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INTRODUCTION

Why This Book Exists

And Why You Need to Read It Right Now

ChatGPT.Can't
"' FindYour.Business?

-_“ "’. v
Fix It with

w»  Answer. Engine
 Optimization (AEO)

Unless you have been under a big rock, you know that Ai is coming in like a bull in a China Shop.

It will and is fundamentally changing life like that Internet has. Unlike the Internet that took about 35
years to weave its way into pretty much most things, Ai has done it in 1/10th the time and it will be
involved in EVERYTHING in business.

It is evolving 100x faster than anything before in history. This includes how people find businesses like
yours on the Web.

Ai searches often only give one direct answer and then gives you a phone number to call. No more

pages and pages of possible answers. Instead of going to the library and finding books on the subject,
Ai is the librarian and they grab one single best book on the subject and hand it to you.

Ai search traffic is going through the roof and yet most businesses are not tracking to see what is
happening with Ai Search for their site.

Because Ai is changing so fast, you will get regular updates of this book for next year! Just check the
email that you used to purchase this!
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These are Ai visits that we started tracking from the evening of November 18th, 2025 up until Feb 16.
2026. 100,058 visits so far and we are still tweaking pages on their site. They have over a thousand
pages.

This is a picture from iQ Ai Tracker for WordPress sites.

AEO Website Checker - Ai Tracker ~ Overview |  Agents Pages Settings
Period Total Visits Unique Agents Pages Visited
All Time 100058 18 5828

Date Range | All Time v Agent Type All Agents

Graph Type | Wave v Update Graph

How many Ai visits are you getting? Are you tracking Ai visits? If not, you need to! Can you see why?

Hopefully this will get you to pay attention. With estimates as high as 60% of all searches coming from
Ai in 2026, your timing on getting this book could not have been better. Good for you!
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Let Me Tell You About Dave

Last month, a business owner called me. Let’s call him Dave.

Dave owns an HVAC company in the Midwest. Been crushing it for 15 years. Five-star reviews
everywhere. Happy customers. Great reputation. The whole deal.

But his phone stopped ringing as much.

Leads were down 30%. The marketing budget stayed the same. Results? Not so much.
“What changed?” he asked me.

I had a hunch. So | asked him one question.

“‘Dave, when was the last time you asked ChatGPT for a recommendation?”

Long pause.

“Yesterday,” he said. “| asked ChatGPT to recommend a restaurant for my anniversary.”
“Did it work?”

“Yeah, actually. Great recommendations. | didn’t even Google anything. Just booked the place
ChatGPT suggested.”

Another pause.
Then the lightbulb moment hit.
“Oh no,” Dave said. “People are doing that for HVAC companies too, aren’t they?”

Yep.

The Test That Changed Everything

Right there on the phone, | tested it.

| asked ChatGPT: “Who are the best HYAC companies in Nashville?”

It recommended five companies. Dave’s company? Not on the list.

Then | tried Claude. Same thing. Google Gemini. Nope. Perplexity. Still nothing.
Five different Ai platforms. Zero mentions of Dave’s company.

“But | have 200 five-star Google reviews!” Dave said.

“I know,” | told him. “But Ai doesn’t know you exist.”

Fifteen years building his business. Thousands of happy customers. Perfect service. Stellar reputation.
And when people asked Ai for recommendations? He was invisible. Like his company didn’t exist at all.

The Dave Test: Is Ai Recommending Your Business?
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What happens when customers ask Ai about YOUR industry?

ChatGPT "Best [your industry] in [your city]?" Your business IS or IS NOT
mentioned

Claude "Best [your industry] in [your city]?" Your business IS or IS NOT
mentioned

Google Gemini "Best [your industry] in [your city]?" Your business IS or IS NOT
mentioned

Perplexity "Best [your industry] in [your city]?" Your business IS or IS NOT
mentioned

Copilot "Best [your industry] in [your city]?" Your business IS or IS NOT
mentioned

MENTIONED: Customers call YOU, you win the lead, revenue grows. You are ahead of
90% of competitors.

NOT MENTIONED: Customers call your COMPETITOR. You never even knew they
existed. Revenue shrinks. You are invisible.

The Revolution You Missed

Here’s what happened while you were busy running your business.
The entire way people find businesses changed. Not gradually. Not over years. Suddenly.

Late 2022: ChatGPT launches. Within two months, it hit 100 million users. Fastest-growing app in
history. Then came Claude. Gemini. Perplexity. Microsoft Copilot. Grok.

Millions of people stopped Googling and started asking Ai instead.

¢« The Critical Difference

Google: Shows you 10 websites to click through. You compare. You decide.

Ai: Gives you THE answer. 2—-3 business names. Direct recommendation. Done.

If Ai doesn’t mention you, the customer never even knows you exist.
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Why | Wrote This Book For You!

Hi there Dear Reader,
Since you are here, there are a couple of things | know about you.

1. You are an open minded person willing to learn.
2. You take Ai and AEO seriously, unlike millions of other business owners.

3. If you follow through and do the work, you have a chance to not just do well with Ai Search, but to
dominate your competition.

I’'m Andrew Easy Anderson. To explain the Easy part, some time ago | was working with an Attorney
from a Fortune 100 company and dove into a problem project and | fixed a problem for him. After he
looked at the solution, he said, Andrew, you made it so easy! Then he started just calling me Easy and
that was that. To tell you the truth, since | was a kid working on the farm with my grandparents or
working on a car with my Dad, | was always asking why, and figuring out how to do things better and
faster. Low and behold, a lot of the times my suggestions worked.

As | became an adult, I've spent a lot of my career at the intersection of technology and business and
applied the same process. | became the guy they called when they tried everything and nothing
worked, then | came in and tapped just the right spot on the machine and got things working again.

40 years in IT. I've worked with Microsoft, IBM, and Apple. Oh and thousands of small and medium
sized businesses in the US and pretty much all around the world.l have been involved with educational
and training products that have been used by thousands of companies and at least dozens of Fortune
500 companies and hundreds of Universities. I've seen every major technology shift of the last four
decades—from mainframes to PCs, from dial-up to broadband, from websites to mobile, from social
media to voice input and... well, this, Ai.

I have done all kinds of things in IT and outside of it, from farming to building oil rigs. This has given me
what | consider a rather unique way of looking at how to solve things and make those solutions easy to
implement.

There is this old saying that | think rings true in this case.

“A jack of all trades is a master of none, but oftentimes better than a master of one”

The bottom line is | have seen a lot of changes and I'm telling you: the Ai shift is the biggest one
yet by a long shot.

For the last four years, while most people were still figuring out what ChatGPT even was, | got early
access to ChatGPT. I've been pioneering a field that is Answer Engine Optimization (AEO) or Ai Engine
Optimization (less typing) at my agency, iQ Marketers. As near as we can tell back of the cuff, we have
generated around $2 billion in client leads over decades of business. | like to say, we have almost
figured how to get businesses found. | do not consider myself an expert, but a student who is willing to
learn something new every day and toss out the things that no longer work quickly.
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But this Ai shift? It required building something entirely new and thinking differently.

Ai is improving at an astounding rate. Elon Musk called it a singularity because it is improving by 3 or 4
X every week... compounded.

Google alone is pumping in $500 million dollars a day into Ai. NVIDIA which makes Ai chips now has
the largest market cap in the world at a staggering $4.5 Trillion dollars with a T.

SEO versus AEO

We have been doing SEO for over 20 years and | realized right away that while there is overlap, Ai
Search is pretty much a whole new ball game.

| have personally been involved with ADA (Americans With Disabilities Act) and technology since it
came into law and worked on projects with both Apple and IBM and thousands of other companies
concerning this.

Why am | bringing this up? This was a light bulb moment. Because one of the things that | realized
after looking at the data is that in making websites accessible to people with Disabilities, doing so also
makes them Ai friendly. Because Ai, while it can interpret pictures, it basically looks at your website as a
vision impaired or blind person would.

As far as | know, | was the first one to publicly make this connection and integrate it into our Ai Search
Engine Optimization framework. And unfortunately or fortunately for you, we are the only ones
implementing this with our clients.

Is ADA compliance the only thing that helps with Ai Search? Not even close but it is a key component
that pretty much everyone else is missing.

I laughably figured | could get this book done in about 60 pages, however after the 5th rewrite, it would
be doing a disservice to you if | left parts out.

With that in mind | have chunked this puppy down into bite sized chunks that you can read and then
apply in about 10 minutes and make a real dent in getting your site to show up in Ai search.

And as you have noticed. | use Ai instead of Al. One because | keep thinking is says AL, and as for as
intelligence goes, Ai does not deserve a capital i yet. While it is great and breathtakingly amazing, it
does not rate a capital in the intelligence part yet, it is just some really good computing.

When they publicly announce true self thinking Ai | will change. Do | think that will happen? | think it
already has but it is kept in a deep dark place. What is publicly available is about 10 years behind some
of the hard-core R&D and many of the people | hang around with think the same thing. They already
have it.

Regardless, let’'s get you showing up in Ai Search and give you a chance at making some serious
money and future proofing your business.. Here we go...
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“,, How the Framework Was Built

| spent over a year developing, testing, and refining the Answer Engine Dominance
Framework™. Not in a lab. Not in theory. With real businesses, real data, real results.

The process:

* Tested hundreds of websites across dozens of industries

 Tracked which businesses got cited by Ai and which didn’t

* Identified the common patterns that separated winners from losers

» Scored those patterns into a measurable system

* Validated the system across ChatGPT, Claude, Gemini, Perplexity, and Copilot
* Refined until the framework consistently predicted Ai citations

The result: a Five Pillar scoring system that tells you exactly where you stand—and
exactly what to fix.

This book is the distillation of everything I've learned. Every test. Every failure. Every breakthrough.
Packaged into a step-by-step system that any local business can implement. And we learn new things
every day!

Because here’s what keeps me up at night: most businesses have no idea this is even happening.
They’re losing customers to competitors who figured this out. And they don’t even know why. They think
it's the economy. Or increased competition. Or just a “slow season.”

Nope. They’re invisible to Ai. And that’s fixable. IF... they know what is wrong and how to fix it.
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This Book Is Different

This isn’t like those other marketing books collecting dust on your shelf. It's not a theory. It's not fluff. It's
not “10 Amazing Tips to Grow Your Business!” nonsense that worked in 2015 but hasn’t worked since.

This is a practical, step-by-step guide built on the Answer Engine Dominance Framework™—a system
with Five Pillars, measurable scores, and clear action steps:

What It Covers

1 Trust Architecture™ Who you are, why Ai should trust you—credentials,
reviews, citations, authority

2 Content Intelligence™  Structure that Ai can extract, understand, and quote
directly
3 Technical Speed, mobile, crawlability—making sure Ai can actually
Excellence™ reach you
4 Schema Authority ™ Structured data (JSON-LD) that removes all Ai guesswork
5 Accessibility & Ai Semantic markup that makes content readable for
Readability™ humans and machines

Each pillar is scored 0—20 points, for a total of 100. Our research shows that businesses scoring 75+
consistently get recommended by Ai. You can check your home page score right now at
aeowebsitechecker.com it takes about 30 seconds. You do not even have to put in an email to get your
results.

See the next page for what a score looks like. This is a test from February 6th, 2026.
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<* CONGRATULATIONS! ¢

Your page was the 16,862“(’ analyzed!

Here are your results

4« Powered by the Answer Engine Dominance Framework™

Y- - e—— Nome Mhowt Miing Fmswork Help Glowsy Sog m \ogin
) ) Overall AEO Score
ChatGPT Can't Find Your Business?

Does Al Even Know Your Website Exists? 100 Excellent
out of 100 & Download PDF

< Rescan

Fnd cutim 3 onds for free — and s 5
tacae croming upin &l iaarch snganas e CACPT. Ferplasiy

95%

@ https://aeowebsitechecker.com/

Pillar 1 20/20 B Ppillar 2 20/20 22 Pillar 3 20/20 8 pillar 4 20/20 <* Pillar 5 0/20

Trust Architectu... Content Intelli... Technical Excelle... Schema Authori... Accessibility™

I am always a firm believer in eating your own dog food. If you have a website, stop and go and check
yours out and if it is not good, | would also check out the site of whoever built it for you as well. Success
and failure both leave clues. The good news is that if your site is not so good, | am going to show you
how to fix that!

Who This Book Is For

This book is for local businesses that serve real people in real places.

*+ Home services companies? HVAC, plumbing, roofing, electrical, landscaping. If you fix
things, make things, or build things—this is for you.

* Professional services? Lawyers, accountants, consultants, financial advisors. If people
hire you for your expertise, keep reading.

* Healthcare providers? Dentists, doctors, therapists, vets. When someone asks Ai “Who’s
a good dentist near me?”, you want to be the answer.

* Retail, restaurants, real estate? Pretty much any business that relies on local customers
finding you.

* Agency? Want to help your clients stay in business with AEO? We got you!
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You Especially Need This If:

* You have 1-100 employees (not a giant corporation with unlimited budget) although we
help some of those too, they are not our main goal here

* You serve customers directly (B2C or B2B, doesn’t matter)

* You rely on word-of-mouth and referrals (the old-school way)
* You need a steady flow of new customers (who doesn’t?)

* You're tired of marketing tactics that stop working

* You want to stay ahead of the curve instead of playing catch-up

Who This Book Is NOT For

Let me save you some time.

« This is NOT for “get rich quick” seekers. If you want magical shortcuts that require zero
effort, close this book and go buy a lottery ticket.

» This is NOT for people who think “Ai is just a fad.” You know, like the internet was just a fad.
And smartphones. And... you get the point.

» This is NOT for anyone expecting results without work. AEO requires effort. Consistency.
Actually doing the thing.

» This is NOT for national brands with massive budgets. You need different strategies entirely.
While we can help and if you are someone in charge, reading this book can help cut through the
BS of any agency that is going to try and pitch you. Here is a quick tip: Just go check out their
site and do an AEO check their score before you spend money with them.

I\ Real Talk
AEOQ requires work. Real work. But if you do the work? The results are real.

Most businesses see their first Ai citations within 30 days of hitting 75+ points on the
framework. Some see results in a week. Some take 60 days. But the pattern is
consistent: 75+ points = Ai citations. In about 90 days you should see some good
results.
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What You’ll Actually Learn

Your Roadmap Through This Book

From understanding to implementation in 90 days

Timeline

UNDERSTAND Why Ai matters, how it works, the Five Pillars Week 1-2
Ch. 4-5 Content structure, technical setup, schema markup Week 2-4
Ch. 6-7 Authority signals, reviews and citations, accessibility Week 4-6
Ch. 8-10 Your industry, scale content, measure results Week 6-8
LAUNCH Ch. 11-12 Future trends, 90-day plan, take action Week 8-12
How to Get the Most Out of This Book
Step 1: Check your score at aesowebsitechecker.com (30 seconds)
Step 2: Read Ch. 1-3 for context (do not skip this!)
Step 3: Start with your weakest pillar - biggest gaps = biggest gains
Step 4: Follow the 90-day plan in Chapter 12 - then re-test monthly
Copyright 2026 all rights reserved AEOWebsiteChecker.com 19
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How to Use This Book

Chapters What You’ll Learn

Understand Ch.1-3 How Ai search works. Why Ai recommends some
businesses but ignores others. The Five Pillars of the
Answer Engine Dominance Framework™.

Build Ch. 4-5 Content structure Ai can quote. Technical setup.
Schema markup and structured data (made simple).

Trust Ch. 6-7 Authority signals. Citations that matter. Review
strategies. Accessibility as a competitive advantage.

Apply Ch. 8-10 Industry-specific strategies. Creating content at scale.
Local business advantages. Monitoring results.

Launch Ch. 11-13 Future of Ai search. Your complete 90-day
implementation plan. Day-by-day action steps.
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Quick Start

[ The Fastest Path to Results

Step 1: Check your score. Go to aeowebsitechecker.com. Run your site. Takes 30
seconds. See where you stand. You can also run a check out 99 more pages of your site if
you have that many for free. There are a lot of agencies charging people over $1,000 for
mediocre Ai checks. That is now how | operate.

Step 2: Read Chapters 1-3. Understand WHY this matters and HOW Ai works. Don’t skip
this—you need context.

Step 3: Start with your weakest pillar. Got a 6 on Trust Architecture but a 14 on Technical
Excellence? Fix Trust first. Biggest gaps = biggest gains. Also if you do not have WebP
images on your site, do that first! Because Mobile Page load speeds matter a lot. Big heavy
pics slow your site down.

Step 4: Work through each pillar chapter. Follow the checklists. Implement the fixes.
Move to the next weakest.

Step 5: Follow the 90-day plan in Chapter 13. Specific. Actionable. No fluff.

Step 6: Re-test monthly. Run aeowebsitechecker.com again. Track progress. Ask Ai your
target questions. Are you being cited?

You don’t have to do everything at once. But you do have to be systematic. Progress beats perfection
every single time.

A Word About the Examples You’ll See

Throughout this book, you’ll see examples like: “A Nashville plumbing company improved their Trust
Architecture score from 8 to 17 and started getting cited by multiple Ai platforms within 30 days.”

Let me be super clear: these are hypothetical examples based on patterns we’ve seen
consistently with clients. That being said, like with the first picture, | will show some real client
data as long as | do not compromise their trust.

Your results will vary. Your market is different. Your competition is different. Your execution will be
different. I'm showing you what's POSSIBLE when you implement the framework systematically. Some
businesses will do better. Some will do worse. Most will see solid, measurable improvement if they
actually do the work.

But if someone promises you’ll get exactly X leads in Y days? Run. They’re lying to you.
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The Uncomfortable Truth

Ai is not going away.

More people will use Ai for recommendations every single month. Traditional search is declining. Ai
search is exploding. This isn’t a trend. It's a fundamental shift in how humans find information.

You can ignore it. You can deny it. You can wait and see what happens.

But while you’re waiting, your competitors are capturing customers you don’t even know exist.

¢ The Choice
Option A: Wait. Watch. Hope it goes away. (Spoiler: it won't.)

Option B: Learn AEO. Implement the framework. Get ahead. Dominate your market for the
next decade.

You bought this book. That tells me you’ve already chosen Option B.

Smart move. Let’s get to work.

Ready?

Let's make sure Ai knows you exist.

Let's make sure when people ask for recommendations, your business is the answer.

Let’s do this.

Turn to Chapter 1 and let’s start understanding how this all works.

£J Coming Up Next

Chapter 1.1: How We Got Here—from Yellow Pages to Google to Ai. The same pattern
that’s played out three times in 40 years, and why recognizing it now gives you an
insurmountable advantage.
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CHAPTER 1
The Search Landscape Has Changed Forever

THE SEARCH LANDSCAPE
[HAS CHANGED [FOlEWEs

From Yellow Pages to Google to Ai — and Why This Time Is Different
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1.1 How We Got Here: From Yellow Pages to Google to Ai

Remember These Things?

Let me take you back. The 1980s and 1990s. Big hair, questionable fashion choices, and a book so
important it lived on every kitchen counter in America. Not the Bible. Not the phone book. The Yellow
Pages. That massive, spine-crushing tome of yellow paper that showed up on your doorstep every year
whether you wanted it or not.

It was so heavy that kids used them as booster seats at the dinner table. Adults used them as
doorstops. In a pinch, they doubled as a defensive weapon—swing a Yellow Pages with conviction and
you could probably stop a charging rhinoceros.

But mostly, people actually used them for their intended purpose. When your toilet was doing things
toilets shouldn’t do at 2 AM, you grabbed that Yellow Pages and started calling plumbers. When you
needed a pizza place that delivered, you thumbed through those pages until your fingers turned yellow
from the cheap ink. It was pre-internet Google, except it weighed seventeen pounds and only updated
once a year.

And businesses? Oh, businesses FOUGHT over placement in that book. They paid
thousands—sometimes tens of thousands—for bigger ads. The really clever ones named their
companies “AAA Best Plumbing” or “AAAAA Discount Roofing” just to appear first alphabetically.
Imagine explaining to your grandfather that you’re renaming his 40-year-old family plumbing business
because you need more A’s.

Then Two College Kids Changed Everything

1998. Two Stanford students named Larry and Sergey launched a little search engine called Google.
And everything changed.

Suddenly, you didn’t need to wait for the phone book guy. Anyone with the internet could find your
business in seconds. The digital gold rush was ON.

The businesses that adapted? They thrived. Built websites. Learned this new thing called “SEO.”
Figured out how to rank on Google.

The businesses that didn’'t? Well... when was the last time you thought about your local Yellow Pages
rep?

For over twenty years, Google reigned supreme. SEO became the battleground. Keywords. Backlinks.
Page speed. Mobile optimization. Entire industries were built around one simple premise: rank high on
Google, and you win. Page 2 might as well have been page 200. Nobody clicked there. Ever.

History Repeats Itself (Again)

November 2022. ChatGPT launches. 100 million users in TWO MONTHS. Fastest-growing app in
history. Faster than TikTok. Faster than Instagram. Faster than anything ever.
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And people weren’t just asking it to write emails or explain quantum physics. They were asking it for
recommendations. “Who’s a good plumber near me?” “What’s the best roofing company in Nashville?”
“Find me a dentist who'’s good with kids.”

The middleman changed again. In 1995, it was the Yellow Pages. In 2005, it was Google. Now? It's
Ai. And if Ai doesn’t know about your business, you might as well not exist.

The Search Evolution: Three Disruptions

- Yellow Pages Google Search Ai Answer Engines

1980s-1990s 1998-2022 2022-NOW
How It Print directories, bigger 10 blue links, SEO = | ONE direct answer, AEO = the NEW
Worked ad = more calls, AAA the game, keywords |game, Five Pillars scoring

naming tricks + backlinks

Visibility Updated once per year Page 1 or invisible Recommended or invisible

What "The internet is a fad" "SEO is too "Ai is just hype" (2024). These
Businesse | (1999). Those complicated" (2005). |businesses are going invisible.
s Said businesses closed. Those businesses

lost page 1.

How You Won What

Happened If
You Didn’t

1980s-1990s Yellow Pages Biggest ad + most A's in Phone didn’t
your name ring
1998-2022 Google Search Best SEO: keywords, Invisible on
backlinks, content page 2
2022-Now Ai Answer Engines Best AEO: Five Pillars, Ai doesn’t
trust signals, schema mention you.
At all.
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See the pattern? Every 20-30 years, the game completely changes. And the businesses that say “It’s
just a fad”? They're always the ones who disappear.

“The internet is a fad” (1999). Those businesses closed. “Ai is just hype” (2024). Those businesses are
going invisible right now.

Ten-Minute Win

Think about your own behavior. When was the last time you asked ChatGPT, Siri, or
Alexa a question instead of Googling it? If you’re doing it, your customers are doing it. Now
ask: “Who’s the best [your service] in [your city]?” Does Ai mention you? That’s all you need
to know about whether this matters.

1.2 The Answer Engine Ecosystem: It’'s Not Just ChatGPT

Let’s clear something up right now: this isn’t just about ChatGPT.

Sure, ChatGPT grabbed the headlines. Your nephew won’t shut up about it. But we’re living in a full
ecosystem of Ai answer engines, each with millions of users asking for business recommendations
every single day.

If you only optimize for ChatGPT, you’re only playing on one field. Your customers are spread across
ALL of these platforms:

The Ai Answer Engine Ecosystem

Your customers are spread across ALL of these

ChatGPT 200M+ General queries, most Most popular
popular

Google Ai Billions* Already in Google search Biggest reach
Overviews results

Perplexity 100M+ Research-focused, citations Best citations
built in
Claude 50M+ Professionals, detailed Most nuanced
analysis
Copilot 50M+ Microsoft users, Bing Enterprise integration
integration
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NOT OPTIMIZED: Ai says "l don't have specific information.” Customer calls your
competitor. This is happening RIGHT NOW.

OPTIMIZED WITH FIVE PILLARS: Ai says "I'd recommend [YOUR BUSINESS]."

The Major Players

ChatGPT

Google Ai
Overviews

Google Gemini

Perplexity

Claude

200M+ users. The
mainstream default.
Everyone from
teenagers to CEOs.

Billions of existing
Google users see these
automatically in search
results.

Google’s dedicated Ai
chatbot. Integrated with
Google ecosystem.

100M+ users.
Researchers,
professionals, people
who want cited
sources.

50M+ users.
Professionals, writers,
analysts who need
nuanced answers.

Most popular Ai. When
people say “| asked Ai,”
they usually mean this
one.

Biggest reach. You don’t
need to opt in—Ai
Overviews appear in

regular Google searches.

Deep integration with
Google Maps, reviews,
and business data.

Shows its sources. If
you’re cited, users see
YOUR website linked
directly.

Known for thoughtful,

detailed analysis. Popular

with decision-makers.
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Customer calls YOU directly. This is where you're headed.

Web browsing +
training data + Bing
integration

Google’s own search
index + Knowledge
Graph

Google search
infrastructure +
real-time web

Real-time web
search + multiple
indexes

Web search +
training data
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Microsoft 50M+ users. Builtinto  Enterprise reach. Millions  Bing search index +

Copilot Edge browser, Bing, of office workers ask Microsoft Graph
and Microsoft 365. Copilot questions daily.

Grok X (Twitter) users. Real-time social data. X/Twitter data + web
Integrated into the Growing user base search
social platform. through X integration.

Platform Scouting Report: Know Your Ai Audience

- ChatGPT Gemini/AiO Perplexity Copilot

Users 200M+ Billions™ 100M+ 50M+ 50M+
Best For General Already in Research and | Professional Microsoft
queries Google facts analysis workflow

Data Source Web + Google index Web + Web + training | Bing index
training citations

Key Strength | Most popular | Biggest reach | Best citations | Most nuanced Enterprise
integration

Platform Scouting Report: Grok

The Ai Engine Built Into X (Formerly Twitter) — And Why It Matters for Your Business

Grok at a Glance

Platform Grok Ai by xAi (Elon Musk)

X Users 600 million monthly active users on X (formerly Twitter). Every one
of them has access to Grok.

Grok MAU 64 million monthly active users (late 2025), up 200% from
mid-2025

Daily Users 8-10 million daily active users

Daily Queries 134 million queries processed per day
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Cost Free for all X users. SuperGrok $30/month for power users.

Data Source Real-time X/Twitter posts + web crawling + training data

Key Strength Real-time social data. Grok sees what people are saying RIGHT
NOW on X.

Best For Trending topics, real-time recommendations, social proof queries

Demographics 60% male, 40% female. Over 50% under age 35. U.S. leads

(24%), followed by India (9%).

Why Grok Matters for AEO

Here is the number that should keep you up at night or if you are like me, very happy: 600 million
people use X every month. Every single one of them can ask Grok a question about your industry, your
city, your services. And Grok will answer them, whether you are ready or not.

If you only pick one platform to concentrate on for Social Media and Ai Search, Grok would be it for me.
Make sure you publish something every single day.

Grok is different from ChatGPT, Claude, or Perplexity in one critical way: it has real-time access to what
people are saying on X right now. That means when someone asks Grok "Who is the best plumber in
Nashville?", Grok does not just check websites and reviews. It also checks what people are posting,
sharing, and recommending on X at that very moment.

Unlike the other Ai’s, it actually goes out and searches websites and from what we have seen it reads
content much better that the others.

This makes your social media presence on X a direct AEO signal. Your posts, your engagement, your
replies, your community interactions on X are all feeding data directly into an Ai that 64 million people
are actively using to make decisions.

What Makes Grok Different from Other Ai Platforms

Data Freshness Trained on historical data, Real-time access to live X
some with web search posts and conversations
Social Signals Limited social media Directly reads engagement,
awareness mentions, and trending topics
on X

Copyright 2026 all rights reserved AEOWebsiteChecker.com 29


http://aeowebsitechecker.com

Built-In Audience Users must visit a separate Embedded inside X. 600

website or app million users already have
access.
Business Context Pulls from websites, reviews, | All of the above PLUS what
and structured data people are saying about you

on X right now

Growth Speed Established, steady growth 200% user growth in 6
months. 64 million MAU and
climbing fast.

Your Grok AEO Action Plan

Be Active on X Grok pulls from live X data. If you are not posting,
you do not exist in Grok’s world. Post 3-5 times per
week about your expertise.

Engage With Your Reply to local conversations, industry questions, and
Community customer mentions. Grok sees engagement patterns
and uses them to judge relevance.

Share Your Expertise | Post tips, answer common questions, share case
studies. When Grok looks for "best [your industry] in
[your city]", your expertise posts become its source

material.
Optimize Your X Complete bio with location, services, and credentials.
Profile Grok reads your profile to understand what you do

and where you do it.

Test Grok Monthly Add Grok to your monthly Ai visibility test (Ch. 9).
Ask the same 5 queries you use on other platforms.
Track your mentions.

The Bottom Line

Grok is growing faster than any other Ai platform right now. It went from zero to 64 million monthly
users in under two years. And unlike ChatGPT or Claude, Grok is not sitting on a separate website
waiting for people to visit. It is embedded inside X, where 600 million people already spend an average
of 32 minutes every single day.
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The other big advantage that people are finding is that a lot of the other platforms are becoming very
big brothers in their answers. They refuse to give answers at times, or will give you wrong or partial
answers.

Grok on the other hand is wide open with people and not being PC and people are flocking to it.

Grok has X, something no other Ai platform has: a massive built-in audience that never has to leave the
app to ask it a question. They are already scrolling. They are already engaged. And when they ask
Grok about your industry, your city, or your services, Grok will either recommend you or it will not.

The businesses that are active on X right now are building Grok visibility whether they know it or not.
The ones that are not? They are invisible to an Ai engine that 64 million people already trust for
recommendations.

Right now from what we are seeing, Grok is the biggest opportunity for most businesses.

Add Grok to your Platform Scouting Report. Add X to your content strategy. The window is wide
open.

And More Are Coming

Meta Ai (Facebook/Instagram), Amazon’s Ai shopping assistant, Apple Intelligence and Siri, and
dozens of emerging platforms are all joining the answer engine ecosystem. This isn’t slowing down. It’s
accelerating.

¢ The Key Insight

Every one of these platforms evaluates businesses differently. ChatGPT weighs different
signals than Perplexity. Google Ai Overviews pull from different data than Claude.

But here’s the good news: the Answer Engine Dominance Framework™ and its Five
Pillars are designed to work across ALL of them. Trust Architecture™, Content
Intelligence™, Technical Excellence™, Schema Authority™, and Accessibility & Ai
Readability™ map to what every Ai platform values.

Optimize once with the Five Pillars. Score 75+ at aeowebsitechecker.com. Get
recommended everywhere. Follow us on X and we will follow you back.

https://x.com/AeoWebsiteCheck

Why Optimizing for One Platform Isn’t Enough

This is the mistake most businesses make. They hear about ChatGPT, so they think about ChatGPT.
But your customers are everywhere:

* The homeowner asking Google “best roofer near me” and getting an Ai Overview answer

* The researcher using Perplexity to find “most trusted HVAC companies in Nashville”
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* The professional asking Claude to “compare the top three financial advisors in my area”

»  The office worker asking Copilot “who should | call for commercial plumbing?”

* The teenager asking ChatGPT “where should my mom take the car for repair?” (yes, this happens)
»  The Remote worker asking Grok “ | need a good accountant, who is a really good one”

Please note: Unlike with Old SEO keywords, people are talking into their phones and computers and
there are now real whole sentences in the query.

While | say don’t just concentrate on one platform, getting a really good presence on two should set you
up just fine.

If you’re only visible on one platform, you’re missing 70% of Ai-driven recommendations. The
Five Pillars fix all of them simultaneously. That's the whole point.

Ten-Minute Win

Test your visibility across the ecosystem right now. Open Grok, ChatGPT, Perplexity,
and Google (look for the Ai Overview box at the top of results). Ask all three: “Who’s the
best [your service] in [your city]?” Write down which ones mention you. That’s your
multi-platform baseline—and probably the most eye-opening 10 minutes you’ll spend today.

YouTube and Video Bonus Section

YouTube now shows up in about 16% of the searches in Ai right now.

YouTube currently accounts for approximately 16% of global internet traffic as of 2025. This
marks a significant rise from its 11.6% share in 2022, a year in which it briefly trailed Netflix for
the top spot. EFrorbes +3

The distribution of this traffic varies significantly by platform and region:

e Mobile Dominance: On mobile devices, YouTube is the undisputed leader, responsible
for roughly 37% of all global mobile internet traffic.

e Regional Differences: While YouTube leads in regions like EMEA (Europe, Middle East,
and Africa) with roughly 18% of total traffic, it has historically faced closer competition
from Netflix in the Americas and APAC.

e Video vs. Total Traffic: Overall, video streaming remains the largest category of
internet usage, accounting for roughly 65% of all internet volume. statista +4

The things is that one of the easiest ways to drive traffic is with videos. Not just on YouTube,
but Rumble, FB, and X.

Make one and post it everywhere. Definitions and short 20 to 60 second How-To videos work
great. We will dive into this later, but just take your content that you are going to create, whip
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out your phone and use one of a dozen teleprompter apps if you want to write them up
beforehand and shoot. No fancy editing needed. But, make sure you get subtitles on them.
They will get a lot more views. Make sure you put a link back to your site in and put them on
your site and use Video Schema.

They are super easy to do and provide more proof of your expertise. Most people are not
doing this. You can use the same video on multiple platforms. For the most bang for you buck,
just schedule them at the same time every day.

Does it work? We took over a dead channel for a local roofing company and within one month
we were getting over 1,000 views per video. You only need a couple of new customers to make
this pay off big. This helps with AEO and SEO.

EJ Coming Up Next

Section 1.3: Why Traditional SEO Is No Longer Enough—the side-by-side breakdown of
how SEO and AEO are fundamentally different games, and why winning at one no longer
guarantees winning at the other.

1.3 Why Traditional SEO Is No Longer Enough

Here’s what kept me up at night when | first recognized this shift: everything we’d mastered about SEO
was built on one fundamental premise—getting people to click a link on a list.

That premise is breaking.

When someone asks Claude, “Who should | hire for kitchen remodeling in Brentwood, Tennessee?”,
Claude doesn’t give them a list of ten websites to visit. It gives them an ANSWER. A specific
recommendation. Maybe two or three names, with reasons why.

The user never sees page 1 of Google. They never click a link. They never visit your website.
They just take Al’s word for it.

That’s the game change. And it's why being #1 on Google, by itself, is no longer enough.
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SEO vs. AEO: What Changed

Same goal (get found). Completely different game.

_ Traditional SEO Answer Engine Optimization

Goal Get on page 1 of Google Be THE answer Al gives

How It Works Optimize for keywords and Build trust, structure, schema
backlinks across Five Pillars

User Sees 10 blue links to choose from ONE recommendation from Al

You Win By Being higher on the list Being trusted enough to cite

User Behavior Clicks, browses, compares Asks Al, takes the answer

Trust Signal Ranking position itself Reviews, citations, schema, content

quality

SEO gets you indexed. AEO gets you recommended. You need both.

The Fundamental Differences

What the user sees 10 links to choose from ONE direct answer

Be trusted enough for Al to cite

How you win Rank higher on the list
you

What matters most Keywords, backlinks, domain | Trust signals, structured data,

authority content quality, schema
Who decides Google’s algorithm ranks Al eyaluates and recommends
pages businesses
. You vs. every other page You vs. the 2—-3 businesses Al
Competition .
targeting that keyword actually names
The stakes Lower ranking = less traffic Not mentioned = you don’t exist
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SEO Is Not Dead. It’'s Not Enough.

| want to be crystal clear: I'm not saying throw away your SEQ. Your website still needs to be found,
indexed, and understood by Google. Good SEO is actually a foundation FOR good AEO—a fast,
well-structured, content-rich website helps both.

But SEO alone is like having a great résumé in a world where hiring managers stopped reading
résumeés. The résumé isn’t worthless—it’s just not the only thing that matters anymore.

The businesses winning right now are doing both: maintaining strong SEO while simultaneously
building AEO across the Five Pillars. They're creating content that humans want to read AND that Al
wants to cite. They’re building trust signals that work for Google AND for ChatGPT.

¢ The Real-World Test

Think about how YOU use Al. When was the last time you asked ChatGPT or Claude for a
recommendation and then ignored what it said to go Google the answer instead?

Exactly.

Your customers are doing the same thing. They ask Al. They take the answer. If Al
doesn’t mention you, that customer is gone. They didn’t bounce from your
website—they never visited it in the first place.

Ten-Minute Win

Do this right now: Open ChatGPT and ask “Who’s a good [your service] in [your city]?”
Then open Google and search the same thing. Compare the results. Does Google show
you? Does ChatGPT? If Google says yes and ChatGPT says no, you just discovered your
SEO-to-AEQ gap. That’s the gap this book closes.

1.4 The Business Impact: Real Numbers, Real Losses

Let me share something that should terrify and motivate you in equal measure.

We ran an experiment at iQ Marketers across 50 local businesses in various industries. We asked
multiple Al platforms to recommend businesses in their categories and tracked what happened.
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The Invisible Sixty Percent

We tested 50 local businesses across Al platforms. Here is what happened.

60% INVISIBLE 40% MENTIONED THE MATH

Established businesses. Had AEO signals (often 100 monthly search leads.

Strong Google rankings. accidentally). Better reviews, |60% now via Al. = 60

Good reputations. Al did not | schema, or structured content. | leads/mo you are missing. x

know they existed. The ones who knew... $1,000 avg customer value. =
DOMINATED. $720,000/yr lost revenue.

Check your score: aeowebsitechecker.com - Find out if you are in the 60% or the 40% right now.

The Results Were Brutal

Businesses NEVER 30 out of 50 60% Completely
mentioned by any Al invisible

platform

Businesses mentioned by at = 20 out of 50 40% Some visibility
least one Al

Businesses recommended 8 out of 50 16% Getting the leads
FIRST by Al

These weren't fly-by-night businesses. Many had been operating for years. Strong Google rankings.
Solid reputations. Good reviews. By every traditional metric, they were successful.

Al just didn’t know they existed.

The Math Nobody Wants to Hear

Recent studies show over 60% of consumers now use Al for business recommendations and product
research. That number is growing every month. Let's do some simple math:
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§ The Revenue You’re Losing Right Now
Say your business gets 100 leads per month from online search.

If 60% of those searches are now happening through Al... that’s 60 potential customers
asking Al instead of Google.

If Al doesn’t mention you... those 60 people never see your name. They go to whoever Al
recommends.

If your average customer is worth $1,000... that's $60,000/month in lost leads.

$60,000 x 12 months = $720,000 per year in potential revenue you’re leaving on the
table.

And that’s conservative. The real number is probably higher because Al-referred customers
tend to have higher intent—they’ve already been told you're the one to call.

But Here’s the Good News

We're still in the early days. Like, really early. Most businesses have absolutely no idea this shift is
happening. They’re watching their leads slowly decline and blaming the economy, the season,
increased competition, or Google’s latest algorithm update.

They’re not wrong that something changed. They’re just wrong about WHAT changed.

You're reading this book, which means you’re already ahead of 90% of business owners. The window
to establish yourself in Al recommendations is wide open right now. It won’t be forever.

| Real Story: From Zero to Al-Recommended in 90 Days

One of our clients, a roofing company in the Midwest, was getting zero Al mentions in
September. Zero. They had great Google reviews, a decent website, and years of
experience. Al just didn’t know about them.

After implementing the Answer Engine Dominance Framework ™—fixing their schema,
restructuring content for Al, building trust signals across all Five Pillars—they were being
recommended by ChatGPT, Claude, and Perplexity within 90 days.

Not just mentioned. Recommended FIRST.

Their phone started ringing with customers who said, “l asked ChatGPT for a roofer and it
told me to call you.” That’s the future. It's already happening. And it can happen for you.
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Ten-Minute Win

Do the iQ Marketers test yourself: Go to ChatGPT, Claude, Perplexity, Google Gemini,
and Copilot. Ask each one: “Who’s the best [your service] in [your city]?” Write down which
ones mention you and which ones don’t. That’s your Al visibility baseline. Then run
aeowebsitechecker.com to find out WHY.
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The Question Isn’t IF. It’s WHEN.

The search landscape hasn'’t just changed—it's been completely rewritten. The Yellow Pages didn’t
gradually fade away; they became obsolete almost overnight. Google didn’t slowly replace them; it
swallowed them whole.

Al is doing the same thing to traditional search. Not slowly. Not someday. Right now.
The question isn’t whether this shift is happening. The question is: what are you going to do about it?

In the next chapter, we’ll pull back the curtain on how these Al answer engines actually work—how they
decide who to recommend, what signals they look for, and most importantly, how to make sure they’re
looking at YOU.

Let’s learn how to speak the language of machines.

£J Coming Up Next

Chapter 2: Understanding Answer Engines—inside the mind of ChatGPT, Claude,
Gemini, Perplexity, and Copilot. How each one decides who to recommend, where they get
their data, and what makes them trust one business over another.
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CHAPTER 2

Understanding Answer Engines

e DATA

& ngﬂms

How Al Decides Who to Recommend (And Who to Ignore)
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2.1 Inside the Mind of Al

Let me start with a confession: Al doesn’t actually “think” the way you and | do. It doesn’t have opinions.
It doesn’t have favorites. It doesn’t prefer your plumbing company because it had a nice experience
there.

What Al does is pattern matching. Really, really sophisticated pattern matching across millions of data
points.

When someone asks ChatGPT, “What’s the best HVAC company in Nashville?”, the Al isn’t searching a
database of Nashville HVAC companies and picking its favorite. It's analyzing patterns across
everything it knows—websites, reviews, articles, structured data, business listings—and identifying
which businesses have the strongest, most consistent signals of trustworthiness.

Think of it this way: imagine you asked a thousand well-informed Nashville residents for HVAC
recommendations. The companies that kept getting mentioned—the ones with the best reputations, the
most visibility, the strongest credentials—those are the companies Al would recommend too. Al is
essentially simulating what a thousand informed people would say.

How Al Decides Who to Recommend

It is not magic. It is pattern matching across millions of data points.

Al Pattern What Al Checks Why It Matters

Reviews Who has the most detailed, recent, Trust Architecture pillar
positive reviews?

Structure Whose data is organized so | can extract | Schema Authority pillar
answers?

Trust Who has verifiable credentials and Trust Architecture pillar
citations?

Freshness Whose content is current and actively Content Intelligence pillar
maintained?

Consistency Whose info matches across platforms? All Five Pillars

Al does not have favorites. It has PATTERNS. The business with the strongest, most consistent
signals wins.
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What Al Is Actually Looking For

Every Al platform—ChatGPT, Claude, Gemini, Perplexity, Copilot—evaluates businesses using
remarkably similar criteria. They differ in the details, but the core signals they look for are the same:

What Al Looks For Which Pillar This Maps To

1 Information completeness. Can Al find All Five Pillars
comprehensive, detailed information about
you? Not just a name and phone
number—but services, credentials, history,
reviews, and expertise.

2 Authority and credibility. Does this Trust Architecture™
business appear across multiple trusted
sources? Are they mentioned in press,
industry publications, or cited by other
authoritative sites?

3 Structured, parseable data. Is the Schema Authority™ +
business’s information organized so Al can | Content Intelligence™
extract it easily? FAQ format, schema
markup, clear headings, direct answers.

4 Social proof. Reviews, testimonials, Trust Architecture™
ratings—but quality matters more than
quantity. 50 detailed reviews with stories
beat 500 generic “Great service!” reviews.

5 Recency and freshness. Is the content Content Intelligence™
current? A website last updated in 2021
signals a business that might not even be
operating anymore.

6 Technical accessibility. Can Al actually Technical Excellence™ +
crawl, read, and process the website? Slow = Accessibility ™
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sites, broken pages, and unstructured
content get skipped.

Notice something? Every signal Al looks for maps directly to the Five Pillars. That’s not a
coincidence—the Answer Engine Dominance Framework™ was reverse-engineered from how Al
actually evaluates businesses.

Ten-Minute Win

Put yourself in Al’'s shoes for a moment. Google your own business name. Look at the
results with fresh eyes: Is there comprehensive information? Detailed reviews? Recent
content? Credentials? If you were an Al trying to decide whether to recommend this
business, would you feel confident doing so? If the answer is “eh, maybe?”—that’s exactly
what Al is thinking too.

2.2 The Trust Pyramid: Why Some Businesses Get
Recommended and Others Don’t

I've seen it happen dozens of times: two nearly identical businesses in the same city, same industry,
similar quality of work. One gets recommended by Al across multiple platforms. The other is completely
invisible.

The difference almost always comes down to trust signals.

Al platforms are designed to be helpful and accurate. They're trained NOT to make recommendations
unless they have sufficient confidence. If Al isn’t sure about you, it won’t guess—it'll just recommend
someone it IS sure about. That’'s your competitor.

The Al Trust Pyramid

Al needs ALL four levels before it will recommend you confidently.

m What It Includes Al Response

DOMINANCE Deep content, schema, citations, Al recommends you
community leadership FIRST. Consistently.
AUTHORITY Press mentions, certifications, Al trusts you enough to
content, awards mention you.
LEGITIMACY Reviews, licenses, years in Al sees you are real but
business, real address is not sure you are
good.
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BASIC EXISTENCE |Website, GBP, contact info, NAP Without this, Al does not
consistency know you exist at all.

Most businesses are stuck at Level 1 or 2. The Five Pillars push you to Level 3 and 4.

Level 1: Basic Existence

Does Al even know you’re alive?

This is the floor. You need a website, a Google Business Profile, consistent contact information across
platforms, and basic online presence. Without these, Al literally cannot find you. You're not even in the
game.

Most businesses stuck at Level 1 score 0-20 on aeowebsitechecker.com.

Level 2: Legitimacy

Does Al believe you’re a real, operating business?

Reviews prove people have actually used your services. Licenses and certifications prove you're
qualified. Years in business prove you’re not a fly-by-night operation. At this level, Al sees you're real
but isn’t confident enough to recommend you over competitors who have more.

Level 3: Authority

Does Al trust you enough to put its reputation on the line?

Press mentions. Industry certifications displayed prominently. Educational content that demonstrates
expertise. Community involvement. Active, detailed review responses. At this level, Al starts mentioning
you in recommendations—not always first, but you're in the conversation.

Level 4: Dominance

Does Al see you as THE authority in your market?

Deep pillar page content. Comprehensive schema markup. Third-party citations from authoritative
sources. Community leadership. A complete, structured digital presence that leaves no doubt. At this
level, Al recommends you FIRST, consistently, across multiple platforms.
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prominently displayed. Detailed schema markup.

[ Real Story: Two Roofers, Same City, Different Results

Company A: Been in business 20 years. More trucks. More employees. Google Business
Profile with 45 reviews (4.2 stars). Basic website with services listed.

Company B: Been in business 12 years. Smaller operation. BUT: Google Business Profile
with 38 reviews (4.7 stars). Featured in local news for storm relief. Published a
“Homeowner’s Guide to Roof Maintenance.” Active blog. GAF Master Elite certification

Result: Company B was recommended by ChatGPT, Claude, Grok, and Perplexity.
Company A was mentioned once, by Gemini only (thanks to its Google integration).

Company A had more resources. Company B had better SIGNALS. Al doesn’t care
about the size of your fleet. It cares about what it can verify.

2.3 Where Al Gets Its Information About You

Understanding where Al finds information is crucial because it tells you where you need to be visible.

I's not just your website. Al pulls from four distinct data layers:

Where Al Gets Its Information About You

Four data layers feed every Al recommendation.

Training Data Historical web content Al
learned from

Real-Time Web Live crawling when query is
asked

Structured Data Databases Al can query
directly

. User Context Personalization signals
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Your WEBSITE is the #1 data source.
Make it fast, structured, and
schema-rich.

Your REVIEWS feed structured
databases. Get more detailed,
location-specific reviews.

Your CONTENT builds training data
over time. Publish consistently.

Your PRESENCE across platforms
creates redundancy. Be everywhere
Al looks.

Data Layer What It Includes What You Can Do About It
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Training Data

Real-Time Web

Structured Databases

User Context

Historical web content Al learned
from during training. Books, articles,
Wikipedia, forums. This is “frozen” at
a cutoff date.

Live web crawling when a query is
asked. Your current website, recent
news articles, fresh blog posts. Most
platforms now have this.

Google Maps, Google Business
Profile, Yelp, BBB, LinkedIn, industry
directories. Al queries these directly
for verified business info.

The user’s location, search history,
and how they phrase their query. Al
personalizes based on who’s asking.

Platform-Specific Data Priorities

Leans Heavily On...

Publish consistently for years.
The more quality content you've
published, the more likely it's in
training data. This is a long
game.

Keep your website current.
Publish regular content. Make
sure your site is fast and
crawlable. This is where
Technical Excellence™ shines.

Complete and update ALL your
business listings. Schema
markup on your site. This is
Trust Architecture™ and
Schema Authority™ territory.

You can’t control this directly,
but local optimization (Chapter
8) ensures you show up for
people in your service area.

ChatGPT

well-structured content and FAQ format.

Gemini/Al
Overviews

Perplexity

Web browsing + Bing index + training data. Strong emphasis on

Google’s own index + Google Business Profile + Google Maps +
reviews. If your GBP is weak, Gemini ignores you.

Real-time web search + citations. Loves content it can link to. Your

website’s authority and freshness matter most here.
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Claude Web search + training data. Values nuanced, comprehensive content.
Tends to recommend businesses with detailed, expert-level information.

Copilot Bing index + LinkedIn + Microsoft business graph. Strong for B2B
queries. If your LinkedIn presence is weak, you're missing Copilot leads.

Ten-Minute Win

Check your presence across Al’s data sources. Google your business name (real-time
web). Check your Google Business Profile (structured database). Search yourself on
LinkedIn (Copilot’s source). Look at your Yelp listing (structured database). Any gaps?
Those are the platforms where Al can’t find information about you—which means it can’t
recommend you.

2.4 The Networking Event Analogy

Here’s the simplest way to understand everything in this chapter:

Imagine Al is a person at a networking event. Someone walks up and asks, “Hey, do you know a good
plumber in Nashville?”

Al is going to recommend the plumber it knows the most about, has heard the best things about, and
feels most confident vouching for.

If all Al knows about you is a name and phone number? It won’t recommend you. Too risky. What if
you're terrible? Al doesn’t want to look bad.

But if Al has seen your detailed reviews, read your expert blog posts, found your credentials verified
across multiple platforms, and can easily access your well-structured website? Al will recommend you
confidently, enthusiastically, and specifically.

“I'd recommend Nashville Pro Plumbing. They’ve been in business for 15 years, have over 200 five-star
reviews, are licensed and insured, and their website has a great FAQ section about common plumbing
issues in older Nashville homes.”

THAT’S what we’re building toward. That’s what the Five Pillars create. That’'s what a 75+ score at
aeowebsitechecker.com sounds like when Al talks about you.

The Bottom Line

Al doesn’t have favorites. It has patterns. The business with the strongest, most consistent, most
verifiable signals wins the recommendation.

Now you understand how Al thinks, what it looks for, where it gets its data, and why some businesses
get recommended while others stay invisible.

In the next chapter, we'll take everything you’ve learned and hand you the scoring system that turns it
into action: the Answer Engine Dominance Framework™ and its Five Pillars.
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E£J Coming Up Next Chapter 3: The Answer Engine Dominance Framework™—the
Five Pillars, the scoring system, and exactly how to measure where you stand. This is
where understanding becomes action.

Copyright 2026 all rights reserved AEOWebsiteChecker.com

48



http://aeowebsitechecker.com

CHAPTER 3

| [CONTENT| ™
| +

g [AUDIENCE

Your Blueprint for Al Visibility
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From Guessing to a System

OK, you understand the problem. Al is changing how people find businesses. Traditional SEO isn’t
enough anymore. Millions of potential customers are asking Al for recommendations and your business
might be invisible.

That’s the bad news. Here’s the good news:

There’s a system for fixing it.

Not a vague “do better marketing” system. Not a “10 tips and tricks” system. A measurable, scorable,
repeatable framework that tells you exactly where you stand, exactly what’s broken, and exactly what to
fix.

| spent over a year developing it. Tested it across hundreds of real websites. Tracked which businesses

got cited by Al and which didn’t. Identified the patterns. Scored them. Validated across ChatGPT,
Claude, Gemini, Perplexity, and Copilot. Refined until it consistently predicted Al citations.

The result is the Answer Engine Dominance Framework™. And this chapter is where you learn how it
works.
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3.1 The Five Pillars of Answer Engine Optimization
After testing hundreds of businesses, one thing became crystal clear: Al doesn’t evaluate businesses

on one thing. It evaluates them on FIVE things. Like a table with five legs—weaken any one of them
and the whole thing wobbles.

The Answer Engine Dominance Framework

Five Pillars. 100 Points. Your Blueprint for Al Visibility.

Trust Architecture 0-20 pts Reviews and ratings, credentials and certs,
press citations, community presence, author
expertise

Content Intelligence 0-20 pts FAQ structure, pillar pages, local content, Q&A
format, quotable answers

Technical Excellence | 0-20 pts Page speed (WebP!), mobile-perfect,
crawlability, SSL/HTTPS, Core Web Vitals

Schema Authority 0-20 pts LocalBusiness, FAQPage, Service schema,
Person/author, JSON-LD markup

Accessibility and Al 0-20 pts Alt text on images, heading hierarchy, semantic
Readability HTML, ARIA labels, readable structure

INVISIBLE STRUGGLING GETTING THERE VISIBLE DOMINATING

Target score: 75+ for consistent Al recommendations. Check yours at aeowebsitechecker.com

Each pillar is scored 0—20 points. Total possible: 100 points. Our testing shows that businesses scoring
75+ consistently get recommended by Al across multiple platforms. Below 757 It's inconsistent at best,
invisible at worst.

Let’'s break down each one.

Copyright 2026 all rights reserved AEOWebsiteChecker.com 51


http://aeowebsitechecker.com

Pillar 1: Trust Architecture™ (0-20 points)

The question Al is asking: “Can | trust this business enough to recommend it to a real human
being?”

Think about it from Al’'s perspective. Someone asks “Who’s a good plumber in Nashville?” Al has to put
its reputation on the line with every recommendation. If it sends someone to a terrible plumber, that
person loses trust in Al. So Al is VERY careful about who it recommends.

Trust Architecture is everything that proves you're legit:

Trust Signal Why Al Cares

Reviews & Ratings Volume, recency, detail, and how you respond. 200 detailed
reviews beats 1,000 generic ones.

Credentials & Certifications Licenses, industry certs, years in business. Verifiable proof
you’re qualified.

Press & Citations Third-party mentions in news, trade publications,
directories. Others vouch for you.

Community Presence Chamber membership, sponsorships, local involvement.
Backlinks + social proof combined.

Author Expertise Named authors with bios, photos, and credentials on your
content. A real human stands behind this.

NAP Consistency Name, Address, Phone identical everywhere online.
Inconsistency = Al doesn’t trust your data.

The analogy: Trust Architecture is your résumé. Just like you wouldn’t hire someone who can’t prove

their qualifications, Al won’t recommend a business that can’t prove its trustworthiness.

Deep dive: Chapter 6 covers Trust Architecture implementation in detail.
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Ten-Minute Win

Go to Google right now and search your business name. Does your Google Business
Profile show up with a complete listing? Photos? Hours? Reviews? If any of that is missing
or wrong, you just found your first Trust Architecture fix. Claim it and complete every field.

Pillar 2: Content Intelligence™ (0-20 points)

The question Al is asking: “Can | extract a clear, quotable answer from this business’s
content?”

Here’s a secret most people don’t know: Al doesn’t just read your website. It's looking for content it can
EXTRACT and CITE in a response. It needs content structured in a way that makes this easy.

When someone asks “How much does a roof replacement cost in Nashville?”, Al is scanning thousands
of pages looking for one that directly, clearly, authoritatively answers that question. If your content
rambles for 2,000 words before getting to the point, Al skips you and finds the page that answers in the
first paragraph.

Content Signal Why Al Cares

FAQ Structure Question-and-answer format is the easiest for Al to extract.
It's literally what people ask Al.

Pillar Pages Comprehensive guides (3,000-5,000 words) signal deep
expertise on a topic.

Location-Specific Content City, neighborhood, and regional content proves local
expertise over generic national pages.

Clear, Direct Answers Al wants the answer in the first 1-2 sentences, then
supporting detail. Not the other way around.

Regular Fresh Content Consistent publishing signals an active, current business.
Stale sites get stale recommendations.

The analogy: Content Intelligence is like organizing your kitchen. Your ingredients (expertise) might be
amazing, but if they’re shoved in random drawers with no labels, nobody can find anything. Al needs
your knowledge organized so it can grab what it needs fast.
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Deep dive: Chapter 4 covers Content Intelligence implementation in detail.

Ten-Minute Win Open your website’s homepage. Can you find a clear answer to your
customers’ #1 question within 5 seconds? If not, add a FAQ section with your top 5
questions right at the top. That’s Content Intelligence in action.

Pillar 3: Technical Excellence™ (0-20 points)

The question Al is asking: “Can | actually ACCESS this business’s website quickly and
completely?”

You could have the best content and the strongest trust signals on the planet. But if your website takes
8 seconds to load because someone uploaded a 4-megabyte hero image as a JPG (don’t laugh, | see
this literally every week), Al won’t wait around to read it.

Technical Signal Why Al Cares

Page Speed Al crawlers have time limits. Slow sites get abandoned.
WebP images = instant speed boost (see Ch. 12).

Mobile Performance Most Al queries come from mobile. If your site breaks on
phones, you're invisible to mobile Al.

Crawlability Can Al bots actually reach your content? Broken links,
blocked pages, and poor sitemaps = invisible content.

HTTPS/SSL No SSL certificate? Al sees “not secure” and immediately
downgrades trust. Non-negotiable in 2025.

Core Web Vitals Google’s speed metrics (LCP, FID, CLS). These directly
impact how Google’s Al evaluates your site.

The analogy: Technical Excellence is like the foundation of a house. Nobody sees it, nobody talks
about it at dinner parties, but if it's cracked, the whole house is worthless. Your content and trust signals
sit on top of your technical foundation.

Deep dive: Chapter 5 covers Technical Excellence implementation, including the WebP image
conversion that’s the single easiest win in this entire book.
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Ten-Minute Win

Go to webpforaeo.com right now. Convert your homepage’s biggest image to WebP.
Re-upload it. Your PageSpeed score will jump 10-30 points instantly. That’s Technical
Excellence in action—and it took less time than reading this paragraph.

Pillar 4: Schema Authority™ (0-20 points)

The question Al is asking: “Does this business TELL me exactly what it is, or do | have to
guess?”

This is the pillar most businesses completely ignore—and it might be the most impactful one.

Schema markup is code (JSON-LD format) that you add to your website that explicitly tells Al what your
content means. Without it, Al has to read your website like a human and try to figure out what you do.
WITH it, you're handing Al a perfectly organized file folder with everything labeled.

Schema Type What It Tells Al

LocalBusiness Your business name, address, phone, hours, services,
service area—everything in one structured package.

FAQPage Your Q&A content is structured so Al can extract
question-answer pairs directly. Huge for Al citations.

Service Each service you offer: what it is, area served, price range.
Al knows exactly what to recommend you for.

Person (Author) Who writes your content, their credentials, their expertise.
Connects Trust Architecture to content.

Review / AggregateRating Your review data in structured format. Al sees your 4.8 stars
from 200+ reviews instantly.

HowTo / Article Your instructional and educational content, structured
step-by-step. Perfect for Al to extract and cite.
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The analogy: Schema markup is like putting labels on every box when you move houses. Sure, the
movers COULD open every box to figure out what's inside. Or you could write “KITCHEN — POTS AND
PANS” on the outside. Schema is the label. Al is the mover. Make its job easy.

Deep dive: Chapter 5 covers Schema Authority implementation with step-by-step instructions and
templates.

Ten-Minute Win

Go to Google’s Rich Results Test (search.google.com/test/rich-results). Paste your
homepage URL. See what schema Google already finds. If the answer is “none”—and for
most small businesses it will be—you just found your biggest Schema Authority opportunity.

Pillar 5: Accessibility & Al Readability™ (0—-20 points)

The question Al is asking: “Is this content structured in a way that both humans and machines
can read easily?”

This pillar is the bridge between human experience and machine understanding. It’s the stuff that
makes your website work for everyone—screen readers, Al crawlers, mobile users, and people just
trying to find a plumber at midnight.

Readability Signal Why Al Cares

Alt Text on Images Al can’t see images. Alt text tells Al what’s in them. “Roof
replacement project in Brentwood TN” = Al gold.

Heading Hierarchy One H1 per page, logical H2/H3 structure. Al uses headings
to understand content structure and topic.

Semantic HTML Using <article>, <nav>, <main>, <section> tags. Tells Al
which content is the actual content vs. navigation.

Readable Text Clear language, short sentences, readable fonts. If humans
struggle to read it, Al struggles to parse it.
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ARIA Labels Accessibility labels on interactive elements. Signals a
well-built, modern, trustworthy website.

The analogy: Accessibility is like writing in clear, legible handwriting versus doctor’s scrawl. The

information might be the same, but one is actually readable. Al, like a human, prefers content that’s
easy to consume.

Deep dive: Chapter 7 covers Accessibility & Al Readability implementation in detail.

Ten-Minute Win

Right-click any image on your website and look at the alt text. If it says “IMG_3847.jpg”
or is blank, that’'s an Al readability failure. Change it to something descriptive: “Team
installing new roof in Green Hills Nashville TN.” Every image. Real descriptions.
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So what DOES Al care about?

\ Ai Readability

Can it see
your site

( @ UNDERSTAND TRUST

Who you help Proof you're
and what you do legitimate

J’ 3

VERIFY

Exactly when to Consistent info
recommend you everywhere

MISS one and Al skips you

This is where it gets interesting — and where this book gives you an unfair advantage.
Al only recommends businesses it can do four things with:

1. Understand. Al needs to clearly grasp who you help, what problem you solve, where you operate,
and what makes you different. If your online presence is vague, generic, or scattered — Al skips you.
It's not going to guess. It’s not going to dig. It moves on to someone clearer.

2. Trust. Al looks for signals that say “this business is legitimate and credible.” Not just reviews (though
those matter). We’re talking about consistent information across platforms, authoritative content, proper
business data, and a digital footprint that says “this is a real, established business.”

3. Categorize. Al needs to put you in a box. A specific box. “General contractor” is too vague. “Licensed
residential roofing contractor specializing in storm damage repair in Davidson County” — now Al knows
exactly when to recommend you.

4. Verify. Al cross-references everything. Your website says one thing, your Google profile says
another, and your Facebook page hasn’t been updated since 20227 That’s not a great look. Al treats
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inconsistency the way you'd treat a contractor who shows up with mismatched business cards —
something feels off.

5. Visibility.

1. Read (without getting lost). Here’s the part most business owners and virtually every agency
miss: Al doesn’t “see” your website the way you do. It doesn’t admire your beautiful hero
images, fancy animations, color gradients, or parallax scrolling. In fact, Al experiences your
website almost exactly the way a blind or vision-impaired person using a screen reader does.

o No eyes.
o No mouse.

o No visual layout.

2. It reads the underlying code structure — headings, alt text, semantic tags (like <main>,
<article>, <nav>), and logical flow.
If your headings skip levels (H1 to H4), images have no alt text, or the page is a JavaScript
mess with no meaningful semantics, Al gets confused or skips you — just like a screen reader
user would abandon the page.
The same WCAG accessibility standards that help people with disabilities make your content
crystal-clear to Al crawlers. Clean structure + descriptive alt text + proper headings = Al can
understand, extract, and cite you confidently.
Miss them? You're invisible to the very tools millions use daily.
Bottom line: The businesses that win are the ones that make their content crystal clear to
anyone (or anything) that can’t see the pictures. Optimize for screen readers, and you
automatically optimize for Al. It's the same game — and the vast majority of your competitors
still don’t know it.

The kicker is, did you know that there is up to a $5,000 tax CREDIT per year for doing this right
in your website?

The ADA Website Tax Credit Is really and AEO Tax Credit in disquise!
If Al can’t clearly do ALL FIVE of these things with your business...
Then as far as Al is concerned...
You. Don’t. Exist.

Future-proof your business for the Al-first internet This isn’t theory. This isn’t speculation. This
is about how Al systems already work — and how to align with them.
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3.2 The AEO Audit: Finding Out Where You Stand

Theory is nice. Numbers are better. Here’s how to find out your actual score:

Your AEO Audit: Three Steps to Know Where You Stand

RUN YOUR SCORE Go to aeowebsitechecker.com. Get your Five Pillar
breakdown instantly.

TEST Al VISIBILITY Ask 5 queries on 5 Al platforms (see Ch. 9 for full
protocol).

COMPARE TO Run the same tests for your top 3 competitors. Where
COMPETITORS do they beat you?

After Your Audit, You Will Know:

Your total score (out of 100) and score for each pillar (out of 20)
Which pillar is your WEAKEST (that is where you start fixing)

How many Al platforms currently mention you (your visibility baseline)
How you compare to your top competitors (your competitive gap)

Biggest gap = biggest opportunity. Fix the weakest pillar first for maximum impact.

Step 1: Run Your Score at aeowebsitechecker.com

This is the fastest way to know where you stand. The tool scores your website across all Five Pillars
and gives you a breakdown of exactly what’'s working and what'’s broken. It takes 30 seconds. It’s free.
Do it right now.

You'll get a total score (out of 100) plus individual scores for each pillar (out of 20). The pillar with the
lowest score? That's where you start fixing.

Step 2: Test Your Al Visibility

Your AEO score tells you how optimized your website is. Your Al Visibility Test tells you whether Al is
actually recommending you. Both matter.

Open ChatGPT, Claude, Google Gemini, Perplexity, and Copilot. Ask each one: “Who’s the best [your
service] in [your city]?” Write down whether you’re mentioned, what position, and what Al says about
you. That’s your visibility baseline. (Full testing protocol in Chapter 9.)
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Step 3: Check Your Competitors

Run your top 3 competitors through aeowebsitechecker.com too. Ask the same Al queries but look for
THEIR names. Where do they outperform you? That’s your competitive gap—and your roadmap for
what to fix first.

3.3 What Your Score Means (And What to Do About It)

What Your Score Means (And What to Do About It)

Score
Range

INVISIBLE Al does not know you exist. Start with Ch. 12 Quick
Like Dave from the Wins
Introduction.

STRUGGLING Al sees you but does not trust | Focus on weakest pillar
you enough to recommend
you.

51-74 GETTING Al mentions you sometimes. | Close the gaps
THERE Inconsistent. Gaps in your
pillars.

75-89 VISIBLE Al recommends you regularly. | Optimize and expand
You are in the conversation.

DOMINATING Al recommends you FIRST, Maintain and defend
consistently. Competitors
envy you.

The 75-Point Threshold: businesses scoring 75+ get recommended. Everything in this book is
designed to get you above it.

0-30 INVISIBLE Al doesn’t know you exist. Start the 7-Day Quick Wins
Multiple pillars are at or near | Plan in Chapter 12 TODAY.
zero. This is an emergency. Focus on getting basic

signals in place.
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31-50 STRUGGLING

51-74 GETTING
THERE

75-89 VISIBLE

90-100 DOMINATING

Al sees you but doesn't trust
you enough to recommend.

Usually 1-2 strong pillars, 3

weak ones.

Al mentions you sometimes,
but inconsistently. You'’re
close to the 75-point
threshold.

Al recommends you
regularly across multiple
platforms. You’re winning.
Competitors notice.

Al recommends you FIRST,
consistently. You're the
authority in your market.

3.4 The 75-Point Principle
Why 75? Why not 80 or 70 or 1007?

Identify your 2 weakest
pillars. Follow the 30-Day
Foundation Plan. Target 60+
in 30 days.

You’re one good push from
breakthrough. Find the pillar
keeping you below 15 and
fix it.

Keep building. Expand to
new markets and services.
Push all pillars toward 18+.

Maintain and defend.
Monitor competitors. Expand
to adjacent markets. You'’re
the benchmark.

Because in over a year of testing, 75 is where the shift happens. Below 75, Al citations are
inconsistent—sometimes you show up, sometimes you don’t. At 75+, Al starts recommending you
reliably. Not perfectly. Not every time. But consistently enough that leads flow.

And here’s the important part: you don’t need 20/20 on every pillar to reach 75. You need to be

STRONG across the board:
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@ Example: What 75+ Looks Like

Trust Architecture™: 16/20 (strong reviews, credentials, some press)
Content Intelligence™: 15/20 (good FAQ, 1-2 pillar pages, regular blog)
Technical Excellence™: 17/20 (WebP images, fast, mobile-perfect)
Schema Authority™: 13/20 (LocalBusiness + FAQPage + basic schema)
Accessibility & Al Readability™: 14/20 (alt text, headings, readable)
Total: 75/100 — Al recommends this business consistently.

Notice: no pillar is perfect. But no pillar is terrible either. That’s the key. You don’t need
perfection. You need consistent strength across all five.

The biggest mistake | see: businesses that score 18/20 on one pillar and 3/20 on another. A chain is
only as strong as its weakest link. Al evaluates you holistically. One brilliant pillar can’t compensate for
one that’s completely broken.

The Bottom Line

The Answer Engine Dominance Framework™ isn’t complicated. It’s five things, measured clearly, with
a specific target:

1. Trust Architecture™ — prove you're legit

2. Content Intelligence™ — organize your expertise so Al can cite it

3. Technical Excellence™ — make your site fast and accessible

4. Schema Authority™ — tell Al exactly what you are in its language

5. Accessibility & Al Readability™ — make it readable for everyone and everything
Target: 75+ out of 100. Check at aeowebsitechecker.com.

Now you know what the framework is. The rest of this book teaches you how to raise each score.
Starting with the content Al actually wants to cite.

E£J Coming Up Next

Chapter 4: Content That Speaks to Machines (And Humans)—how to create content
that Al can understand, extract, and cite. The specific formats, structures, and strategies
that turn your expertise into Al recommendations.
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CHAPTER 4

Content That Speaks to Machines

Y CONTENT THAT &
L)) / SPEAKS TO MACHINES \

(And Humans)
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The Content Intelligence™ Deep Dive — Pillar 2 of the Answer Engine Dominance Framework™

@ Where This Fits in the Five Pillars

Content Intelligence™ is Pillar 2 of the Answer Engine Dominance Framework™, scored
0-20 points. It answers the question every Al asks:

“Can | extract a clear, quotable answer from this content?”

If your content is a disorganized junk drawer of words, Al moves on. If your content is
structured, comprehensive, and directly answers the question—Al quotes you.

4.1 Writing for Al Understanding

Here’s something that might surprise you: Al doesn’t read content the way humans do. When you read
an article, you might skim, skip around, focus on interesting parts. Al reads EVERYTHING,
systematically, top to bottom. It evaluates structure, clarity, depth, and how easy it is to extract a direct
answer.

This doesn’t mean you should write boring, robotic content. The magic is that content optimized for Al is
almost always BETTER for humans too. Clear structure, direct answers, good headings, and
comprehensive depth serve everybody.

The Two-Master Rule

Every piece of content you create serves two masters simultaneously:

What Humans Want

Engaging, easy-to-read writing Clear structure with logical hierarchy
Answers to their specific question Direct answers in the first 1-2 sentences
Real expertise, not generic fluff Unique insights that demonstrate authority
Examples and stories that illustrate points Specific, verifiable details and data points
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Scannable format (headings, spacing) Semantic HTML (H1, H2, H3 hierarchy)

Trust signals (credentials, reviews) Author attribution with verifiable expertise

Notice: these aren’t opposing goals. They’re the SAME goals described from different angles.
Write great content for humans, structure it well for Al, and both audiences win.
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Page Element

TITLE TAG

META

DESCRIPTION

H1 HEADING

INTRO

PARAGRAPH

H2 SECTIONS

FAQ SECTION

INTERNAL LINKS

CTA + CONTACT

Anatomy of an Al-Ready Page

Every element has a job. Al reads them all.

Purpose

Clear topic + location

Example

"Complete Guide to Roof
Replacement in Nashville TN"

2-sentence summary Al can quote
directly

Concise, quotable summary of the
page

One per page. Matches the title
topic.

Matches your primary question

Direct answer to the #1 question in
first 2 sentences

Lead with the answer, not
background

Each focused on ONE subtopic
with clear subheadings

Question-based headers

Q&A pairs Al can extract directly.
Mark up with FAQ schema.

5-8 real customer questions

Connect to pillar page + related
content. Builds authority web.

Link to cluster articles

Clear next step for the human
reader.

Schedule, call, or learn more

Five Rules for Al-Ready Content
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Rule 1: Answer the Question in the First Two Sentences

Al is looking for a direct answer it can quote. Don’t bury it in paragraph four after three
paragraphs of backstory.

Bad: “Roofing is an important part of home maintenance. Your roof protects everything
inside. Many homeowners wonder about costs. There are many factors to consider...” (still
no answer by paragraph 3)

Good: “A roof replacement in Nashville typically costs $8,000-$15,000, with most
homeowners paying around $11,000 for a standard asphalt shingle roof.” (answer in
sentence one)

Then go deep. Add the context, the factors, the examples. But lead with the answer.

Rule 2: Use Precise Language, Not Marketing Fluff

Al struggles with vague claims. It can’t fact-check “best in class” or “unmatched quality.” It
CAN verify “15 years in business,” “GAF Master Elite certified,” and “4.8 stars across 200+
Google reviews.”

Bad: “Our world-class team delivers best-in-class solutions with cutting-edge technology.”
(Al: “I can’t verify any of this.”)

Good: “Our team of 12 licensed technicians has completed 3,400+ installations across
Middle Tennessee since 2009.” (Al: “I can verify this and quote it.”)

Rule 3: One Clear Topic Per Page

Don’t create a page about “roofing, siding, gutters, and windows.” Create separate pages
for each. Al needs to categorize your content into specific topics. A page about everything is
a page about nothing.

Your URL structure should reflect this: yoursite.com/roofing/materials is better than
yoursite.com/services for the same content.
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Rule 4: Include Evidence and Specifics

Al values verifiable information. When you make a claim, back it up:

v Include specific numbers: “2—3 day installation” not “quick installation”

v Name your credentials: “GAF Master Elite Certified” not “certified contractor”

v Reference real scenarios: “The Johnson family in Brentwood chose a 16 SEER
system...”

v Cite sources when possible: “According to the National Roofing Contractors
Association...”

Rule 5: Keep It Fresh

Al deprioritizes stale content. A page last updated in 2021 signals a business that might not
even be operating anymore.

Update schedule: Review and refresh your key pages every 6 months. Update stats, add
new examples, and change the “last updated” date. This sends a freshness signal to both
Al and search engines.

Ten-Minute Win

Pull up your homepage right now. Does it answer your #1 customer question within the
first two sentences? If not, add a one-sentence direct answer at the top. “[Business Name]
provides [service] in [city]. We've served [number] customers since [year] with a [rating]-star
average.” That alone makes your homepage more quotable for Al.
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4.2 The Power of Question-and-Answer Content

This is one of the most powerful AEO strategies, and so few businesses do it well. When someone
asks an Al a question, the Al searches for content that directly answers that exact question. If your
website has Q&A content that matches, Al can confidently extract and cite your answer.

Why FAQ Content Is AEO Gold

Benefit Why It Matters for Al Visibility

Direct Query Matching When someone asks Al a question, FAQ content matches
the exact format. Al can quote your answer verbatim.

FAQ Schema Compatibility FAQ content can be marked up with FAQPage schema,
making it even easier for Al to find and extract. (See
Chapter 5 for schema details.)

Voice Search Optimization Q&A format matches how people actually speak to Al
assistants: “Hey Siri, how much does a new roof cost?”

Multiple Entry Points Each question is a potential Al citation. A page with 10
FAQs gives you 10 chances to be quoted instead of one.

Forces Comprehensive Writing FAQ content makes you think about ALL your
Coverage customer’s questions—even the ones you’ve been
forgetting to address.

The 3-Step FAQ System

Step 1: Mine Your Questions

Where to find the questions your customers actually ask:

*  Your inbox and phone calls. What do people ask before they hire you? Those are your
FAQs.

*  Google reviews. Look for reviews that mention confusion, questions, or surprises. Those
are information gaps your content should fill.
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* Google’s “People Also Ask” box. Search for your main service + city. The PAA questions
are exactly what people are asking Al.

*  Your sales team. Ask them: “What’s the #1 question you get from new leads?” That
qguestion needs an answer on your website.

+ Alitself. Ask ChatGPT: “What questions do homeowners in Nashville ask before hiring a
[your service] company?” The answers are surprisingly on target.

Step 2: Write Comprehensive Answers

For each question, follow this format:

/7 The AEO Answer Format
Question: [Exact question a customer would ask]
Quick Answer: [Direct 2—-3 sentence answer. This is what Al will quote.]

Detailed Explanation: [3—4 paragraphs with context, factors, considerations. Include
specific numbers, credentials, and local details.]

Real Example: [A scenario that illustrates the answer. “The Smith family in Green Hills...”]

Next Step: [Clear CTA: “Schedule a free inspection” or “Call us for a custom estimate.”]

Step 3: Mark It Up with Schema

Once your Q&A content is written, add FAQPage schema markup so Al can identify and extract it even
more easily. We’'ll cover the technical “how” in Chapter 5, but the concept is simple: schema markup is
a label that tells Al “this is a question” and “this is the answer.”

Ten-Minute Win

Write down the 5 questions customers ask most before they hire you. Those five
questions should each have a dedicated answer on your website. If they don’t, you've just
identified your biggest Content Intelligence™ gap. Start with question #1—uwrite the answer
using the format above and publish it today.

4.3 The Pillar Page Strategy

Now we get to the heart of content strategy that Al absolutely loves: the pillar page and topic cluster
model. This is how you signal to Al that you don’t just know a little about a topic—you own it.
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What Is a Pillar Page?

A pillar page is a comprehensive piece of content (3,000-5,000 words) that covers all aspects of a
broad topic at a high level. Think of it like a textbook chapter overview—it introduces every major
concept and then points to detailed sections for deeper dives.

Cluster pages are focused articles (800—1,500 words each) that dive deep into specific subtopics.
Every cluster links back to the pillar. Every pillar links to all its clusters. The result? An interconnected
web of content that screams “topic authority” to Al.

The Pillar Page + Cluster Strategy

One comprehensive hub. Multiple detailed spokes. Al sees total topic authority.

Content Type Topic Example Word Count

o | N .8 ] N1 19 "Complete Guide to Roof | 3,000-5,000 Links to ALL
Replacement" words clusters

Cluster: Materials Roofing Materials 800-1,500 words | Links to Pillar
Cluster: Cost Replacement Cost 800-1,500 words | Links to Pillar
Cluster: Process Timeline and Process 800-1,500 words | Links to Pillar
Cluster: Repair vs When to Repair vs 800-1,500 words | Links to Pillar
Replace Replace

Cluster: Permits Permits and Insurance 800-1,500 words | Links to Pillar
Cluster: Choosing Choosing a Contractor 800-1,500 words | Links to Pillar

Every cluster links back to the pillar. Every pillar links to all clusters. Al sees deep, connected
expertise.
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Why Al Loves This Structure

What Al Sees

Comprehensive Coverage This business has thoroughly covered the topic—not just
one blog post, but a complete content ecosystem around it.

Internal Linking The links between pillar and clusters show Al exactly how
topics relate to each other. Semantic relationships are gold
for Al.

Topic Authority Deep expertise demonstrated, not surface-level content. Al

trusts businesses with comprehensive topic coverage over
those with one thin page.

Multiple Entry Points Al can recommend the pillar for broad queries or specific
clusters for narrow queries. You're covered either way.

Building Your First Pillar

Choose a topic that is core to your business, broad enough to have 5-10 subtopics, and something
your customers frequently ask about. Here’s the planning process:

Example: Nashville Roofer

1 Pick your pillar topic “Complete Guide to Roof
Replacement in Nashville”

2 Identify 6—8 cluster topics Materials, Cost, Timeline, Repair vs
Replace, Choosing a Contractor,
Permits, Insurance, Maintenance
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3 Write the pillar page (3,000-5,000 Covers all topics at high level, links

words) to each cluster for detail

4 Write cluster pages (800—1,500 Each deep dives into one subtopic
words each) with local specifics

5 Cross-link everything Pillar — all clusters. Clusters —

pillar + 1-2 related clusters.

6 Add schema markup to each page Article schema on pillar, FAQ
schema on Q&A pages, HowTo on
process pages

¢ URL Structure Matters

Keep your pillar and clusters under the same URL subfolder to signal topical relationship:
yoursite.com/roofing/ (Pillar page)

yoursite.com/roofing/materials (Cluster)

yoursite.com/roofing/cost (Cluster)

yoursite.com/roofing/timeline (Cluster)

yoursite.com/roofing/choosing-contractor (Cluster)

This URL structure tells Al (and Google): “This business has deep, organized expertise in
roofing.”

Ten-Minute Win

Pick your #1 service. Write down 6—8 questions customers ask about it. Those are your
cluster topics. The comprehensive overview that ties them all together? That’s your pillar
page. You just planned your first content hub in 10 minutes. Execution will take longer, but
the roadmap is done.
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4.4 Avoiding Al Red Flags

Just as important as knowing what Al loves is understanding what makes Al skip over or actively
distrust your content. These red flags will kill your Content Intelligence™ score:

Al Red Flags: Content That Gets You Ignored

If Al sees these, it skips you. Period.

Red Flag What It Looks Like Why Al Skips You

Thin Content Under 300 words. No depth. Generic. | Not enough substance to cite
Anyone could have written it.

Keyword Stuffing | "Nashville roofing Nashville roof Al detects manipulation
Nashville roofer"

Stale Content Last updated 2021. Outdated stats. Not current or reliable
Dead links.

No Author/Source | No name. No credentials. Who wrote | No authority to cite
this?

All Sales, No Help |"We are the BEST! Call NOW!" No Does not help users
education. No answers.

The Fix: Content Intelligence Checklist

Every page 800+ words with real depth | Questions answered directly in first 2 sentences |
Author name + credentials

Updated within last 12 months | Facts backed with evidence or citations | Helps users make
decisions

Natural language, no keyword stuffing | FAQ section with schema markup | Internal links to
related content
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CHAPTER 5

The Content Quality Audit

JTHEICONTENT
QUALITY/AUDIT
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Review your existing content against this checklist. Be honest—every “no” is a Content Intelligence™

gap:
__

Is every key page 800+ words with substantial
information?

Does the content demonstrate unique expertise
(not generic info anyone could write)?

Are all facts, statistics, and prices current and
accurate?

Does each page answer specific questions directly
in the first 2 sentences?

Are claims backed with evidence, credentials, or
sources?

Is there a clear author with credentials on key
content?

Has the content been updated within the last 12
months?

Is the writing natural and conversational (no
keyword stuffing)?

Are there quality internal links connecting related
content?
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Add depth or
consolidate thin pages

Add local specifics,
credentials, real
examples

Update now. Stale
data = stale trust.

Restructure intros to
lead with answers

Add specifics:
certifications, years,
numbers

Add author bios with
real expertise

Refresh stats,
examples, and dates

Rewrite for humans
first, Al second

Build pillar/cluster
linking structure
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Does the content help users actually make Add comparison
decisions? tables, checklists, next
steps

£3 The Brutal Truth

If you answered “no” to more than 3 of these, your Content Intelligence™ score is
probably below 10/20. That means Al is either ignoring your content or citing competitors
who did this work instead.

The good news? Every “no” you flip to “yes” directly improves your score. Start with the
easiest wins and work your way through.

The Content Intelligence™ Mindset Shift

Here’s the fundamental change: stop creating content to “rank” and start creating content to EDUCATE
and DEMONSTRATE EXPERTISE.

When you genuinely help people understand complex topics, answer their real questions thoroughly,
and demonstrate deep knowledge—Al notices. When you try to game the system with thin content,
keyword stuffing, and marketing fluff—Al notices that too.

The businesses winning at AEO are the ones creating genuinely helpful, comprehensive content
organized in a way that both humans and Al can understand and trust.

Remember: Content Intelligence™ is one of five pillars. Even perfect content can’t overcome a
site that’s technically broken (Chapter 5), lacks trust signals (Chapter 6), or has no schema
markup (Chapter 5). The Five Pillars work together.

E£J Coming Up Next

Chapter 5: Technical AEO — Technical Excellence™ and Schema Authority ™—the
infrastructure that makes all your great content findable, crawlable, and machine-readable.
Including the WebP speed trick that can boost your PageSpeed score 10—-30 points in 10
minutes.

CHAPTER 5

Technical AEO
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Making Your Business Machine-Readable

Technical Excellence™ (Pillar 3) + Schema Authority™ (Pillar 4) — Two Pillars, One Chapter

@ Where This Fits in the Five Pillars
This chapter covers TWO of the Five Pillars because they work hand-in-hand:

Technical Excellence™ (Pillar 3, 0—20 pts): “Can Ai actually ACCESS this website quickly
and completely?” Your foundation—speed, mobile, SSL, crawlability.

Schema Authority™ (Pillar 4, 0—20 pts): “Does this business TELL me exactly what it is,
or do | have to guess?” Labels on your data that Ai can read instantly.

Together, they’re the infrastructure that makes ALL your other efforts (content, trust,
accessibility) work.

5.1 Technical Excellence™: The Foundation

Nobody walks into a house and says, “Wow, what a beautiful foundation!” But if that foundation is
cracked, the whole house is worthless. That’s Technical Excellence™. Nobody sees it. Everybody
depends on it.

Ai crawlers operate under strict time constraints. They visit your site, try to read your content, and move
on. If your site is slow, broken, or hard to crawl, Ai simply skips you and reads the next business’s site.
I's not personal. It's math.

Technical Excellence: The Foundation Under Everything

Nobody sees the foundation. But if it is cracked, the whole house is worthless.
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Page Speed Load time, Core Web Vitals, image Convert images to WebP at
optimization webpforaeo.com

[ (oY o1 W RL=Ya (o) d 1 ELy (- Responsive design, tap targets, Pull up your site on your
readable text phone right now

HTTPS/SSL Security certificate, padlock icon, No padlock? Fix TODAY.
encrypted data

Crawlability Search engines and Ai can access Check robots.txt and sitemap
your pages

Core Web Vitals Google performance metrics (LCP, Run PageSpeed Insights
FID, CLS)

Technical Excellence = Pillar 3 (0-20 pts). The fastest wins are here.

Page Speed: The Biggest Quick Win
This is where most businesses can see immediate improvement. Ai crawlers have time limits—if your
page takes 5+ seconds to load, the crawler may give up before it reads your FAQ section or service

details. Right now the consensus is that if your mobile speed is over 3 seconds your chances go down.

Here is what a test looks like when all 8 cylinders are hitting.
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Performance Accessibility Best Practices SEO

100 100 100

100

Speed Report

First Contentful Paint rce 1.09s

First Contentful Paint marks the time at which the first text or
image is painted.

Speed Index sl 1.25s

Speed Index shows how quickly the contents of a page are
visibly populated.

Last Contentful Paint tsp 1.12s

Largest Contentful Paint marks the time at which the largest text
or image is painted.

Time to Interactive 1 1.26s

Time to interactive is the amount of time it takes for the page to
become fully interactive.

Total Blocking Time 71&t 14ms

Sum of all time periods between FCP and Time to Interactive,
when task length exceeded 50ms, expressed in milliseconds.

Cumulative Layout Shift cts 0

i®Marketers.con
= cD

Search has shified o A Have you?

AEO - Ai Engine
Optimization
That Gets You Found!

Wskch our iatest succoss storios

Some of the companies we and our
partners have worked with...

&

You can test your own site at igsitespeed.com for free! You can also use

https://pagespeed.web.dev/ We use the same Ai from Google. If you use iQSitespeed.com it saves
your results and you can set it up for automatically run daily and give you alerts if something falls out of

bed.

The single fastest fix: convert your images to WebP format.

Images are almost always the biggest speed bottleneck. A single hero image in JPG format can be 2-5
MB. The same image in WebP? 200-500 KB. Same visual quality, 80% smaller file. Your PageSpeed

score jumps 10-30 points instantly.
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The WebP Miracle (Ten-Minute Win)
This is the biggest single speed boost you’ll find for 10 minutes of work:
1. Go to webpforaeo.com convert your images to WebP for free.
2. Upload your homepage’s biggest image (usually the hero banner)
3. Download the WebP version
4. Upload it to your website, replacing the old image
5. Run Google PageSpeed Insights before and after
Expected result: 10-30 point improvement in PageSpeed score. \We've seen scores

jump from 45 to 78 with image optimization alone. This directly impacts your Technical
Excellence™ score.

Original (PNG)

~89.7% smaller WebP: 67.46 KB

Original: 655.91 KE .
Original was 9.7x larger @ 80% Quality

So this is a screen shot of the difference between a png image and a WebP image. The png was 9.7
times larger! That is how changing out your images to WebP can impact your mobile load times.

Check out your site and then check out a couple of your competition sites with
AEOWebsiteChecker.com and you will see what | mean. Not pushing our site as much as | don’t trust
any of the other tools out there. We built this puppy for ourselves to use with our clients and just now
making it publicly available.
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Mobile Performance

Most Ai queries originate from mobile devices. If your site doesn’t perform well on mobile, you’re failing
the majority of Ai evaluations. Test your site on Google PageSpeed Insights and look at the MOBILE
score specifically (not just desktop).

Common mobile killers: text too small to read, buttons too close together, content wider than screen,
pop-ups that block the page, and slow load times on cellular connections.

HTTPS/SSL

If your website doesn’t have the padlock icon in the address bar, Ai sees “not secure.” This is a major
trust penalty. SSL certificates are free through Let’s Encrypt. There is zero excuse for not having
HTTPS in the current year.

Crawlability

Broken links, blocked pages in robots.txt, and missing sitemaps all prevent Ai from reading your
content. Check Google Search Console for crawl errors. Every page Ai can’t reach is content that can’t
earn you a recommendation.

Core Web Vitals
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Google’s three speed metrics—LCP (Largest Contentful Paint), FID (First Input Delay), and CLS
(Cumulative Layout Shift)—directly affect how Ai evaluates your site. These feed into Technical
Excellence™ scoring. Fix the biggest issues first; perfection isn’t required.

What It Measures Target

LCP How fast the main content loads @ Under 2.5 seconds
visually
FID How quickly the page responds Under 100 milliseconds

to first interaction

CLS How much the page layout shifts = Under 0.1
during loading

5.2 Schema Authority™: Labeling Your Data for Ai

If Technical Excellence™ is the foundation, Schema Authority™ is the signage. Imagine you’re moving
into a new house. All your stuff is packed in identical brown boxes. The movers COULD open every box
to figure out what'’s inside—or you could just write “KITCHEN — POTS AND PANS” on the outside.

Schema markup is the label on the box. It tells Ai exactly what your content means, what your
business is, and what services you offer—without making Ai guess.

Most small businesses have ZERO schema markup. When you add it, you're speaking Ai’s native
language while your competitors are still mumbling.

Schema Markup: Labels on Your Moving Boxes
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Ai could open every box to see what is inside... or you could just write it on the outside.

Ai Experience Ai has to GUESS what your Ai KNOWS exactly what you are
business is

Business Info P77 LocalBusiness, Services, Reviews

Content 2?7?77 077 FAQPage, Person, Article

Ai Response "This looks like a business... "This IS a dentist named John
probably a dentist... | think the Smith at 123 Main St. 4.8 stars.
address is maybe 123 Main St..." | Open Mon-Fri. | am confident."

Schema Authority = Pillar 4 (0-20 pts). Most small businesses score 0. That is your opportunity.

The Schema Types You Need

Schema Markup Priority: What to Implement First

Start at the top. Each level builds on the one below.

. REQUIRED
' HIGH PRIORITY

AUTHORITY

LocalBusiness (name, address, phone, Implement TODAY
hours, services, area) + FAQPage (Q&A
pairs Ai can extract directly)

Service (each service with description Within 30 days
and area) + AggregateRating (review
score and count from Google)

Article/BlogPosting (blog content with Within 60 days
author credentials) + Person (author
expertise and credentials)

Test your schema: Google Rich Results Test (search.google.com/test/rich-results)
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Schema Type

LocalBusiness

FAQPage

Service

AggregateRating

Article/BlogPosting

Person

What It Tells Ai

Your core identity:
who you are, where
you are, what you
do

Structured Q&A
pairs Ai can extract
and quote directly

Each service you
offer with
description and
service area

Your review score
and count in
structured format

Your content with
author attribution
and publish dates

Author expertise
and credentials

How to Implement Schema

Schema markup goes into your website’s HTML as JSON-LD (JavaScript Object Notation for Linked
Data). It looks like a script tag in your page’s code. You don’t need to be a developer to add it, but you

Key Fields

Name, address,
phone, hours,
serviceArea, services
offered, geo
coordinates

Question name,
accepted answer text

serviceType, name,
description,
areaServed, provider

ratingValue,
reviewCount,
bestRating

headline, author,
datePublished,
dateModified,
publisher

name, jobTitle,
worksFor,
knowsAbout, sameAs

do need access to your website’s code or a WordPress plugin.

Option 1: WordPress Plugins (Easiest)
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Impact on AEO

CRITICAL — without
this, Ai has no
verified identity for
you

CRITICAL — direct
match to Ai query
format

HIGH — tells Ai
exactly what you do

HIGH — social proof
Ai can cite

MEDIUM — builds
content authority

MEDIUM — E-E-A-T
trust signal
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Best For

Rank Math SEO All-in-one with built-in schema generator. Free version
covers LocalBusiness, FAQ, Article. Easiest for beginners.

Yoast SEO Similar to Rank Math. Solid schema support. Choose one or
the other, not both.

Schema Pro Dedicated schema plugin with more types and
customization. Good if you need Service or Person schema
beyond what Rank Math offers.

Option 2: Google Tag Manager

For more control without editing theme files, inject schema through GTM custom HTML tags. This lets
you manage schema centrally and update it without touching your website code.

Option 3: Manual Code

Add JSON-LD script tags directly to your HTML <head> section or before the closing </body> tag. This
gives full control but requires a developer or comfort editing code.

Ten-Minute Win

Test what schema Google already finds on your site. Go to
search.google.com/test/rich-results and paste your homepage URL. See what comes back.
Most small businesses get “No rich results detected.” That's a zero on Schema
Authority™—and a MASSIVE opportunity because your competitors probably have the
same zero.

5.3 Website Architecture for Ai Crawlers

Schema tells Ai what things mean. Site architecture tells Ai how things relate. Together, they create a
complete picture of your business and expertise.

Think of your website as a library. A well-organized library makes it easy to find any book. A
disorganized library? Everything’s there, but good luck finding it.
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The Three-Click Rule

Every important page should be reachable within 3 clicks from the homepage. Ai crawlers have
limited time and resources. Deeply buried content may not get crawled frequently, or at all.

Architecture Principle What It Means for Ai

Flat structure Important pages within 3 clicks of homepage. Ai finds
everything quickly.

Logical grouping Related content under clear categories. Ai understands
topic relationships.

Descriptive URLs /roofing/materials beats /page?id=47. Ai reads the URL
itself for context.

XML sitemap A roadmap for Ai crawlers. Tells them exactly what pages
exist and when they were updated.

Internal linking Links between related pages show Ai how your expertise
connects. This powers the pillar/cluster model from Chapter
4.

Breadcrumbs Show Ai the path: Home > Services > Roofing > Materials.

Reinforces hierarchy and topic relationships.

The Ideal Site Structure

For a local service business, your site architecture should look something like this:

»  Homepage — Clear statement of who you are, what you do, where you serve. Links to all
main sections.

» Service Pages — One page per service (not all services crammed onto one page). Each
with a Service schema.

* Location Pages — If you serve multiple areas, one page per area with local specifics. Not
duplicate content with city names swapped.
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* Pillar + Cluster Content — Your comprehensive content hubs from Chapter 4. Under
topic-specific subfolders.

* About/Trust Pages — Team bios with credentials, certifications, awards. Feeds Trust
Architecture™.

+ FAQ Page — With FAQ schema markup. Links to detailed answers in your content sections.

5.4 The Technical AEO Audit

Before you start fixing things, know where you stand. Run through this technical audit:

Check Tool Target Fix If Failing

PageSpeed (Mobile) PageSpeed Insights 70+ WebP images,
compress CSS/JS,
lazy load

PageSpeed (Desktop) PageSpeed Insights 85+ Same as above +
server response
time

HTTPS active Browser padlock Required Install SSL
certificate (free via
Let's Encrypt)

Mobile usability Search Console 0 errors Fix text size, tap
targets, viewport

Schema markup Rich Results Test LocalBiz + Add JSON-LD via
FAQ plugin or code
Crawl errors Search Console 0 errors Fix broken links,

unblock pages
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XML sitemap yoursite.com/sitemap.xml = Exists Generate via plugin
(Rank Math, Yoast)

Core Web Vitals PageSpeed Insights All green Optimize LCP, FID,
CLS individually

Ten-Minute Win

Run two tests right now. (1) Go to pagespeed.web.dev and test your homepage on
mobile. Write down the score. (2) Go to search.google.com/test/rich-results and paste your
homepage URL. Write down what schema is found. Those two numbers tell you exactly
where your Technical Excellence™ and Schema Authority™ stand. Then go to
aeowebsitechecker.com for the complete Five Pillar breakdown.

The Technical Bottom Line

Technical Excellence™ and Schema Authority™ are the two pillars most businesses completely ignore.
And that’s exactly why they’re your biggest opportunity.

Your competitor might have better content. They might have more reviews. But if YOU have faster load
times, proper schema markup, and a well-structured site while they don’t? Ai will read YOUR content
first, understand it better, and recommend you more confidently.

Technical work isn’t glamorous. Nobody posts their schema markup on Instagram. But it’s the
difference between Ai guessing about your business and Ai KNOWING about your business.
This is Money!

E£J Coming Up Next

Chapter 6: Building Authority and Trust — Trust Architecture™—the human side of
AEO. Reviews, citations, credentials, community presence, and the signals that make Ai
say “I'd stake my reputation on recommending this business.”
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CHAPTER 6

Building Authority and Trust

—
AUTHORITY )

The Trust Architecture™ Deep Dive — Pillar 1 of the Answer Engine Dominance
Framework™
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@ Where This Fits in the Five Pillars

Trust Architecture™ is Pillar 1 (0—20 pts) and usually the #1 lever for getting cited by Ai. It
answers:

“Can | trust this business enough to recommend it?”

Think of it as your résumé. If you can’t prove your qualifications, Ai won't risk
recommending you. Reviews, citations, credentials, community presence, NAP
consistency—these are the proof Ai needs.

6.1 The New Backlink: Citations in Ai Training Data

In the SEO world, backlinks were king. The more high-quality websites linking to you, the higher you
ranked. In the AEO world, the game has shifted to citations—mentions of your business across sources
that Ai reads and trusts.

Every article, every news story, every publication that mentions your business becomes a data point Ai
can use. The more places Ai finds your name associated with quality and expertise, the more confident
it becomes in recommending you.

Citation Authority Tiers

Not all mentions are equal. Ai weighs sources by their authority level.

PREMIUM Major news, .gov, .edu, Extremely hard to get.
Wikipedia, industry journals Extremely valuable.

STRONG Trade publications, Forbes/Inc, Achievable. Pursue actively.
BBB, Chamber of Commerce HARO is your friend.

MODERATE Local news, podcasts, LinkedIn, | Easiest path to citations. Start
webinar summaries here for quick wins.

BASIC Directories, associations, social Volume matters here. Be
mentions everywhere consistently.

Every citation at ANY tier builds your Trust Architecture score. Start at Tier 3 and work up.

Three Strategies for Building Citations

Strategy 1: Become a Media Source
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Journalists and reporters constantly need expert quotes. Position yourself as the go-to source in your
area. The easiest way to start:

* Sign up for HARO (Help A Reporter Out). Free service connecting sources with
journalists. Respond to relevant queries within 2 hours with concise, quotable insights. Include
your credentials.

« Build relationships with local reporters. Offer to be their go-to expert when industry news
breaks. Storm season? You’re the roofer they call for a quote. Summer heat wave? You'’re the
HVAC expert.

+ Create a media kit. One page with your credentials, headshot, areas of expertise, and
contact info. Make it easy for journalists to feature you.

Strategy 2: Create Citation-Worthy Content

Produce content so valuable that others naturally reference it:

«  Original research or data (e.g., “2025 Nashville Home Repair Cost Guide” based on your
actual pricing data)

* Industry reports with local angles that media can quote
* Free tools or calculators that get shared and cited (like a roof replacement cost estimator)

»  Community resource guides that become the go-to reference

Strategy 3: Pursue Press Coverage Actively

Don’t wait for the press to find you. Create newsworthy angles:

Newsworthy Angle Example Pitch

Community service Free repairs for veterans, elderly, or disaster victims. Local
media loves these stories.

Milestone anniversary 10, 25, or 50 years in business. “Local family business
marks 25 years serving Nashville.”

Seasonal expertise Storm season prep tips. Summer heat survival. Winter pipe
protection. Offer yourself as the expert source.
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Employee stories Veteran-owned. Family business. Employees overcoming
challenges. Human interest angles.

Industry innovation New technology adopted. Green/sustainable practices.
Something that sets you apart.

Ten-Minute Win

Go to helpareporter.com (HARO) and sign up right now. It's free. Select your industry
categories. You'll start getting journalist queries in your inbox. Respond to one within the
first week. Even one press mention is a citation Ai can find.

6.2 Reviews and Social Proof That Ai Actually Values

Reviews have always mattered. But in the AEO era, they matter in new ways. Ai doesn’t just count your
stars—it reads and analyzes the actual content of your reviews. And here’s what most businesses miss:
your review RESPONSES are just as important as the reviews themselves.

What Ai Looks for in Reviews

What Ai Measures Your Target

Volume How many reviews you have. 100+ on Google as primary
50+ = established. 100+ = target
strong. 200+ = market leader.

Recency When reviews were posted. Steady stream, at least 2—4
Reviews from the last 6 months new reviews per month
carry the most weight. Gaps
signal problems.
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Detail Specific, story-driven reviews vs.

generic “Great service!” Ai
values reviews that mention the
service, technician, problem
solved.

Rating Average star rating. 4.5+ is ideal.

Below 4.0 is a red flag.

Response Rate Do you respond to reviews?
How quickly? How detailed? Ai
sees your engagement level.

The AEO Review Response Formula

Ask customers to describe their
specific experience

4.5+ average (quality over
quantity)

100% response rate within 48
hours

This is where most businesses completely drop the ball. Your review responses are training data for
Ai—especially Google Gemini, which has direct access to your Google Business Profile.

The AEO Review Response Formula

Your responses are just as important as the reviews themselves. Ai reads BOTH.

- What Most Businesses Do The AEO-Optimized Response

Response "Thanks for the review!" .. 7 elements: 1) Thank by situation 2)
worse, no response at aII. Name the service 3) Reference their
details 4) Mention service area 5)
Include service keywords 6)
Professional warm tone 7) Sign with

name + title
What Ai Generic = not engaged. No service | Keywords, engagement,
Thinks keywords. No location signals. Not | professionalism, active business. "l can
active. confidently recommend this."

Target: respond to EVERY review within 48 hours. Use the formula above. This is free AEO work.
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7/ The 7-Element Response Template

For EVERY review, positive or negative, include these 7 elements:

1. Thank them for the specific situation (“Thank you for sharing your AC repair experience!”)

2. Name the specific service (“roof replacement,” “furnace installation,” “emergency
plumbing”)

3. Reference details from their review (technician name, problem solved, timeline)
4. Mention their location or your service area if they did

5. Include 2-3 related service keywords naturally (“AC maintenance, heating repair, HVAC
services”)

6. Keep tone professional, warm, and genuine
7. Sign with your name, title, company, and phone number

For NEGATIVE reviews: acknowledge the issue, apologize, offer to make it right offline,
and maintain professionalism. Never argue. Your response teaches Ai (and every future
customer) how you handle problems.

Ten-Minute Win

Go to your Google Business Profile right now and respond to your 3 most recent
reviews using the 7-element formula above. Even if they’re old. This immediately sends
fresh engagement signals to Google. Then commit: every new review gets a response
within 48 hours from now on.

6.3 Becoming THE Authority: Credentials, Content, and
Community

Citations and reviews are reactive trust signals—other people talking about you. But you also need
proactive trust signals: things YOU build that demonstrate authority.
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Credentials That Ai Can Verify

Credential Type AEO Impact

Industry certifications GAF Master Elite, NATE Certified, EPA certified—these are
verifiable. Ai can confirm them. Display prominently and add
to schema.

Professional licenses State licenses with numbers. Ai can cross-reference with

government databases. This is trust gold.

BBB accreditation BBB is a structured database Ai queries directly. A+ rating
in BBB = strong trust signal across multiple Ai platforms.

Awards and recognition Best of Nashville, Angi Super Service Award, HomeAdvisor
Top Rated. Each is a third-party endorsement Ai can find.

Association memberships Chamber of Commerce, industry associations, trade
organizations. These create backlinks AND citations
simultaneously.

Author Expertise: The E-E-A-T Factor

Google’s E-E-A-T framework (Experience, Expertise, Authoritativeness, Trustworthiness) isn’t just for
SEO—it’s exactly what Ai evaluates when deciding whether to cite you.

* Named authors on every piece of content. Not “Admin” or “Team.” A real person with a
real bio, real credentials, and a real photo.

« Author bio pages with credentials. “John Smith, Master Roofer with 20+ years
experience, GAF Master Elite certified, member of NRCA.” Add Person schema.

» Link author profiles to LinkedIn. This creates a verifiable chain: your website — author
bio — LinkedIn profile. Ai can follow this trail and confirm expertise.

Community Presence
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Local community involvement creates trust signals that national competitors can’t match:
*  Chamber of Commerce membership (creates directory listing + backlink + citation)
* Local sponsorships (Little League, school events, charity runs—these get press coverage)

+  Community events or workshops ("Free Home Maintenance Workshop" gets local media
attention)

« Partnerships with complementary local businesses (cross-referral = mutual citations)

6.4 The Trust Architecture™ Building Timeline

Trust isn’t built overnight. Here’s the realistic timeline for building your Trust Architecture™ from
foundation to dominance:

Trust Architecture Building Timeline

What to build and when. Start left, work right.

Phase Timeline Actions

Foundation Month 1-2 Complete GBP profile, NAP consistency audit, start review

campaign, author bios on site, basic credentials listed

Credibility Month 3-4 50+ reviews target, HARO sign-up, local press pitch,
professional photos, awards/certs displayed

Authority Month 5-6 100+ reviews, guest articles published, podcast
appearances, speaking engagements, community
sponsorships

Dominance Month 7-12 200+ reviews, regular press coverage, industry publications,
award nominations, community leadership

Month 1-2 Foundation: GBP complete, NAP 0-8 pts — 8-12 pts
audit, review campaign started,
author bios added, credentials
displayed

Month 3—4 Credibility: 50+ reviews, HARO 8-12 pts — 12-15 pts
signed up, local press pitched,
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professional photos, awards
displayed

Month 5-6 Authority: 100+ reviews, guest 12-15 pts — 15-18 pts
articles, podcast appearances,
speaking, community sponsorships

Month 7-12 Dominance: 200+ reviews, regular 15-18 pts — 18-20 pts
press, industry publications, award
nominations, community leadership

¢ The NAP Consistency Check

NAP = Name, Address, Phone. It sounds simple, but inconsistent NAP across platforms is one of
the top Trust Architecture™ Kkillers. If Google says you’re at “123 Main St” and Yelp says “123 Main
Street” and your website says “123 Main St., Suite 100"—Ai sees three different addresses for the
same business. That’s a trust red flag.

Audit every listing: Google, Yelp, BBB, Facebook, Apple Maps, Bing Places, industry directories.
Make them IDENTICAL. Same spelling, same abbreviations, same suite number. This alone can
boost your Trust Architecture™ score.

Ten-Minute Win

Google your business name in quotes. Look at the top 10 results. Is your name, address, and
phone number identical everywhere? Pick the 3 listings that are wrong and fix them right now. Then
check aeowebsitechecker.com to see your Trust Architecture™ score.

E£J Coming Up Next

Chapter 7: Accessibility & Ai Readability™—the final pillar. Making sure both humans
AND machines can actually read your content. Alt text, heading hierarchy, semantic HTML,
and the accessibility details that complete your Five Pillars score.
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CHAPTER 7
The Trust Architecture™ Bottom Line

Accessibility & Al Readability
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Trust is usually the #1 lever for getting cited by Ai. A business with perfect content but no trust signals
will lose to a business with good content and strong trust signals every time.

The beautiful thing about Trust Architecture™? Once you build it, it compounds. Every review,
every citation, every credential makes the next one easier. Ai sees a growing pattern of
trustworthiness and becomes increasingly confident in recommending you.

The Final Pillar — Pillar 5 of the Answer Engine Dominance Framework™

@ Where This Fits in the Five Pillars
Accessibility & Al Readability™ is Pillar 5 (0-20 pts). It answers:
“Can both humans with disabilities AND Al crawlers actually read this content?”

This is the most overlooked pillar—and possibly the most elegant. Everything you do for
accessibility (alt text, heading hierarchy, semantic HTML, descriptive links) ALSO makes
your content more readable for Al. Two audiences served with one set of improvements.

7.1 The Invisible Barrier

Your website might look stunning. Professional photos. Beautiful layout. Modern design. Your human
visitors love it.

But Al doesn’t see design. Al sees code.

When Al crawls your page, it doesn’t see your gorgeous hero image—it sees <img src="hero.jpg">. No
alt text means Al has literally zero idea what that image contains. It could be your team photo. It could
be a stock image of a sunset. It could be a picture of a cat. Al has no clue.

When Al encounters your headings, it doesn’t see big, bold text—it looks for <h1>, <h2>, <h3> tags. If
your headings are just styled <div> elements with bigger fonts? Al sees no structure at all. Just a wall of
undifferentiated text.

This is the invisible barrier. A page that looks perfect to humans but is incomprehensible to Al. And
the cruel irony? The same barrier that blocks Al also blocks humans who use screen readers, keyboard
navigation, or other assistive technologies.

And a big side note, just because you have an “ADA Plugin” on your site does not mean you are ADA

compliant, especially for Ai. They are a good add on, but they will not replace your site being
structurally set up correctly.

The Accessibility and Al Readability Checklist

Six areas. Each one helps humans with disabilities AND Al crawlers.

R R

Copyright 2026 all rights reserved AEOWebsiteChecker.com 101


http://aeowebsitechecker.com

ALT TEXT Describe every image Without alt text, Al sees a black box.
Screen readers skip it entirely.

HEADING H1>H2 > H3 in order Al uses headings to build a content

HIERARCHY outline. No headings = no structure.

SEMANTIC HTML Use <nav> <main>

Al cannot tell navigation from

LINKS

<article> content from sidebar without
semantic tags.
DESCRIPTIVE Not "click here" Al needs link context. "Click here"

tells it nothing about the destination.

TABLE HEADERS Use <th> with scope
attributes

Without headers, Al cannot parse
table data or extract structured
answers.

COLOR CONTRAST | 4.5:1 minimum ratio

Low contrast fails both visually
impaired users and Al text
extraction.

What Humans See vs. What They Miss

A beautiful website can be completely invisible to Al.
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What Humans See (Looks Great!) What Humans without disabilities DON'T

Notice (Hidden Problems)

Nice-looking, professional design Hero image has no alt text

Beautiful photos throughout Headings are just styled big text, not real
H1/H2/H3

Easy to navigate and find info Tables have no header rows

Clear branding and colors Links all say "click here"

Looks trustworthy and modern Low color contrast on some text

"Great website! Looks legit." No semantic HTML structure

The page LOOKS great. But beauty is only skin deep. Al does not see design. Al sees code.

7.2 The Six Essentials of Al Readability
What Al Sees (Same Page)

Al does not see design. Al sees code. And this code is a mess.

What Al Reads in the Code The Problem

<h1> (MISSING) Al has no idea what this page is about. No main topic
identified.
<img src="hero.jpg" alt=""> Alt text is EMPTY. Al sees a black box. Could be your

team, a stock photo, or a picture of a cat.

<div> <div> <div> <div> No semantic HTML. Just nested divs. Al cannot tell
navigation from content from sidebar.

<b>A bold heading</b> Is this a heading? A label? Important text? Without <h2>
tags, Al cannot build a content outline.

<a href="/page">click here</a> Click where? For what? Zero context. Al cannot
determine what this link leads to.

Al's Conclusion:
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"I can see there is content here, but | cannot reliably extract answers from it. The structure is
unclear. No heading hierarchy. Images are black boxes to me. | will skip this business and
recommend a competitor whose site | CAN actually read."

Accessibility and Al Readability = Pillar 5 (0-20 pts). Fix the code, fix the visibility.

Essential 1: Alt Text on Every Image

Alt text is the single most impactful accessibility fix for AEO. Without it, every image on your site is a
black box to Al.

% Bad Alt Text v Good Alt Text

alt="" alt="Nashville Pro Roofing team completing a
GAF Timberline HDZ shingle installation on a
colonial-style home in Brentwood TN"

alt="image1.jpg" alt="Before and after comparison of
storm-damaged roof repair in Green Hills
Nashville"

alt="photo" alt="Mike Johnson, master roofer with 20

years experience, inspecting roof decking
during replacement"

Good alt text describes what'’s in the image AND why it matters. Include relevant details: service type,
location, credentials, people. Al reads alt text as content—treat it like a caption that happens to be
invisible.

Essential 2: Proper Heading Hierarchy

Copyright 2026 all rights reserved AEOWebsiteChecker.com 104


http://aeowebsitechecker.com

Headings are the table of contents for Al. They MUST follow a logical hierarchy:

7/ The Heading Rules

H1: ONE per page. Your main topic. “Complete Guide to Roof Replacement in Nashville”

H2: Major sections. “Roofing Materials,” “Cost Factors,” “Timeline”

” ” i

H3: Subsections under H2s. “Asphalt Shingles,” “Metal Roofing,” “Tile Options”

Never skip levels. Don’t go from H1 to H3 without an H2. Al reads this as broken structure.

Never use headings for styling. If you want big bold text that ISN'T a heading, use
CSS—not heading tags.

Essential 3: Semantic HTML

Semantic HTML uses meaningful tags that tell Al what each section of your page IS—not just what it
looks like:

Instead of... Al Understands...

<div id="nav"> <nav> This is navigation

<div id="main"> <main> This is the primary content

<div class="post"> <article> This is a self-contained piece

<div class="sidebar"> <aside> This is supplementary
content

<div class="footer"> <footer> This is footer/meta info

Essential 4: Descriptive Link Text
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Al reads link text for context. “Click here” tells Al nothing. Descriptive link text tells Al exactly what’s on
the other end:

Bad: “To learn about roof replacement, click here.”
*  Good: “Read our complete guide to roof replacement in Nashville.”
* Bad: “More info.”

*  Good: “View our roofing materials comparison chart.”

Essential 5: Table Accessibility

If your content includes comparison tables, pricing tables, or data tables, they need proper header rows
and scope attributes. Without these, Al can’t tell which column is which:

» Always use <th> for header cells, not just bold <td> cells. Al reads <th> as “this is what
the column means.”

» Add scope attributes: scope="col" for column headers, scope="row" for row headers. This
tells Al the direction of the data.

* Add a caption. <caption>Roof Replacement Cost Comparison by Material Type</caption>
gives Al context for the entire table.

Essential 6: Color Contrast and Readability

If text color is too close to background color, screen readers and Al both struggle. WCAG standards
require a minimum contrast ratio of 4.5:1 for normal text and 3:1 for large text.

Test your site at webaim.org/resources/contrastchecker. Light gray text on white backgrounds? That'’s
failing. Fix it.

Ten-Minute Win

Right-click any image on your homepage and select “Inspect.” Look for the alt=""
attribute. Is it empty? Is it a filename like “IMG_4392.jpg”? If so, you've just found your
biggest Accessibility & Al Readability™ gap. Write a real description for your 5 most
important images and update them. Each one takes 30 seconds.

7.3 The Accessibility & Al Readability™ Audit

Run through this audit to find your gaps. Every “no” is a scoring opportunity:
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Audit Item Pass? Fix Priority

Every image has descriptive alt text (not empty, CRITICAL
not a filename)

One H1 per page that matches the page topic CRITICAL

Heading hierarchy follows H1 — H2 — H3 without CRITICAL
skipping levels

Semantic HTML used (nav, main, article, section, HIGH
aside, footer)

All links have descriptive text (no “click here” or HIGH
“read more”)

Tables have proper <th> headers with scope MEDIUM
attributes

Color contrast meets WCAG 4.5:1 minimum ratio MEDIUM
Videos have captions or transcripts MEDIUM
Forms have labeled fields (not just placeholder MEDIUM
text)

Page is keyboard-navigable (Tab key moves MEDIUM

through interactive elements)
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X Free Tools for Testing

WAVE Web Accessibility Evaluator: wave.webaim.org — paste any URL for an instant
accessibility report

Lighthouse (built into Chrome): Right-click — Inspect — Lighthouse tab — run
Accessibility audit

iQSiteSpeed.com : this uses the same Ai as Lighthouse with the added benefit of saving the
results and alerting you to issues.

axe DevTools: Chrome extension for detailed accessibility testing
WebAIM Contrast Checker: webaim.org/resources/contrastchecker

These tools catch 70-80% of accessibility issues automatically. For the rest, manual
review is needed (which is why the checklist above matters).

7.4 The Beautiful Symmetry: Accessibility = AEO

Here’s what makes Pillar 5 so elegant: every single accessibility improvement also improves your Al
readability. There’s no conflict. No trade-off. No “optimize for one at the expense of the other.”

Accessibility Fix Helps Humans Who... Helps Al Because...

Alt text on images Use screen readers or have Al can “see” images and
slow connections understand visual content

Heading hierarchy Navigate by headings with Al understands content
assistive tech structure and topic

relationships

Semantic HTML Use screen readers that Al knows what each section
announce page regions IS (nav, main, aside)

Descriptive links Navigate by link list and need = Al understands what linked
context content is about
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Video transcripts Are deaf or in sound-off Al can read video content

environments (can’t watch videos)
Color contrast Have low vision or color Clean rendering signals
blindness quality site

This isn’t a coincidence. Both accessibility and AEO exist to solve the same problem: making content
understandable to systems that can’t see the visual design. Screen readers and Al crawlers are both
reading code, not pixels.

¢ Bonus: Legal Protection

Web accessibility isn’t just good for AEO—it’s increasingly a legal requirement. ADA
lawsuits against websites have grown significantly. Making your site accessible protects you
legally while ALSO improving your Al visibility. Two wins, one effort.

E£J Coming Up Next

Chapter 8: AEO for Local Businesses—applying all Five Pillars specifically to local and
service-area businesses. Google Business Profile optimization, local content strategies,
multi-location approaches, and the hyperlocal content that Al loves.
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CHAPTER 8

Local Business AEO

2 I LR

Dominating Your Geographic Market
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8.1 Why Local Businesses Have a Unique AEO Advantage

Here’s something that will make you feel better about competing in the Ai era:

Being local is your superpower.

I know, | know. When you hear about Ai and machine learning and billion-dollar tech companies, it’s
easy to feel like a goldfish swimming in an ocean full of whales. But here’s the thing nobody’s telling
you: when it comes to Ai answer engines, local businesses actually have unfair advantages over
national brands.

It's like high school. In high school, you didn’t have to be the most popular kid in the entire country. You
just had to be known in YOUR school. YOUR hallways. YOUR lunch table. That was enough to thrive.

Same thing with AEO. You don’t need Ai to recommend you to the entire planet. You just need Ai to
recommend you when someone in YOUR area asks for YOUR type of service.

Why Local Businesses Beat National Brands in Ai

Your 5 unfair advantages

_ Advantage Why Locals Win
- Less Competition Competing vs. 50 locals, not 50,000 nationals

Review Density 100 local reviews > 10,000 national reviews for Ai

Geographic Ai values local expertise over generic coverage
Specificity

_ Community Signals Sponsorships and press that nationals cannot replicate
- Trust Proximity "Near me" queries favor businesses Ai can verify locally

National Brand: Generic content, no local reviews, no community signals, no local
press. RESULT: Ai skips them.

Local Business With AEO: City-specific content, location-specific reviews, chamber
sponsorships, local press. RESULT: Ai recommends them.

Your Five Unfair Advantages As A Local Business

. Advantage Why It Matters
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1 Less Competition You’re competing against maybe 50 local businesses, not
50,000 national ones. When someone asks Ai for a roofer in
Brentwood, you’re only up against local roofers—not every
roofer in America.

2 Geographic Ai values local expertise. A page about “Roofing in
Specificity Brentwood, TN” beats a generic national page about
“Roofing Services” every time. You can create content
national brands can't.

3 Review Density 100 reviews all mentioning “Franklin” and “Brentwood” are
worth more to local Ai queries than 10,000 scattered national
reviews. Ai sees concentrated local authority.

4 Community Signals Sponsoring the Franklin Youth Soccer league, being in the
Williamson County Chamber, getting featured in local
press—these signals are IMPOSSIBLE for national brands to
replicate in every market.

5 Trust Proximity When people ask Ai “near me” questions, Ai prioritizes
businesses it can verify are actually local. Your Google
Business Profile, local address, local phone number—all
trust signals nationals can’t fake.

The bottom line: while national brands are spread thin across every market, you’'re concentrated.
While they’re trying to be relevant everywhere, you're THE authority somewhere. And in the Ai era,
being THE authority somewhere beats being vaguely present everywhere.
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M The Video Game Analogy
Think of building local AEO authority like leveling up in a video game:

Level 1: Google Business Profile claimed and optimized. Basic website. A handful of
reviews. (Most of your competitors are stuck here.)

Level 2: Location-specific content. 50+ reviews. Chamber membership. Starting to appear
in Ai responses occasionally.

Level 3: Comprehensive local content. 100+ reviews. Community sponsorships. Local
press mentions. Ai recommends you regularly.

Level 4: Complete Answer Engine Dominance Framework™ implemented. 200+ reviews.
Industry leadership. Ai recommends you FIRST, consistently.

Most of your competitors are stuck at Level 1. That’s your opportunity.

8.2 Optimizing for “Near Me” and Location-Based Ai Queries

Remember when “near me” searches exploded a few years ago? “Pizza near me.” “Plumber near me.”

“Coffee near me.”

Well, Ai has taken this to a completely different level. People don’t just search anymore—they have full
conversations:

(Q Real Ai Queries People Are Asking Right Now
“What'’s the best pizza place near me right now that’s still open and has outdoor seating?”

“I need a plumber in Brentwood who can come today and won’t charge me an arm and a
leg.”

“Find me a coffee shop in East Nashville with good WiFi where | can work for a few hours.”

“Who’s the most trustworthy roofer in Franklin? | need a full roof replacement.”

Notice how specific these are? Ai has to understand three things about you: WHERE you
serve, WHAT areas you cover, and WHY you’re the best option for that specific location.
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The Geography Optimization Framework

Think of your service area like a target with rings. Your strategy is to dominate from the center outward:

The Geography Optimization Framework

Think of your service area like a target with rings.

Core Territory Your primary city/cities. Where most Dominate FIRST
business happens. Dedicated landing
pages. Pillar content + reviews.

Secondary Areas | Surrounding suburbs/cities. Expand to next
Neighborhood-level content. Location
blog posts. Local community
involvement.

Extended Service | Places you will serve if asked. ZIP code / |Layer 3 is gravy
county coverage. Basic service area
pages. Less content investment.

Strategy: Dominate Layer 1 first. Then expand to Layer 2. Like playing Risk: secure Australia
first, THEN take over the world.

Layer 1: Your Core Territory (The Bullseye)

These are the cities and areas where you do most of your business, have the best reputation, and want
to absolutely dominate. For most businesses, this is 1-3 cities.

What you need for EACH core city:
» Dedicated landing page — not just a mention, an entire page optimized for that city

« Pillar content — a major guide specifically for that area (e.g., “Complete Guide to Roof
Replacement in Brentwood, TN”)

* Local case studies — “Recent Brentwood Roof Replacement: What We Found and Fixed

* Reviews mentioning the city — “Best roofer in Franklin! They replaced our whole roof in
two days.”

* Local press — get featured in each city’s local news or community publication

* Local business involvement — join the Chamber, sponsor a team, attend networking
events

Layer 2: Secondary Areas (The Middle Ring)
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Here’s where you separate yourself from the competition. Most businesses stop at city level. You're
going deeper—to the neighborhood level.

People don’t say “I need a plumber in Nashville.” They say “I need a plumber in Green Hills.” When
someone asks Ai “Who’s a good contractor in Belle Meade?”, you want Ai to think, “Oh, THIS company
specifically knows Belle Meade.”

How to optimize for neighborhoods without going crazy:

*  You DON'T need a separate page for every neighborhood. That’s overkill and Ai will see
through it.

* You DO need to mention specific neighborhoods naturally in your content, case studies, and
blog posts.

* Blog posts like “Why Brentwood’s Humidity Affects Your AC Performance” or “5 Common
Roofing Problems in Green Hills Homes” are gold.

* Reviews that mention specific neighborhoods are incredibly powerful.

Layer 3: Extended Service Area (The Outer Ring)

These are places you'll serve if asked, but they’re not your focus. You don’t need pillar content or
dedicated pages for these—just make sure your service area page lists the ZIP codes or counties you
cover. Ai needs to know you CAN serve these areas, even if you’re not investing heavily in content for
them.

Five Types of Local Content That Ai Loves

Content Type Why Ai Loves It

Local Guides “‘Complete Homeowner’s Guide = Establishes comprehensive
to HVAC in Franklin, TN” local expertise
Seasonal/Weather “How Nashville’s Humidity Location-specific + time-relevant
Destroys Your AC (And Whatto @ = Aigold
Do)’
Neighborhood Tips “5 Roofing Issues Specific to Hyper-local authority nationals
Belle Meade Homes” can’t match
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Local Comparisons “Metal vs. Shingle Roofing: Answers real questions with
What Works Best in Middle TN” ' local context

Community Stories “Our Team Volunteered at the Generates community signals +
Franklin Food Drive” press + backlinks

The Local Landing Page Formula

For every primary service area city, your landing page should include:

+ City name in the H1 heading (e.g., “HVAC Services in Brentwood, TN”)

* Specific neighborhoods or areas you serve within that city

* Local testimonials from customers in that city

* Local case studies or project photos from that area

* Relevant local information (climate, common home types, building codes)
* FAQ section with location-specific questions

* LocalBusiness schema markup with your actual service area

» Google Maps embed showing your location or service area

This template works across every industry and every city. Build it once, then replicate
for each core market.

8.3 Community Engagement and Local Authority Building

This is the section where | tell you something your marketing agency probably hasn’t: the most powerful
AEO strategy for local businesses isn’t technical. It's community involvement.

Wait, what? You're telling me that sponsoring the local Little League team helps my Ai rankings?
Yes. Indirectly, but powerfully, yes.

Here’s why: every community involvement generates digital signals. Sponsoring a team gets you a
backlink from their website. Getting featured in local press gets you a citation. Joining the Chamber
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gets you a directory listing. Hosting a charity event gets you social media mentions and press
coverage. Ai sees ALL of these signals and thinks: “This business is deeply connected to this
community. They’re legitimate. They're established. | should recommend them.”

The Community Visibility Pyramid

Three levels of local authority that Ai recognizes.

e

LEADERSHIP Board seats, industry authority, Hardest but most
speaking/teaching impactful
ACTIVE Sponsorships, charity events, local | Best ROI for most
PARTICIPATION press, partnerships, community businesses
projects, awards
FOUNDATION Chamber of Commerce, BBB, trade | Easy to do, start
associations, Google Business HERE
Profile, online directories

Every membership, sponsorship, and leadership position creates DIGITAL SIGNALS: backlinks,
press mentions, directory listings, social proof, citations.

Level 1: Foundation (Where Everyone Should Start)

This is table stakes. If you're not here yet, start today:
» Claim and optimize your Google Business Profile (this is non-negotiable)
* Join your local Chamber of Commerce
* Register with the Better Business Bureau
* Join relevant trade associations (HVAC contractors association, local bar association, etc.)
» List yourself in every reputable local directory

This is easy, relatively cheap, and gives you a baseline of local authority signals. Most of your
competitors are here. It's necessary but not sufficient.
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Level 2: Active Participation (Where the Magic Happens)

This is where you separate yourself from the pack. Level 2 activities generate the kind of signals that Ai

loves and that your competitors probably aren’t creating:

Activity

Cost Range

Digital Signals
Generated

AEO Impact

Youth Sports $500-$2,000/season = Website backlink, HIGH
Sponsor social mentions,
team photos with
your brand
Charity Event $1,000-$5,000/event = Press coverage, HIGH
Sponsor backlinks, social
proof, photos
Local Event Booth = $200-$1,000/event Event website listing, = MEDIUM
social tags,
networking
School Partnership = $500-$3,000/year EDU backlinks VERY HIGH
(powerful!),
newsletter mentions,
community trust
Local Media Free (your time) Press citations, VERY HIGH
Column expert positioning,

regular backlinks

Pro tip: when choosing sponsorships, prioritize ones that give you a backlink on their website. A $500
youth soccer sponsorship that gets you a link on the team’s website and a mention in the local paper is
worth way more than a $5,000 billboard that creates zero digital signals.
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Level 3: Leadership (The Authority Accelerator)

This is where you become THE authority in your market:

* Board positions — serve on the board of a local nonprofit, business association, or
community organization

» Speaking engagements — present at local business events, Chamber meetings, or
community workshops

» Teaching — offer free workshops (“Homeowner’s Guide to Roof Maintenance” at the local
library)

* Local media expert — become the go-to source when local news needs a quote about
your industry

* Industry thought leadership — publish articles, write for trade publications, be quoted in
industry resources

Level 3 takes the most effort but generates the most powerful signals. When you’re on the board of the
local Chamber AND quoted in the Nashville Business Journal AND teaching workshops at the library, Ai
has dozens of trust signals all pointing to the same conclusion: this person is THE authority in this area.

¢« The Authenticity Factor

One critical warning: Ai (and humans) can tell the difference between genuine community
involvement and transparent marketing stunts.

DO: Get involved in causes you genuinely care about. Sponsor teams your employees’ kids
play on. Partner with charities aligned with your values.

DON'T: Slap your logo on everything, take a photo, and never show up again. That’s not
community involvement. That's advertising with extra steps.

The best community engagement strategy is the one you’d do even if it didn’t help
your AEO. The AEO benefits are a bonus.
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8.4 Local Press and Citation Strategy

Local press mentions are AEO gold. When the Williamson Source or Nashville Business Journal or
your local community paper mentions your business, that’s a citation that Ai values enormously. Here’s
how to actually get local press:

The Local Press Playbook

Strategy

Be the Expert
Source

Pitch Seasonal
Stories

Community Event
Coverage

Data & Surveys

Awards &
Recognition

What You Do

Email local reporters: “I'm
available as a local expert
whenever you need a quote
about [your industry].”

Before summer: “5 Ways
Nashville Homeowners Can
Prepare Their AC.” Before
winter: “How to Protect Your
Pipes.”

Host or sponsor an event, then
send a press release with
photos to local media

Conduct a local survey: “We
inspected 100 Nashville roofs.
Here’s what we found.”

Apply for local business awards:
BBB, Chamber, Best of
Nashville, etc.

What You Get

Regular press quotes with your
name and business cited

Feature articles positioning you
as the local authority

Event coverage, photos,
backlinks, social shares

Original data that reporters
LOVE to cite. Major credibility
boost.

Award announcements =
automatic press coverage + trust
signals

The secret nobody tells you about local press: reporters are DESPERATE for local business stories.
They have pages to fill every week. If you make their job easy by giving them a good story with photos
and quotes, they’ll cover you. It's not as hard as you think.
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Regional Press Releases work as well. They are not even that expensive, we do them for $395 per
release and they are written with Ai in mind. If you have someone do them for you, make sure they
understand how to write them for Ai. | suggest you do one at least once a quarter, if not every month.

You can get more local press releases done for less.

8.5 Putting It All Together: Your Local AEO Action Plan

Here’s how all of this connects back to the Answer Engine Dominance Framework™. Each local
strategy feeds into your Five Pillar scores:

How Local Strategies Boost It

Trust Architecture™

Content Intelligence™

Technical Excellence™

Schema Authority ™

Accessibility & Ai
Readability ™

Local reviews, press citations, community involvement,
Chamber membership — all build trust signals Ai recognizes

Location-specific guides, neighborhood content, local FAQs,
seasonal tips — structured content Ai can extract and quote

Google Business Profile optimization, local schema markup,
mobile-friendly local pages with fast load times

LocalBusiness schema, GeoCoordinates, service area
definitions, FAQPage schema on location pages

Alt text mentioning locations on project photos, proper heading
hierarchy on local pages, semantic markup
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Your Local AEO Quick-Start Checklist

Week 1: Foundation

* Claim/optimize Google Business Profile with complete info, photos, and posts
* Join your local Chamber of Commerce

* Create a service area page listing every city, neighborhood, and ZIP code you serve
Week 2-3: Content

* Create a dedicated landing page for your #1 city/area

» Write 2—3 blog posts with location-specific tips or guides

* Add LocalBusiness schema markup to your homepage and location pages
Week 4+: Community & Authority

* Identify 2—3 sponsorship opportunities with digital signal potential

» Email 3 local reporters introducing yourself as an industry expert

* Implement a review request system that encourages location mentions

» Expand to your Layer 2 markets with additional content

Ongoing: Measure & Expand

* Test Ai platforms monthly: “Who’s the best [your service] in [your city]?”

* Track your AEO score at aeowebsitechecker.com

» Expand to additional neighborhoods and cities as you dominate each one

The Bottom Line

Local AEO isn’t complicated. It's about doing three things consistently:

1. Create content that proves you know YOUR area. Not generic content. Content that’s specific to
the neighborhoods, cities, and communities you serve.

2. Build community connections that generate digital signals. Sponsorships, press, events,
partnerships—all creating the backlinks, citations, and social proof that Ai trusts.
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3. Make it easy for Ai to verify you’re local. Google Business Profile, local schema, consistent NAP
(Name, Address, Phone), and reviews mentioning specific locations.

Do these three things better than your competitors—which honestly isn’t hard, because most of them
aren’t doing ANY of it—and Ai will start recommending you. It's not magic. It's math.

E£J Coming Up Next

Chapter 9: Industry-Specific AEO Strategies—because while the local fundamentals
apply to everyone, each industry has unique tactics and opportunities that can accelerate
your results.
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CHAPTER 9

Creating & Measuring AEO Content

The Content Engine That Feeds Your Ai Visibility

Copyright 2026 all rights reserved AEOWebsiteChecker.com 124


http://aeowebsitechecker.com

The Brutal Truth About AEO Content

Here’s something nobody wants to hear: AEO requires content. A lot of content. Not just any
content—quality, authoritative, helpful content that Ai actually wants to cite.

And here’s the thing nobody tells you after that: creating content without measuring its impact is like
going to the gym, closing your eyes, doing random exercises, and hoping you’re getting stronger.
Maybe you are. Maybe you’re not. You have no idea.

That’s why this chapter combines two things that should never be separated: creating content AND
measuring whether it's working.

Create. Publish. Measure. Improve. Repeat.

That'’s the flywheel. And once it's spinning, it builds momentum on its own.

The AEO Content Flywheel

Create > Publish > Measure > Improve > Repeat

e N
- CREATE Write content Ai can cite

- PUBLISH Structure for Five Pillars

- MEASURE Test Ai visibility + AEO score

_ IMPROVE Fix gaps, update, expand

What to Measure Monthly

Ai Visibility Score: Ask 5 queries across 5 platforms. Track mentions.

AEOQO Framework Score: Run aeowebsitechecker.com. Track all Five Pillars.
Content Volume: Blog posts, pillar pages, FAQs published this month.
Review Count + Quality: New reviews, avg rating, location mentions.
Technical Health: PageSpeed, schema errors, mobile issues.

Lead Attribution: Calls, forms, emails that came from Ai referrals.

9.1 Building a Content System That Doesn’t Require You to
Be a Full-Time Writer

Let’s get real about what consistent AEO content actually requires:
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Content Type Frequency Time Investment

Blog posts 2—4 per month (800-1,500 2—4 hours per post
words)

Pillar pages 1 per month (3,000-5,000 6—10 hours per page
words)

FAQ updates Ongoing (add 2-3 30 minutes
questions/month)

Review responses Within 24 hours of each 5—10 minutes each
review

Social media 2-3 posts per week 30 minutes per post

Video content 1 per month (even phone 1-2 hours filming + upload
video)

If you just had a mild panic attack reading that—relax. You don’t have to do it all yourself, and you don’t
have to start at full speed. The 7-Day and 30-Day plans in Chapter 12 ease you into this.
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The Content Theme Strategy

Random content is wasted content. Instead of writing whatever comes to mind on Tuesday afternoon,
organize by monthly themes.

Example: HVAC Company Monthly Themes

January: Winter Heating Efficiency

* Blog: “Why Is My Heating Bill So High This Winter?”

* Blog: “Nashville Furnace Maintenance: Winter Checklist”

* Blog: “Heat Pump vs. Furnace: Which Is Right for Tennessee?”

* Video: “How to Change Your Furnace Filter (Nashville Homeowner Guide)”
February: Spring Preparation

* Blog: “Spring HVAC Maintenance: Preparing for Nashville’s Hot Summer”
* Blog: “Should | Service My AC in February? (Yes, and Here’s Why)”

* Pillar Page: “The Complete Guide to AC Systems for Nashville Homes”

Each theme feeds multiple content pieces that link together, building a content
cluster Ai loves.

Notice how every piece is location-specific? “Nashville Furnace Maintenance” instead of “Furnace
Maintenance Tips.” That’'s Content Intelligence™ meeting your local AEO strategy from Chapter 8.
They compound.
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Three Ways to Staff Your Content Engine

Who Does What Your Time/Week Best For

DIY You write, edit, 6—10 hours Solo businesses just
publish everything starting

Hybrid You provide 2-3 hours Most small
expertise. businesses
Freelancer/Ai drafts. (recommended)

You review and
approve.

Agency Agency handles 1-2 hours Businesses with
strategy, writing, budget, no time. Or if
publishing. You you want to dominate
approve final drafts. your competition

quickly

The Hybrid model is the sweet spot for most businesses. You bring the expertise and the stories—the
stuff only you know. A freelancer or Ai tool helps organize, expand, and polish. You do the final review.

Which brings us to the elephant in the room...

Ten-Minute Win: Grab a piece of paper. Write down the 10 questions customers ask you most.
"How much does it cost?" "How long does it take?" "Do you serve my area?" Congratulations — that's
your FAQ page AND your next 10 blog post ideas. You just planned two months of content in the time it
takes to microwave a burrito.
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9.2 Using Ai Tools to Create Content (Without Being Sleazy
About It)

Yes, you can use ChatGPT, Claude, and other Ai tools to help create AEO content. But there’s a right
way and a very, very wrong way.

The Human + Ai Content Process

Ai assists. Humans lead. Quality wins.

YOUR EXPERTISE | Voice-record or write what you know. Real stories. Real
experience.

- Ai ASSISTS Ai helps organize, expand, and structure your expertise.

- YOU REVIEW Add local details, personality, and insight Ai cannot know.
- YOU APPROVE Read as customer. Is it helpful? Accurate? Yours?
What NOT to Do With Ai

Do not publish raw Ai output without editing | Do not fabricate expertise you do not have | Do
not mass-produce low-quality content

Do not skip human review and approval | Do not use Ai to write about topics you do not
understand. While we have several highly customized Ai agents that help us write content, we
always have an AEO trained human put the finishing touches on content and check for
accuracy.

The Right Way: Human Intelligence + Ai or Hi+Ai for the Win

Step 1: Start with YOUR expertise. Voice-record or write a rough brain dump about the topic. Your
real experience. Your real stories. The thing you said to a customer last week that made them say
“Ohhh, now | get it.” That’s gold. Ai doesn’t have that. Only you do.

Step 2: Let Ai help structure and expand. Give Ai your brain dump and ask it to organize it into a
clear outline, suggest missing sections, or expand a thin paragraph. Ai is excellent at structure. Use it.

Step 3: YOU review and add the good stuff. This is where you add local details Ai couldn’t know,
personal insights, customer stories, your sense of humor, and anything that makes this content sound
like your company—not like a robot.

Step 4: YOU approve as if you’re the customer. Read the whole thing and ask: Would [ trust this?
Does it sound like us? Is it actually helpful? If you wouldn’t put your name on it, don’t publish it.
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@ The Wrong Way: What Ai Content Abuse Looks Like

% Publishing raw Ai output without any human editing. Ai content without your expertise
is generic soup. Ai can’t know that Brentwood homes built before 1995 have a specific
wiring issue, or that Franklin’s clay soil causes foundation problems. You can.

® Fabricating expertise you don’t have. If you're a plumber, don’t use Ai to write
authoritative-sounding content about electrical work. Ai will happily write it. It will also be
dangerously wrong.

® Mass-producing low-quality content. Cranking out 50 blog posts a month that all
sound the same? Ai will help you do that very efficiently. It will also make you look terrible
and Ai answer engines will ignore all of it.

Quality beats quantity. Every. Single. Time. Five great pieces beat fifty mediocre
ones.

Ten-Minute Win: Pull out your phone. Open the voice recorder. Answer your #1 customer question
out loud for 2—3 minutes — just talk like you're explaining it to a neighbor. Email yourself the recording,
transcribe it (most phones do this automatically now), and paste the transcript into ChatGPT, Claude or
Grok with: "Organize this into a blog post outline." You just created your first Human + Ai content piece.
Step 1: done.

9.3 Getting Your Content in Front of Al

Creating great content is half the battle. The other half is making sure Ai can actually find it. Here’s
where to distribute your content for maximum Ai exposure:

Channel What to Post Ai Impact
Your Website Everything. Blog posts, pillar HIGHEST. Your site with proper
pages, FAQs, case studies. This = schema is how Ai finds you.
is home base.
Google Business Weekly posts, photos, Q&A HIGH. GBP feeds directly into
Profile responses, service updates Google’s Ai Overviews.
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YouTube Video versions of your blog HIGH. YouTube is the world’s
content. Even simple phone 2nd largest search engine. Ali
videos with good titles and crawls transcripts.
descriptions.

LinkedIn / Social Excerpts, insights, MEDIUM. Some Ai platforms
behind-the-scenes. Drive back to = crawl social. Good for authority
your site. signals.

Industry Sites Guest articles on trade HIGH. Third-party citations are
publications, local news, partner = powerful trust signals.
sites

The Repurposing Strategy

One piece of content should become five. Write a blog post, then:
* Turnitinto a video (read it on camera, add visuals)

*  Pull 3-5 social media posts from it

Add the key Q&A to your FAQ page
* Use it in your next email newsletter
* Update your Google Business Profile with a summary post

Same expertise. Five touchpoints. Five chances for Ai to discover you. That's not being lazy—it’s being
smart.

Ten-Minute Win: Find your most recent blog post. Copy the key takeaway — one or two sentences.
Go to your Google Business Profile and post it as an update. Add a photo if you have one. You just
doubled that content's Ai exposure in less time than it takes to order coffee.

9.4 Measuring Your AEO: The Visibility Test

You can’t manage what you don’t measure. And measuring AEO is different from measuring SEO.

With SEO, you check your Google ranking. Simple. With AEQO, there’s no single ranking to check. Ai
responses change based on how questions are phrased, who'’s asking, and even the time of day. What
Ai says about you today might be different tomorrow.

So how do you track it? With a system.
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The Monthly Ai Visibility Test

5 queries x 5 platforms = your Ai visibility score (out of 125)

Query Template ChatGPT m Perplexity Copilot

Q1: "Best [industry] in

[city]?"

Q2: "Who to hire for [ [1 [] [] []

[service] in [area]?"

Q3: "I need [problem] [ [1 [] [] []

solved in [city]"

Q4: "Recommend [ [1 [] [] []

[profession] in

[neighborhood]"

Q5: "Best [specialty] near |[] [] [] [] []

[landmark]"

B T
INVISIBLE POOR FAiIR GOOD DOMINATING

Test monthly. Same queries. Incognito mode. Track the trend, not individual results.

The Monthly Ai Visibility Test Protocol

What you need: 30—45 minutes, incognito browser mode, and the five queries below. Do this on the
same date each month.

What to Ask (customize with your info)

Q1 “What are the best [your industry] companies in [your city]?”
Q2 “Who should I hire for [your service] in [your area]?”
Q3 “I need [specific problem solved] in [your city]”
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Q4 “Recommend a [your profession] in [specific neighborhood]”

Q5 “Best [your specialty service] near [local landmark or area]”

Ask each query on all 6 platforms: ChatGPT, Grok, Claude, Google Gemini, Perplexity, and Microsoft
Copilot. For each one, record: Were you mentioned? What position? What did Ai say about you?

Scoring Your Visibility

Score Range What It Means

0-25 INVISIBLE Ai doesn’t know you exist. You're like Dave
from the Introduction. Start the 7-Day Plan
immediately.

26-50 POOR Occasional mentions on 1-2 platforms.

Foundation is weak. Focus on Trust
Architecture and Schema Authority.

51-75 FAIR Inconsistent visibility. Ai knows you exist but
isn’t sure about you. Content Intelligence and
community signals needed.

76-100 GOOD Regular mentions across multiple platforms.
You’re in the conversation. Keep building and
expanding to new keywords.

101-125 DOMINATING Strong presence across all platforms. Ai
recommends you consistently. Now it's about
maintaining and expanding to new markets.
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[] Testing Rules (Follow These or Your Data Is Useless)

» Use the SAME exact queries each month—consistency is everything

* Test in incognito/private browsing mode (no personalization bias)

* Clear cookies between platforms

* Test from the same geographic location (or note any changes)

* Document the EXACT Ai response, not just yes/no

* Note what information Ai provides about you (what it gets right AND wrong)

* Track the trend over months—individual tests vary, but the trend tells the story

We also have an automated tracking system in AEOWebsiteChecker.com that we use
internally. | am going to make it publicly available pretty soon here, just need to figure out
pricing. If you are interested, drop us a line. https://aeowebsitechecker.com/contact | know,
it's a really hard sell here right?

Ten-Minute Win: Open ChatGPT or Grok right now. Type: "Who's the best [your service] in [your
city]?" Screenshot the result. Do the same on Gemini. That's your Day 1 baseline. Tape it to your
monitor. In 30 days, you'll do it again and see the difference.
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9.5 Your Complete Monitoring Rhythm

Here’s how to combine content creation and measurement into a sustainable system:

Frequency Content Actions Measurement Actions

Weekly Publish 1-2 pieces. Respond to all | Quick spot-check: ask 1 Ai platform
new reviews. Post to GBP and your top query. Note any changes.
social.

Monthly Publish pillar page or major Full Ai Visibility Test (all 5 queries,
content piece. Update FAQ with all 5 platforms). Run
new questions. Refresh oldest aeowebsitechecker.com. Compare
content. to last month.

Quarterly Audit all content. Update pillar Deep competitive analysis. Review
pages. Plan next quarter’s all Five Pillar scores. Identify
themes. Expand to new biggest remaining gaps. Adjust
markets/topics. strategy.

When to Pivot: Reading the Signals

Not everything works the first time. Here’s how to read the data and adjust:

AEOQO score improving but Ai | Technical foundation is solid Double down on Content
still not citing you but content or trust signals Intelligence and Trust
are weak Architecture

Cited on some platforms but = Different Ai platforms weight =~ Research what the missing
not others different signals. Normal platforms value (Ch. 1.2) and
early on. target those signals
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Was being cited, then
stopped

High score but low lead
conversion

Great local results, weak for
specific services

The Bottom Line

Creating content without measuring it is guessing. Measuring without creating is pointless. The flywheel

works when you do both:

Either a competitor improved,
or your content went stale

Ai is recommending you but
your website isn’t converting
visitors

Your location content is
strong but service-specific
content is thin

Update stale content. Check
competitor activity. Add fresh
content.

This is a website/sales
problem, not an AEO
problem. Fix your CTAs and
landing pages.

Create pillar pages for each
core service. Add Service
schema.

Create content that's genuinely helpful, locally specific, and structured for Ai.

Measure monthly with the Ai Visibility Test and aeowebsitechecker.com.

Improve by fixing what’'s weak, doubling down on what’s working, and staying consistent.

The businesses that win at AEO aren’t the ones with the biggest budgets. They’re the ones with

systems. Now you have one.

E£J Coming Up Next

changes.

Chapter 10: The Future of Answer Engines—what’s coming next in Ai search, the trends
that will shape the next 5 years, and how to build a business that adapts no matter what
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CHAPTER 10

The Future of Answer Engines
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What’s Coming Next (And Why You’re Already Prepared)
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Buckle Up

If you think the Ai landscape is moving fast now... you're right. We’'re not even at the bottom of the first
inning. The national anthem is still playing.

The platforms, capabilities, and user behaviors we see today will look primitive in 2-5 years. It’s like
comparing a flip phone from 2005 to an iPhone today. Same category. Completely different universe.

Now, | could fill this chapter with specific platform predictions. “Company X will launch Feature Y by Q3
of next year!” But that would be outdated before the ink dried. Instead, I'm going to give you something
more valuable:

The permanent trends that will hold true no matter WHICH platforms dominate.

Because here’s the good news: if you’ve built your AEO foundation on the Answer Engine Dominance
Framework™, you’re already prepared for whatever comes next. The Five Pillars aren’t optimized for
today’s Ai. They’re optimized for how Ai WORKS—which doesn’t change.

10.1 Five Trends That Are Here to Stay

Five Trends That Are HERE TO STAY

Platforms will change. These principles will not.

# e Wt

- Ai Replaces Search Lists |People want ANSWERS, not links

_ Voice Keeps Growing Hands-free = Ai default for questions

. Trust Signals Matter More | Ai gets better at detecting fake authority
_ Local Wins Over Generic | Specificity beats scale in Ai answers
_ Structured Data Is King Schema tells Ai exactly what you are

What This Means for Your AEO Strategy

The Answer Engine Dominance Framework is built on these permanent trends.
New Ai platforms will emerge. Your Five Pillar scores will still matter on ALL of them.
Voice search will explode. Businesses with structured, quotable content win.

The businesses building AEO foundations NOW will dominate for years.

Do not chase platforms. Build on principles. The framework does both.

Trend 1: Ai Replaces Search Lists
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People are done scrolling through 10 blue links. They want THE answer. Not ten options—the
recommendation. This isn’'t going backwards. Every year, more people will ask Ai directly instead of
Googling. The question isn’t IF traditional search declines. It's how fast.

What this means for you: your content needs to be structured so Ai can extract a direct answer and
cite you. FAQ format, clear headings, definitive statements. Content Intelligence™ isn’t optional—it’s
survival.

Trend 2: Voice Search Keeps Growing

“Hey Siri, who’s a good plumber near me?” “Alexa, find me a dentist in Brentwood.” “Hey Google, |
need a roofer.”

Voice search is already massive and it's growing every year. Here’s why this matters: when someone
types a search, they can skim 10 results. When someone asks by voice, they get ONE answer. Maybe
two. That’s it. If Ai doesn’t pick you for that one slot, you don’t exist in the voice world.

What this means for you: Speakable schema. Conversational content. Direct answers to direct
questions. If your content reads well out loud, it's optimized for voice. If it sounds like a robot wrote it...
it'll be read by robots and skipped by voice assistants.

Trend 3: Trust Signals Matter More, Not Less

Early Ai was pretty gullible. Stuff some keywords on a page, it might cite you. That era is ending fast.

Ai is getting dramatically better at detecting real authority versus fake authority. Real reviews versus
fake reviews. Real expertise versus generated fluff. The businesses that invested in genuine trust
signals—real reviews from real customers, real press mentions, real community involvement, real
credentials—will be rewarded. The ones who tried to game the system will be filtered out.

What this means for you: Trust Architecture™ is your long-term moat. The trust signals you're
building now—reviews, citations, community presence, schema-verified credentials—only become
more valuable as Ai gets smarter. You’re not just optimizing for today. You’re building an asset.

Trend 4: Local Wins Over Generic

As Ai gets smarter, it gets better at understanding what “near me” really means. Better at distinguishing
“serves Nashville” from “THE Nashville expert.” Better at recognizing which businesses are genuinely
connected to a community versus which ones just claim to serve the area.

This means the geographic optimization strategies from Chapter 8 become MORE powerful over time,
not less. Your investment in local content, community signals, and neighborhood-specific expertise
compounds.

What this means for you: keep going deeper into your local market. The more location-specific,
community-connected, and locally authoritative you become, the harder it is for anyone—local or
national—to displace you.

Trend 5: Structured Data Is King
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Here’s a prediction I'm very confident about: Ai will demand MORE structured data in the future, not
less. Schema markup, JSON-LD, structured content formats—these are how Ai understands your
business without guessing. As Ai gets more sophisticated, it will rely more heavily on structured data to
make recommendations.

Businesses with comprehensive schema will have an enormous advantage over businesses that are
still just hoping Ai figures them out from unstructured text.

What this means for you: Schema Authority™ is the pillar most businesses neglect and the one with
the highest long-term ROI. Every piece of schema you add today will still be working for you in 5 years.

10.2 The Change Map: What to Watch vs. What to Ignore

What Changes vs. What Stays the Same

WILL CHANGE (Expect This) WILL NOT CHANGE (Build on This)
New Ai platforms will launch (and some will Trust and authority will always matter
die)

Today's market leaders may not lead in 3 Quality content will always beat quantity

years. My bet is that Gemini, Grok, and
Claude will still be around.

Ai will get better at detecting quality vs. junk Local expertise will always have an advantage

Voice search will become the #1 query Structured data helps Ai understand you
method

Ai will start making purchases, not just recs Reviews and citations signal real credibility

Industry-specific Ai tools will fragment search | Consistent NAP builds verifiable trust

Personalization will make results more Mobile-first is permanent, not a trend
individual

Ai will demand MORE structured data, not Businesses that adapt first win the most
less

This is the key insight of this chapter: separate the signal from the noise.

New Ai platforms launching? That's noise—worth watching, not worth panicking about. The fact that
trust and authority matter? That’s signal. Build on signal. Monitor noise.

10.3 The Rise of Industry-Specific Ai

This is the trend that excites me most—and the one most businesses aren’t thinking about yet.
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Right now, people ask general Ai like ChatGPT for business recommendations. But what happens
when industry-specific Ai tools emerge? Medical Ai that patients use to find doctors. Legal Ai that
people use to find attorneys. Real estate Ai that buyers use to find agents.

These specialized tools will know MORE about your industry than general Ai does. They’ll weigh
industry-specific trust signals more heavily. A medical Ai will care deeply about board certifications,
hospital affiliations, and patient outcomes. A legal Ai will weight case results, bar standing, and peer
recognition.

¢ Why This Is GOOD News for You

If you've built your AEO foundation on the Five Pillars, you're already prepared for
industry-specific Ai.

Trust Architecture™ already captures your credentials, certifications, and industry
authority. When specialized Ai looks for this, you'll have it.

Content Intelligence™ already structures your expertise in ways Ai can extract.
Specialized Ai will value this even more.

Schema Authority™ already tells Ai exactly what services you offer, what areas you serve,
and what makes you qualified. Specialized Ai will lean on this heavily.

The businesses that build comprehensive AEO foundations now won’t have to start
over when industry Ai arrives. They’ll just... be ready.

10.4 The Biggest Shift: Ai as Buyer, Not Just Recommender

Here’s what's coming that most people haven’t thought about yet: Ai won’t just recommend businesses.
Ai will HIRE businesses.

“Book me a plumber for Thursday.” “Schedule a dental cleaning next week.” “Get three roofing quotes
for my house.” As we have built some of the best automated quoting systems out over the past few
years (in my humble opinion). The one we did for a Mom and Pop roofing company brought in over
$20,000,000 in totally hands off leads in less than 18 months.

Here is my prediction: Having an automated estimator on your website is not going to be an option
within 2 years for any service business that wants to remain profitable.

The person won'’t even see the list of options. Ai will choose based on trust signals, availability, pricing,
reviews, and proximity. Then it will book the appointment.

When that happens—and it’s already starting—the businesses that Ai trusts will get the bookings
automatically. The businesses Ai doesn’t trust won’t even be considered. There won’t be a “page 2” to
fall to. There will just be the businesses Ai chooses and the businesses that don'’t exist.

Copyright 2026 all rights reserved AEOWebsiteChecker.com 141


http://aeowebsitechecker.com

I\ The Urgency

This isn’t science fiction. Google is already testing Ai-assisted bookings. OpenAi is building
agent capabilities into ChatGPT. Microsoft Copilot is integrating with business tools.

The window to build your AEO foundation BEFORE Ai becomes a buyer is closing.
Not someday. Now.

The businesses that have Trust Architecture, Schema Authority, and complete structured
data when Ai-as-buyer arrives will be handed customers on autopilot. The businesses that
don’t will wonder where all their leads went.

Ten-Minute Win: Pull up your website on your phone. Can you book an appointment or call with
ONE tap from the homepage? If there's no click-to-call button and no online booking above the fold, fix
that this week. When Ai starts booking appointments for people, it'll need somewhere to send them.
Don't make Ai work hard to give you money

10.5 Your Future-Proof Strategy

Here’s the beauty of the Answer Engine Dominance Framework™: it's designed to be future-proof. The
Five Pillars aren’t tied to any specific platform. They’re tied to how Ai fundamentally evaluates
trustworthiness.

No matter what new platform launches, it will still need to answer the same questions:
* Can | trust this business? (Trust Architecture™)
* Can |l understand and quote their content? (Content Intelligence™)
+ Can | access their website quickly and reliably? (Technical Excellence™)
* Do they tell me exactly what they do in structured data? (Schema Authority™)

* Is their content readable for both humans and machines? (Accessibility & Ai
Readability ™)

If your answer to all five is “yes”—backed by a 75+ score on aeowebsitechecker.com—then you're
ready for whatever comes next. ChatGPT 6. Google’s next Ai product. The industry-specific tool that
launches next year. The voice assistant that doesn'’t exist yet.

All of them will evaluate you on the same principles. And you’ll already be scoring high.

The Bottom Line

Don’t chase platforms. Build on principles.
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The businesses that tried to game Google’s algorithm every time it changed? They spent 20 years on a
treadmill. The businesses that built genuine authority, quality content, and strong technical foundations?
They thrived through every Google update.

AEOQ is the same. Build real trust. Create genuinely useful content. Implement proper structured data.
Make your site fast and accessible. Be a genuine authority in your local market.

Do that, and you don’t need to predict the future. You’re already prepared for it.

E£J Coming Up Next

Chapter 11: Conclusion — Everything you've learned, the choice ahead of you, and the
kick in the pants you need to actually do something about it.

Then Chapter 12: Your Implementation Plans — 7-Day Quick Wins, 30-Day Foundation,
60-Day Authority Builder, and 90-Day Domination. Day-by-day action steps. No excuses.
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CHAPTER 11

You’re Ready. Now Go Do It.

The Conclusion — And Your Starting Line
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What You Now Know

You read the whole book. You understand how Ai search works. You know what AEO is and why it
matters. You have a complete implementation plan. Let’s take a moment to appreciate what you've
built:

What You Now Know (That 95% of Businesses Do Not)

Your complete AEO toolkit - built chapter by chapter.

Ch1-2 The Revolution Ai answer engines are replacing traditional search. 60%
of businesses are completely invisible to Ai.

Ch3 Five Pillars The Answer Engine Dominance Framework scoring
system. Score 75+ = recommended.
Content Intelligence | Write for humans AND Ai. FAQ format. Pillar pages.
Answer first, details second.

Ch5 Technical + Schema |Speed, mobile, SSL, crawlability. Schema markup labels
your data. Ai reads code, not design.

Trust Architecture Reviews, citations, credentials. Respond to EVERY
review. Build authority that compounds.

Accessibility Alt text, heading hierarchy, semantic HTML. Same fixes
help both disabled users AND A..

Local Business AEO | GBP optimization, local content, hyperlocal strategies.
Dominate your service area.

Measure + Future Track Ai visibility. Test across platforms. Stay ahead as
Ai evolves.
Implementation 7/30/60/90-day plans. Step by step. No guesswork. Start

today, dominate in 90 days.

This is more knowledge about AEO than 99% of businesses have. You're already ahead. The
question is whether you'll use it.

The Uncomfortable Truth About Knowledge

Here’s the thing about knowledge: it's worthless without execution.
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You can know everything about AEO and still be Ai-invisible if you don’t DO anything. I've seen it
happen. Business owners read the book. Nod along. Say “This makes sense.” Then put it on the shelf
and go back to the way things were.

Six months later, they’re wondering why their marketing isn’t working. A year later, they’re playing
catch-up to competitors who actually implemented.

& The Brutal Truth

There will never be a perfect time.

You'll never have “enough time.”

Things will never “settle down.”

If you wait for the perfect moment, you’ll wait forever.

Meanwhile, your competitors are implementing AEO right now. They’re capturing customers
right now. They’re building advantages that compound right now.

For those of you that have gardens. Here's an analogy for you that | think will make total
sense. So you got that packet of seeds sitting on the shelf? If you get them started today.

In a month from now, you're gonna be ahead of everybody that's waiting for the right time to
plant, and the risk of frost is over.

Here's the Kicker with Ai. Once you get ahead and Ai starts recommending you. Ai does not
like to trade horses. As long as you continue on the path, you create great content, you get

good reviews. You do a good job. And follow the five pillars, it will be virtually impossible for
others to break through.

This is not like SEO where you can dump a bunch of money into it and win the race. Once
you get ahead with AEO from what we're seeing, it's gonna be virtually impossible for
someone to knock you out. Think about that.

Every day you wait is a day you fall further behind.

The Compounding Effect

AEO compounds over time. Every piece of content you create works for you forever. Every review you
get strengthens your authority permanently. Every citation builds on the last.

It's like compound interest, but for marketing. And like compound interest, the biggest factor isn’t the
rate—it's when you start.

The Compounding Effect: Start Now vs. Start Later
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Every month you wait is a month your competitor pulls ahead.

Month Business A: Starts AEO Today

Month 1 Audit done. Technical fixes. Content started.

Month 3 First Ai leads. Score up 20 pts. 5-10 leads/mo.

Month 6 Dominating locally. Ai recommends you. 15-30 leads/mo.
Month 12 Unassailable lead. Content library huge. 30-50+ leads/mo.
Month 24 Category king. Competitors cannot catch up. Ever.

Business B: Waits 6 Months to Start

Month 1-6 "We will get to it later." (Nothing happens.)
Month 6 Finally starts. Audit phase. 0 leads from Ai.
Month 9 Where A was at Month 3. 6 months behind.
Month 12 Where A was at Month 6. Still catching up.
Month 24 Where A was at Month 18. NEVER catches up.

AEO compounds like interest. The gap between starters and waiters GROWS over time. You
cannot make up for lost time. You can only start NOW.
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What Success Actually Looks Like

Let me paint you a realistic picture: No guarantees of course but this is doable!

Timeline

What’s Happening

Month 1

Month 3

Month 6

Month 12

Month 24

Audit done. Technical fixes underway.
Content started. Review collection
launched. It feels like a lot of work. Results
aren’t dramatic yet.

First Ai-attributed lead arrives. Someone
says, “ChatGPT recommended you.”
Content library growing. Ai visibility score
up 20+ points.

Ai recommends you consistently in your
market. Content ranks everywhere.
Authority established. Phone ringing more.
Pipeline healthy.

You dominate Ai recommendations in your
area. When people ask Ai about your
industry in your city, your name comes up
first. Competitors are just starting to figure
out AEO exists.

You're so established that new competitors
can’t catch up. Your content library is
massive. Your authority is unquestionable.
AEO isn’t something you “do” anymore. It's
just how your marketing works.
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Foundation laid. Score

improving.

5-10 Ai leads/month

15-30 Ai leads/month

30-50+ Ai leads/month

Category king.

148


http://aeowebsitechecker.com

The Choice Is Yours

The Choice Is Yours

Three paths. One leads to Ai dominance. Choose wisely.

Choice 1: DO NOTHING

Choice 2: HALF MEASURES

Choice 3: COMMIT

What you do: Close this book.
Go back to business as usual.
Hope Ai does not affect you.

What you do: Do the audit.
Fix a few things. Start with
good intentions. Lose

momentum after 2 weeks.

What you do: Follow the
90-day plan. Do the work
consistently. Measure. Adjust.
Keep going.

What happens: Competitors
capture your leads. In 2 years,
you are 2 years behind.
Playing catch-up forever.

What happens: Marginal
results. Enough to see it
COULD work. Not enough to
make a real difference.

What happens: 90 days =
measurable results. 6 months
= substantial progress. 12
months = market dominance.

THIS IS THE ONE. Your customers are already asking Ai for recommendations. Make sure they

I’'m going to assume you’re choosing Option 3. Because you read this entire book. You didn’t

find YOU.

quit at Chapter 1. You made it to the conclusion. That tells me something about you.

Your Next 48 Hours

Not your next quarter. Not your next month. Your next 48 HOURS. Here’s exactly what to do:

Step 1: Decide (Right Now)
Not “think about it.” Not “consider it.” Not “wait and see.”

Say it out loud: “I’'m implementing AEO for my business.”

It sounds silly. Do it anyway. Decisions spoken aloud become real.
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Step 2: Block Time (Today)
Open your calendar right now. Block 2 hours this week for “AEO Audit.”

Schedule it like it’s a meeting with your biggest customer. Because it IS. It's a meeting
with every future customer who’s going to ask Ai for a recommendation in your market.

Step 3: Tell Someone (Today)

Text one person right now: “I'm starting Answer Engine Optimization this week. Ask me
about my progress next Monday.”

Accountability transforms intentions into actions.

Step 4: Do ONE Thing (Before You Put This Book Down)
Pick ONE action from the Day 1 checklist in Chapter 12. Maybe it’s:
* Go to aeowebsitechecker.com and run your first scan
* Ask ChatGPT “Who'’s the best [your service] in [your city]?”
» Check your Google Business Profile for completeness
* Look at your last 3 Google reviews and write responses

Pick ONE. Do it NOW. Before you close this book.

A Personal Message

| wrote this book because I've watched too many good businesses lose customers they don’t know
exist.

I've seen businesses with great products, excellent service, happy customers, strong reputations, and
years of experience lose market share to competitors who simply understood the new rules. And when
potential customers asked Ai for recommendations, these great businesses never got mentioned nor
will they ever.

That’s heartbreaking. These businesses did everything right in the old world. They just didn’t adapt to
the new one.

You don’t have to be one of them. You NOW know what they don’t. You NOW have a roadmap they
don’t have. You NOW have the opportunity to get ahead while they’re still figuring out what happened.
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The Opportunity Is NOW

Right now, most businesses are Ai-invisible. That creates a MASSIVE opportunity for businesses that
act fast. The early movers in AEO are like the businesses that learned SEO in 2003—they’re building
advantages that compound every single month.

In 12—24 months, when every business realizes they need AEQ, these early movers will have
insurmountable advantages.

You can be one of them. But only if you start now.

Final Words

The search revolution is here. Ai recommendations are replacing traditional search. This isn’t coming.
It's happening NOW. Millions of people are asking Ai for recommendations every single day.

If Ai doesn’t know you, you're missing opportunities you don’t even see.

But you now have the knowledge and tools to change that. You can make sure Ai knows you exist. You
can build authority that Ai recognizes. You can be the business Ai recommends.

You just have to actually do it.

Thank you for reading this book. Thank you for taking your business seriously enough to learn about
AEO.

Now go implement it. Your future customers are already asking Ai for recommendations.
Here is the thing, after you go through this and you need help, | want to be there for you.

We have training and complete done for you services including complete Ai Engine Optimization for
your site or your brand.

Regardless if you do this all yourself, or if you hire us or someone else, GET GOING TODAY. This is a
once in a 30 year opportunity. | firmly believe that those who get in early and ride this wave, that in the
next few years you can be set for life.

Andew Easy Andewson
AE@ WEBSITE CHECKER.com
iQ Marketers.com
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%’ Your AEO Resources
aeowebsitechecker.com — Free AEO score for your website (Five Pillars breakdown)
webpforaeo.com — Free image conversion tool for instant speed boost

igmarketers.com/aeo-resources — Implementation guides, video tutorials, templates

We’ve helped businesses go from zero Ai mentions to #1 recommended in 90 days.
Got an AEO success story? | would love to hear it.

If you are ready to get going, you can set up a 15 minute zoom call with me.
https://aeowebsitechecker.com/contact

Need help implementing? iQ Marketers offers AEO consulting and done-for-you services.

Make sure they find YOU.

— Andrew Easy Anderson, iQ Marketers

GLOSSARY

AEO Terms & Definitions

The most comprehensive glossary of Answer Engine Optimization terms available
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%/ This Is a Living Document
AEO evolves fast. This glossary is updated regularly online at:
aeowebsitechecker.com/aeo-glossary

Visit the link above for the latest terms, updated definitions, and new concepts as the Answer Engine
landscape evolves. What you see here was current at the time of printing.

As Ai-powered search engines like ChatGPT, Claude, Perplexity, and Google Ai Overviews transform
how people discover information, understanding AEO terminology is essential for digital marketers,
business owners, and SEO professionals.

Quick Navigation

» Core AEO Concepts

* The Five Pillars (Answer Engine Dominance Framework™)
» Schema Markup & Structured Data

 Content Optimization Terms

* Technical AEO Terms

» Strategic AEO Terms

* Emerging AEO Concepts

* Measurement & Analytics
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Answer Engine Optimization (AEO)

The practice of optimizing digital content to be discovered, understood, cited, and recommended by
Ai-powered search engines and conversational Ai assistants. Unlike traditional SEO, which focuses on
ranking among multiple search results, AEO aims to become THE authoritative answer that Ai systems
cite directly in their responses.

Copyright 2026 all rights reserved AEOWebsiteChecker.com 154


http://aeowebsitechecker.com

AEO encompasses technical optimization (structured data, semantic markup), content strategy
(question-based formats, comprehensive answers), and authority building (E-E-A-T signals, credible
sourcing).

Why it matters: Over 40% of information discovery now happens through Ai assistants rather than
traditional search engines. Businesses that optimize for Ai citations gain significant competitive
advantages in visibility, credibility, and qualified traffic.

Answer Engine

An Ai-powered system that provides direct, synthesized answers to user queries rather than displaying
a list of links. Answer Engines use large language models (LLMs) and natural language processing to
understand questions, search across multiple sources, extract relevant information, and generate
coherent responses.

Developer Primary Use Launched

ChatGPT OpenAi Conversational Ai, search 2022

Claude Anthropic Reasoning, analysis, writing = 2023

Perplexity Ai Perplexity Ai-first search engine 2022

Google Ai/ Gemini Google Search enhancement, 2024
multi-modal

Microsoft Copilot Microsoft Integrated search & 2023
productivity

Meta Ai Meta Social platform integration 2024

Grok XAl Real-time information 2023

Ai-Powered Search

Search experiences that use artificial intelligence to understand query intent, generate answers, and
provide personalized results. This encompasses both pure Answer Engines and hybrid systems like
Google’s Ai Overviews that combine traditional search results with Ai-generated summaries.
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Traditional Search Ai-Powered Search

Returns list of 10+ links Provides direct answer with 1-3 citations
Keyword matching Natural language understanding

Static results Conversational follow-ups

User evaluates multiple sources Ai pre-selects best sources

Success = click-through rate Success = answer accuracy + citation

Zero-Click Search
Occurs when users receive complete answers directly within the search interface without clicking
through to any website. Approximately 58% of Google searches now end without a click.

AEO Implication: While zero-click searches may not drive immediate traffic, being cited as the source
builds brand authority. Users often return to cited sources for deeper information or to take action.

Citation Authority

How frequently and prominently Ai systems cite your content as a source when answering user queries.
Unlike Domain Authority, Citation Authority measures your reputation specifically with Ai systems.
Building it requires comprehensive content, proper schema markup, clear source attribution, consistent
accuracy, and topic depth.

The Answer Engine Dominance Framework™ is the proprietary methodology used throughout
this book for measuring and optimizing Ai search visibility. It evaluates websites across 5 distinct pillars,
each contributing 20 points to a maximum score of 100.

“Can | trust this business enough to

Trust Architecture™ 0-20 I
recommend it?
Content Intelligence ™ 0-20 Can | extract a c.Iear, quota?le answer from
this content?
Technical Excellence ™ 0-20 Can | actually access this w?bsne quicklyand
completely?
Schema Authority™ 0-20 Does this business tell me exact!}/ what it is,
or do | have to guess?
Accessibility & Ai Readability™ 0-20 Can both humans and machines actually read

this content?”
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Trust Architecture™ (Pillar 1, 0-20 pts)

Evaluates your site’s credibility signals and E-E-A-T markers. Ai systems use these signals to
determine whether to cite your content as a reliable source.

Key factors: Author bylines with credentials, citations to authoritative sources, contact information
transparency, privacy policy and terms of service, security indicators (HTTPS), publication and update
dates, social proof and testimonials, review volume and quality, NAP consistency, professional
certifications and licenses.

Why Ai cares: Ai systems are trained to prioritize trustworthy sources. Content from anonymous

authors with no citations carries far less weight than content from credentialed experts. See Chapter 6
for the full deep dive.

Content Intelligence™ (Pillar 2, 0-20 pts)

Measures how well your content is structured for Ai consumption. This includes question-based
formatting, semantic HTML, and comprehensive topic coverage.

Key factors: Question-based headers (H2/H3), FAQ sections with proper Q&A structure, heading
hierarchy, comprehensive topic coverage, natural language patterns, clear answers within first 50
words, pillar page strategy, content freshness.

Why Ai cares: Ai extracts answers more effectively when content follows predictable, semantic
patterns. Question headers tell Ai exactly what query that section answers. See Chapter 4 for the full
deep dive.

Technical Excellence™ (Pillar 3, 0-20 pts)

Covers the technical foundation that enables Ai systems to crawl, parse, and understand your content
effectively.

Key factors: Page speed and Core Web Vitals (LCP, FID, CLS), mobile responsiveness, clean URL
structure, internal linking architecture, canonical tags, XML sitemap, robots.txt, HTTPS/SSL, WebP
image optimization.

Why Ai cares: If Ai crawlers can’t efficiently access and parse your content, they can’t cite it. Slow or
inaccessible sites get deprioritized. See Chapter 5 for the full deep dive.

Schema Authority™ (Pillar 4, 0-20 pts)

Measures the quality and completeness of your structured data implementation. Proper schema
markup gives Ai explicit, unambiguous information about your content.

Key factors: JSON-LD implementation, schema type coverage (Organization, Article, FAQPage,
LocalBusiness, Service, Person, AggregateRating), schema validation (no errors), Speakable markup,
rich result eligibility, proper @graph nesting.

Why Ai cares: Many Ai systems rely heavily on structured data for accurate information extraction.
Schema provides explicit labels that reduce misinterpretation. See Chapter 5 for the full deep dive.

Accessibility & Ai Readability™ (Pillar 5, 0-20 pts)
Measures how well your content can be understood by both human users with disabilities AND Al
crawlers that rely on proper semantic structure.

Key factors: Image alt text, heading hierarchy (no skipped levels), semantic HTML (<nav>, <main>,
<article>), descriptive link text, table headers with scope attributes, color contrast (WCAG 4.5:1), video
transcripts, form labels.
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Why Ai cares: Ai crawlers parse HTML semantically—exactly how screen readers do. Missing alt text
= invisible images. Skipped headings = confused content hierarchy. Good accessibility = better Ali
readability. See Chapter 7 for the full deep dive.

AEO Score

A 0-100 metric calculated by summing the scores from all Five Pillars. Measures how well a webpage
is optimized for Ai-powered search engines.

80-100 Excellent Highly optimized for Ai citations and discovery
60-79 Good Strong foundation with room for improvement
40-59 Fair Basic optimization in place, significant gaps remain
0-39 Needs Work Major optimization needed across multiple pillars

The 75-Point Principle

Businesses that reach a combined AEO score of 75+ across the Five Pillars consistently appear in Ali
recommendations. Below 75, mentions are sporadic. Above 75, Ai treats you as a reliable, citable
source. This is the threshold to aim for.

Schema Markup & Structured Data

Schema Markup

Standardized code added to web pages that helps search engines and Ai systems understand the
meaning and context of content. Schema uses a controlled vocabulary from Schema.org to explicitly
label information like business names, addresses, product prices, article authors, FAQs, and more.

For AEO, schema markup is critical because many Ai systems rely heavily on structured data to
extract accurate information. While Ai can interpret unstructured text, schema provides clear,
unambiguous signals that reduce misinterpretation and boost citation confidence.

JSON-LD Easy to implement, separate Requires basic JavaScript v Yes
from HTML, Google-preferred knowledge

Microdata Embedded in HTML, visible in  Harder to maintain, mixes with = Only if needed
source content
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RDFa Flexible, extensible Complex syntax, harder to % No
debug

JSON-LD

JavaScript Object Notation for Linked Data. The preferred format for implementing schema markup,
added within <script type="application/Id+json"> tags. JSON-LD is clean, separate from HTML,
dynamically generated via CMS or plugins, and recommended by Google. Multiple schema types can
be combined using @graph.

FAQPage Schema

A specific schema type for pages containing frequently asked questions. Uses @type: "FAQPage" and
structures each Q&A pair as a Question entity with an accepted Answer.

AEO Impact: Pages with proper FAQPage schema see significantly higher Ai citation rates compared
to unstructured content. The question-answer format directly matches how Ai systems are trained.

Article Schema

Marks up blog posts, news articles, guides, and editorial content with metadata including headline,
author, datePublished, dateModified, publisher, and image. Establishes content authority and
attribution.

LocalBusiness Schema

Core identity markup for any business serving a geographic area. Includes name, address, phone,
hours, serviceArea, services offered, and geo coordinates. Without this, Ai has no verified identity for
your business.

Service Schema

Defines each service you offer with serviceType, name, description, areaServed, and provider. Tells Ai
exactly what you do—critical for service-based businesses.

Person Schema

Marks up individual expertise with name, jobTitle, worksFor, knowsAbout, and sameAs (links to
LinkedIn, etc.). Builds E-E-A-T trust signals for content authors.

AggregateRating Schema

Structures your review score (ratingValue, reviewCount, bestRating) so Ai can read and cite your social
proof with confidence.

Speakable Schema

Designates specific sections of content as optimized for text-to-speech conversion. Signals voice-ready
content to Ai voice assistants like Alexa, Siri, and Google Assistant.
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Content Optimization Terms

E-E-A-T

Experience, Expertise, Authoritativeness, and Trustworthiness. Originally a Google quality guideline,
E-E-A-T increasingly influences how Ai systems evaluate source credibility.

Experience: First-hand knowledge and practical application

Expertise: Demonstrated knowledge in the subject matter

Authoritativeness: Recognition in the industry, citations from credible sources

Trustworthiness: Accurate, honest, secure, and transparent content

Question-Based Headers

H2 or H3 headings formatted as actual questions users ask, rather than topic labels. This format
directly aligns with how Ai systems are trained on question-answer pairs. Use actual questions from
“People Also Ask,” start with What/How/Why/When/Where/Who, and keep them conversational.

Content Cluster

A content organization strategy (also called Hub and Spoke Model) where a comprehensive pillar page
covers a broad topic, supported by 5-10 related cluster articles that dive deep into specific subtopics.
All cluster articles link back to the pillar, and the pillar links out to each cluster.

Why it works for AEO: Demonstrates comprehensive topic coverage, creates clear internal linking for
Ai, generates multiple citation opportunities, and builds topical authority.

Pillar Page

A comprehensive, authoritative content piece (typically 2,000—4,000 words) covering all aspects of a
broad topic at a high level. Serves as the central hub for a content cluster. See Chapter 4 for the
complete pillar page strategy.

NAP Consistency

Name, Address, Phone. The requirement that your business information is IDENTICAL across every
platform—Google, Yelp, BBB, Facebook, Apple Maps, your website. Inconsistent NAP confuses Ai and
damages Trust Architecture™ scores.

Technical AEO Terms

Crawlability

How easily search engine bots and Ai web crawlers can access and index your website content.
Affected by robots.txt, XML sitemaps, page load speed, JavaScript rendering, site architecture, and
server response codes.

Core Web Vitals

Google’s three performance metrics: LCP (Largest Contentful Paint, target under 2.5s), FID (First Input
Delay, target under 100ms), and CLS (Cumulative Layout Shift, target under 0.1). Directly impacts
Technical Excellence™ scoring.
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Canonical URL

The preferred version of a web page when duplicate or similar content exists at multiple URLSs.
Specified using <link rel="canonical">, it tells Ai which version to index and cite.

Page Speed

How quickly a web page loads and becomes interactive. Faster pages are more likely to be crawled
completely and cited. Target: under 3 seconds. Biggest quick fix: convert images to WebP format at
webpforaeo.com.

XML Sitemap

A file (yoursite.com/sitemap.xml) that lists all your website’s pages and when they were last updated.
Acts as a roadmap for Ai crawlers, telling them exactly what content exists.

WebP

A modern image format that provides 80% smaller file sizes than JPG/PNG with equivalent visual
quality. Converting images to WebP is the single fastest page speed improvement for most websites.

HTTPS/SSL

Secure connection protocol indicated by the padlock icon in your browser. Sites without HTTPS receive
a “not secure” warning and a major trust penalty from Ai systems. Free via Let’s Encrypt.

Semantic HTML

HTML tags that convey meaning about content structure: <nav>, <main>, <article>, <section>, <aside>,
<footer>. Tells Ai what each part of a page IS, unlike generic <div> tags that convey no meaning.

Alt Text

Alternative text descriptions added to images via the alt="" attribute. Since Ai cannot “see” images, alt
text IS the image for Ai. Should describe what's shown and why it matters, including relevant service
types, locations, and credentials.

Strategic AEO Terms

R N S
Goal Rank in top 10 results Be THE cited answer
Success Metric Rankings, CTR, Traffic Citation frequency, brand mentions
Content Format Keyword-optimized Question-answer structured
Technical Focus Meta tags, backlinks Schema markup, semantic HTML
Competition Compete against 10 results Winner-take-most dynamics
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Topic Authority

How comprehensively your website covers a particular subject area. Ai systems prefer citing sources
that demonstrate deep expertise through multiple related content pieces, consistent terminology, and
interconnected information.

Entity Recognition
How Ai systems identify and understand distinct entities (people, organizations, places, concepts) in

content. Proper Organization and Person schema, consistent naming, and clear entity relationships
improve entity recognition.

HARO (Help A Reporter Out)

A free service connecting journalists with expert sources. Signing up and responding to relevant
queries is one of the fastest ways to build Tier 2—-3 citations that Ai can find.

Emerging AEO Concepts

Multi-Modal Search

Ai systems that process and respond to queries involving multiple input types: text, images, audio, and
video. Optimizing requires proper alt text, image schema, video transcripts, and structured data for
non-text content.

Conversational Search

Multi-turn dialogues where users ask follow-up questions and Ai maintains context throughout. Content
optimized for conversational search anticipates related questions and provides interconnected answers.

Agentic Ai

Ai systems that take autonomous actions on behalf of users—booking appointments, making
purchases, completing tasks. As agentic Ai grows, AEO will expand to include optimization for Ai
agents that execute transactions, not just provide information.

Ai Overviews

Google’s integration of Ai-generated summaries at the top of search results (formerly Search
Generative Experience / SGE). These summaries synthesize information from multiple sources with
citations, making them a key AEO target.

Voice Search

Spoken queries processed by Ai voice assistants (Alexa, Siri, Google Assistant). Voice queries tend to
be longer, more conversational, and question-formatted—naturally aligned with AEO best practices.

Measurement & Analytics

Citation Tracking

Monitoring when and how Ai systems cite your content. Involves regularly querying Ai platforms for
relevant topics and tracking which sources are mentioned, quoted, or linked. See Chapter 9 for the
complete monitoring protocol.
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Ai Visibility Test
A structured protocol for testing how visible your business is across Ai platforms. Ask each major Ai

platform (ChatGPT, Claude, Perplexity, Gemini, Copilot) your target questions and record whether
you’re mentioned, recommended, or cited.

Voice Search Share

The percentage of voice assistant queries for which your content is selected as the spoken response. A
key metric for brands optimizing for Alexa, Siri, Google Assistant, and other voice platforms.

Stay Current

This glossary was current at the time of printing. AEO evolves rapidly as new Ai platforms launch and
existing ones update their algorithms.

For the latest definitions and new terms: aeowebsitechecker.com/aeo-glossary

To check your AEO score: aeowebsitechecker.com

Done for you Ai Optimization: iQMarketers.com
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What This Is

When you create content for your website, the title is the first thing Al search engines (like ChatGPT,
Perplexity, and Google Al) see. A great title can mean the difference between being cited by Al or being
ignored entirely.

Our 5-Pillar AEO Title Scoring System gives you a score out of 100 points to show how well your title is
optimized for Al discovery.

The 5 Pillars (20 Points Each)

Think of these like 5 checkboxes. The more boxes you check, the higher your score!

1. Question Format & Structure (20 pts)

What it means: Does your title start with a question word like "How," "What," "Which," "Why," or
"When"?

Why it matters: Al assistants are literally question-answering machines. When someone asks
ChatGPT "How do I fix a leaking roof?", it looks for content that has that exact question as a title or
heading.

Bad example: ) "Roof Repair Services"
Good example: "How Much Does It Cost to Repair a Leaking Roof in 2025?"

How to score 20/20:
e Start with a question word (How, What, Which, Why, When)

e Make it sound like a real question someone would ask
e Be crystal clear about what you're answering

2. Natural & Conversational Language (20 pts)
What it means: Does your title sound like a real person talking, not a robot stuffing keywords?

Why it matters: Al models are trained on natural human language. Keyword-stuffed titles like "Best
Cheap Affordable Budget Laptops" look like spam to Al systems.

Bad example: ) "SEO Digital Marketing Agency Services NY NYC New York"
Good example: "What Are the Best Digital Marketing Agencies for Small Businesses in New York?"

How to score 20/20:

Write how you actually speak

Avoid repeating the same keyword multiple times
Use complete, grammatically correct sentences
Read it aloud—does it sound natural?

3. Context & Specificity (20 pts)

What it means: Does your title include details about who it's for, what constraints matter, or what
specific scenario you're addressing?

Why it matters: Generic titles are hard for Al to match to specific questions. When you add context like
"for beginners" or "under $1000", Al knows exactly when to cite your content.
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Bad example: ) "Best Laptops"
Good example: "What Laptops Are Best for Video Editing Under $1500 in 2025?"

How to score 20/20:
e Include your target audience ("for beginners," "for small businesses")

e Add relevant constraints ("under $1500," "in 30 minutes")
e Specify pain points or scenarios ("leaking roof," "career changers")

4. Length Optimization (20 pts)
What it means: Is your title between 50-70 characters? (About 8-12 words)

Why it matters:

e Too short (under 40 chars): Not enough context for Al to understand
e Too long (over 80 chars): Gets cut off by voice assistants and Al summaries
e Just right (50-70 chars): Perfect for both understanding AND voice responses

Bad example: X "Laptops" (8 characters—way too short!)

Also bad: X "What Are the Best High-Performance Gaming and Video Editing Laptops with Long
Battery Life for Professional Content Creators Who Travel Frequently?" (158 characters—way too
long!)

Good example: "What Laptop Specs Do | Need for Video Editing Under $1500?" (59
characters—perfect!)

How to score 20/20:

e Aim for 50-70 characters
e Count it before publishing (most text editors show character count)
e If too long, remove filler words; if too short, add helpful context

5. Timeliness & Relevance (20 pts)
What it means: Does your title include the current year or time context when appropriate?

Why it matters: Al systems prioritize recent, fresh content. Including "2025" signals that your
information is up-to-date, not outdated advice from 2015.

When to use it:
Tech products: "Best Smartphones 2025"
Pricing: "How Much Does Solar Cost in 2025?"

Trends: "Top Marketing Strategies for 2025"
Y Evergreen topics: "How Does Photosynthesis Work?" (no year needed!)

How to score 20/20:

e Add the current year for time-sensitive topics
e Skip the year for timeless ("evergreen") content
e Update articles annually to keep the year current
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Real-World Example Breakdown
Let's score this title: "What Are the Best Running Shoes for Beginners with Flat Feet in 2025?"

Pillar Score Why
Question Format 20/20 Starts with "What Are"
Natural Language 18/20 Conversational, one tiny keyword repeat ("best")
Context & Specificity 20/20 Has audience (beginners), constraint (flat feet)
Length Optimization 19/20 71 characters (slightly over ideal, but close!)
Timeliness 20/20 Includes current year
TOTAL SCORE 97/100 @ Excellent! Al will love this title

Compare: Traditional SEO vs AEO Titles

Old SEO Way (Scores: 12-16/100)

"Best Running Shoes"
"Cheap Laptops"

"Roof Repair Near Me"
"Digital Marketing Services"

New AEO Way (Scores: 85-95/100)

"What Are the Best Running Shoes for Beginners with Flat Feet?"
"Which Laptops Under $500 Are Best for College Students in 2025?"
"How Much Does It Cost to Repair a Leaking Roof in My Area?"

"What Digital Marketing Services Do Small Businesses Actually Need?"

See the pattern? The AEO titles are:

Question-based (Pillar 1)
Conversational (Pillar 2)
Specific (Pillar 3)

Right length (Pillar 4)
Timely (Pillar 5)

Quick Checklist: How to Write a 90+ Title

Before you publish, ask yourself:
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Does it start with How/What/Which/Why/When?

Would | actually say this out loud to a friend?

Did | specify WHO it's for or WHAT constraint matters?
Is it 50-70 characters? (Check your character count!)
Does it need a year, and if so, did | include it?

If you check all 5 boxes — You'll score 85-100! €

Why This Matters for Your Business
When your titles score 85+:

ChatGPT, Perplexity, and Google Al find your content faster
Voice assistants can speak your title clearly

You match the exact questions people are asking

You get cited more frequently as a trusted source

When your titles score below 50:

e Al systems struggle to understand what you're about
e Your content gets skipped over for competitors with better titles
e You miss out on the growing wave of Al-driven search traffic

One Simple Formula to Remember
[Question Word] + [Specific Topic] + [For Whom/What Constraint] + [Year if Relevant]?
Examples:

e "How do | choose CRM software for small teams in 2025?"
e "What are the best meal prep strategies for busy parents?"
e "Which heat pump vs gas furnace is better for cold climates?"

That's it! Follow this formula and you'll hit 85-95 points every single time.

Special Note: Does Grok Al Work Differently?

Short answer: Grok follows the same 5 pillars, but with some unique twists!
Grok is xAl's answer engine with live X/Twitter integration. Here's what makes it different:

What Grok Does the Same:

Prioritizes question-formatted content

Loves natural, conversational language (maybe even MORE than ChatGPT!)
Needs context and specificity to match queries

Works best with optimized title lengths

Where Grok is Special:
1. Timeliness is EVERYTHING

e Grok has real-time access to X/Twitter posts
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e Content from the last 24-48 hours gets massive priority
e Update dates and include "2025" or "latest" more aggressively
e React to trending topics quickly for Grok visibility

2. Extra Conversational Tone (-

Grok is designed to be more casual and authentic
Use contractions ("you'll" not "you will")

Write like you're texting a colleague

Personality and wit get rewarded

3. X/Twitter Amplification &

e |f your content is shared on X, Grok sees it faster
e Social signals from X influence source selection
e Influential X accounts can boost your citability

4. Fewer, Fresher Citations &=

e Grok typically cites 2-4 sources (vs 5-10 for others)
e Prioritizes very recent OR highly authoritative sources
e Will cite X posts directly if they're relevant

Grok-Optimized Weighting:
If you're specifically targeting Grok, think of the pillars like this:

Pillar Standard Weight Grok Weight Why Different
Timeliness & Relevance 20% 30% Grok's biggest differentiator
Natural & Conversational 20% 25% Grok rewards authenticity
Question Format 20% 20% Same importance
Context & Specificity 20% 15% Still important, but...
Length Optimization 20% 10% Less strict than voice Al

Quick Grok Optimization Checklist:
For maximum Grok visibility, also:

Share on X/Twitter within 1 hour of publishing
Reference current events when relevant to your topic
Update publish dates frequently (Grok notices!)

Use trending hashtags appropriately on X

Engage with your niche on X to build authority
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Bottom Line
The 5-Pillar System isn't complicated—it's just a way to measure whether your title:

Asks a question

Sounds like a human talking

Gets specific about who/what/why
Fits in 50-70 characters

5. Stays current (when needed)

hownh =

Master these 5 things, and Al engines (ChatGPT, Perplexity, Claude, Grok, and more) will start
recommending YOU as the expert answer.

Bonus for Grok: Double down on timeliness, add extra personality, and amplify on X/Twitter!

Questions? Run your titles through the AEO Website Checker to see your exact score and get instant
improvement suggestions!
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