Mastering
Al Search Optimization

Why Your Website May Be Invisible to Al Search
(And What to Do About It)



Authenticity

Who is your audience and what valuable,

relevant information can you offer them?



The Search Landscape is Changing

Google:

* Ranked list of websites
* User clicks through to find answer
* Link equity matters

Al-Powered Search:

* Al generates answer directly

* Only top sources are cited

* Authority + Extractability matters




The Al Search Platforms

Al Search is Here

* Google is where you go to find things; Al
is where you go to understand them. N A ]

CHATGPT|[" perpLEXITY F

* Only 6-10% of overall searches are TS

through LLMs like ChatGPT BUT ) B Q//Z :

* Average session length is about 3X longer
through Al Search.

* Roughly 60% of traditional searches now
result in no clicks to sites (zero-click
searches), largely due to Al Overviews




The Challenge

Strong Expertise # Al Visibility
Many companies have:

* Deep expertise in their field

* Excellent content on their website
* Real value to offer clients

Still invisible in Al search results if Al
systems can't find them, extract their
content, or understand why they should
be cited.




The Urgency

Two Reasons This is Urgent

|.  New Discovery Channel — fast
becoming the main “top of
funnel” discovery source.

2. First-Mover Advantage




I The Thought Leadership Superpower

Why Thought Leadership Matters
More Than Ever

* Traditional search (Google) ranked
websites. Al search cites authorities.

* Al systems are specifically designed to
find expert voices and amplify them.

If you're not a thought leader in your space,
you’'re at a disadvantage in Al results. This
isn't about gaming algorithms. It's about
having something worth citing.




I But You Can't Fake It

The Authenticity Test
What doesn't work:

Adding schema markup to thin content
Claiming expertise you don't have
Mimicking competitors' positioning
Creating content just to check boxes
Publishing for quantity, not quality

What works:

Sharing genuine expertise from real experience
Backing claims with data, case studies, results
Creating content others actually reference

Building authority through consistent value-delivery
Positioning that matches reality

But you need this structured so Al sees it.
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Thought Leadership + Technical
Optimization = Major Advantage

The Winning Combination

* Genuine expertise + thought leadership
* Technical optimization for Al extraction
* Clear authority signals

* Citation-worthy content

Result? Dominating Al search results and

being disproportionately visible to potential
clients.




I How Al Systems Decide to Cite You

The Decision Tree
When an Al system needs to answer a query, it asks:

l. Is this source authoritative? (Do they actually
know this subject?)

2, Is it extractable? (Can | pull the answer out
cleanly?)

3. Is it comprehensive? (Does it fully answer the
question?)

4, Is it current? (Is this information up to date?)

5. Is there original insight? (Or is this just

regurgitated information?)

You don’t have to be perfect, but you do need to be better
overall than your competitors!



I Pillar | - Technical Foundation (Table Stakes)

The Foundational Stuff That Has to Work
These don't win you the game, but failing them loses it:
* Page speed - Slow pages get crawled less frequently

* Mobile responsiveness - Non-mobile-friendly pages are essentially

invisible
* HTTPS/Security - Basic requirement for trustworthiness | F Tent/structure
o Ground
* Crawlability - Can Al systems actually access your content? (No blocked . & Lights
resources, no excessive JavaScript rendering issues) - [ Pathways - | SITEMAP
1] 5 ™ signs ] (R ‘
* URL structure - Clear, logical, descriptive URLs ) ( l & stage map
/ N Boundary

» Sitemap and robots.txt - Proper configuration so crawlers find all Markers

important pages

Also

* These are prerequisites, not differentiators

¢ Chicken and egg situation with content.



Pillar 2 - Establish Your Authority
(You Have to Actually Earn This)

Signals Al Systems Look For

Author credentials and positioning:

* Author bios - Who is writing this? What's their background?

* Relevant credentials - Certifications, degrees, relevant experience

» Consistent expertise - Do you write about this topic across multiple
pieces?

» E-E-A-T signals - Experience, Expertise, Authority, Trust

Company/organizational authority:

* About page quality - Does it communicate genuine expertise or sound
generic?

* Team expertise - Are your team members positioned as specialists?
* Track record - Case studies, client results, testimonials from real people

* Industry recognition - Awards, partnerships, professional affiliations
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I Pillar 2 — You Can'’t Just “Check the Boxes”

What doesn't work:
* Generic author bios ("John has 5 years of experience in marketing")
* Vague credentials or made-up-sounding titles

* No author attribution at all

What works: y o 3 3| | PERFORMER Z 1
€ B Q&5 10 YEARs
* Example: "Sarah spent 8 years as a clinical therapist before transitioning to | B EXPERIENCE

IN AERIAL ARTS

coaching. She specializes in anxiety and trauma-informed practice. Here's
what she's learned."

* Example: "We've worked with 300+ prosthetics clinics on improving patient
outcomes. Here's what the data shows..."

* Example: "Our methodology is based on 5 years of A/B testing with 50,000+
users."

Key insight: Al systems check if you're a real expert. They're looking for
specificity, evidence, and consistency.



Pillar 3 - Create Citation-Worthy Content
(Not Just "Good Content")

What Al Systems Want to Cite
* Original research - "We analyzed 10,000 applications and found X"
* Proprietary methodology - Your unique approach or framework

* Case studies with results - Not "we helped a client" but "we helped | = - N el G

50 clients reduce costs by 22%"

* Unique perspectives - Insights competitors don't have

STUDIES

* Primary sources - You're creating reference material, not just

quoting others

Examples of citation-worthy content:

* "Our Annual State of X Industry Report" (with real data)

* "The [Your Name] Method for Solving X Problem"



Pillar 4 - Make It Machine-Readable
(Behind the Curtain)

How Al Systems Extract Your Content

Your expertise doesn't matter if Al can't extract it. e
i " SKILLS
Technical optimization includes:
. ) | 8| skcLss
¢ Schema markup - FAQ schema, Article schema, HowTo schema, etc. Y & ) : . JUGGLING

S -MAGIC T
) ACT
* Structured data - Properly formatted lists, tables, definitions L
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* Content hierarchy - Clean HI/H2/H3 structure that reflects logical

flow

* Direct answers - The answer appears in the first -2 paragraphs, not
buried in paragraph 6

* Scannable formatting - Lists, bolded key facts, short paragraphs



I Pillar 5 - Content Comprehensiveness
(Go Deeper Than Your Competitors)

Why Depth Wins

Al systems have enough information to answer basic queries. They cite
sources that go deeper.

Comprehensiveness includes:

* Full query coverage - Answering all parts of the question, not just the

main part

* Topic depth - More detailed than competitors, with specific examples
and context

* Practical application - "Here's how to actually use this information"

* Edge & niche cases — Fleshing out where the advice doesn't apply and

supplying insights on how to solve the challenge in those cases.



I Bonus: Topic Structure Strategy

* Common sense for advanced SEO/AEQ (but rarely
used)

* Popularized by HubSpot as “pillar strategy”

* Aligns blog (or resource) content along common
themes to boost blog, site and products/services

* WordPress is the best platform for this.

* https://plusroi.com/using-categories-tags-for-
blogging/

* Don’t forget the linking!
* Link to external sources to boost credibility

* Link to other relevant posts to boost the strength of the
“cluster”

* Link to relevant services/products on your site to boost your
SEO and conversion for them.




The Complete AEO Checklist

What's included:

* |3 core optimization areas (same

framework we've discussed today)

* Specific audit questions for each area




QRs & Questions

Download Presentation & Connect on Linkedin
Checklist




Appendix — Already Submitted Questions

 How does Al (and Google) feel about Al-created content?
* How do | measure my Al rankings?

 What if I'm not (or we don’t have) a leading expert?
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