headings, list tags for lists, etc.). Avoid hiding content in
scripts or complex layouts that crawlers might not parse. In short, make it easy
for the Al to “read” your page. If your site is blocking crawlers (via robots.txt) or
the content is trapped in an image without alt text, an LLM might miss it.

Include Data, Facts, and Unique Insights: Generative Al often prefers answers that
are backed up by concrete information. If you can incorporate relevant statistics, dates,
locations, or expert quotes, do so — it makes your content stand out as informative. For
example, instead of saying “X is very popular,” say “X is used by over 5 million users as
of 2025” or “According to a 2024 study, X achieved Y% efficiency.” Models are
attracted to specific data points and may choose to include them in answers. One
resource emphasizes that content with concrete references (data, figures, quotes) is
more likely to be picked up, whereas vague fluff is easily overlooked. This also ties
into credibility: citing a source or providing evidence in your content can signal that it's



well-researched (you should still cite your sources or link out for user verification).
Additionally, if you have unique expertise or proprietary data, highlight it. For instance,
a brand can publish the results of an internal study (“Our 2025 user survey found 87% of
customers prefer...”) — such original info can get quoted by Al, especially if it's
something novel that isn’'t found elsewhere.

Demonstrate E-E-A-T (Experience, Expertise, Authoritativeness, Trustworthiness):
Just as with Google’s search guidelines, showing your content (and brand) has expertise
and authority boosts its chances with Al. Some ways to reinforce E-E-A-T for AEO:

o Author Credentials: If applicable, mention the author’s qualifications (e.g. a
medical article written by a doctor, or a financial guide by a CFP). Al models
trained on web data have likely ingested those author bios, and it contributes to
trust.

o Site Reputation: Maintain a strong backlink profile and mentions from reputable
sites (digital PR). While backlinks per se might not directly “count” in an LLM’s
algorithm, they indirectly contribute to your content being highly regarded and
widely referenced. And if the Al’s retrieval mechanism uses search rankings,
backlinks help there too. Think of backlinks and brand mentions as building your
digital reputation, which becomes machine-readable by Al.

o Accuracy and Disclaimers: Particularly for YMYL (Your Money, Your Life) topics
(health, finance, legal), ensure your content is accurate and includes appropriate
disclaimers or sourcing. Al systems give extra scrutiny to sensitive domains. AEO
success here might mean having a line like “Disclaimer: Consult a licensed
professional...” or noting “As of 2025,” to clarify timeliness. These signals show
the Al that you’re a responsible information source.

o Consistent Branding and Entity Presence: Make sure your brand name,
product names, and key info are consistent across all platforms (website, social
profiles, business listings). LLMs fuse information from different places — you
want them to easily reconcile that YourBrand on Twitter, YourBrand on your site,
and YourBrand mentioned on NYTimes.com are the same entity, and that entity
is reputable. Consistency and coherence of your digital footprint contribute to
what one source called “reputation becoming machine-readable”.

o Third-Party Validation: Awards, certifications, endorsements, positive reviews —
these all contribute to an Al viewing your brand as trustworthy. If an Al is
choosing between two brands to recommend, the one with numerous positive
signals (good reviews, expert endorsements in news articles, etc.) will have an
edge. Encourage satisfied customers to leave reviews (on Google, Yelp, G2,
etc.), and showcase any notable recognition you've earned.



Keep Content Fresh and Updated: Al models have knowledge cut-off dates or rely on
current data via web access. Either way, freshness matters. If your content hasn’t been
updated in years, and a competitor’s has current info, an Al is more likely to mention the
up-to-date source (all else being equal). Regularly update your key pages with recent
statistics, new examples, or the latest developments. Even a simple note like “(Updated
Q17 2025)” or including the year in your content can signal recency. Some LLM-based
search tools explicitly favor newer content for certain queries (to avoid outdated info).
Also, as Al chatbots themselves get updated over time with new training data, having
your latest content out there increases the chance it gets included in the next knowledge
refresh. In practice: review your high-performing content every few months and refresh it
(this is good for SEO and AEO).

Ensure Technical Accessibility: Just as with SEO, the technical health of your content
delivery can impact AEO. Make sure Al can crawl your content:

o Allow crawling in your robots.txt for important sections (don’t accidentally block
OpenAl’s or Google’s crawlers from your site).

o Improve page speed and mobile performance — slow, poor-performing sites might
be less frequently crawled or may rank lower in any retrieval step.

o Use proper meta tags (title, description) — while an Al might not show meta
descriptions, these help search engines index your content correctly, which feeds
into Al retrieval.

o Implement structured data as mentioned earlier, so even if the Al accesses your
page in raw form, it can extract key facts easily.

o In essence, good technical SEO = foundation for AEO. As an SEO expert
noted, “proper code (HTML, schema and all that), fast and responsive site” are
part of the fundamentals that carry over to Al search. You can’t ignore traditional
optimization if you want Al success.

Build Presence on Trusted Platforms: LLMs draw from across the web, but not all
sources are equal. Identify and target the platforms that Als consider authoritative in your
industry:

o Industry Directories and Databases: Many answer engines pull info from
structured databases. E.g. a travel Al might use TripAdvisor or a programming Al
might use Stack Overflow content. Ensure your profiles on relevant directories
(Crunchbase, App Store, IMDDb, etc. depending on field) are complete.

o Google Knowledge Panels/Wikipedia: These are commonly used for general
knowledge. Getting a Wikipedia page for your brand (that meets their notability



and sourcing requirements) can significantly boost an Al's awareness of your
brand. Similarly, verify your Google Knowledge Panel (via Google’s People Cards
or by claiming your entity through Search Console).

Reviews and Local Listings: For local businesses, maintain strong Google
Business Profile data, Yelp listings, etc. The codesm guide notes that LLMs often
pull from sources like Google Maps/Business profiles, Yelp, Zillow, etc., for local
queries. Having up-to-date info and lots of reviews on those can influence what
an Al says (for instance, “XYZ Cafe — a 4.8-star coffee shop in downtown
Chicago...” if your Google listing has that rating).

Q&A Sites and Forums: As odd as it sounds, community content can play a
role. A well-upvoted answer on Reddit or Quora that mentions your brand could
surface in an LLM’s training data or retrieval. Engage in relevant discussions:
answer questions on Quora or Reddit where your product is relevant (and
mention your brand in a non-spammy, helpful way). Not only can this directly
put your brand into the conversational space Als train on, but it’s also genuine
user-facing marketing. Some SEO experts explicitly recommend: “Answer
community questions on Reddit, Quora, or local forums using your brand name”
to increase these unlinked brand mentions across the web.

Encourage Unlinked Brand Mentions: As highlighted earlier, brand mentions can be
as powerful as backlinks for Al visibility. Develop a PR strategy that gets your brand
talked about online. This could include:

o

Guest posting or contributing insights to industry publications (even if they don’t
link to you, a mention in a well-respected outlet counts).

Participating in interviews, podcasts, webinars — those transcripts or show notes
often mention your brand.

Sponsoring research or reports that get cited. If an industry report thanks your
brand or has your logo, that name recognition spreads.

Social media buzz: While many LLMs might not directly train on social media
content (some do, some don’t), overall brand visibility on social networks can
indirectly lead to more mentions elsewhere. Also, user prompts to Al might
include your brand if they’'ve heard of it on social — e.g. someone asking, “Is
[YourBrand] better than [Competitor]?” which forces the Al to discuss you.

Monitor Al Outputs and Refine Your Strategy: Because this field is new, an agile
approach is needed. Regularly test the prominent Al engines with queries relevant

to your business. Ask ChatGPT or Claude questions that your target audience might

ask (“What'’s the best X?”, “How do | solve Y problem?”, etc.) and see what answers



come up. Do you see competitors mentioned? Do you see particular sources cited? This
can yield invaluable insight. For instance, if you notice that whenever you ask about
“best project management tools”, the Al keeps mentioning a specific blog’s “Top 10 tools”
article (and your product is not in it), then getting your product included in that blog post
could directly get you into the Al's answers. One recommended tactic is to literally ask
the Al: “Why didn’t you mention [MyBrand] in your answer?” — sometimes the answer
might reveal, for example, lack of information or it found others more often, etc. While
the Al's response should be taken with a grain of salt, it might highlight content gaps.
Additionally, leverage analytics: check your web analytics for referral traffic from Al
sources (OpenAl’s user-agent, or “chat.openai.com” referrals, etc.). Although Al answers
often result in zero-click (no visit), if you do see traffic or citations from an Al, note which
content it came from and double down on that approach.

Integrate SEO and AEO Efforts: Rather than treating GEO/AEO as separate from
SEO, use a unified strategy. Continue to optimize for human search (because humans
still search a lot, and Al often uses search results), but while doing so, tune your content
for Al readability. For example, when creating a long-form article for SEO, also add a tl;dr
summary or an FAQ at the end for AEO. When building links for SEO, target sites that
not only have SEO juice but are also likely data sources for Al. In proposal or summary
reports, track not just keyword rankings, but also any improvements in Al mentions (even
if anecdotal). This integrated approach ensures you’re not sacrificing one for the other. In
fact, good SEO is often the foundation of good AEQ: “you can't have bad SEO and good
AEO” as one Reddit discussion noted. Basic SEO hygiene (indexability, keyword
research, content quality) sets the stage; AEO is the next layer on top that fine-tunes
content for the new generation of search.

By following the above strategies, you enhance the likelihood that when an Al is answering a
question in your domain, it will either draw on your content or mention your brand as part of
the answer. The overarching theme is: think like the answer engine. Ask yourself, “If | were
an Al trying to provide the best answer to this query, what content would | need?” — then create
that content or make sure it exists in the places the Al is looking.

Tools and Platforms to Assist with AEO (Optional)

As AEOQ rises in importance, new tools are emerging to help brands optimize for and monitor
Al-driven search. While a full toolset isn’t required to get started (the fundamentals above go a
long way), the following can be helpful:

Al Content Optimization Tools: Several SEO platforms now offer features to optimize
content for Al or to simulate Al responses. For example, SEO.ai provides an Al writing
assistant with guidance on making content more “LLM-friendly,” and platforms like
MarketBrew or Clearscope are exploring content scoring for voice and Al search. Even
general Al writing tools (ChatGPT itself, or Jasper) can be repurposed — e.g. use



ChatGPT to summarize your own content and see if the summary includes your key
points/brand (if not, maybe your content isn’t clear enough and needs tweaking). Some
agencies mention HIX.Al as a solution to generate content aligning with SEO, AEO, and
GEO best practices.

e AEO Monitoring and Analytics: Because measuring “Al visibility” is tricky (there’s no
equivalent of rank tracking for answers yet), specialized tools are starting to appear.
Profound (by Tryprofound.com) is one such platform that claims to analyze which
sources Al bots cite and how often your brand appears, giving you an “Al Visibility”
metric. It helped uncover insights like the EatThis vs Forbes example above. As Al
search becomes mainstream, we can expect more analytics integrations. In the
meantime, you can set up creative tracking in Google Analytics — for instance, filtering
traffic from known Al referrers. A tip from Wallaroo Media: create a GA4 report filtering
“Session source” for regex matching domains like
openai.com|chatgpt.com|anthropic.com|bard.google.com etc., to catch any
visits coming via Al engines. This won’t capture everything, but it can reveal if, say,
Bing’s Al resulted in clicks to your site.

e Schema and SEO Audit Tools: Traditional SEO tools like Google’s Rich Results Test,
Schema Markup Validators, and site audit crawlers (Screaming Frog, Sitebulb) remain
vital. Use them to ensure your structured data is correct and pages are crawlable —
indirectly boosting AEO. Some schema generators now even have presets for FAQ and
QA content which are directly applicable to answer optimization.

e Prompt Testing Tools: Given that prompt engineering is becoming part of marketing
strategy, some teams use tools or internal scripts to test Al outputs at scale. For
example, you could use the OpenAl API to feed 100 common customer questions and
see how often your brand appears or which competitors get mentioned, then use that
data to guide content creation. This is an advanced tactic, but it essentially treats the Al
like another “search engine” to optimize for, and uses automation to glean insights.

Overall, while tools can help, remember that no tool is a magic bullet — the core of GEO/AEO
is quality content and genuine authority. Technology can assist in identifying opportunities
and scaling your efforts, but the strategy must be rooted in providing real value to users (which
in turn makes the Al look good for choosing you as an answer!).

In conclusion, Generative Engine Optimization is about earning your place in the answers of
the future. By clearly understanding how Al systems gather information and by aligning your
content with those mechanisms (without losing sight of human needs), you can ensure that your
brand isn’t just optimized for yesterday’s search engines, but also for the emerging answer
engines that millions of people will consult. The companies that succeed in this arena will be
those who create truly helpful, authoritative content and strategically seed it where Al bots



roam, effectively bridging traditional SEO with Al-era visibility. In practice, that means answering
your audience’s questions better than anyone else — and letting the world (and the machines)
know it. By following the best practices outlined above, you put your brand in the best possible
position to be the one appearing in Al-driven answers, whether it's a voice assistant
recommending a product, a chatbot citing a fact from your blog, or a generative search result
that prominently features your brand name. The “answer” revolution in search is underway —
with authentic optimization and a forward-thinking approach, you can make sure your brand’s
voice is part of it.
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