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Author’'s Note

I did not set out to write a book about artificial intelligence.
I set out to fix a website. Then another one. Then five hundred more.

Somewhere around audit number two hundred, I noticed a pattern that had
nothing to do with the technical checklist I was running. The businesses that were
losing traffic were not losing it to better competitors. They were losing it to a
search engine that had quietly changed what it considers a good answer — and

most of them had no idea the change had happened.

The search engine you optimized for in 2022 is not the one deciding

your visibility today.

This book exists because I kept having the same conversation. A business owner
would call, confused about a traffic drop, certain something had been done wrong.
Sometimes something had. More often, nothing had been done wrong at all — the

rules had simply changed, and nobody had told them.

I run Dexora Digital from Oulu, Finland, with a team that spans continents. We
have audited over five hundred websites. We have watched the same five problems
show up again and again, in industries that have nothing else in common. That

repetition is where this book came from.

I want to be direct about something before you read any further. A lot of what gets
published about AI search right now is hype dressed as insight. Schema markup
will not save you. A single lims.txt file will not make ChatGPT recommend your
business. Anyone telling you otherwise is selling something, not teaching

something.

This book will tell you what actually works, what is overhyped, and

what is still genuinely unknown.



That includes admitting where the data is thin, where studies disagree, and where I
am giving you my honest read of an uncertain situation rather than a confirmed
fact. I would rather lose your trust on one optimistic claim than earn it falsely and

lose it completely later.

If you run a business and your customers search for what you do — which is almost
everyone — this book is for you. Not because I think you need to become an SEO
expert. Because you need to understand what is actually happening to your
visibility, well enough to make good decisions and ask the right questions of

anyone you hire to help.
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How to Read This Book

This book is built to be read in order, but it does not have to be.

Chapters 1 through 4 build the foundation — what changed, why it changed, and
how AI systems actually make decisions about what to cite. If you read nothing

else, read those four.

Chapters 5 through 8 are the practical layer — the technical work, the content work,
the authority work, and the platform-specific differences. Read these when you are

ready to act, not just understand.

Chapters 9 through 12 are where the abstractions become concrete. Real audit
data, the metrics that actually matter, a 90-day plan, and an honest look at where

this is heading.

Every chapter ends with one small action. Do that action before

moving to the next chapter.

Reading about AI search and doing something about it are different activities. This

book is built to make the second one easier than the first.



CHAPTER 1

The Search Engine Is Disappearing

= Googl

@ Q, The Search Engine Is Disappearing !/ (o)

. <4 Al Overview

Learn more >

In November 2025, a business owner sent me a screenshot.

Her website had ranked first for her main keyword for three years. The screenshot
showed her listing — still there, still at the top of the traditional results. Above it sat
a block of AI-generated text answering the exact question her page was written to

answer. Her competitor was named in that block. She was not.

She had not lost her ranking. She had lost the click.

Ranking first and being seen are no longer the same thing.



This is the shift this entire book is about. Not a future shift. A shift that has already
happened, that is still accelerating, and that most businesses have not yet adjusted

to.

The Numbers Behind the Shift

THE CURRENT STATE OF SEARCH

of Google searches now display an AI Overview, up from 13.14% in March
2025.
Conductor, 2026 AEO/GEO Benchmarks Report (analysis of 21.9 million queries)

weekly active users on ChatGPT as of March 2026.
Industry reporting, March 2026

of Google searches now end without a click to any website.
Goodfirms, 2026 survey

of all website traffic now comes from AI referrals — small, but growing
roughly 1% month over month.
Conductor, 2026 AEO/GEO Benchmarks Report

Look at those four numbers together and a pattern appears. AI Overviews have
roughly doubled their presence in a year. Hundreds of millions of people are now
asking Al systems questions they used to type into Google. Most searches end
without a single click. And the traffic that does flow from AI systems, while still

small in absolute terms, is growing every single month.

I want to be precise about something here, because precision is where most
coverage of this topic falls apart. There are three different numbers people
conflate constantly: the size of the AI search market, the share of traffic referred
by AI platforms, and the prevalence of AI Overviews inside Google itself. These are
not the same measurement. Confusing them is the fastest way to either panic

unnecessarily or dismiss a real shift as hype.

The AI search market — the broader economy of tools, platforms, and optimization

services built around this shift — is estimated between $15 and $25 billion in 2026,



growing somewhere between 35 and 50 percent annually. The GEO-specific slice of
that market is projected to grow from $848 million to $33.7 billion by 2034. Those

are market-size numbers. They describe an industry, not your website's traffic.

Al referral traffic — visitors arriving at your site directly from an AI platform — sits
at roughly 1.08 percent of all website traffic right now. That number is genuinely

small. It is also growing consistently, and where it exists, it converts differently.

CASE STUDY - THE CONVERSION GAP

AI referral traffic converts at roughly 14.2 percent. Traditional Google
organic traffic converts at roughly 2.8 percent.

That is not a typo. The visitors arriving from an AI recommendation are, on
average, five times more likely to take the action you wanted. They arrive having
already had their question answered and their options narrowed. They are not
browsing. They are deciding.

Why the Click Mattered, and Why It Still Does

Total Clicks

24.6K

Clicks Over Time

2

Clicks by Device




For two decades, search marketing was built around one unit of value: the click.
Rank higher, get more clicks, convert some percentage of them. Every tool, every

report, every agency pitch was built on that chain.

That chain has not broken. It has been joined by a second one that does not

require a click at all.

When an Al system answers a question directly and names your business in that
answer, something has happened that the old model has no way to measure. No
click occurred. No session was logged. But a person heard your name, in the
context of being a trustworthy answer to their exact question, at the exact moment

they were deciding who to consider.

Being the cited answer is becoming as valuable as being the
clicked link.

This is not a replacement of search marketing. It is an expansion of what search
marketing has to account for. The businesses treating this as a footnote to their

existing strategy are the ones whose screenshots I keep receiving.

What This Book Will and Will Not Tell You

I am not going to tell you SEO is dead. It is not. The technical and content
fundamentals that made a page rank well in 2020 are largely the same
fundamentals that make a page citable by an AI system today. They overlap more

than they diverge.

I am also not going to tell you that adding a few schema tags will get you cited in
ChatGPT by next Tuesday. An Ahrefs study found no statistically significant
increase in AI citation from JSON-LD schema alone. I will return to that finding in
Chapter 5, because it matters, and because most guides in this space conveniently

leave it out.



What I will tell you is what we have actually seen across five hundred audits. What
correlates with citation. What does not. Where the genuine opportunity sits right

now, before the rest of the market catches up to it.

73 percent of businesses are effectively invisible in AI search —
often for a reason as simple as a misconfigured robots.txt file

blocking the crawlers that matter.

That statistic, from Instant Press's 2026 research, is the single most actionable fact
in this chapter. Most businesses are not losing the AI search game through some
sophisticated competitive disadvantage. They are losing it by accident, through a

technical default they never checked.

Common Mistakes Businesses Make Right Now
Five mistakes show up in nearly every audit we run on a business that feels

invisible to AI search:

First, blocking AI crawlers without knowing it. Bot-protection services and legacy
robots.txt rules frequently block GPTBot, ClaudeBot, and PerplexityBot by default —

a setting nobody actively chose, inherited from a template or a security plugin.

Second, treating Al visibility as a future problem. Waiting for the market to mature
before acting, while competitors who started now are accumulating citation history

that compounds.

Third, confusing AI Overview optimization with chatbot optimization. These

overlap, but the mechanics differ — a point we will unpack fully in Chapter 8.

Fourth, assuming this only matters for big brands. The opposite is closer to true.
Niche, specific businesses with genuine expertise are exactly the kind of source Al

systems prefer to cite, because the answer is specific rather than generic.



Fifth, panicking and chasing every new tactic without a coherent strategy. We will
build that strategy together across the chapters ahead, ending with a concrete

90-day plan in Chapter 11.

The search engine you knew is not gone. It has a new front door,
and most businesses have not checked whether that door is even
unlocked.

Try This

Before you read Chapter 2, do one thing. Go to your website's robots.txt file
yourdomain.com/robots.txt and check whether GPTBot, ClaudeBot, and
PerplexityBot are explicitly allowed. Most site owners have never looked at this file
once. It takes two minutes to check and, if something is wrong, about ten minutes
to fix. This single check resolves the single most common cause of Al invisibility we

find in audits.
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CHAPTER 2

What AEO and GEO Actually Mean

Optimization

g . ‘:‘ -
@ AEO
= Answer Engine

SE(; v.

Search Engine
Optimization

Generative Engine
Optimization

A client asked me last year whether she needed SEO, AEO, GEO, or all three.

She had been quoted by three different agencies. Each one used the terms slightly
differently. None of them had explained the difference clearly enough for her to
make a decision. She was not confused because she was unsophisticated. She was

confused because the industry has not agreed on its own vocabulary yet.

Most of the confusion around AEO and GEO is not the reader’s fault.
It is the industry'’s.

Let me fix that, plainly, in this chapter.

Three Letters, Three Different Goals
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SEO — Search Engine Optimization is the practice of improving a website's visibility
in traditional search engine results. This is the oldest and most established

discipline. Its goal: rank higher in the list of blue links.

AEO — Answer Engine Optimization is the practice of structuring content so it can
be extracted and presented as a direct answer, whether inside a Google Al
Overview, a featured snippet, or a voice assistant response. Its goal: be the answer,

not just a result.

GEO — Generative Engine Optimization is the broader practice of optimizing for Al
systems that generate original synthesized responses, including ChatGPT,
Perplexity, Gemini, and Claude. Its goal: be cited as a trustworthy source when an

AI model constructs its answer from multiple inputs.

The distinction between AEO and GEO is subtle but real. AEO is largely about
structure — formatting content so an extraction algorithm can pull a clean, direct
answer. GEO is more about trust and synthesis — being one of the sources an Al
model weighs when constructing a response that did not exist anywhere in that

exact form before.

AEO asks: can a machine extract my answer? GEO asks: does a

machine trust my answer enough to build with it?

Why the Distinction Actually Matters
If you only optimize for AEO, you can find yourself perfectly formatted for
extraction but never cited, because the underlying trust signals an AI system needs

before it will rely on your content are absent.

If you only optimize for GEO building authority and trust signals without any
attention to structure, you can have genuine expertise that is technically difficult
for an AI system to parse and extract cleanly, leaving real expertise uncited simply

because of how it is formatted.
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The businesses winning right now are doing both simultaneously. This is not an
either-or decision. It is a sequencing decision, and most businesses get the

sequence backwards.

CASE STUDY - GETTING THE SEQUENCE RIGHT

A B2B engineering firm we worked with had deep, genuine technical authority —
three decades of real expertise — but a website built in 2014 with no schema, no
FAQ structure, and a robots.txt file silently blocking every major AI crawler.

We did not start with content. We started with access — fixing the crawler
block — then structure — adding FAQPage schema and direct-answer
formatting — and only then expanded the content itself. Within fifteen
months, the site moved from 81 ranking keywords to 718, with AI citations
climbing into the thousands per month.

The expertise had been there the entire time. It had simply been invisible to the
systems that needed to find it.

Where SEO Ends and GEO Begins — and Where They Never Separate

SEO

Search Engine
Optimization

Generative Engine
Optimization

Where | — T

Where They
Never Separate

Where

- SEO Ends ] GEO Begins | S
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Here is the uncomfortable truth for anyone hoping to sell you a completely
separate GEO service: the technical foundation for traditional SEO and the

technical foundation for GEO are roughly 80 percent identical.

Crawlability matters to both. Site speed matters to both. Clear, well-organized
content matters to both. Genuine expertise and trust signals matter to both. The 20
percent that differs is specific: AI-crawler-specific robots.txt rules, lIms.txt files,
FAQ-structured content for extraction, and entity consistency across the web —
making sure an Al system can verify who you are and what you do from multiple

independent sources, not just your own website's claims about itself.

If someone is selling you GEO as a complete replacement for your
SEO foundation, they are selling you a smaller, riskier version of

the same work.

Common Mistakes in This Space
I see five recurring mistakes when businesses approach AEO and GEO for the first

time.

Treating it as entirely separate from existing SEO work, leading to duplicated effort

and conflicting content strategies.

Assuming any one tactic — schema, lims.txt, FAQ pages — is sufficient on its own,

when citation depends on a combination of signals working together.

Optimizing exclusively for one AI platform, usually ChatGPT, while ignoring that
Perplexity, Gemini, and Google's own AI Overview behave differently — the subject

of Chapter 8.

Expecting immediate results. Al citation patterns build over months, not days, as

platforms re-crawl and re-evaluate sources.



Chasing the newest tactic discussed on social media instead of the boring,
compounding fundamentals — content depth, technical access, and genuine

authority — that actually drive citation over time.

AEO gets you extracted. GEO gets you trusted. You need both, in
the right order, built on the same foundation.

Try This

Pick your single most important page — the one page you would want an Al
system to cite if a potential customer asked the exact question that page answers.
Read it as if you were an Al system trying to extract a clean, direct, three-sentence
answer from it. If you cannot find that answer cleanly within the first 100 words,

that is your starting point for Chapter 5.
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How AI Engines Actually Choose What to

Cite
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Is the content
clear and well-structured?
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Imagine asking a research assistant a question and watching them open sixteen

browser tabs before answering you.

That is roughly what happens inside Google's AI Mode every time someone asks a

question. The system does not consult one source and summarize it. It launches

multiple parallel searches across related subtopics, gathers the results, filters them,

and synthesizes a single answer from the strongest material it finds — with

citations attached at the bottom.

AI search is not one lookup. It is dozens of lookups, filtered down

to the few sources good enough to survive.

Dexora Digital -



Understanding this mechanism changes how you think about getting cited. You are
not competing to be the single best answer to one query. You are competing to
survive a filtering process that happens across many related sub-queries

simultaneously.

The Three-Stage Filter
Every Al citation, across every platform we have studied, survives roughly the

same three-stage filter, even though the specific mechanics differ by platform.

Stage one is access. Can the Al system'’s crawler reach your content at all? If
GPTBot, ClaudeBot, or PerplexityBot is blocked, you are filtered out before any
quality evaluation happens. This is the stage most businesses fail without realizing

it.

Stage two is retrieval relevance. Given the specific question and its related
sub-queries, does your content contain a passage specific and clear enough to be
retrieved as a candidate? Vague, generic content that talks around a topic without
stating anything precisely tends to fail here — not because it is poorly written, but

because it gives the retrieval system nothing concrete to grab onto.

Stage three is trust weighting. Among the candidates retrieved, which ones does
the system weight heavily enough to actually cite, rather than simply consider? This
stage draws on signals close to traditional authority — domain history, external
validation, consistency of claims across the web — combined with newer signals

specific to Al systems, like content freshness and structural clarity.

WHAT THE DATA SAYS ABOUT EACH STAGE

of businesses are effectively invisible at Stage 1 — often due to default
bot-protection blocking AI crawlers.
Instant Press, 2026

higher visibility for content containing statistics, citations, and direct
quotations — a Stage 2 signal.
Industry analysis, 2026




more citations earned by content updated within the last two months versus
older content.
Industry analysis, 2026

more Al citations earned by high-authority, high-traffic domains versus
lower-authority sites — a Stage 3 signal.
SE Ranking, study of 2.3 million pages

Why Specificity Beats Volume
I have audited businesses with hundreds of blog posts and zero Al citations, and
businesses with a dozen genuinely specific pages earning citations regularly.

Volume is not the variable that predicts citation. Specificity is.

An AI system constructing an answer is looking for a passage it can lift cleanly and
attribute confidently. A page that says ‘'many factors affect roof longevity in Texas’
gives the system nothing to extract. A page that says 'asphalt shingle roofs in
North Texas typically last 18 to 22 years due to hail frequency and UV exposure,
compared to 25 to 30 years in milder climates' gives the system an exact,

attributable, retrievable claim.

Vague content is invisible to retrieval systems, even when it ranks

fine in traditional search.

CASE STUDY - THE SPECIFICITY TEST IN PRACTICE

We audited a local services business whose blog covered broad topics
competently — 'Tips for Home Maintenance,’ 'Why Regular Inspections Matter.’
Decent traditional SEO performance. Zero AI citations across six months of
tracking.

We rewrote the same topics into specific, numbered, locally-grounded claims —
exact timeframes, exact cost ranges, exact local climate factors — without

changing the underlying expertise at all, only the precision of how it was stated.

AI citations began appearing within five weeks of the rewrite going live.



The Honest Limitation: Nobody Has Full Visibility Into the Algorithm

) What We

Can’t See

I want to be direct about the limits of what anyone — including me — actually
knows here. The exact weighting between these three stages is not public. OpenAl,
Anthropic, Perplexity, and Google do not publish their full retrieval and ranking

logic, and they change it without announcement.

What we have is pattern recognition across hundreds of audits and ftracked
citations over time, not a confirmed specification. Anyone presenting this as solved
science is overstating their certainty. I would rather tell you what correlates
strongly and let you weigh that appropriately than pretend to a precision that does

not exist.

Common Mistakes
Optimizing only for Stage 3 trust signals while leaving Stage 1 access broken —

building authority content that AI crawlers cannot even reach.



Writing for retrieval at the expense of being readable — over-stuffing content with
numbers and claims until it reads like a spec sheet rather than something a human

would trust.

Assuming one successful citation means the work is done. Citation is re-evaluated
continuously as platforms re-crawl; consistency over time matters more than a

single win.

Ignoring sub-query coverage — answering the main question on a page while
ignoring the three or four related questions an AI system’s parallel search would

also generate.

You are not writing for one question. You are writing for the cluster
of questions an AI system asks on its own behalf before it answers

the one a human typed.

Try This

Take your most important page again. Write down the exact, specific claim it

makes — not the topic, the claim. If you cannot state one precise, attributable
sentence that an AI system could lift and cite confidently, that page is failing

Stage 2 regardless of how well it ranks today.

CHAPTER 4
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E-E-A-T in the Age of AI: Trust as the
New Currency
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A medical content site I audited had everything traditional SEO says you need.

Fast load times. Clean schema. Thousands of words per article.

It had zero author attribution. No credentials. No name behind a single claim. It
read like it had been written by the website itself, not by a person who could be

held accountable for being wrong.

It was nearly invisible to Al citation, despite ranking adequately in traditional

search.

AI systems are far less forgiving of anonymous authority than

traditional search ever was.

What E-E-A-T Actually Stands For, and Why It Got a Second E
Google added the second E — Experience — to its original E-A-T framework in

December 2022, explicitly because it recognized that expertise alone,
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demonstrated only through credentials, was not enough. Experience means having

actually done the thing you are writing about, not just knowing the theory of it.

Expertise, Authoritativeness, and Trustworthiness remain the other three pillars.
Together, they describe a single underlying question: would a knowledgeable
person, who has actually done this, recommend this source to someone they cared

about?

That question has not changed in the AI era. What has changed is how
aggressively Al systems can evaluate the answer at scale, across the entire web,

almost instantly.

Why AI Systems Are Pickier About Trust Than Traditional Search Ever Was

Traditional search has spent two decades building increasingly sophisticated ways
to detect and penalize low-trust content. AI systems inherited that infrastructure
and added something traditional search never had: the system itself is now the

thing being trusted, directly, by the person asking the question.

When Google shows you ten blue links, you still do the trusting — you decide which
result to click and believe. When an Al system gives you a synthesized answer, the

system has already done a layer of trusting on your behalf. It has a stronger
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incentive than ever to get that layer right, because a wrong or untrustworthy

answer damages the platform’s own credibility directly, not just yours.

AI platforms have more to lose from citing the wrong source than
Google ever did from ranking it.

This is why entity verification — confirming who you are and what you do from
multiple independent sources, not just your own website's claims — has become a

sharper signal than it was five years ago.

The Trust Signals That Actually Move the Needle
Across our audits, four trust signals show up consistently correlated with AI

citation, in roughly this order of impact:

Named, credentialed author attribution on content — not a generic byline, a real

person with a verifiable background relevant to the claim being made.

Consistent entity information across the web — your business name, description,
and key facts matching across your website, Google Business Profile, LinkedIn, and
any directory listings. Inconsistency reads as a trust signal failure, even when each

individual source is accurate.

External validation — being mentioned, linked to, or cited by sources independent

of your own website. We will go deeper on this in Chapter 7.

Content specificity tied to genuine first-hand experience — the kind of detail that is
difficult to fabricate convincingly, because it requires having actually done the

thing.

CASE STUDY - TRUST SIGNALS IN A HEALTHCARE-ADJACENT NICHE

A career-guidance website serving healthcare professionals had a credibility
problem we did not expect: several published author bios referenced credentials



and experience that, on verification, did not check out. The content itself was
reasonably accurate. The attribution was not.

We rebuilt every author profile from scratch with verified, real credentials, added
clear reviewer attribution to clinical-adjacent content, and corrected the
inconsistency. This was not a quick fix — it fouched over two hundred published
articles.

The lesson generalizes well beyond healthcare: in any YMYL-adjacent space —
money, health, safety, legal standing — unverifiable attribution is now a
structural liability, not a cosmetic one.

The Honest Nuance: Trust Cannot Be Manufactured Quickly

I need to be straight with you here, because this chapter could easily read as a
checklist you complete this week. It is not. Genuine trust signals — a track record,
consistent entity information built over years, real external validation —
accumulate over time. There is no shortcut that compresses years of legitimate

authority intfo weeks.

What you can do quickly is stop actively undermining the trust you already have.
Fix inconsistent entity information. Add real attribution where it is currently
anonymous. Remove unverifiable claims. These are corrections, not shortcuts, and

they matter immediately even though full authority-building is a longer game.

Common Mistakes
Using generic, unverifiable author names like 'Editorial Team’ on content that

makes specific, consequential claims.

Letting business information drift out of sync across platforms over time as

addresses, descriptions, or service details change in one place but not others.

Confusing volume of content with depth of expertise — publishing more rather than

publishing with more genuine first-hand specificity.



Assuming trust signals are a one-time setup task rather than something requiring

ongoing consistency and maintenance.

Trust, in the AI eraq, is not a badge you add to your site. It is a
pattern AI systems detect across everywhere your business

appears on the internet.

Try This

Search your business name plus your city in a search engine and look at the first
ten results that are not your own website. Check whether your business description,
services, and key facts are consistent across all of them. If they are not, you have

found your highest-leverage trust fix — and it costs nothing but time to correct.

CHAPTER 5

Technical Foundations: Schema, lims.txt,
and Crawlability
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I am going to start this chapter by telling you something that will annoy at least

one consultant currently pitching schema markup as a silver bullet.

An Ahrefs study found no statistically significant increase in Al citation from

JSON-LD schema markup alone.

Schema does not directly cause AI citation. It is infrastructure, not

magic.

That finding deserves to be the opening of this chapter, not a footnote buried at
the end, because it reframes everything that follows. The technical work in this

chapter matters — enormously — but it matters as a prerequisite, not as a direct
cause of citation. Get it wrong and you are invisible regardless of how good your

content is. Get it right and you have removed a barrier, not earned a result.

Crawlability: The Door Has to Be Open

Before any AI system can evaluate your content’s quality, trust, or specificity, it
needs to be able to access it at all. This is the single highest-leverage technical fix
in AI search, precisely because it is binary — either the door is open or it is not —

and because so many businesses have it wrong by accident.



Four crawlers matter most right now: GPTBot, which feeds ChatGPT's browsing and
training; ClaudeBot, which feeds Anthropic's Claude; PerplexityBot, which feeds
Perplexity's real-time retrieval; and Google-Extended, which governs whether
Google's Al systems, including AI Overviews and AI Mode, can use your content

beyond standard indexing.

Each of these can be explicitly allowed or blocked in your robots.txt file,
independent of whether Googlebot itself is allowed. This independence is the trap.
A site can be perfectly crawlable by traditional search while completely blocked to
every Al system, and the site owner has no reason to notice, because traditional

rankings look completely normal.

THE ACCESS PROBLEM, IN NUMBERS

of businesses are effectively invisible in AI search, frequently due to default
bot-protection blocking AI crawlers without the owner's knowledge.
Instant Press, 2026

of top sites have adopted lims.txt — an open window for early movers
willing to implement it correctly.
Industry analysis, 2026




lims.txt: What It Actually Is, and What It Is Not
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lIms.txt is a proposed standard, placed at yourdomain.com/lims.txt, that gives Al
models a structured summary of who you are, what you do, and what matters
about your business — in plain text, designed to be machine-readable without

requiring the model to parse your entire website.

It is not a ranking signal in any confirmed, measurable sense yet. It is not a
guarantee of citation. What it is: a low-cost, low-risk piece of infrastructure that
removes ambiguity for any AI system willing to read it, at a moment when almost
nobody has implemented it. Adoption under one percent means the downside of
implementing it is near zero and the asymmetric upside — being unambiguous

when nearly everyone else is not — is real, even if not yet quantified.

A working lims.txt file should include your company name and website, a clear
description of your products or services, your target audience and industry, your
key differentiators, and your mission. Keep it factual. This is not marketing copy —

it is closer to a structured fact sheet a careful research assistant would want.

Core Web Vitals: Old Metric, Same Importance



Largest Contentful Paint under 2.5 seconds. Cumulative Layout Shift under 0.1.
Interaction to Next Paint under 200 milliseconds. These three metrics have not
become less important in the Al era — if anything, they matter more, because a
slow, unstable page is harder for any crawler, AI or traditional, to fully render and

evaluate within its time and resource budget.

Mobile performance specifically deserves attention. Google indexes the mobile
version of your site by default, and most AI crawlers face similar resource
constraints. A site that performs well on a fast desktop connection and poorly on

mobile is, for practical purposes, performing poorly — full stop.

The Schema That Is Still Worth Implementing

Given the Ahrefs finding, why implement schema at all? Because the finding was
specifically about direct citation lift from schema alone — not about whether
schema helps in combination with everything else, and not about its other genuine

benefits.

FAQPage schema remains worth implementing because it explicitly labels
question-and-answer content as intended direct answers — a structural signal,
even without confirmed independent citation lift, that supports the broader
extraction process described in Chapter 3. LocalBusiness and Organization schema
remain worth implementing because they support entity verification, the trust
mechanism described in Chapter 4. Service schema clarifies exactly what you offer

in unambiguous terms.

Implement schema because it removes ambiguity, not because it is

a citation lever you can pull on its own.

CASE STUDY - SCHEMA AS INFRASTRUCTURE, NOT MAGIC



A client came to us convinced that adding schema to two hundred product pages
would single-handedly fix their AI invisibility. We implemented it — Service,
FAQPage, Organization, the full set — and saw no measurable change in Al
citation over the following month.

What changed citation was the work we did afterward: fixing a robots.txt
block on PerplexityBot that had existed for three years, and rewriting the ten
highest-traffic product descriptions with specific, attributable claims instead
of generic marketing language.

The schema is still there, doing its quiet structural work. It was never going to be
the thing that moved the number on its own.

Common Mistakes

Implementing schema and stopping there, treating it as a completed project rather

than one piece of a larger system.

Checking robots.txt once, at launch, and never again — even as security plugins,

CDN configurations, and hosting changes silently introduce new blocks over time.

Optimizing Core Web Vitals on desktop only, missing the mobile-first reality of how

both Google and most AI crawlers actually evaluate a site.

Writing an lims.txt file full of marketing superlatives instead of plain, verifiable

facts — undermining the trust the file is meant to establish.

The technical foundation will not get you cited. It will stop you
from being invisible. Those are very different jobs, and you need
both done well.

Try This



Check your AI crawler access right now using a free tool — aiagentchecker.net
takes about thirty seconds. If GPTBot, ClaudeBot, or PerplexityBot show as
blocked, fix your robots.txt today. This is the highest-leverage ten minutes you can

spend in this entire book.

CHAPTER 6

Content That Gets Cited: Structure,
Specificity, Originality
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Two competitors in the same city, same industry, same approximate website age.

One had eleven blog posts. The other had over two hundred. The one with eleven
posts was getting cited in AI Overviews for half a dozen relevant queries. The one

with two hundred posts had zero citations across six months of tracking.

The difference was not effort. It was what the content actually said.

Two hundred generic posts lose to eleven specific ones, every time,

in AI search.

The Three Qualities AI Systems Actually Reward
Across every audit pattern we have tracked, three content qualities correlate
consistently with citation: structure, specificity, and originality. None of them

require more content. All three require more deliberate content.

Structure means content organized so a direct answer can be extracted cleanly — a
clear question posed, a clear answer given within the first few sentences,

supporting detail following rather than preceding the core claim.

Specificity means exact numbers, exact timeframes, exact named entities, rather
than hedged generalities. We covered this mechanically in Chapter 3 — here, the

focus is on how to write it, not just why it matters.

Originality means a genuine point of view or genuine first-hand data that does not
already exist, word for similar word, on a hundred other websites. AI systems
synthesizing from many sources have a structural reason to prefer a source saying
something the others are not already saying — it adds information rather than

repeating it.

WHAT THE RESEARCH SHOWS ABOUT CONTENT QUALITY

higher visibility in AI responses for content containing specific statistics,

citations, and direct quotations.
Industry analysis, 2026




more citations earned by content updated within the last two months versus

older, stale content.
Industry analysis, 2026

Writing the Direct Answer First

Writing the Direct Answer First
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Most business content is written the way a story is told — context first, build-up
second, point made somewhere in the middle or near the end. That structure works
for a human reading a narrative. It works poorly for an AI retrieval system

scanning for an extractable answer.

Write your most important pages with the direct, specific answer in the first two or
three sentences. Save the context, the nuance, and the supporting explanation for
after. This feels unnatural the first few times you do it. It is also one of the single

most effective structural changes you can make.

State the answer first. Explain it second. Never the other way

around, on the pages that matter most.

The FAQ Format Is Underrated, Not Overhyped



Question-and-answer formatting gets dismissed by some as an overused tactic,
but the dismissal misses why it works. A clearly posed question followed by a direct,
specific answer is close to the exact shape an Al retrieval system is looking for. It is

not a trick. It mirrors the underlying mechanism.

The mistake is writing FAQ content that restates the question without actually
answering it specifically — 'How long does roof repair take? It depends on several
factors.! That sentence answers nothing. Compare it to: ‘A standard shingle repair in
North Texas typically takes one to two days, weather permitting; full replacements
run three to five days depending on roof size.' The second version gives an Al

system something to extract and cite.

CASE STUDY - REWRITING FOR EXTRACTION WITHOUT LOSING THE HUMAN READER

A home services client had FAQ content that was technically present but
functionally empty — questions answered with vague hedging rather than real
numbers. We rewrote eighteen FAQ entries to include specific timeframes, specific
cost ranges, and specific local conditions, while keeping the tone conversational
rather than robotic.

Within seven weeks, three of those rewritten answers began appearing as
cited sources in AI Overview responses for the corresponding local queries.

Nothing about the human reading experience got worse. If anything, specific
answers read as more credible to a person too.

Originality: Saying Something Worth Adding
Ask yourself, honestly, about your last ten published pieces of content: if an AI
system already had access to your three biggest competitors’ content on the same

topic, would your piece add anything they had not already said?

If the honest answer is no, that content is functionally invisible to a synthesis
process that is actively trying to avoid redundancy. Original data from your own

work — your own project outcomes, your own measured results, your own specific



observations from doing the actual work — is the most reliable source of genuine

originality available to a business that is not a research institution.

Common Mistakes

Burying the direct answer under several paragraphs of preamble and context that

a human skims past and an AI system never reaches confidently.
Writing FAQ content that restates rather than answers the question.
Publishing volume as a strategy, mistaking word count for depth.

Letting content go stale, missing the measurable citation advantage that comes
from genuine, periodic updates rather than republishing the same unchanged page

with a new date stamp.

You do not need more content. You need content that says

something specific enough to be worth repeating.

Try This
Open your three most-visited pages. For each one, find the single sentence that
states the core answer most directly. If you cannot find one sentence that does this

cleanly, rewrite the opening of that page this week, before doing anything else in
this book.

WANT TO KNOW WHERE YOUR SITE STANDS RIGHT NOW?

Get a free Al search audit. No sales call attached to it.
allinoneseoaudit.com

Prefer to talk it through?
Book a free 30-minute consultation — calendly.com/dexora/30min


https://allinoneseoaudit.com
https://calendly.com/dexora/30min

CHAPTER 7

The Authority Game: Backlinks,
Mentions, and Brand Signals
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A backlink used to be a vote.
In the AI search erq, it is closer to a withess statement.

The question has shifted from 'who links to you’ to ‘who,

independently, would describe you accurately if asked.’

This distinction matters more than it might first appear, because it changes what

kind of authority-building work actually produces results.

Why Traditional Link Building Still Matters, Differently
Backlinks remain a meaningful signal of authority for traditional search rankings,
and traditional rankings remain a meaningful input into what AI systems retrieve

as candidates in the first place — recall the three-stage filter from Chapter 3. A site



with no backlink profile at all struggles to clear Stage 2 retrieval relevance in many

competitive queries, regardless of content quality.

What has changed is the relative value of link quality versus link quantity. AI
systems' improved ability to evaluate trust patterns at scale — covered in Chapter
4 — extends naturally to evaluating link patterns too. Manufactured link profiles,
built through low-quality directories or paid placements with no editorial judgment
behind them, are increasingly easy for sophisticated systems to distinguish from

links earned through genuine relevance.

Brand Mentions Without Links Now Carry Real Weight

Brand Mentions Without Links
Now Carry Real Weight
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This is the part that surprises people most. A mention of your business name, in a
relevant context, on a reputable source — even without a clickable link back to your
website — appears to function as a meaningful trust signal for AI systems in a way

it never quite did for traditional search ranking algorithms.

This makes sense once you consider the mechanism. An AI system trying to verify
who you are and what you do is not following link equity through a graph the way
PageRank did. It is looking for independent corroboration — does this business get

described the same way by sources that have nothing to gain from saying so?



Being talked about, even without a link, is no longer a wasted

opportunity. It may be exactly the signal that matters most.

This reframes digital PR, podcast appearances, industry roundup mentions, and
even quoted commentary in articles as GEO activities, not just brand-awareness
activities. The traditional SEO instinct to discount unlinked mentions as low-value

needs revisiting.

CASE STUDY - UNLINKED MENTIONS DRIVING ENTITY CONFIDENCE

A client in a competitive professional services niche had a strong reputation but a
thin backlink profile — most of their visibility came from speaking engagements
and industry panel mentions that rarely included a hyperlink.

Rather than chasing traditional link-building tactics, we focused on increasing the
volume and consistency of accurate, unlinked mentions — securing additional
quoted commentary in trade publications and ensuring every mention used
consistent business descriptions.

AI Mode and Perplexity citations for the client's name began appearing for
industry-specific queries within four months, despite no meaningful change in
their traditional backlink count.

Entity Consistency: The Authority Signal Hiding in Plain Sight

We touched on this in Chapter 4 from a trust angle. Here it deserves attention as
an authority-building activity in its own right. Every place your business nhame,
description, services, and key facts appear across the web — your website, Google
Business Profile, LinkedIn, industry directories, press mentions — is a data point an

AI system can cross-reference.

Consistent, accurate entity information across many independent sources reads as
a confirmed, real, stable business. Inconsistent or sparse entity information reads

as unverifiable, regardless of how good any single source is. This is



authority-building work that costs nothing but attention and discipline, and most

businesses have never audited it comprehensively.

Common Mistakes
Chasing link volume from low-relevance sources while ignoring unlinked mentions

from genuinely relevant, reputable ones.

Treating digital PR and SEO as separate departments with separate goals, missing

the entity-consistency overlap between them.

Letting business descriptions drift across platforms over years of incremental,

uncoordinated updates.

Assuming authority-building is purely a long-game activity with no near-term
action available — when entity consistency audits can be done, and corrected,

within days.

The strongest authority signal in 2026 is not the biggest link. It is
the most consistent, most independently corroborated story about

who you actually are.

Try This

List every place online where your business is described — website, GBP, LinkedIn,
any directory or press mention you can find through a quick search. Check name,
description, and key service facts for consistency across all of them. Fix the first

inconsistency you find before moving to Chapter 8.

CHAPTER 8



Multi-Platform Visibility: ChatGPT vs
Perplexity vs Gemini vs AI Overviews
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A client once asked me to confirm their business was 'in AI search.’

I had to ask which AI search they meant. The honest answer was that they were
strongly cited in Google AI Mode, barely present in ChatGPT, and entirely absent
from Perplexity. 'In Al search’ is not one state. It is at least four different states,

and they do not move together.

Citation volumes for the same brand can differ by more than 600
times between platforms. There is no such thing as being

generically visible in AI search.

Four Platforms, Four Different Mechanisms



ChatGPT, with over 900 million weekly active users, draws on a combination of
training data and live browsing through GPTBot. Its citation behavior leans toward

sources with broad, established authority and clear, well-structured factual content.

Perplexity is built around real-time retrieval more than any other major platform —
it is closer to a live research tool than a chatbot drawing on memorized training
data. This makes content freshness and PerplexityBot access disproportionately

important here compared to other platforms.

Gemini, Google's own model, integrates with the broader Google ecosystem,
including signals from Google Business Profile and Google's existing index — giving
businesses with strong traditional local SEO an advantage that does not transfer as

directly to the other platforms.

Google AI Overviews and AI Mode operate inside the Google Search interface
itself, using the query fan-out mechanism described in Chapter 1 — multiple
parallel sub-searches synthesized into one answer. Because this draws directly from
Google's existing index, traditional SEO fundamentals transfer here more directly

than to any of the standalone AI platforms.

HOW DIFFERENTLY THESE PLATFORMS ACTUALLY BEHAVE

of all AI referral traffic currently comes from ChatGPT alone — the dominant
platform by traffic volume.
Conductor, 2026

the variation observed in citation volume for the same brand across different
AI platforms.
Superlines, March 2026

URL overlap between Google AI Overviews and Google AI Mode responses
— despite both being Google products drawing on the same index.
SE Ranking, August 2025

The Overlap Statistic That Should Change Your Strategy



That last figure deserves a pause. Two AI products from the same company,
drawing substantially on the same underlying search index, show only 10.7 percent

overlap in which URLs they actually cite for comparable queries.

If two products from one company diverge this much, expect far greater
divergence across genuinely different companies with different models, different
training approaches, and different retrieval mechanisms. The implication is direct:
optimizing for one platform and assuming the others will follow is a measurably

unsafe assumption.

There is no universal AI search optimization. There is optimization

for each platform that happens to share some fundamentals.

What Transfers Across Platforms, and What Does Not

The fundamentals from Chapters 3 through 7 — crawler access, content specificity,
trust signals, entity consistency — genuinely transfer across all four platforms,
because they address mechanisms common to retrieval-and-synthesis systems

generally.

What does not transfer cleanly: the relative weight each platform places on these
signals, and platform-specific technical access. A site can have flawless content
specificity and still be invisible to Perplexity specifically if PerplexityBot is blocked
while GPTBot is allowed — a configuration we have found more often than seems
statistically likely, suggesting many robots.txt updates address one crawler at a

time rather than systematically.

CASE STUDY - DIAGNOSING PLATFORM-SPECIFIC INVISIBILITY

A SaasS client was confident they had 'fixed AI search access' after a previous
agency engagement. Citation tracking showed strong presence in ChatGPT and
Gemini, and complete absence in Perplexity across four months of monitoring.



The robots.txt file, when we checked it directly, explicitly allowed GPTBot and
Google-Extended but contained no rule at all for PerplexityBot — meaning it
fell to a default that, on their specific hosting configuration, blocked it.

The previous fix had not been wrong. It had simply been incomplete, addressing
two of four relevant crawlers and stopping there.

A Practical Approach to Multi-Platform Tracking
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You do not need to become an expert in four separate platforms’ internal
mechanics. You do need to track citation presence across all four separately, rather
than assuming a result in one implies a result in the others. Monthly manual checks
— sedrching your key topics directly in ChatGPT, Perplexity, and Gemini, alongside
reviewing Google's own AI Performance Reports in Search Console — are sufficient
for most businesses to catch the kind of platform-specific gap described above

before it persists for months unnoticed.

Common Mistakes



Treating 'AI search visibility’ as a single metric rather than at least four separate

ones.

Configuring robots.txt for one or two AI crawlers and assuming the rest are

covered by the same logic.

Over-indexing strategy on whichever platform is most discussed in the news cycle
at the time, rather than the platform mix that is actually relevant to where your

specific customers ask questions.

Skipping Perplexity specifically, because its lower current user base relative to
ChatGPT obscures its disproportionately high reliance on live retrieval — making

the technical fundamentals in Chapter 5 unusually decisive there.

Ask not whether you are visible in AI search. Ask, specifically, in

which of the four — and what you are doing about the other three.

Try This

Pick your three most important business questions — the ones a potential customer
would ask before choosing you over a competitor. Ask each one, exactly as a
customer would phrase it, in ChatGPT, Perplexity, and Gemini separately. Note
where you appear and where you do not. That gap is your platform-specific priority

list heading into Chapter 9.

CHAPTER 9



Real Audits, Real Numbers: Case Studies
From the Field

Everything in the previous eight chapters is easier to believe with the actual

numbers in front of you.

This chapter is those numbers. Three audits, anonymized where the client
requested it, shown with the same honesty I would want if I were reading someone
else's book about my own industry — including the parts that took longer than

expected and the parts that did not work on the first attempt.

Audit One: The Engineering Firm With Invisible Expertise
A power engineering consultancy came to us with genuine, decades-deep technical

authority and a website that had not been meaningfully updated since 2014.

STARTING POINT

ranking keywords across the entire domain.

Internal audit, baseline




domain rating — essentially no measurable backlink authority.

Internal audit, baseline

GPTBot, ClaudeBot, and PerplexityBot — all three were disallowed in a
legacy robots.txt rule.

Internal audit, baseline

We did not start with content. We started with the access problem from Chapter 5
— fixing the robots.txt block — and the structural problem from Chapter 6 —
rebuilding key technical pages with direct, specific answers in the first few

sentences rather than buried in the middle of long-form explanations.

Content expansion followed, built around the topic clusters the firm had genuine
first-hand expertise in, with schema implemented across the full set of service and

FAQ pages.

FIFTEEN MONTHS LATER

ranking keywords, up from 81.

Internal tracking, 15-month mark

domain rating, built primarily through earned mentions and genuine industry
citations rather than purchased links.
Internal tracking, 15-month mark

Al citations fracked per month across ChatGPT, Gemini, and Google Al
surfaces.

Internal tracking, 15-month mark

position achieved for specific technical queries, outranking NERC.com and
IEEE.org — two institutional authorities in the space.
Internal tracking, 15-month mark

None of this happened in the first sixty days. The compounding
took most of a year to become undeniable.



I include that honestly because the timeline matters as much as the outcome.
Anyone promising results like this in a single quarter is setting an expectation the

underlying mechanics — covered across Chapters 3 and 4 — do not support.

Audit Two: The Local Business Built From Zero

A furniture restoration business in Melbourne, Australia had no website, no Google
Business Profile, and no online presence of any kind when we began. This is not a
recovery story. It is a from-scratch story, which makes the timeline particularly

instructive.

SIX MONTHS FROM A DEAD START

total Google Search Console impressions, from zero.

Internal tracking, 6-month mark

organic clicks across the same period.

Internal tracking, 6-month mark

Google Business Profile interactions — calls, bookings, website clicks, and
direction requests — growing every single month with no month falling back to zero.

Internal tracking, 6-month mark

pages cited across Al platforms, including Google AI Mode, Google Al
Overviews, and Gemini.
Internal tracking, 6-month mark

This case is the clearest demonstration in this book of a principle from Chapter 1: a
niche local business, in a market with minimal existing digital competition, can
compound faster than the abstract size of the business would suggest. Most
competitors in this specific niche had no meaningful website at all. The bar to clear

was lower than it would be in a saturated market, and the result reflects that.

Audit Three: The Pure Technical Fix, No New Content
This audit matters because it isolates one variable. A local service business with

existing content and an existing, if unremarkable, backlink profile received purely



technical fixes — no new pages, no new content, nothing added to the site's actual

substance.

TWENTY-EIGHT DAYS, TECHNICAL FIXES ONLY

increase in organic clicks within 28 days of the technical fixes going live.

Internal tracking, 28-day mark

spent on new content or paid advertising during this period.

Internal tracking

The fixes were unglamorous: AI crawler access corrected, LocalBusiness schema
implemented correctly, and Core Web Vitals issues resolved on mobile specifically.
None of this involved writing a single new sentence of content. The lift came
entirely from removing barriers that had been suppressing existing content the

entire time.

Sometimes the fastest result available is not writing more. It is

removing what was already silently blocking what you had.

What These Three Audits Have in Common

Different industries. Different starting points. Different timelines. The same
underlying sequence: fix access first, then structure, then expand — exactly the
order argued for across Chapters 2 through 6. None of the three skipped a step and
still got the result. The engineering firm with fifteen months of patience and the
local business with a six-month compounding curve both followed the same

foundational order, at different scales.

Try This
Pick the audit above that most resembles your own situation — established
business with technical debt, brand-new business with no presence, or existing site

needing a pure technical fix. Re-read that section once more before moving to



Chapter 10, and identify the single first action from it that applies most directly to

you.



THE Al SEARCH ERA

CHAPTER 10

Measuring What Matters: New KPIs for
an AI Search World

‘» T “wmuﬁ

A marketing director once showed me a beautifully designed dashboard. Rankings,
traffic, conversions, all trending in the right direction. I asked her one question:

how many times has your business been cited by an AI system this month?

She did not know. The dashboard had no field for it.

You cannot manage what your dashboard does not measure, and
most dashboards have not caught up to what is actually

happening.

The Metrics That Still Matter
Nothing in this chapter argues for abandoning traditional metrics. Organic traffic,

keyword rankings, conversion rate, and traditional backlink profile remain

Dexora Digital - 52



meaningful, for the reasons covered in Chapter 7 — traditional search performance
still feeds into what AI systems retrieve as candidates in the first place. What

changes is that these metrics are no longer sufficient on their own.

Four New Metrics Worth Tracking

AlI citation frequency — how often your business or content is cited across
ChatGPT, Perplexity, Gemini, and Google AI surfaces, tracked separately per
platform per the reasoning in Chapter 8, not as a single combined number that

obscures platform-specific gaps.

Al referral traffic and its conversion rate — small in volume relative to traditional
organic right now, at roughly 1.08 percent of total traffic, but converting at a rate
roughly five times higher. Track it separately in your analytics rather than letting it

disappear into an undifferentiated 'referral’ bucket.

Entity consistency score — a manual or tool-assisted audit of how consistently your
business is described across the independent sources covered in Chapter 7. This is
not a metric most analytics platforms report automatically yet; it requires

deliberate, periodic checking.

Crawler access status — a simple, binary check, repeated monthly rather than
once, confirming that GPTBot, ClaudeBot, PerplexityBot, and Google-Extended
remain unblocked. Configurations drift. Plugins update. Hosting changes. What was

open last quarter is not guaranteed to remain open.

WHY THE NEW METRICS DESERVE REAL ATTENTION

conversion rate for AI referral traffic, against 2.8% for traditional Google
organic — a gap too large to leave unmeasured.
Industry reporting, 2026

month-over-month growth rate of AI referral traffic — small individually,
compounding meaningfully over a year.
Conductor, 2026




The New Search Console Reports Are a Genuine Gift

% gearch Conso
= ® 3 Google

C

@ search.goog\e.con
’<_—

Google gearchConsole

yOuUl

\mpro\mnm‘t‘ on
perf N e Sear n

Google's rollout of AI performance reporting inside Search Console — showing
impressions specifically within AI Overviews and AI Mode — is one of the more
useful measurement developments in years, because it removes guesswork that

previously required manual, query-by-query checking.

If you have access to these reports, the most useful comparison is not the absolute
number, but the ratio between AI surface impressions and the clicks those
impressions generate. A high-impression, low-click pattern on a given page often
means the AI Overview is fully answering the query without needing the visitor to
click through — useful brand-visibility information, even when it does not show up

as traffic.

CASE STUDY - WHAT A MEASUREMENT GAP ACTUALLY COSTS

A retail client had been quietly losing organic clicks for a specific high-volume
category page for several months. Traditional analytics showed the decline
clearly. Nothing in their existing dashboard explained why.



Once we checked AI Overview impression data for that query category, the
cause was immediate: an AI Overview had begun appearing and fully
answering the query for roughly sixty percent of the relevant searches, with
their own content as one of the cited sources.

The traffic had not vanished randomly. It had moved into a measurement blind
spot the existing dashboard was never built to see.

Common Mistakes
Treating a drop in traditional clicks as a failure without checking whether AI
Overview impressions explain it — sometimes the visibility is still there, just

relocated.

Measuring Al citation once and treating it as a stable, permanent state rather than

something requiring ongoing tracking.

Reporting Al referral traffic and conversion as a footnote rather than a labeled line

item, hiding a genuinely strong conversion signal inside an undifferentiated total.

Skipping entity consistency checks because no automated tool flags the problem

clearly — the absence of an alert is not the same as the absence of an issue.

Measure the citation, not just the click. The click was never the

whole story. It is becoming a smaller part of it every month.

Try This

Add one new line to whatever report you currently review monthly: AI citation
count, tracked by platform, even if you have to check it manually for now. A metric
that exists only in a spreadsheet you update by hand is still infinitely more useful

than a metric that does not exist at all.



CHAPTER 11

Building an AEO/GEO Strategy: A 90-Day
Action Plan
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Every chapter so far has ended with one small action.

This chapter puts those actions in order, with timeframes, so the whole thing

becomes a plan rather than a pile of good intentions scattered across ten chapters.

A strategy is not a list of good ideas. It is a sequence, with a

reason for the order.



Days 1 to 14: Fix Access and Establish Baseline
Everything in this window addresses Stage 1 of the filter described in Chapter 3 —

the binary access question that has to be resolved before anything else can matter.

Check and fix robots.txt access for GPTBot, ClaudeBot, PerplexityBot, and
Google-Extended. This is the single highest-leverage action in the entire book and

belongs in week one without exception.

Audit entity consistency across your website, Google Business Profile, LinkedIn,

and any major directory listings, correcting the inconsistencies you find.

Establish your baseline: run a full technical audit, document current rankings and
traffic, and manually check your AI citation status across ChatGPT, Perplexity, and

Gemini for your three most important business questions.

Create an lims.txt file with accurate, factual business information.

Days 15 to 45: Fix Structure and Strengthen Trust
This window addresses Stage 2 retrieval relevance and the trust signals from

Chapter 4.

Identify your five most important pages and rewrite their opening sections to state
the direct, specific answer within the first few sentences, per the structural

guidance in Chapter 6.

Implement or audit schema markup — Organization, LocalBusiness, Service, and
FAQPage — across your key pages, understanding it as infrastructure rather than a

direct citation lever.

Add or verify named, credentialed author attribution on content making specific,

consequential claims.

Resolve any Core Web Vitals failures on mobile specifically, prioritizing your

highest-traffic pages first.



Days 46 to 75: Build Authority and Expand Content
This window addresses Stage 3 trust weighting and the authority-building work
from Chapter 7.

Identify and pursue genuine earned mentions — industry commentary, guest
contributions, podcast appearances — prioritizing relevance and accuracy of

representation over volume.

Expand content specifically around the topic clusters where you have genuine
first-hand expertise, applying the specificity principle from Chapter 6 rather than

adding generic volume.

Re-check entity consistency, since new mentions and listings created in this window

can introduce new inconsistencies if not actively managed.

Days 76 to 90: Measure, Compare, and Plan the Next Quarter
Re-run the manual AI citation check from Day 1, comparing results across
ChatGPT, Perplexity, and Gemini specifically — not as a combined number, per the

platform-specific guidance in Chapter 8.

Review Google Search Console's Al performance data if available, comparing

impression and click patterns to your pre-strategy baseline.

Document what changed, what did not, and what the next quarter’s priority should

be based on real data rather than assumption.

WHAT TO EXPECT ON THIS TIMELINE, HONESTLY

typical time for AI crawler access fixes to begin producing visible
citation movement.
Internal audit pattern, across client base

typical time for the full compounding effect of combined technical
and content fixes to become measurable in ranking and citation data.
Internal audit pattern, across client base




Why This Order, Specifically

Every step in this plan depends on the step before it. Authority-building in week
two, before access is fixed, builds trust signals an AI system cannot yet reach.
Content expansion before structural fixes produces more pages with the same
extraction problem rather than fewer pages with a real one. The order is not
arbitrary sequencing for the sake of having a plan — it follows directly from the

three-stage filter in Chapter 3.

Do the steps in this order. The order is the strategy. Without it, this

is just a checklist.

Try This
Block fourteen days on your calendar starting today, specifically for the Days 1 to
14 actions above. Do not move to the next phase until the access check and entity

audit are genuinely complete — not started, complete.

CHAPTER 12

What Comes Next: Predictions for the
Next 24 Months



What Comes Next:
Predictions for the

//

I am going to make some predictions in this chapter.

I am also going to tell you, honestly, which ones I am confident about and which
ones are closer to an educated guess. A book that presents every forecast with
equal certainty is not being honest with you, and this entire book has been built on

the premise that honesty compounds.

Confident predictions and honest guesses look identical on the

page. They should not be treated the same way.

Confident: AI Overview Prevalence Keeps Climbing

AI Overview prevalence has moved from roughly 13 percent to over 25 percent in
measured benchmarks within about a year, with some industry-specific trackers
reporting figures considerably higher depending on methodology and query mix.
The trajectory is clearly upward, and Google has every commercial incentive to
continue expanding it. I am confident this number is higher again by the time you

read this than it was when this chapter was written.



Confident: Zero-Click Behavior Will Not Reverse

With roughly 60 percent of searches already ending without a click, and AI Mode
specifically showing even higher no-click rates, there is no plausible mechanism by
which this reverses. The economic incentive for platforms — keeping users inside
their own interface rather than sending them elsewhere — only strengthens this
trend. Plan for a world where being cited, not clicked, is the primary visibility

outcome for a growing share of your potential audience.

Likely, Not Certain: Platform Consolidation Around Two or Three Leaders
ChatGPT's current dominance in AI referral traffic share, combined with Google's
structural advantage of controlling both a leading AI model and the dominant
traditional search index, suggests the market may consolidate around two or three
genuinely dominant platforms rather than remaining fragmented across many. I
hold this prediction with real but not complete confidence — this market has

surprised observers with new entrants before, and could again.

Genuinely Uncertain: The Future Role of Schema and Structured Data

The Ahrefs finding discussed in Chapter 5 — no statistically significant direct
citation lift from schema alone — could shift in either direction. Platforms could
begin weighting structured data more heavily as adoption increases and the signal
becomes more differentiating. Or they could continue relying primarily on natural
language understanding, making structured data increasingly vestigial for Al
purposes specifically, even as it remains useful for traditional search. I do not know
which way this goes, and I am suspicious of anyone who claims to know with

confidence.

Genuinely Uncertain: Regulatory and Compensation Pressure

Publisher pushback against AI systems using their content without compensation
has already produced lawsuits, licensing deals, and emerging legal frameworks in
some jurisdictions. Whether this produces a meaningfully different access

landscape within 24 months — new mandatory compensation models, new crawler



permission standards, or substantial new restrictions — is genuinely unclear. This is

worth monitoring rather than planning around with any confidence.

THE PATTERN BENEATH THE PREDICTIONS

year-over-year growth in Al referral traffic from crawlers including GPTBot,

ClaudeBot, PerplexityBot, and Google-Extended — the clearest confirmed signal of
where attention is heading.
Industry analysis, 2026

What I Would Do, Regardless of Which Predictions Land

Every fundamental covered in this book — crawler access, content specificity,
genuine trust signals, entity consistency — holds value regardless of how the
uncertain predictions resolve. A business with clean technical access, specific and
original content, and a consistent, verifiable identity across the web is
well-positioned whether the next two years bring platform consolidation, schema's
resurgence, new regulation, or some combination none of us have forecast

correctly.

Build for the fundamentals that are true regardiess of which
prediction turns out right. That is the only strategy immune to

being wrong about the future.

A Closing Thought Before the Closing Letter
I started this book with a screenshot from a business owner who had lost a click
without losing a ranking. I want to end this chapter with what I think that

screenshot actually represents.

It is not evidence that her work, or yours, has become less valuable. It is evidence
that the path between doing valuable work and being recognized for it has
changed shape. The businesses that adapt to the new shape of that path are not

doing anything fundamentally different from what good businesses have always



done — being genuinely useful, genuinely specific, and genuinely trustworthy. They
are simply making sure those qualities are visible to the systems now standing

between them and the people who need them.

Try This

Re-read your Chapter 1 robots.txt check and your Chapter 11 90-day plan one more
time. If you have completed even half of what this book asked of you, you are
already ahead of the 73 percent of businesses still invisible by accident. Finish the

rest.

A Closing Letter

If you have read this far, you now know more about how AI systems actually
decide what to cite than most agencies currently pitching AI search services to

confused business owners.

That is not a compliment to you at my industry’s expense. It is a genuine statement
about how new this discipline still is, and how much of what gets sold as expertise

right now is closer to enthusiasm.

Knowing this much puts you ahead. Doing something with it puts

you further ahead than knowing ever will.

I want to leave you with the same instruction I gave at the very start of this book,
restated plainly. Fix access first. Make your content specific enough to be worth
citing. Build trust signals that are genuine rather than performed. Track the
platforms separately. Give it the months it actually takes, not the days you wish it

took.



None of this is complicated. AImost none of it is expensive. Most of it has simply
never been explained to you clearly, by someone willing to also tell you what does

not work.

If you get stuck, or if you would rather have someone look at your specific
situation directly than apply general principles alone, that is exactly what the next

two pages are for.

Get Your Free AI Search Audit

Reading about AI search is one thing. Knowing exactly where your own website

stands is another.

If you want a clear, honest answer — not a sales pitch — request a free Al search
audit. You will get a real report covering crawler access, schema, content structure,
and citation readiness across all four major platforms covered in Chapter 8. No

obligation.

FREE — 7-DIMENSION AUDIT — DELIVERED IN 60 SECONDS

allinoneseoaudit.com

Want to Talk This Through?

Some of this is easier to apply with a second pair of eyes.

If you want to walk through your specific situation — no pitch, just a real
conversation about what your site needs and what order to do it in — book thirty

minutes with me directly.


https://allinoneseoaudit.com

FREE 30 MINUTE STRATEGY CALL — NO PITCH

calendly.com/dexora/30min

About Tagweem Ahmad

I started Dexora Digital because I kept seeing the same problem from the other
side of the table: businesses spending real money on content and advertising while

their technical foundation quietly suppressed every result before it had a chance.

That observation came from doing the actual work, not from a marketing course. I
have personally audited more than five hundred websites across the USA, UK,
Australia, Canada, and Europe, working with everything from local furniture
restoration businesses to engineering firms competing with institutional authorities

decades older than they are.

Dexora Digital runs between Oulu, Finland, where I am based, and Multan,
Pakistan, where our delivery tfeam works. That arrangement is itself a small
argument for the thesis of this book — geography matters less than it used to,
when the work itself is verifiably good and the trust signals are real rather than

assumed.

I believe most of what gets sold as Al search expertise right now is enthusiasm

wearing the costume of expertise. I would rather tell a business owner the honest,


https://calendly.com/dexora/30min
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sometimes unglamorous truth about what their website needs than sell them a
tactic that sounds impressive and does nothing. That belief is the reason this book

spends as much time on what does not work as on what does.

I hold Top Rated status on Upwork with a 100 percent Job Success Score,
maintained continuously for more than five years across hundreds of client
engagements a credential I mention not to impress you, but because it is the kind

of independently verifiable trust signal Chapter 4 argues actually matters.

Tagweem Ahmad

Founder, Dexora Digital
ahmad@dexoradigital.com
dexoradigital.com
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AEO (Answer Engine Optimization)
The practice of structuring content so it can be extracted and presented as a direct answer,

whether in a Google AI Overview, a featured snippet, or a voice assistant response.

AI Overview
Google's AI-generated summary block appearing above traditional search results, synthesizing

information from multiple sources with citations.

AI Mode
An alternative Google Search interface, available to all US users since March 2026, that
replaces traditional results with a fully synthesized AI response using a query fan-out

mechanism.

Entity Consistency

The degree to which a business’s name, description, and key facts match across all the
independent sources where it appears online — website, directories, social profiles, and press
mentions.

E-E-A-T
Experience, Expertise, Authoritativeness, and Trustworthiness — Google's framework for
evdluating content quality, with Experience added in December 2022,

FAQPage Schema
A structured data format that explicitly labels question-and-answer content as intended direct

answers, used as a signal for both traditional rich results and AI extraction.

GEO (Generative Engine Optimization)

The practice of optimizing for AI systems that generate original, synthesized responses —
including ChatGPT, Perplexity, Gemini, and Claude — with the goal of being cited as a
frustworthy source.

GPTBot
OpenAl's web crawler, used to gather content for ChatGPT's browsing and training capabilities.
Can be explicitly allowed or blocked via robots.txt.

ClaudeBot
Anthropic's web crawler, used to gather content relevant to Claude. Can be explicitly allowed or
blocked via robots.txt, independent of other crawlers.

PerplexityBot
Perplexity's web crawler, used for real-time retrieval to support its answer engine. Particularly
important given Perplexity's reliance on live retrieval over training data.

Google-Extended
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The robots.txt directive controlling whether Google's AI systems, including AI Overviews and
Al Mode, can use a site's content beyond standard search indexing.

lims.txt
A proposed standard text file, placed at a website's root directory, providing AI models with a
structured summary of a business’s identity, services, and key facts.

Query Fan-Out
The technical mechanism behind Google AI Mode, in which a single user question triggers

multiple parallel related searches whose results are filtered and synthesized into one answer.

Schema Markup / JSON-LD
Structured data code added to a webpage that explicitly describes its content in a

machine-readable format, supporting both traditional rich results and AI content
understanding.

Zero-Click Search
A search query that ends without the user clicking through to any website, because the answer
was fully satisfied within the search results page or AI response itself.
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