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GEO

GENERATIVEENGINE OPTIMIZATION

A



SEO and GEO

BOTH AIM TO INCREASE THE VISIBILITY OF WEBSITES, BUT THEY DO SO IN

DIFFERENT WAYS AND IN RESPONSE TO DIFFERENT TYPES OF SEARCH
ENGINES.



ChatGPT 40 v

o5 )3 wigemw 0iigyd o yigs

) dgouw 3,3 3Sho G yimiss 5l iy doldl jd wgiwd oliei 50 whigomuw sbolig,s o1 yigs JWwis ay S
pl03)S asgs ol




obed D wigeuuw iso Glbolg.;i:_g_)b 128

. Z . -

Ao wdgoauw dBuigys .1

1gSuz waigl Aiilo yize Slaiy LSaiglai a5 Cuwl j5iS 5> igoww SeBiigys i idelS g GuS ) 5l Sy
P 5, il i o Sl Ciilass Ll 365 Slgunns ol sl Syl |y g Jass wessr

SJ}!LBT L GOl olg.wg_,.o 2

9 AiS o udles 55 DN gaze gy dise) 50 e Oyguody 8Buiigys Gl (ules adle Jlw T 5l i b
Syl erigansg L AS (oo LO)C dlac Jioud @ [J p)].ol wolad

lizoly Ligoaw oig)ys .3

- = o . o= c . 5 . - & - - ra -
9 W)ga> Jygod ) wilul 9 wz)ls geiie Sy ;| igeuww pjle) Elgil g 02 g5lg slgs HLLS yo oBubigys ol

lisal) Slygi nigauuw oBiigys AN 0 dj|J| ,_',g_).].il




IF YOU ARE CONSIDERING OPTIMIZING YOUR SITE TO BE

RECOMMENDED BY CHATGPT, YOU FIRST NEED TO UNDERSTAND
HOW PEOPLE SEARCH ON CHATGPT VERSUS GOOGLE.



neilpatel

@, How People Search On ChatGPT Vs. Google

i ChatGPT i Google

93.7% 49.8% 16% 34.6% 46% 14.8% 0.1% 0.8%

— 1»» | T

Informational Navigational Commercial Transactional

Although ChatGPT is mainly used for information-based searches, you
sonex:  should still optimize for it because, in the long run, they will improve their
commercial base use cases.

ChatGPT is mainly used for informational searches. 88%
more likely than Google.

However, for money searches, like commercial search
phrases, people are 3.21 times less likely to type them
into ChatGPT. And it gets worse for transactional
keywords, where people are 8 times less likely to use
ChatGPT for transactional searches.

This doesn’t mean ChatGPT isn’t worth optimizing for. It’s
more likely to help with brand awareness rather than
direct conversions.




How to measure GEO for your
brand?

*Brand sentiment scoring
*Share of voice in Al search results

*Overall Al search performance score




HubSppot

Al Search Grader

Uncover your brand visibility in generative AI search fools like
ChatGPT, Perplexity, and Gemini. Identify strengths and pinpoint
opportunities to boost brand awareness and sentiment.

Enter Details of the Brand You
Want to Analyze

Company Name Location ﬂ

Product or Services Industry @

Grade My Brand

POWERED BY @OpenAl qﬁ] perplexity Gemini

This page is governed by the | w f use. These
recommendations are generated by an AI tool and have not been reviewed by a
human being, results are not guaranteed and not a substitute for professional
advice.



https://www.hubspot.com/ai-search-grader/

SEO

GEO

A strategy that optimizes websites to rank higher in

A newer concept that optimizes content for visibility in responses

Definition traditional search engine results pages (SERPS). generated by Al-driven search engines, also known as generative
engines.
. . . . Al-driven search engines like Google's Search Generative
Traditional search engines like Google and Bing : . i
Target : o , Experience (SGE) and BingChat that generate comprehensive
that list websites in response to a user's query.
responses.
Metrics Uses metrics like click-through rate, bounce rate, | Proposes a set of impression metrics that measure the visibility of
and time spent on page. citations and their relevance to the user query.
Can be aoplied universally across all tvoes of May vary depending on the domain. For instance, authoritative
Strategies PP y yp language may work best for historical content, citation optimization

content.

for factual queries, and statistics for law and government topics.




How Is GEO similar to SEO?

*Visibility objectives

*Keyword strategy

*User experience

«Content quality and relevance
Data insights and analytics
*Technical optimization
«Authority building

«Continuous adaptation




How generative Al/answer
engines work

Here's a breakdown of how generative Al engines work:

« Data collection

* Preprocessing

* Model training

 Inference and fine-tuning

« Content generation

» Evaluation and optimization

* Prioritization




34.5% Decrease in CTR

Ahrefs analyzed 300,000 keywords and found that the
presence of Al Overviews in search results correlates
with a 34.5% lower average CTR for the top-ranking
page compared to similar informational keywords
without an Al Overview.




In March 2024, the average position one CTR for informational keywords was
0.056. In March 2025, this had dropped to 0.031:

Position #1 CTR

for Informational Keywords
Analysis of 150,000 keywaords.
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In March 2024, the average position one CTR for AI Overview keywords was
0.073. In March 2025, this had dropped to 0.026:

Position #1 CTR

for AI Overview Keywords
Analysis of 150,000 keywords.

0.080

0.073
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0.040

Average CTR

0.026

0.020

March 2024 March 2025

SIDENOTE. “Al Overview keywords” refer to keywords that triggered an AI Overview in

March 2025. In March 2024, before the US rollout of AI Overviews, these keywords did not
trigger an AI Overview.
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Q firtdev « Smo ago

Is ChatGPT search still using Bing as the search engine behind scenes?

© ¢ 1L O Reply A Share

. dataisf CO-HOST + 5mo age
we use a set of services and Bing is an important one

D21 OReply & Share -

OpenAI’s VP Engineering on Reddit confirming the use of the Bing index as part of ChatGPT
Search.
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1. Unlinked brand mentions matter
more

This is probably the biggest, clearest difference between GEO and SEO. Unlinked
mentions—text written about your brand on other websites—have very little

impact on SEO, but a much bigger impact on GEO.

Search engines have many ways to determine the “authority” of a brand on a
given topic, but backlinks are one of the most important. This was Google’s core
insight: that links from relevant websites could function as a “vote” for the

authority of the linked-to website (a.k.a. PageRank).




“Brand mentions now matter not because they increase ‘authority’ directly
but because they strengthen the position of the brand as an entity within

the broader semantic network.

When a brand is mentioned across multiple (trusted) sources:

The entity embedding for the brand becomes stronger.

The brand becomes more tightly connected to related entities.

The cosine similarity between the brand and related concepts increases.

The LLM ‘learn’ that this brand is relevant and authoritative within that

topic space.”

E’; Gianluca Fiorelli, Strategic and International SEO Consultant




2. Off-topic links and rankings matter
less

[ think the inverse of the above point is also true. Many companies today build
backlinks on websites with little relevance to their brand, and publish content
with no connection to their business, simply for the traffic it brings (what we now

call site reputation abuse).

These tactics offer enough SEO benefit that many people still deem them
worthwhile, but they will offer even less benefit for LLM visibility. Without any
relevant context surrounding these links or articles, they will do nothing to
further an LLM’s understanding of the brand or boost the likelihood of it

appearing in outputs.




3. Different content types impact
visibility

Some content types have relatively little impact on SEO visibility but greater
impact on LLM visibility.

We ran research to explore the types of pages that are most likely to receive
traffic from LLMs. We compared a sample of pageviews from LLMs and from non-

LLM sources, and compared the distribution of those pageviews.

We found two big differences: LLMs show a “preference” for core website pages

and documents, and a “dislike” for listing collections and listings.




@ What page
types receive
LLM traffic?

1. Core site
pages

2
2 Articles

Documents

X @thinking_slow

Core pages Articles Document

8 Non-Al traffic

Listing Interactive Audio
collections tools

@ Al traffic

Listing

Video

0.90%

0.50% 010% 010%

Image




5. LLMs train on data that doesn’t
impact SEO

LLMs also train on novel information sources that have traditionally fallen
outside the remit of SEO. As Adam Noonan on X shared with me: “Public GitHub

content is guaranteed to be trained on but has no impact on SEO.”

ﬁ Adam Noonan o)
e @adam_x 007

Public GitHub content is guaranteed to be trained on but has no impact
on SEO. The two are very similar but new methods are emerging!

,g“ Ryan Law & @thinking_slow - Mar 13

i'm just gonna say it: LLMO, GEO, LEO, whatever acronym you like... it’s just
SEO, right?

case in point: can anyone show me a company who has great visibility in LLMs

but not in traditional search? or vice versa?...
Show more

12:29 PM - Mar 26, 2025 - 34 Views




6. LLMs don’t render JavaScript

Lastly, as Elie Berreby explains:

“Most Al crawlers do not render JavaScript. There'’s no renderer. Popular AI
crawlers like those used by OpenAI and Anthropic do not even execute

JavaScript. That means they won't see content that is rendered client-side

through JavaScript.”

Q Elie Berreby, Senior SEO Strategist, Semking.com
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