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Imagine.

A customer types into an Al assistant:

“What’s the best option for a product or service | need?”

The answer appears instantly. Three names. Your brand isn’t one of them.

No alerts. No clickstream to review. Just absence. You're left out of the conversation before it even begins.

The fight for attention hasn’t disappeared. It has moved—from search results pages to Al-generated answers
that increasingly shape purchasing decisions in real time.
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Spinoza asked...

What happens when buyers stop comparing options and start trusting
asingle Al-generated answer? How do companies stay visible when
purchasing decisions form earlier and faster than before? And what
questions must leaders ask today—before the absence becomes
permanent?

As we examine recent research alongside what we’re observing across
industries, three dynamics stand out:

1. Buyers no longer scan lists of results; they receive a single Al-generated
answer.

2. Purchasing decisions form earlier now, often before a customer even
reaches a website.

3. Thesources Al trusts—reviews, analyst reports, directories, media
mentions—now matter as much as keyword rankings once did.

These dynamics reach beyond marketing. They affect how businesses
get discovered, how reputations build,and how competitive choices form.

This Insight Paper examines

The Old
Battlefield

How rankings and paid placement
defined visibility for two decades.

The New
Battlefield

How generative Al assistants are
reshaping discovery and purchasing
decisions.

The New
Playbook

What leaders should consider now
to remain visible and competitive.



Before we dive in. not every executive needs to be an expert in marketing lingo, but
understanding the basics helps frame the bigger picture. Terms like SEO, SEM, and backlinks come
up often in conversations about brand visibility. This quick-reference guide translates insider jargon
into plain language and highlights what each concept means for business leaders today.

WHAT IT MEANS

IN PLAIN LANGUAGE

TODAY’S ROLE

SEO Search Engine Improving your site so it shows up higherin unpaid | Still the foundation for online visibility, but no longer
Optimization Google results. the whole story.

SEM Search Engine Paying for ads on search engines like Google or Bing | Remains effective for traffic and awareness, though
Marketing to appear at the top of results. returns vary as search behavior shifts.

AEO Answer Engine Optimizing content for direct answers like Google Still used in some contexts; limited compared to
Optimization snippets or voice assistants. newer Al tools.

GEO Generative Engine | Preparing your brand so Al assistants (ChatGPT, Emerging as the next layer on top of SEO.
Optimization Gemini, Perplexity) include it in answers.

SERP Search Engine The list of links Google shows after a search. Once the battleground for visibility; still relevant, but
Results Page attention is moving elsewhere.

Backlinks Links from other [ When a trusted site links back to your website. Still a strong credibility signal, weighted by both search
sites engines and Al.

Citation Abrand mention | When your name appears as part of an Al-generated [ Quickly becoming the new equivalent of a “page one”

answer. ranking.

Domain Site trust score Arating of how “trusted” your site is, based on High authority boosts chances of being surfaced in

Authority backlinks and history. both search and Al answers.

Structured | Website code Tags that help machines understand your content Makes your information easier for Al and search

Data signals (schema markup). engines to parse and reuse.
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The Old Battletield:
Rankings & Paid Placement

For two decades, brand visibility online came down to two disciplines: How SEO Firms
« SEO (Search Engine Optimization): earning a spot in Google’s natural results. BOOST R an kl N 98
«  SEM (Search Engine Marketing): buying placement through ads. e Content: Create pages that

Get those right and you attracted attention. That was the playbook for growth. BTGV CORMIEION) DAY eSO

e Technical: Improve site speed
The entire model rested on one assumption: buyers would come to you if you ranked high and structure so search engines

enough. Companies competed to appear on the first page of results, knowing that visibility can scan easily.
there almost guaranteed traffic. The customer’s journey had a predictable structure: search

. e Authority: Earn links and
>> scan results >> click >> evaluate.

mentions from trusted sources.

That journey is changing, but these marketing tools remain critical. Billions of searches most with specific QQA content
happen daily,and paid search still fuels discovery. SEO and SEM aren’t disappearing—but they Together, these steps signal
relevance and credibility, which

no longer tell the full story. lift Ki
ifts rankings.
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The New Battlefield:
Generative Al AnsSwers

People are starting to skip search engines
and go straight to Al assistants. Instead

of scanning ten results, they receive one
synthesized answer. It feels faster, easier,
more complete. And this shift in consummer
behavior is accelerating.

ChatGPT, Google Gemini,and Perplexity
don’t just fetch information. They curate
it. They decide which sources, brands, and
ideas appear.

e Old world: “Are we on page one?”

 New world: “Are we in the answer?”

Search Engine Land's 2025 analysis
shows Al discovery traffic growing
527% year-over-year.

Visibility now depends on appearing
inside the answer—and Al systems decide
who makes the cut. Content that is clear,
trustworthy,and comprehensive has the
best chance.

Gartner’s 2024 analysis projects that
traditional search volume will fall 25% by
2026—and organic traffic by nearly half.
Buyers are already changing how they
discover solutions.

How Al Answers
Questions

e Training data: Al draws on
what it has “read”—websites,
articles, and reports.

e Live updates: Some assistants
check the web as they answer,
pulling in recent sources.

o Citation signals: Platforms
favor trusted domains, reviews,
and directories.

Brands that appear consistently in
these places are more likely to get
named in answers.



Business Implications &
Strategic Conseguences
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This shift reaches beyond just marketing. I¥ changes
how businesses compeie.

What This Changes in Practice

Fewer opportunities surface. Absence from Al answers
means potential buyers never discover the business.

Buyers evaluate differently. Research and comparisons now
happen inside Al tools, not across multiple websites.

Competition operates under new rules. Smaller brands
with clear, structured content sometimes outflank larger
incumbents.

What This Means for Business Performance

* Revenue: Fewer inquiries reach the sales pipeline.

* Market position: Competitors capture attention earlier in the
buying process.

* Reputation: Inconsistent mentions weaken presence in
answers and shape perception even before contact.

Smaller companies can sometimes offset scale with clarity and
structure. Larger incumbents need consistency across reviews,
PR, and analyst reports to maintain advantage. The risks and

opportunities differ by size and sector, but no business is immune.
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Case In Point: The Solar Company
That Doesn’t Show Up

A regional solar provider holds 40% of
its state’s residential installation market.
The company has operated for 15 years,
maintains strong installer relationships,
and consistently wins on price and
service quality.

But when potential customers ask

ChatGPT or Perplexity about solar options

in the region, the company doesn’t
appear. Three competitors get named
instead—all with smaller market share

but more structured online presence.
Those competitors have detailed FAQ

pages addressing common solar questions,

side-by-side cost comparisons,and
dozens of recent customer reviews on
Google and Solar Reviews.

Over six months, inbound leads drop
30%. Sales teams start hearing the

same comment from prospects who do
eventually call: “We didn’t even see you
listed when we searched.” The company

was losing deals before conversations
even started—not because of price,
service, or quality, but because Al systems
found nothing citation-worthy to
include.

Market dominance doesn’t
transfer to Al visibility. The signals that
matter—structured content, verified
reviews, clear comparisons—must be
built intentionally.




The New Playbook
for Visibility
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When we examine what separates companies gaining visibility from those losing it, three patterns are emerging.

1. Build Trust at the Source

Al systems draw on signals from trusted
sources: analyst reports, media outlets,
directories, and reviews. Brands appearing
consistently in these sources gain citation
advantage.

Semrush's 2024 study shows visitors from Al
answers convert at 4x the rate of traditional
search traffic.

2. Be Clear and Comprehensive
Al systems favor content they can parse
and reuse. Structured information, direct
answers, and practical formats like FAQs
and comparisons get referenced more
than vague prose.

KDD 2024 research shows well-structured
"answer-ready" content increases citation
likelihood by up to 40%.

3. Be Present Where Buyers Look
Citation patterns differ by platform.
Google, ChatGPT & Perplexity each select
and display sources in their own way:.
Spreading presence across multiple
channels reduces risk of being missed.

Recent analysis shows Al Overviews now
appear in 20-50% of searches depending
on query type, and the percentage
continues climbing.
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Diving Deeper: What "Answer-Ready”
Content Means and \Why It Matters

We noted that Al systems favor content Four Traits of Answer-Ready Content
they can parse and reuse. But what does _ ) . . L
L . 1. Structured: Pages organized with clear 3. Comparative: Practical tools like side-
that actually look like in practice? Search , ‘ ‘ .
headers, FAQs, lists, and tables. Structure by-side charts, checklists, or summaries

engines used to reward websites that

. makes i ierforAlto i if ints.  are more reusable than lengthy prose.
ranked well for keywords. Generative Al LGS GRSl N7 ool gy p

assistants, by contrast, are looking for 2. Direct: Simple and very clear answers 4. Evidence-Based: Concrete data points,
content they can easily “lift” and reuse in to common customer questions. (“What customer testimonials, and proof of

an answer. That means your content must  does it cost?” “What’s included?” “What outcomes add credibility, which Al value
be written not only for people to read, are the steps?”) when deciding what to cite.

but also for Al to parse.

Answer-ready content boosts the chance of being cited in Al answers by up to 40%—often the difference between being invisible
and being one of the few brands a customer actually hears about.



Leadership Insight: Customer Experience
as the Core of GEO

They absorb the total
experience your brand projects into
the world. That makes total customer
experience (CX) — as revealed in reviews,
media mentions, analyst reports, product
clarity,and reputation signals — the real
foundation of GEO.

Customer Reviews: Detailed
testimonials are seen by Al as more
trustworthy and make your brand
more likely to appear in Al-generated
answers.

PR & Media: Mentions in credible
outlets add legitimacy and reinforce

your narrative.

Analyst Coverage & Reputation:
Independent validation from analysts,
awards, or governance reports
provides authoritative signals that Al
systems weigh heavily.

Consistency Across Touchpoints:
When marketing says one thing, PR
another, and customer reviews a third,
Al blends and creates confusion before
consumers even reach sales.

GEO readiness is not just about optimizing
pages or buying ads. It’s about creating a
consistent, trustworthy experience across
the full spectrum of brand touchpoints.

In practice, this means CX alignment across
marketing, PR, product, customer success,
and investor relations informs whether your
brand is discovered at all.




Leadership Checklist:
Ouestions to Ask Today
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When Spinoza shares these findings with executives, six questions
consistently surface which reveal both risk and opportunity:

1.

2.
3.

If I ask an Al assistant about our category today, does our brand appear?
Where are we most at risk of being invisible—and where do we have an edge?

Which trusted sources (reviews, directories, analyst reports, news) cite us,and
which don’'t?

Do our marketing partners and agencies have a GEO plan specific to our industry?

Beyond clicks, what new measures are we tracking? (Examples: citations in Al
answers, share of reviews, analyst mentions.)

What would it cost us—in revenue and competitive position—if we're absent
from Al answers for the next 12 months?



Conclusion: Competing on
the New Bafttlefield
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The rules of visibility are shifting. SEO and SEM still matter, but they no longer decide the
contest. Today, visibility depends on whether your brand is named in Al-generated answers.
Buyers now form decisions inside systems that compress choice on their behalf.

Two realities stand out:

1. Visibility requires new foundations. Ads and keywords alone won’t suffice. Brands must be
present in trusted sources and produce content designed for reference.

2. Early movers gain advantage. Testing GEO now (tracking appearances in answers, building
citation signals, learning platform mechanics) creates a lead that compounds over time.

The right playbook will differ by indusiry and scale, but the imperative for brands
is universal. What matters is that leadership teams recognize the shift, begin asking the
right questions, and tailor strategies accordingly. GEO may not replace the old playbook, but it
is clearly becoming part of the new one.

About Our Sources This paper draws

on leading research and reporting from
Gartner (2024), Semrush (2024), KDD
2024, Google Search Central (2024),
Search Engine Land (2025), and Ahrefs
(2025). These sources provide the most

credible, up-to-date insights into how Al-

driven discovery is reshaping marketing
and business strategy.
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About Spinoza

Sirategic Foundation: Building the
platform for accelerated growth

Market Intelligence & Competitive
Analysis. We uncover hidden opportunities
and market positioning gaps

Brand Strategy & Messaging Architecture.
We develop distinctive positioning that
resonates with target audiences

Go-to-Market Strategy. \We create
comprehensive launch and expansion
plans for new markets, products, or
segments

SPINOZA

Fueled by curiosity, Spinoza uncovers the insights others miss. We blend

creativity and business intelligence to craft strategies that move the
needle. And with extraordinary efficiency, we help our clients do more

with less — outthinking, not outspending, the competition.

Growth Acceleration: Activating
audiences and driving revenue

Customer Insights & Segmentation.
We identify and prioritize highest-value
prospects and expansion opportunities

Channel Strategy & Media Planning.
We design integrated campaigns across
optimal touchpoints

Demand Generation & Lead
Development. \We build scalable systems
for more consistent pipeline growth

Performance Optimization:
Maximizing efficiency and ROI

Marketing Operations & Technology. \We
streamline processes and implement
growth-enabling tools

Team Development & Strategic Sourcing.
We build your internal capabilities and
identify best-fit external resources

Analytics & Performance Management.
We establish measurement frameworks
that drive decision-making
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AMBITIOUS BRANDS
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