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Al Search Engine Optimization (AEO/GEO)
in 2025: The Complete Guide

Introduction .1

In today’s digital era, search is no longer limited to blue-link lists. With the integration of
generative Al into search engines, the way users access information has fundamentally
changed. This shift has created the need for a new optimization approach known as **Al
Search Engine Optimization**, commonly abbreviated as **AEO (Answer Engine
Optimization)** or **GEO (Generative Engine Optimization)**. This article provides an in-

.depth exploration of this concept and offers practical strategies for adapting to it

Definition of Al Search Engine Optimization .1.1

Al Search Engine Optimization (often referred to as AEO or GEO) is a set of strategies and
technigques aimed at increasing content visibility in responses generated by Al-powered
search engines. Unlike traditional SEO, which focuses on ranking pages in search results,
AEO/GEO emphasizes ensuring your content is selected as a credible source by large

language models (LLMs) and appears in direct, summarized, or conversational responses

In simpler terms:

- *AEO (Answer Engine Optimization)**: Focuses primarily on optimization for direct answers
(e.g., featured snippets, voice search, or Google Al Overviews). This term is more suitable for
platforms like Google Al Overviews or voice assistants.

- **GEO (Generative Engine Optimization)**: Broader in scope, it emphasizes optimization for
generative engines such as ChatGPT Search, Perplexity, Gemini, or Claude, where Al
.synthesizes responses and provides citations from multiple sources

In 2025, these two terms are often used interchangeably as boundaries have blurred, with
the shared goal of increasing visibility in the era of zero-click searches. According to reports
from Search Engine Land and Conductor, brands that have taken AEO/GEO seriously have

.seen up to 40% increases in Al citations

Differences Between AEO, GEO, and Traditional SEO .1.2

Traditional SEO, AEO, and GEO each address different aspects of search but ultimately
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:complement one another. The table below highlights the key differences

Feature | Traditional SEO | AEO (Answer Engine Optimization) | GEO (Generative Engine |
Optimization) |

| Primary Goal | High ranking in link lists and click attraction | Direct answers in snippets or Al
summaries | Citation and use in generative Al responses |

| Focus | Keywords, backlinks, technical SEO | Content structure for direct answers (lists,
tables, FAQs) | Authority, uniqueness, entity-based content |

| Main Platforms | Google, Bing (traditional SERP) | Google Al Overviews, voice search |
ChatGPT, Perplexity, Gemini, Claude |

| Success Metrics | Clicks, organic traffic, rankings | Visibility in answers, zero-click
satisfaction | Citation rate, share of voice in Al responses |

| Main Risk | Algorithm changes (e.g., Core Updates) | Reduced clicks due to direct answers |
| Lack of attribution or being ignored by LLMs

Common mistake: Many believe AEO/GEO replaces SEO, whereas a strong SEO foundation
(e.g., E-E-A-T and structured data) is a prerequisite for success in AEO/GEO. Google itself has
stated that “good SEO is good GEO,” but in practice, Al places greater weight on freshness,

.Clarity, and trustworthiness

Importance in 2025 and Current Trends (e.g., Growth of Google Al .1.3
(Overviews, ChatGPT Search, and Perplexity

marks a turning point in search history. According to Semrush and Search Engine Land 2025
data:

- Google Al Overviews now appear in approximately 15-25% of queries (fluctuating
throughout the year, from ~6% early on to a peak of 25% in summer, followed by a pullback).
- ChatGPT Search (post-SearchGPT integration) launched globally and now has over 800
million weekly users.

- Perplexity Al has seen explosive growth, reaching ~780 million monthly queries with a
.notable market share in Al search

These trends indicate a shift from “link-based search” to “answer-based search.” Users are
conducting more sophisticated conversational queries, and Al delivers instant responses.
Result: Over 58-65% of searches end in zero-click, with organic traffic declining for many

.(sites (especially in informational industries like food, travel, and news
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Real-world example: Recipe and news sites have reported traffic drops, while authoritative
.brands lead in Al citations

Impact on Website Traffic and Digital Strategies .1.4

Primary impact: Sharp decline in direct traffic. Studies show:

- Organic CTR in queries with Al Overviews has fallen by up to 61%.

- Zero-click searches are trending toward 60-70%, leading to the “Great Decoupling”: search
.volume rises, but clicks are distributed or eliminated

However, opportunities exist:

- Brands receiving citations attract 35-91% more clicks (due to brand recall).

- Traffic from Al referrals (e.g., ChatGPT or Perplexity) is growing, though not yet fully
.compensatory

For digital strategy:

- Shift focus from “traffic-driven” to “visibility- and authority-driven.”

- Combine with multichannel approaches: social media, email, direct traffic.

- Common mistake: Ignoring Al and relying solely on traditional SEO, leading to loss of share
.of voice

In the following sections, we delve into the technical aspects of these changes and practical
strategies. This introduction has shown that AEO/GEO is not a passing trend but a survival
.necessity in the 2025 search ecosystem

Evolution of Search: From Traditional SEO to .2
Generative Search

Online search has undergone remarkable transformations over the past two decades—from
early engines like AltaVista and Yahoo relying on simple keywords, to Google's PageRank
algorithm focusing on links, followed by ongoing changes with updates like Panda, Penguin,
and BERT. However, the recent entry of generative Al has brought about the biggest shift.
This section explores this evolution and illustrates how search has moved from “link lists” to

n u

.“direct and conversational answers

Brief History of SEO and the Entry of Al .2.1

SEO (Search Engine Optimization) emerged in the early 2000s. Initially, techniques like
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keyword stuffing and link buying were common. Google neutralized these with multiple
.updates, shifting focus toward high-quality content, user experience, and authority

Al's entry into search began around 2015 with Google’s RankBrain, using machine learning
for better intent understanding. Then came BERT in 2019 for natural language processing
and MUM in 2021 for multimodal understanding. The true turning point, however, was
2023-2025:

- OpenAl’s ChatGPT launch in November 2022, gaining over 100 million users in two months.
- Google Bard (later Gemini) and Microsoft Bing with Copilot in 2023.

- Expansion of Google Al Overviews in 2024 and full integration in 2025.

.- Growth of Perplexity Al and ChatGPT Search in 2025

According to McKinsey and Semrush reports in 2025, these changes have led to the “Great
Decoupling”: search volume has increased, but clicks have declined as Al provides direct
.answers

Real-world example: Previously, a query like “best chocolate cake recipe” displayed a link
list; now Al Overviews offers a summary from multiple sources with a complete recipe, often
.eliminating the need to click

Role of LLMs (Large Language Models) in Changing User Behavior .2.2

Large Language Models like GPT, Gemini, Claude, and Grok form the foundation of new
search engines. Trained on massive datasets, these models produce natural, contextual, and
.even creative responses

User behavior changes:

- Shift toward conversational queries.

- Many users now rely on Al-powered engines.

.- LLMs have increased zero-click searches: users receive answers directly and click less

Why is this change important? LLMs not only retrieve but also synthesize information and
provide citations, boosting user trust. Traditional search remains dominant, but the hybrid
future is clear

Key 2025 Statistics: Al Traffic Growth, Click Declines, and Zero- .2.3
Click Searches

witnessed explosive Al search growth alongside organic traffic declines: 2025
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- Google Al Overviews: Appears in ~15-25% of queries.

- Zero-click searches: ~58-65%.

- Organic CTR decline: Up to 30-61%.

- Al referral traffic growth: Significant but not fully compensatory.
.- Great Decoupling: Direct traffic drops in informational industries

:Summary table of key 2025 statistics

Metric | Approximate Value (2025) | Primary Source | Impact on Websites | |

| Share of zero-click searches | 58-65% | Similarweb, Bain | Severe decline in direct traffic |

| Al Overviews appearance in queries | 15-25% | Semrush, Search Engine Land | Increased
visibility but fewer clicks |

| Growth in Al platform referrals | Significant YoY growth | Conductor, BrightEdge | New
opportunity for authoritative brands |

| Average organic traffic decline | 20-60% in specific industries | Amsive, Seer Interactive |
| Need for multichannel strategy

These statistics show that focusing solely on clicks is no longer sufficient; visibility in Al
.responses is key

Major Platforms: Google Al Overviews, ChatGPT, Perplexity, .2.4
Gemini, Claude, and Grok

In 2025, the Al search ecosystem has diversified:

- Google Al Overviews/Al Mode: Dominant with billions of users.

- ChatGPT Search: Over 800 million weekly users, high share of Al referral traffic.
- Perplexity Al: Rapid growth to ~780 million monthly queries.

- Gemini: Integrated with Google, strong referral growth.

- Claude (Anthropic): Focus on complex reasoning and safety.

.- Grok (xAl): Deep integration with X, strong in real-time news and engagement

:Brief comparison

Platform | Approximate Referral Share (2025) | Key Strength | Weakness | |
| [ [ |

| ChatGPT | High | Conversational, large ecosystem | Occasional hallucination |
| Perplexity | Notable | Accurate citation, research | Lower volume |
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| Gemini | Moderate | Multimodal, Google integration | Dependency on Google ecosystem |
| Claude | Lower | Deep reasoning, safety | Limited access |
| | Grok | Growing | Real-time X data, high engagement | Newer, smaller share

Common mistake: Focusing only on Google; ChatGPT and Perplexity often deliver higher-
.quality traffic

How Al Search Engines Work .3

Al-powered search engines, unlike traditional ones that deliver lists of links, generate direct,
summarized, and conversational responses. These systems operate on **Retrieval-
Augmented Generation (RAG)**, a framework combining information retrieval with text
generation. This section examines the architecture in detail, ranking factors, differences from

traditional algorithms, and real-world examples

Response Generation Process: Retrieval-Augmented Generation .3.1
((RAG

RAG** is the core framework in Al search engines, addressing limitations of large language**
models (LLMs) such as hallucination (generating false information) and lack of up-to-date
:knowledge. The RAG process works as follows

Query Receipt**; The user enters a conversational question (e.g., “What are the best** .1
.("?2025 smartphones with excellent cameras

Retrieval**: The system converts the query into a vector and searches a vectorized** .2
database (e.g., knowledge graph or web index) to find relevant sources. This stage uses
.hybrid search (combining semantic and keyword matching) for greater accuracy

Prompt Augmentation**; Retrieved information is added to the original prompt to provide** .3
.the LLM with real-world context

.Generation**: The LLM synthesizes the response, summarizes it, and adds citations** .4

Advantages of RAG:

- Reduces hallucination by grounding in real sources.

- Enables up-to-date information without model retraining.
.- Provides citations for user trust
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In 2025, RAG has advanced significantly: variants like Graph RAG (using knowledge graphs),
Adaptive RAG (adjusting retrieval depth based on query complexity), and Agentic RAG (with
multi-step planning) are common. Platforms such as Google Al Overviews, Perplexity, and
ChatGPT Search all rely on RAG, though with differences in retrieval sources (Google uses its

.(own index, Perplexity draws from multiple providers, ChatGPT uses browsing capabilities

Common mistake: Assuming RAG is just simple search; in reality, reranking and prompt
.engineering play critical roles in final quality

(Ranking Factors in Al (Authority, Freshness, Structure .3.2

Ranking in Al search is based on probabilistic LLM models and is less dependent on links. Key
:factors in 2025 include

Authority and Trustworthiness**: Sites with strong E-E-A-T (e.g., Wikipedia, reputable** -
news outlets, or well-known brands) receive more citations. 2025 studies show high domain
.authority significantly boosts citation chances

Freshness**; Up-to-date content takes priority. LLMs apply time decay; newer content** -
(especially for queries mentioning “2025” or trends) is favored. Faster-loading pages also
.earn more citations

Structure and Extractability**: Structured content (headings, lists, tables, schema markup** -
Jlike FAQ/HowTo) is easier to extract. Deep, readable content is prioritized

Semantic Relevance and User Intent**; Alignment with conversational intent, not just** -
.keywords

:(Summary table of key factors (based on 2025 studies

Factor | Importance in Al Search | Example Impact | |

| R | |

| Authority/E-E-A-T | High (trusted sources prioritized) | Wikipedia frequently cited |
| Freshness | Very high (time decay applied) | 2025 content cited far more often |

| Structure | High (lists, tables) | Structured content seen 2-4x more |

| Speed/Performance | Medium | Faster pages get 3x more citations |

| | Depth/Readability | High | Comprehensive, clear content prioritized

Common mistake: Relying on traditional backlinks; in Al, mentions on Reddit, GitHub, or
LinkedIn carry more weight
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Key Differences from Google’s Traditional Algorithms .3.3

Google’s traditional Core Algorithm focuses on PageRank, links, and page-level relevance,
while Al Overviews/Al Mode emphasizes synthesis and answer quality

:Main differences

Feature | Traditional Google Algorithm | Google Al Overviews/Al Mode | |
| [ | |

| Output | List of links (blue links) | Direct response + citations |

| Ranking | Link-based, page-level | Entity-level, authority + freshness |
| Overlap | — | High with top organic results |

| CTR Impact | High (direct clicks) | Reduced due to zero-click |

| | Focus | Query relevance | Extractability and trustworthiness

In 2025, Al Overviews appear in ~15-25% of queries (with fluctuations and year-end
.pullback), while traditional remains dominant, but Al takes priority for complex queries

Real-World Examples of Generative Responses and Citations .3.4

Google Al Overviews**: For the query “best pizza recipe 2025,” it provides a summary** -
.from multiple recipe sites with ingredient lists and steps, plus citation links below

ChatGPT Search**: Delivers long conversational responses with citations to Wikipedia and** -
.newer sites

Perplexity AI**; Strong in accurate citations (average 5-9 sources), e.qg., for “Al trends** -
.2025,” it links to reputable articles and Reddit discussions

Real-world example (2025 tests): In smartphone comparison queries, Perplexity cites
reviews, ChatGPT references Wikipedia + YouTube, and Google prioritizes top organic +
freshness

.These examples show that citations not only build trust but also drive referral traffic

In the next section, we explore foundational optimization principles for these systems and
.provide practical strategies. This technical understanding is essential for success in AEO/GEO
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Foundational Principles of Optimization for Al Search .4

Building on the understanding of how Al search engines work from the previous section, it's
time to examine the core principles of optimization for these systems. AEO/GEO is not just a
complement to traditional SEO—it is built on new signals such as authority, trustworthiness,
and entity clarity. In 2025, your content must not only rank but also be selected by LLMs as a

.credible source for citation. This section reviews key principles with practical examples

Focus on E-E-A-T (Experience, Expertise, Authoritativeness, .4.1
(Trustworthiness

E-E-A-T** is one of the most important factors in Al content evaluation. Google and other**
platforms prioritize content demonstrating real experience, expertise, external authority, and
trust. In 2025, E-E-A-T extends beyond traditional SEO and directly impacts citation in Al

.Overviews

Experience**; Show that the author or brand has hands-on experience (e.g., “What we** -
learned” sections or behind-the-scenes insights).

- ¥*Expertise**: Highlight credentials, years of experience, and domain knowledge. Authors
should have complete bios with titles and background.

- **Authoritativeness**: Leverage external mentions in reputable sources. Entity stacking
helps Al verify credibility.

.- ¥*Trustworthiness**: Accurate information, freshness, and credible citations

Real-world example: Brands with strong E-E-A-T achieve high visibility in Al queries. 2025
.studies show high E-E-A-T content earns significantly more citations

:Table comparing E-E-A-T impact

E-E-A-T Component | Impact on Al Search | Practical Example | |

| [ | |

| Experience | Builds trust in practical insights | Include real case studies |

| Expertise | Priority in specialized queries | Author bio with credentials |

| Authoritativeness | Citations from external sources | Mentions in Wikipedia/LinkedIn |
| | Trustworthiness | Reduces hallucination risk | Regular updates + proper sourcing

.Common mistake: Generic content without personal or brand proof points
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Importance of Authoritative and Unique Content .4.2

In the Al era, “good enough” content is insufficient. LLMs prefer authoritative content (backed
by external signals) and unique content (proprietary insights, original data). Copied or
.generic Al-generated content is often ignored

Authoritative**: Use third-party signals like quality backlinks, mentions on Reddit/GitHub,** -
and media recognition.
.~ **Unique**: Focus on proprietary research, behind-the-scenes stories, or exclusive data

Example: Entity-driven content earns significantly higher citations in generative platforms.
.Market leaders with deep, unique content dominate Al responses

Why uniqueness matters: Al can generate generic content, but it cannot replicate genuine
.experiential insights—this is your differentiation opportunity

Role of Entity Optimization and Knowledge Graphs .4.3

Entity optimization** is the most significant shift from traditional SEO to AEO/GEO. Al**
systems view the world as a graph of entities (people, brands, concepts) and their
.relationships, not just keywords

Entity Clarity**: Each page should unambiguously focus on one primary entity (aligned** -
title, H1, schema mainEntityOfPage).

- ¥*Knowledge Graph Alignment**: Use schema markup (Organization, Person, Article) and
sameAs properties to link to external profiles (LinkedIn, Wikipedia).

.- ¥*Entity Stacking**: Connect entities to trusted sources for verification

framework: Consistency (brand name uniformity) - Structure (schema) - Authority 2025
.((external mentions) - Visibility (Al citations

Practical example: For a software brand, using TechArticle schema with author and
.datePublished increases chances of appearing in Al summaries

:Table of entity optimization tools/methods

Tool/Method | Application | Impact in 2025 | |
| [ | |

| Schema markup (sameAs)| Link to external profiles | Improves entity resolution |
| Topic clusters | Build internal mini knowledge graph | Enhances topical authority |
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| Embeddings comparison| Semantic comparison with competitors| Precision in entity
| matching

Common Mistakes When Transitioning from Traditional SEO to .4.4
AEO

:Many brands fail in the transition by abandoning old principles or ignoring new ones

Ignoring SEO foundation: Thinking AEO replaces it—technical SEO (crawlability, speed) -
remains prerequisite.

- Keyword-only focus: Neglecting conversational queries and entity relationships.

- Generic or Al-generated content: Lacks unique insights - no citations.

- Poor structure: No headings, lists, tables, or schema - low extractability.

.- Ignoring freshness and trust signals: Outdated or unsourced content is rejected

Real-world example: Sites relying solely on keyword stuffing rank well traditionally but rarely
.appear in Al Overviews

.Recommendation: Build AEO as a layer on strong SEO—use tools to track citations

Technical and On-Page Strategies .5

Technical and on-page optimization forms the foundational layer for success in AEO/GEO. Al
search engines like Google Al Overviews, ChatGPT Search, and Perplexity not only read your
content but also extract, synthesize, and cite it. Therefore, pages must be machine-readable,
fast, and highly structured. In 2025, the focus has shifted from keyword stuffing to
**extractability** and **clarity**. This section explores practical techniques that directly

impact citation rates

(Using Structured Data and Schema Markup (FAQ, HowTo, Article .5.1

Structured data (schema markup)** is one of the most powerful tools for AEO/GEO. It helps**
LLMs identify your content as clear entities and extract it more easily. Google has
emphasized in 2025 that schema does not directly affect rankings but increases eligibility for

.rich results and Al summaries while improving extractability

Recommended schema types for 2025: -
- ¥*FAQPage**: For frequently asked questions - excellent for Al extractability even after
reduced rich snippets.
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- **HowTo**: For step-by-step instructions - makes lists and steps easily understandable for
Al.

- *Article/TechArticle**; With author, datePublished, and headline - strengthens E-E-A-T.

.- ¥*Product/Organization/Person**: For entity optimization and branding

Best implementation practice: Use JSON-LD (Google’s recommended format). Markup must -
.(exactly match visible page content (schema parity

:(Practical example (before and after
.Before (no schema): A recipe page without structure - Al may ignore it
:(After (with schema

html™ “

Result: 2025 studies show pages with comprehensive schema receive significantly higher
.Citations in Al Overviews

.Common mistake: Spammy or mismatched markup - Google penalizes it and reduces trust
Content Structure: Headings, Lists, Tables, and Direct Answers .5.2

Al engines prefer structured content because it is easier to parse. Focus on scannable
:chunks

Headings**: Clear H1, descriptive H2/H3 - answer intent directly (e.g., “How to Bake a** -
Chocolate Cake?”).

- **Lists and Tables**: For comparisons, steps, or data - Al often extracts these directly.

- **Direct Answer**; Provide a summary in the first paragraph (50-70 words) - act as a
.TL;DR

:‘Table of ideal structure elements

Element | Why It Matters | Practical Example | |
| [ | |

| Descriptive H2/H3 | Improves semantic relevance | “Best Ingredients for Chocolate Cake
2025 |
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| Numbered/Bulleted Lists| High extractability | Step-by-step baking instructions |
| Tables | Easy comparison | Table of alternative ingredients |
| | Short Paragraphs | Al readability | Max 4-5 sentences per paragraph

Real-world example: Pages using tables for product comparisons earn higher citations in
Perplexity and ChatGPT

Optimization for Natural Language and Conversational Queries .5.3
.(Users enter longer, conversational queries in Al (8+ words

Focus: Long-tail questions and deep user intent. -
- Technique: Create natural Q&A sections, use conversational language (e.g., “How to...?" or
("..."Best way to

Example: Instead of “chocolate cake,” optimize for “How to bake a homemade chocolate
"?cake without an oven for beginners in 2025

Content Freshness and Regular Updates .5.4

Freshness** is one of the strongest signals in 2025. Al applies time decay and prioritizes**
.newer content

Updates: Add visible “last updated” date, refresh stats/data. -
.- Cadence: Quarterly for trending topics; annually for evergreen

.Example: Content updated with “2025" in title/body earns far higher citations

.Common mistake: Publish once and forget - citation window is short

Practical Examples: Before and After Applying Changes .5.5

.Before: Generic page about “best laptops” - good traditional ranking but low Al citations

Changes applied:

- Added TechArticle + FAQ schema.
- Structured with comparison tables.
- Summary at top of page.

.- Updated with 2025 data
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After: Significant increase in Al response visibility

These on-page strategies are foundational for success and align well with traditional SEO.
Without strong structure, even excellent content rarely earns citations. In the next section,
.we explore advanced content strategies like topic clusters and user intent

Advanced Content Strategies .6

In previous sections, we covered foundational and technical principles of AEO/GEO. Now we
move to the advanced content layer: where the focus shifts from technical structure to depth,
comprehensiveness, and uniqueness. In 2025, content that succeeds in Al responses is not
only structured but also comprehensive, entity-rich, and aligned with complex user intent.
LLMs prioritize content that demonstrates topical authority, offers unique insights, and is
reinforced across multiple external sources. This section reviews practical strategies with

.real-world examples from successful content

Creating Comprehensive Content and Topic Clusters .6.1

One of the most powerful strategies in 2025 is building **topic clusters** (thematic clusters).
This approach turns your content into an internal knowledge graph that Al recognizes as an
.authoritative source

Pillar Page**: Comprehensive main page covering a broad topic (e.g., “Email Marketing** -
Optimization in 2025").

- *¥*Cluster Pages**: Supporting pages diving deep into subtopics (e.qg., “Best A/B Testing
Tools” or “Segmentation Strategies”).

.- **Internal Linking**: Strong linking between pages to signal topical depth

According to 2025 studies, sites with topic clusters earn significantly higher citations in Al
.Overviews because Al prioritizes topical breadth and depth

Real-world example: Brands like HubSpot dominate in ChatGPT and Perplexity with
.comprehensive clusters

:Table of topic cluster benefits

Benefit | Impact on Al Search | Practical Example | |

| Topical Authority | Higher citations | Deep clusters in Al Overviews |
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| Query Fan-Out Coverage | Covers multiple intents | Pillar + 10-20 cluster pages |
| | Cross-Referencing Signals | Validation for LLMs | Bidirectional linking

Common mistake: Deep single-page content without clusters - Al views it as less
.authoritative

Focus on User Intent and Query Fan-Out .6.2

Al expands queries into multiple sub-intents (query fan-out). Successful content covers all
.aspects of intent

Conversational Intent**: Natural language, direct questions (e.g., “How to...?" or “Best** -
way to..."”).

- **Intent Clusters**: Identify long-tail and related questions using tools like AlsoAsked or
Semrush Keyword Wizard.

.- *Comprehensive Coverage**: Each page answers multiple related queries

.In 2025, intent-aligned content achieves higher visibility

Example: A page on “Best Developer Laptops 2025” covering comparison tables, pros/cons,
.and various use cases earns high citations in Perplexity and ChatGPT

(Using Multimedia (Images, Video, Infographics .6.3

Multimedia** plays a key role in extractability and engagement. Al engines (especially**
.multimodal ones like Gemini) better synthesize visual content

Images and infographics: With descriptive alt text and captions. -
- Video: Full transcripts and YouTube embeds.
.- Tables and charts: For comparisons

.studies show multimedia significantly boosts visibility as Al uses it for richer responses 2025
.Real-world example: Content with video explainers on YouTube dominates Al Overviews
.Common mistake: Images without alt text or transcripts - Al cannot parse them

Branding and External Mentions .6.4

.Citations** in Al often depend on external signals. Unknown brands receive fewer mentions**
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External Mentions**: On Reddit, LinkedIn, Wikipedia, news sites.** -
- **Brand Authority Building**: Wikidata entry, mentions across multiple platforms.
.- **Third-Party Reinforcement**: Guest posts, interviews, Reddit discussions

According to 2025 studies, external mentions strengthen trust

Example: Brands with widespread mentions achieve high citations despite lower traditional
.rankings

Comparison with Successful Content in Al Responses .6.5
:Top-performing content in 2025 shares common traits

HubSpot/Semrush: Deep clusters, freshness, schema - dominant in marketing queries. -
- Wikipedia/YouTube: High authority, multimedia.
.- Reddit threads: Real-user insights

:Successful vs. unsuccessful content comparison

Feature | Successful Content | Unsuccessful Content | |

| U — | |
| Depth | 3000+ words, clusters | Single-page, shallow |

| Uniqueness | Proprietary data, insights | Generic, Al-generated |

| External Signals | Mentions on Reddit/Wiki | Only own site |

| Multimedia | Tables, video, infographics | Text-only |

| | Freshness | 2025 updates | Outdated content

Platform-Specific Optimization .7

So far, we have covered general principles and content/technical strategies for **AEQ/GEO**.
In practice, however, each Al search engine exhibits different behavior, algorithms, and
priorities. By the end of 2025, the Al search ecosystem has consolidated around several
major players, each requiring a slightly tailored approach. This section examines optimization
in detail for the most important platforms and highlights common threads and key

.differences

Google Al Overviews and Al Mode .7.1

Google** remains the dominant player, with **Al Overviews** (and the newer Al Mode)**
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appearing in approximately 15-16% of queries (after peaking at 25% in summer and a year-
.(end pullback, per Semrush and Search Engine Land data

Key optimization tips for Google in 2025:

- Your content must have strong presence in the traditional top 10 organic results (high
overlap with top organic).

- Structure is critical: Extensive use of FAQ, HowTo, lists, tables, and schema markup.

- ¥*Freshness** is vital - content updated with 2025 dates and new stats takes priority.

- Strong **E-E-A-T**; Clearly identified author, full bio, internal and external sourcing.

.- Page speed (Core Web Vitals) and mobile-friendliness directly affect extractability

Successful example: Recipe sites using HowTo schema and ingredient tables dominate Al
.Overviews for food-related queries

Common mistake: Focusing solely on Al while neglecting traditional SEO - Google still draws
.from its organic index for Al Overviews

ChatGPT and OpenAl Search .7.2

ChatGPT Search** boasts over 800 million weekly users and is the largest source of Al**
referral traffic (approximately 78-87% share according to Conductor and SE Ranking studies
(in late 2025

Key optimization tips:

- ¥**Authority** and brand recognition are extremely important - well-known brands receive
the most citations.

- Long, in-depth, conversational content performs best (3000+ words with unique insights).

- Mentions in external sources (Reddit, LinkedIn, YouTube) significantly increase citation
chances.

- **Freshness** matters less than for Google, but timeless content with proprietary data
.excels

.Example: Sites with original data are frequently mentioned directly
.Common mistake: Short, generic content - ChatGPT ignores it and generates its own
Perplexity Al .7.3

Perplexity** experienced explosive growth in 2025, capturing around 15% of Al referral**
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.(traffic. It has the strongest citation system (average 5-9 sources per response

Key optimization tips:

- Accuracy and internal sourcing are crucial - Perplexity favors content with credible
citations.

- Clear structure (headings, lists, tables) and simple, direct language.

- Research-heavy, academic-style content performs exceptionally well.

- Reddit and GitHub mentions have high impact.

.- **Freshness** is critical for news and trending topics

Successful example: Reddit threads with genuine discussions often appear in Perplexity
.responses

Gemini, Claude, and Other Tools .7.4

Gemini (Google)**: Very similar to Al Overviews but stronger in multimodality. Optimize** -
like Google + emphasize images, video, and infographics. Visual-rich content takes priority.

- **Claude (Anthropic)**: Focuses on deep reasoning and safety. Long, logical, unbiased
content excels. Provides fewer citations but drives high-conversion traffic when it does.

- ¥*Grok (xAl)**: Deep integration with the X platform. Real-time, trending, high-engagement
.content takes priority. Mentions on X have direct impact

Common Threads and Differences .7.5
:(Comparison table of key platforms (late 2025

Platform | Primary Priority | Best Content Type | Main Citation Sources | Approximate |
Referral Share |

| Google Al Overviews | Freshness + Structure + E-E-A-T | Lists, tables, FAQ/HowTo | Top
organic results | Dominant (low referral) |

| ChatGPT Search | Brand authority + Uniqueness | Deep content, proprietary insights | Major
brands | 78-87% |

| Perplexity | Accuracy + Research depth | Analytical, well-sourced content | Reddit,
specialized sites | 15% |

| Gemini | Multimodal + Freshness | Visual + text content | Similar to Google + YouTube |
6-10% |

| Claude | Reasoning & Safety | Long, logical content | Academic & trusted sources | <5% |
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| | Grok | Real-time + Engagement | Trending, provocative content | X posts & news | Growing

Common across all platforms:

- Strong **E-E-A-T** and entity clarity

- Clear structure and high extractability

- Unique and authoritative content

(- External signals (mentions, quality links

Practical recommendation: Adopt a hybrid strategy - build core content optimized for Google
.(solid foundation), then layer uniqueness and external mentions for ChatGPT and Perplexity

In the next section, we cover tools and methods for measuring AEO performance so you can
.accurately track the impact of these strategies

Tools and Performance Measurement Methods .8

One of the biggest challenges for specialists in 2025 is accurately measuring performance in
the Al search ecosystem. Unlike traditional SEO with clear KPIs like rankings, clicks, and
organic traffic, **AEO/GEO** is built on visibility in generative responses, citation rate, and
brand mentions. Fortunately, new tools and combinations of classic ones enable
comprehensive tracking. This section introduces the most important tools, new KPIs, and

.practical analysis methods

Al Visibility Tracking Tools (e.g., Semrush Copilot, Mention .8.1
(Tracking

:In 2025, several specialized tools for measuring AEO/GEO have been developed or upgraded

Semrush Al Toolkit (Sensor + Copilot)**: Monitors thousands of queries daily and reports** -
your brand’s presence in Al Overviews, ChatGPT, Perplexity, and Gemini. Key feature: Share
of Voice in Al responses and changes after content updates.

- **ahrefs Al Search Monitor**: Tracks citations in Perplexity and ChatGPT with domain-level
visibility focus.

- **Profound**: Dedicated reports for Al Overviews and Al platform referral traffic.

- **Mention and BrandMentions**: Real-time brand mention tracking in responses from
.ChatGPT, Perplexity, and Claude

:Comparison table of main 2025 tools
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Tool | Platform Coverage | Key Feature | Approximate Monthly Price | |

| | | [ |

| Semrush Copilot | Google, ChatGPT, Perplexity, Gemini | Share of Voice + citation tracking |
$250-500 |

| ahrefs Al Monitor | Perplexity, ChatGPT | Domain citation rate | $200-400 |

| Profound | Google Al Overviews | Impression share in Al summaries | $150-500 |

| | Mention | All Al platforms | Real-time brand mention alerts | $100-300

.Recommendation: Use at least one specialized tool + Google Search Console
Citation Analysis and Attribution .8.2
.Citation tracking** is the most accurate success metric in AEO**

Manual method: Search target queries on each platform and check citations (suitable for -
small samples).

- Automated method: Tools like Semrush or Profound report citation rate as a percentage.

- **Attribution modeling**: Combine referral traffic with specific UTMs to measure actual
.Clicks from citations

Practical example: Brands have increased citation rates and seen direct referral traffic growth
.after AEO campaigns

Common mistake: Focusing only on Google Al Overviews - ChatGPT and Perplexity often
.deliver higher-quality traffic

(Integration with Traditional SEO Tools (GA4, Search Console .8.3
:Classic tools remain essential but need adjustment

Google Analytics 4 (GA4)**** -

- Create segments for new traffic sources (chatgpt.com, perplexity.ai, gemini.google.com).
- Track events for landing pages frequently referred from Al.

- Custom reports comparing traditional vs. Al organic traffic.

- ¥*Google Search Console (GSC)**:

- Performance reports for queries with Al Overviews.

.(- Impressions in Al summaries (reported separately since mid-2025
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New KPIs: Al Impressions, Referral Traffic, and Brand Mentions .8.4
:Traditional KPIs are no longer sufficient. New 2025 KPI set

New KPI | Definition | Suggested Target (Average Site) | Measurement Tool | |

| Al Visibility Share | % of Al responses featuring your brand | 20-40% in target queries |
Semrush, Profound |

| Citation Rate | Citations / sampled queries | 25-50% | Semrush Copilot, ahrefs |

| Al Referral Traffic | Traffic from Al domains | 5-15% of total traffic | GA4 |

| Brand Mentions in Al | Mentions in generative responses | 30% YoY growth | Mention,
BrandMentions |

| Al Impression Share | Impressions in Al summaries vs. competitors | 15-30% | GSC +
| Profound

Real-world example: Sites focusing on AEO have grown Al referral traffic significantly
.alongside brand mention increases

:Tracking setup checklist

.Select and configure a specialized AEO tool .1

.Segment GA4 for Al sources .2

.Build a list of 50-100 target queries and monitor monthly .3
.Prepare monthly reports with YoY and MoM comparisons .4

Challenges, Risks, and the Future .9

As Al-powered search engines have expanded in 2025, professionals and businesses have
faced new challenges and risks. At the same time, emerging technologies like multimodal
search and **agentic search** have created unprecedented opportunities. This section
examines these issues in detail and forecasts future trends to prepare you for sustained

.success in AEO/GEO

Decline in Direct Traffic and the Great Decoupling .9.1

One of the biggest challenges in AEO/GEO is the phenomenon known as the **"“Great
Decoupling”**: rising search volume alongside falling clicks and direct traffic to websites. This
has been exacerbated by the growth of **zero-click searches** (queries where users receive
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.(answers without clicking a link

Key 2025 statistics: -

- Zero-click searches account for approximately 58-65% of all searches (with organic CTR
dropping up to 30-61% in queries featuring Al Overviews).

- Google Al Overviews, after an initial surge (up to 25% in summer), pulled back to around
15-16% of queries by year-end.

- Organic traffic declines have been significant in informational industries (news, recipes,
.travel), though some recovery in CTR has occurred for certain keywords

Primary challenge: Informational sites have taken the hardest hit as Al delivers -
comprehensive answers.

- Solutions:

- Focus on **brand recall**; Al citations can increase brand awareness.

- Create actionable content that encourages clicks (e.g., interactive tools or downloadable
resources).

- Invest in multichannel strategies: email, social media, and push notifications to
compensate.

.(- Al referral traffic is growing (though still low for many sites

Real-world example: Some sites have partially recovered direct traffic by adding interactive
.content

.Common mistake: Expecting a return to traditional CTR levels - prepare for a zero-click world
Legal Issues and Attribution .9.2

:With rising citations in Al responses, new legal and ethical concerns have emerged

Insufficient attribution: Some LLMs fail to fully credit sources, prompting complaints from -
content publishers.

- Legal disputes: Multiple lawsuits against Al platforms were ongoing in 2025.

- Risk to publishers: Content used without proper citation or excessively by Al can reduce
.revenue

Solutions: -

- Use schema markup and structured data to ensure clear attribution.

- Pursue licensing agreements with Al platforms.

.- Monitor mentions with specialized tools to identify potential violations
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.Example: Platforms with robust citation systems have earned greater publisher trust

Trend Predictions: Agentic Search and Multimodal 2026 .9.3
:is likely to bring even deeper transformations in search 2026

Agentic Search**: Al will handle complex tasks beyond simple answers (e.g., planning** -
trips or automated purchases). This requires actionable, API-ready content. Agentic
capabilities are already advancing in platforms like Grok.

- ¥**Multimodal Search**: Combining text, images, video, and audio in responses (Gemini and
others lead here). Visual-heavy content with alt text and transcripts will earn higher citations.
- **Personalized AI**: Responses tailored based on user history and context.

.- **Voice Search Growth**: Conversational and short-form content will gain priority

Predictions: By the end of 2026, a substantial portion of searches will be multimodal or
.agentic, with Al referral traffic growing significantly

Combining AEO with Multichannel Strategies .9.4

To mitigate AEO risks (e.g., traffic decline), businesses must strengthen multichannel
:approaches

Social Media** (especially X): Deep integration with Grok; mentions on X boost citations.** -
- **Email Marketing**: Personalized email open rates have risen.

- ¥*OQwned Media**: Apps, notifications, and community platforms for direct engagement.

- **Paid Media**; Advertising within Al platforms is expanding

Successful example: Brands combining AEO with multichannel efforts have offset organic
traffic losses

.Common mistake: Relying solely on AEO - maintain a diversified channel portfolio
These challenges and trends demonstrate that AEO/GEO is a dynamic, evolving field. In the

final section, we provide a practical checklist and key recommendations for starting or
.improving your AEO strategy

Conclusion and Practical Checklist .10

At the end of this comprehensive guide, we have covered every aspect of optimization for Al-
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powered search engines (AEO/GEO): from understanding search evolution and LLM
mechanics to technical, content, platform-specific, and performance measurement
strategies, and finally challenges and future outlook. 2025 has clearly shown that generative
search is not a temporary trend but a permanent paradigm shift in the digital ecosystem.
Brands and professionals who embrace this change and shift their strategy from “traffic-
driven” to “visibility- and authority-driven” will not only survive but lead in the new

Jlandscape

Summary of Key Points .10.1

AEO/GEO complements rather than replaces SEO: A strong traditional SEO foundation -
(technical, E-E-A-T, speed) is prerequisite for Al search success.

- Primary focus on authority, uniqueness, and extractability: Your content must be recognized
by LLMs as credible and easily extractable.

- Structure and freshness are critical: Schema markup, headings, lists, tables, and regular
updates multiply citation chances.

- The ecosystem is diverse: A hybrid strategy across Google, ChatGPT, Perplexity, and others
is essential; ignore no platform.

- New measurement is required: Use specialized tools and KPIs like citation rate, Al referral
traffic, and share of voice.

- Manage risks: Offset direct traffic decline (Great Decoupling) with multichannel and
actionable content.

- The future is hybrid and agentic: Prepare for multimodal, personalized, and agentic search
.in 2026 and beyond

Numerous 2025 studies have shown that brands systematically implementing AEO/GEO
achieved substantial increases in visibility and brand recall, even as some competitors saw
.significant direct traffic drops

Step-by-Step Checklist for Starting AEO .10.2

:Use this practical checklist directly in your projects. Follow the steps in order

Assess Current State**+* 1

- Compile a list of 50-100 core business target queries.

- Use tools like Semrush Copilot or Profound to measure current visibility in Google Al
Overviews, ChatGPT, and Perplexity.

.(- Audit site E-E-A-T (author, sourcing, external mentions
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Strengthen Technical Foundation**** 2

- Optimize Core Web Vitals.

- Add comprehensive schema markup (Article, FAQ, HowTo, Organization with sameAs).
.(- Improve page structure (clear headings, lists, tables, short paragraphs

Produce and Optimize Content**** 3

- Build topic clusters (pillar + at least 5-10 cluster pages).

- Create unique content with proprietary insights, multimedia, and conversational language.
.- Update all key pages with current dates

Build External Authority**** 4

- Register/update your entity on Wikipedia, Wikidata, LinkedIn, and industry lists.
- Create targeted mentions on Reddit, GitHub, X, and media.

.- Strengthen media relations and guest contributions

Implement Tracking**** .5

- Set up a specialized AEO tool (Semrush, ahrefs, Profound).

- Segment GA4 for Al referral sources.

.(- Configure monthly reports with new KPIs (citation rate, Al visibility share

Test, Measure, and Iterate**** .6

- Test changes on a few pages and check citations after 7-14 days.

- Scale successful content.

.(- Review strategy every 3 months based on new data (Google updates, platform growth

Final Recommendations for Professionals and Businesses .10.3

For executives and decision-makers: View AEO/GEOQ as a long-term brand investment, not a -
short-term expense. Allocate dedicated budget for content, tools, and authority building.

- For SEO/Content specialists: Shift mindset from “rankings and clicks” to “citations and
influence.” Close collaboration with PR, branding, and data teams is essential.

- For everyone: Be patient - AEO effects typically appear after 1-3 months but are durable
and resilient to algorithmic changes.

- Look ahead: Start preparing today for multimodal and agentic search; produce visual, API-
.ready, and actionable content

The Future & Electrical Engineering - A Comprehensive Roadmap from University to the

Global Job Market
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