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Introduction www.demanddrive.com

AI search is not a flash in the pan. 
AI engines have become the new go-to for organic search.

According to a Wall Street Journal report, AI-driven platforms like ChatGPT and Perplexity 

now account for  more than double compared to a year 

ago. 


This shift is accelerating the decline of click-through traffic from traditional search engines, 

and that’s clearly turning heads in marketing departments everywhere.


And for context on how quickly this is scaling: Google’s AI investments are paying off in user 

engagement, not just headlines. Their Q2 figures show that 

 and AI Overviews (the generative answer boxes in 

search results) are used by an astonishing 2 billion users per month.


Let’s not pretend it’s just Google either. SparkToro’s latest data (courtesy of Rand Fishkin) 

reveals that   and nearly 

40% use at least one AI tool monthly. 


The kicker? More than 95% still use traditional search engines, but that share isn’t exactly 

shrinking. AI tools are augmenting, not replacing, the search ritual (at least for now).


Ignoring it isn’t just risky; it’s 

 5.6% of U.S. desktop search traffic,

“AI Mode” now sees 100 million 

monthly users in the U.S. and India,

one in five Americans now use AI tools 10 or more times a month,

strategically negligent.

5.6%
desktop search 
traffic through AI

100M+
AI Mode monthly 
users

40%
Americans using 
AI tools monthly
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https://www.wsj.com/articles/ai-search-is-growing-more-quickly-than-expected-f75aa1ca
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What is GEO? (And why it's crucial 
to SEO for AI)


Generative Engine Optimization is the process of making your 

content not just searchable, but citeable.

AI-driven search tools like Google’s Search Generative Experience (SGE), Perplexity, 

Microsoft Copilot, Claude, and ChatGPT are now acting less like search engines and more 

like 

If your content isn’t structured to show up in those AI answers, you’re effectively invisible… 

even if you technically “rank” in the traditional SEO sense.


This is why GEO, or Generative Engine Optimization, matters. It’s the process of making 

your content not just searchable, but summarizable. 

curators of answers.



Here’s how you can approach it.
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GEO is the art + science of getting 
cited in AI search results.
The goal of GEO is visibility 

beyond the blue links.

Instead of just optimizing for human eyes 

and traditional rankings, GEO focuses on 

optimizing for LLMs as tools that 

synthesize responses from multiple 

sources. 


That means 

 in whether 

or not your content makes the cut.


And if you're thinking, “That sounds like 

just good content marketing,” you’re not 

wrong. 


But GEO goes a step further. It’s about 

 not just hoping AI will 

stumble across your blog and do you a 

favor.


In other words, traditional SEO signals are 

necessary, but no longer sufficient. If 

you're not being cited inside the AI result, 

you’re out of the conversation.

formatting, clarity, structure, 

and trust signals all play a role

deliberately engineering your presence in 

generative results,
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A quick GEO readiness checklist
Here’s a fast diagnostic to see if you’re on the right track

#1
What questions are users asking 

AI?

By knowing what your target users are 

really asking, you can be sure you’re 

answering with helpful content.

#2
Does your content look 

authoritative to LLMs?

This isn’t just about writing well, it’s 

about formatting clearly, structuring 

semantically, and aligning content 

with AI output behavior.

#3
Is your content structured for AI 

readability?

You can’t be cited if your site isn’t 

technically sound. Keeping your site 

healthy and technically sound is 

crucial to getting cited.

#4
Does your brand offer the right 

trust signals?

Even if your content is perfect, AI 

won’t cite you if your brand doesn’t 

look credible. That’s where external 

trust signals come in.

#5
Are you tying AI visibility back to 

revenue?

GEO isn’t just a visibility play; it’s a 

pipeline play. With the right 

attribution and reporting, you can 

prove real ROI from AI.
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5 signals AI uses to determine 
content rankings

You’re not just optimizing for search anymore.  

You’re optimizing to be quoted, cited, and trusted by AI.

If you’re ready to dive deeper into how AI makes its decisions, the real question isn’t just 

“How do I rank?” It’s 

Here are five of the most important elements that can impact your content’s ranking 

strength in AI search results.


“What signals do AI engines use to decide who deserves a spot in 

their answers?”
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1. Clarity and structure

Large language models don’t interpret nuance the way a 

human would.

A found that, even for models as capable as GPT-4, humans often misjudge 

what LLMs can or cannot do, leading to unexpected failures when deployment doesn’t 

match expectations. In short, AI is powerful, but unpredictable if you’re not giving it the 

structure it needs.


They’re trained to spot patterns, definitions, and explicit signals that say, “this content is 

safe to summarize.” 


If your page reads like a meandering essay, you’re forcing the model to work harder than it 

wants to.


That’s why  Clear headers, direct definitions, and 

embedded Q&A blocks give the model obvious footholds. 


Think of it less like writing for readers scanning a blog and more like writing for a machine 

that wants to slice your content into answer-ready snippets.

 2024 MIT study 

structured, skimmable writing matters.
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2. Authority and trust signals
If no one else recognizes you as credible, why should AI?

If generative engines have a reputation problem, it’s  . 


To counteract that, they lean hard on content they deem trustworthy. Which means if you 

want to be cited, you need proof that you’re an authority.


That authority shows up in multiple ways. Off-site validation (citations from Wikipedia, 

Crunchbase, G2, or industry outlets) tells AI your brand isn’t operating in a vacuum. 


On-site, author bios, credentials, and a consistent brand voice reinforce that same 

credibility.


It’s a reminder that AI isn’t necessarily looking for the cleverest copy; it’s looking for 

the safest bet. While that might not inspire a ton of love from creatives, it’s still a principle 

grounded in the basics of good SEO and site authority.

hallucination
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3. Topical depth and interlinking

AI engines don’t want one-off answers. They want 

ecosystems. 

When they scan a site and see multiple interconnected pieces tackling a theme from 

different angles, that depth signals authority far more strongly than a single well-written 

post ever could.


This is where topical clusters matter. Link your content into a coherent narrative, pillar 

pages, supporting articles, FAQs, and you create a web of relevance.


argues that relevance is becoming the defining ranking signal in the AI 

era, and it comes from sustained, contextual coverage. 


Practically, that means building topic clusters that interlink, creating pillar pages supported 

by detailed sub-articles, and revisiting older content to keep it fresh and contextually 

connected. 


If your site looks like the “Wikipedia” for a given topic, AI will treat it that way. That’s not an 

accident; it’s a strategy.

Search Engine Land 
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4. Technical accessibility
Even the sharpest insights won’t matter if AI systems can’t 

parse them. 

The fact is, schema markup, crawlability, metadata, and clean site structure all play an 

outsized role in making content machine-readable.


calls this out directly: structured data, metadata clarity, and page 

accessibility are the foundation of AI content ranking. 


Make sure your FAQ and How-To schema are

Ensure every page has a unique and descriptive meta title and description, 


Use logical URL structures that reinforce topical relevance.


Regularly test your site with tools like Google’s Rich Results Test or PageSpeed Insights to 

catch crawl issues early.


As standards like llms.txt emerge, brands that adopt early are signaling not just 

compliance, but forward-looking technical fluency.

Google Search Central 

 validated
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5. Engagement and external 
validation

Backlinks, social shares, time on page, and CTR feed into AI 

powered content scoring.

To make this signal tangible, focus on three buckets: earned authority, participatory 

signals, and measurement.


Earned authority. 

Participatory signals. 

Measurement.

 Publish original research or data cuts that others will cite. Stand up or 

refresh high intent directory profiles like G2 and Crunchbase, and make sure they link to 

the right product and resource pages. 


Turn your strongest posts into LinkedIn carousels, short clips, or 

Reddit explainers that link back to canonical pages. Encourage third party reviews and 

testimonials. Add author bios with real credentials.


 Keep a running log of AI citations from SGE, Copilot, Perplexity, and 

ChatGPT web mode to see which pages and phrases get pulled, then reinforce winners 

with additional internal links and external promotion.
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Tips to optimize your content for 
AI engines

It’s not about gaming the algorithm. It’s about building for the 

interface.

This is your practical roadmap.



We’re going to keep the jargon at a minimum, the steps clear and tactical, and the outcomes 

directly tied to visibility. In this new search environment, showing up means being structured, 

cited, and trusted. Gone are the days where being indexed is all that matters. 


Whether you are a well-seasoned SEO professional or just stepping into content marketing, 

we’ll help you ensure your work surfaces when and where it matters.
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Create content AI wants to read
LLM’s don’t “read” like you or I do. They scan.

LLMs scan for structure, semantic signals, and want clear labels. Writing GEO effective 

content often means 

This focus on structural clarity is foundational for earning space in AI-generated responses, 

especially in more competitive topics.


Use semantic headers to break up distinct concepts and guide hierarchy


Add TL;DRs or executive summaries that highlight core takeaways.


Include FAQs that address specific user queries in plain language


Phrase subheads like real prompts (“What is…”, “How to…”, “Why does…”) to match how 

LLMs interpret question-based search behavior


Break paragraphs apart and use lists (bulleted or numbered) where possible.


AI models prefer bite-sized, clearly packaged information that is easy to extract and 

summarize. A wall of text with ambiguous headings makes the AI work harder, which 

decreases the chance of being cited. In contrast, content that mirrors the answer formats 

users expect is far more likely to surface in AI tools. 


The added bonus?  so long as that 

content is written to them and their needs and wants.


As noted in our previous article, Thomas Eccel and others have shown that 

 Clarity outperforms 

cleverness.

thinking less like a writer and more like a formatter.


Human readers benefit from the same structure,

TL;DRs and long-

tail phrasing lead to more frequent citations in generative engines.

Page 15

https://www.thomaseccel.com/blogs/news/which-are-the-ai-generative-search-optimization-ranking-factors
https://www.thomaseccel.com/blogs/news/which-are-the-ai-generative-search-optimization-ranking-factors
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Use structured data like Schema
Schema markup is your way of directly labeling content 

explicitly for machine readers.

Schema is increasingly relevant not just to Google AI and search results, but to the larger AI 

universe that ingests and summarizes your content. The more explicitly you define your 

content’s purpose, the easier it is for machines to trust and reference it.


When adding schema, you should take the time to validate your structured data. Use tools 

like Google’s Rich Results Test and confirm that each implementation is readable and 

accurate. Incorrect schema sends misleading signals, while non-functioning or missing 

schema limits your eligibility for enhanced SERP results and AI interpretation.


While proper schema implementation is not a guaranteed ticket into ChatGPT or Perplexity 

responses, it increases your odds by providing structural cues that generative engines can 

use to determine the role and relevance of your content.

Want to deploy Schema? Here are your best bets.

FAQPage: 

HowTo: 

Article, BlogPosting, and WebPage: 

Author and Organization:

BreadcrumbList: 

For question-based content that answers common queries, a great 

way to capitalize on not only AI, but directly address real user questions.


For procedural or instructional articles


For general blog or content hub use


 Reinforce who created the content and why they are 

a trustworthy source


To establish site hierarchy and topical relationships
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CHAPTER 3:  Optimizing for AI www.demanddrive.com

Answer real questions that users 
are asking AI engines.
 Testing prompts reveals gaps and opportunities.

You cannot properly optimize for generative answers without understanding what users are 

actually seeing. One of the most effective GEO tactics is prompt testing. 


That means querying ChatGPT, Claude, Perplexity, and any other similar tools using the 

same language your audience uses and analyzing what gets cited across different models, 

formats, and contexts.


Pay attention to which domains show up in the answer summaries. Look at the format of 

those pages. 


Are they cleanly structured? 


Do they answer the question early? 


Are they using schema, bullets, and visuals?


Every bit of information you can discover during the process can be fed directly back into 

how you plan and optimize your content in the future. Combine prompt results with SERP 

analytics and behavioral data from your site to fine-tune your content planning.
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C H APT E R  3 :  O pt i m i z i n g  fo r  AI www.demanddrive.com

Refresh and interlink like your 
site’s a hub

The freshness of your content and depth of topical knowledge 

are two of the most important GEO ranking signals

LLMs and AI engines are not just looking 

for the newest pages, they are pulling the 

most relevant, trusted sources offering 

comprehensive, up-to-date information 

within a topic cluster.


This is why refreshing older content 

matters. While evergreen content still 

holds value, stale content with outdated 

formatting or broken internal links will be 

deprioritized in generative engines and 

often acts as a negative trust signal. AI 

models want to cite sources that are 

updated regularly and exist in a larger 

authority ecosystem.


As Search Engine Land put it, 

. 

That relevance is reinforced when your 

content ecosystem is deep and well-

connected.

relevance is 

the defining ranking signal in the AI era

The more your site behaves, functionally, 

like a mini-Wikipedia on your chosen 

subject, the easier it is for AI tools to treat 

you as a trusted source.


Revisit your top-performing pages 

every 3–6 months to update data, links, 

and clarity


Link those pages to newer supporting 

content that expands the topic from 

different angles


Build interlinked definitions, guides, and 

templates around important core 

themes


Align terminology and metadata 

across related pages to reinforce 

content clusters

To reinforce topic authority:
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Reinforce trust to show authority 
to LLMs.
You need to show, not tell, that you and your content can be 

trusted.

Trust is absolutely critical to AI results. No one wants to cite a brand they do not trust, and AI 

is no different. 


AI tools are designed and trained to err on the side of caution when reviewing sources. 


Add authors to published content with credentials, images, and well-linked bio pages.


Create consistent citations across major third-party directories like G2 and Wikipedia 

where possible


Cite original research or studies from known publications


Expert quotes or quotes from real users add authority


Embed stats with links to trustworthy sources and  date references

To maximize  authority in the eyes of AI:
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Optimize your technical vitals.
All the great content in the world can’t help you if your site is 

slow, broken, or difficult to read. 

Regularly check your website with:


Beyond that, make sure your:


Google PageSpeed Insights

Rich Results Test 

ScreamingFrog 

Core Web Vitals 

 to improve load times and mobile performance


to validate schema integrity


or similar crawlers to identify dead ends, broken links, or crawl barriers


to measure interactivity, stability, and load time performance


Metadata is on every page


Keep your file structure clean and your URLs human-readable and concise


Pages use clear heading hierarchy and load securely over HTTPS


Use canonical tags appropriately and eliminate duplicate content
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Turn AI search visibility into 
revenue

If your AI visibility isn’t connected to pipeline, you’re just 

chasing another vanity metric.

LinkedIn recently found that sales teams leveraging AI effectively see 

 compared to peers who use AI superficially. That’s the opportunity. 

Visibility is exciting, but pipeline conversion is where the ROI lives.


Just like SEO before it, GEO isn’t the end of the story - it’s just the starting point. 


By optimizing the full AI User journey, you can turn AI search visibility into real, proven 

revenue.

23% higher pipeline 

conversion rates
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The buyer’s reality in an AI-first 
world
The shift to AI isn’t happening in a vacuum. It’s reshaping what 

buyers expect from every interaction.


AI accelerates research.

AI can’t replace human trust. 

AI raises the personalization bar. 

AI creates winners and losers. 

buyers expect AI to make their journey easier, but they still expect 

humans to make it real.


what happens if you don’t adapt your strategy?

 McKinsey describes this as an “unconstrained 

future” where   and magnifies early 

movers’ advantages. Buyers will move faster, and they’ll rely on AI to filter their options.


Gartner predicts that by 2030, 75% of B2B buyers will still 

prefer sales experiences that  . AI can guide the path, 

but humans close the deal.


LinkedIn found that companies 

, while those leaning on AI for 

generic automation risk losing buyer trust.


G2’s market analysis shows AI’s net impact on sales is 

positive, but uneven:  while others risk 

alienating prospects.


The signal is clear: 

That’s why AJO matters. It’s not about handing over the buyer’s journey to algorithms. It’s 

about designing the journey so AI systems reinforce your brand, and your sales team can 

close with confidence.


But if this is what buyers expect, 

generative AI compresses B2B decision-making cycles

prioritize human interaction over AI

using AI to 

create personalized buying journeys see stronger ROI

companies that integrate AI thoughtfully thrive, 

Page 21

https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/an-unconstrained-future-how-generative-ai-could-reshape-b2b-sales
https://www.gartner.com/en/newsroom/press-releases/2025-08-25-gartner-says-by-2030-that-75-percent-of-b2b-buyers-will-prefer-sales-experiences-that-prioritize-human-interaction-over-ai
https://business.linkedin.com/content/dam/me/business/en-us/sales-solutions/resources/pdfs/linkedin-sales-navigator-roi-of-ai-report-2025-final.pdf
https://business.linkedin.com/content/dam/me/business/en-us/sales-solutions/resources/pdfs/linkedin-sales-navigator-roi-of-ai-report-2025-final.pdf
https://company.g2.com/news/ais-net-impact-on-sales


CHAPTER 4:  Turn AI  Visibility into Revenue www.demanddrive.com

What happens if you ignore AI 
Journey Optimization?
AJO isn’t optional. It’s defensive and offensive at the same 

time.

You risk brand commoditization.

You hand control of your narrative to algorithms.

You create pipeline leakage.

 In AI-powered search, if you’re not the vendor AI 

consistently surfaces, you blend into a sea of “alternative options.” McKinsey warns that 

as AI reshapes sales, “companies that don’t adapt will find their offerings collapsed into 

undifferentiated recommendations.”


 AI engines will still serve answers 

about your category. If your content isn’t optimized to guide those responses, you risk 

being summarized incorrectly… or worse, omitted altogether. 


 Visibility without optimization means AI might introduce 

you at the top of the funnel, but drop you by the time buyers reach consideration or 

decision. That’s lost revenue you’ll never even see.
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The AI Journey Optimization 
playbook

Here’s how you can actually practice AI Journey Optimization.

#1
Map AI pathways

Study how prospects flow from AI search to your 

site, to content, to conversions. Don’t just 

measure impressions—measure intent signals.

#2
Structure for AI

Use schema, structured data, and 

conversational formats. Think: FAQs, comparison 

content, clear definitions. Give AI systems 

exactly what they need to elevate you.

#3
Design AI-ready offers

Create assets that match intent stages—quick 

explainers for top-funnel, calculators and case 

studies for mid-funnel, ROI tools and pricing 

guides for bottom-funnel.


#4
Balance AI + human 
touchpoints

Use AI to guide discovery and education, but 

ensure sales teams are visible where trust 

matters. This aligns with Gartner’s projection 

about the enduring importance of human-first 

experiences.


#5
Measure revenue, not just 
visibility

Shift your dashboard. The metric isn’t “AI search 

mentions.” It’s “AI-driven influenced pipeline.”
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How to measure AI Journey 
Optimization success

To prove its value, you need to connect AI search performance 

to real pipeline outcomes.

Measuring AJO isn’t about inventing an entirely new analytics stack. It’s about stitching 

together the metrics you already track (visibility, engagement, pipeline, revenue) and 

filtering them through the lens of AI-driven influence.


 Track mentions in AI Overviews, citations in 

conversational answers, and presence in tools like Perplexity or Gemini. This is the 

starting point—not the finish line.


 Measure how AI-influenced traffic behaves 

differently. Are those visitors spending more time on site? Are they consuming 

comparison pages, case studies, or ROI content at higher rates?


 Build dashboards that flag opportunities 

influenced by AI-driven touchpoints. For example, when a prospect enters through an 

AI-summarized FAQ or clicks from an AI Overview, tag that as “AI-assisted.”


LinkedIn’s research shows that sales teams leveraging AI effectively 

see  compared to peers who use AI superficially . 

This is the number you ultimately need: revenue directly or indirectly influenced by AI 

journey pathways.


Gartner reminds us that 

, even in an AI-driven journey. Surveys and win-loss analyses should measure 

whether prospects felt the AI-supported journey made them more—or less—likely to 

trust your brand.

Here’s how leading companies are starting to measure AJO:


AI Search Visibility Metrics (Top of Funnel):

Engagement Metrics (Middle Funnel):

Pipeline Attribution (Bottom Funnel):

Revenue Impact: 

Buyer Sentiment + Trust Signals: 

 23% higher pipeline conversion rates

buyers still crave human 

interaction
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GET STARTED www.demanddrive.com

Ready to turn AI search visibility 
into revenue?

Don’t get left behind. Start 

your GEO journey now and 

turn AI engine visibility into a 

proven growth driver.


We’re not in the “wait and see” camp. GEO 

is already influencing content strategy, 

search visibility, and buyer behavior in 

measurable ways. If you’re still optimizing 

only for rankings, you’re missing how your 

prospects are actually discovering and 

vetting your brand.

Get started with a GEO audit.
Want to see where you stand in the new age of 

AI search? Get in touch and get your GEO-

readiness audit to start building yoru strategy.

Contact Us
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