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The Search Landscape
Has Changed Forever

Brand Visibility in the Generative Al Era

The way audiences discover and engage with brands has changed
forever. Today, visibility isn’t just about ranking high in Google. It's about
how Al systems like ChatGPT, Google Al Overviews, Claude, Perplexity,
and Microsoft Copilot describe, summarize, and represent your brand
across countless generative interfaces.

Generative Al has made brand discovery conversational, contextudal,
and cross-platform. Your audience might never visit your website, but
they’ll still encounter your brand through an Al-generated answer,
summary, or recommendation.

That's why Answer Engine Optimization (AEO) matters. It's not a
replacement for SEQ; it's a new layer of brand strategy that ensures
your business shows up accurately and compellingly in Al-driven
experiences.

While SEO focuses on keywords and clicks, AEO focuses on brand
presence and perception within generative responses. Together, they
form the foundation of modern discoverability: SEO gets you indexed;
AEO gets you represented.

Understanding AEO

To appreciate why AEO tools are essential, you need to understand how Al systems
fundamentally differ from traditional search engines. Traditional search engines
crawl websites, index content, and rank pages based on relevance and authority
signals. The user then clicks through to your website to consume your content.

Al systems, however, consume vast amounts of content during their training process
and then generate new responses based on patterns they've learned.

Al Platforms vs. Models

Not all Al systems are built the same way, and it helps to know who powers what.
Each Al product you interact with has two layers:

- Y
) hd
The Model | The Engine The Platform | The App
The large language model (LLM) The user-facing product or interface
that actually “thinks” and generates that delivers those answers.
answers.
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Examples of model-platform relationships

(current as of late 2025)

OpenAl & Microsoft

ChatGPT and Microsoft
Copilot run on OpenAl’s latest
GPT-series models. In some
enterprise contexts, Copilot
may also integrate additional
leading model families.

XAl

Grok models, now in the Grok

2 generation and beyond,
support conversational and
social experiences within X
(Twitter) and related platforms.

What's an API?

Google

Google Search’s Al features,
such as Al Overviews and Al
Mode, are powered by the
Gemini family of multimodal
models, which continues to
evolve across generations.

DeepSeek

DeepSeek’s continuously
updated V-series emphasizes
efficiency and open research
access.

Anthropic

The Claude family of models
(Claude 4 and its successors)
underpins Anthropic'’s
reasoning-focused assistants
and enterprise tools.

An Application Programming Interface (API) is a structured way for one piece of software to talk to
another. Instead of using a public app like ChatGPT in your browser, companies can connect directly
to the same underlying model through its APl to send prompts and receive responses. This allows
controlled, compliant access to a model's intelligence without scraping or violating platform terms.

When evaluating AEO tools, it's useful to check whether they analyze platform outputs (for exampile,
ChatGPT's on-screen responses) or access models through APIs (such as OpenAl's GPT-series or
Google's Gemini family). Tools that rely on APIs can safely and transparently test how brands appear
across Al systems using the same underlying intelligence.
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How Al Systems
Use Your Content

Al systems can access and use your content in several distinct ways:

During model training

Large language models (LLMs) may learn from publicly available or licensed web content
during their pretraining phase. This happens before deployment and helps models develop
general knowledge and language understanding. Not all models include open-web data -
some are trained exclusively on licensed or synthetic datasets.

When building search indexes

Search partners such as Bing (which powers parts of OpenAl's and Microsoft Copilot's web
results) and Google Search continue to crawl and index publicly available pages to support
retrieval-based features and Al-enhanced search experiences.

When generating answers in real time

Many Al platforms use a process called retrieval-augmented generation (RAG) to “read” or
reference live web pages, knowledge bases, or connected APIs. This allows them to fetch current
information dynamically, improving factual accuracy and freshness in Al-generated answers.

Each of these content-access stages affects how, when, and whether your brand’s
content is visible or credited in Al-generated answers, which is exactly what AEO tools are
designed to help you measure and optimize.

This creates several unique challenges:

The Citation Challenge

Unlike traditional search, where a click takes users to your website, Al responses might mention
your brand or use your information without driving traffic back to you. Understanding how and
when you're cited becomes crucial for measuring your true digital influence.

The Context Challenge

Al systems might mention your brand in contexts you haven’t considered or alongside
competitors in ways that could be advantageous or detrimental to your positioning. Traditionall
SEO tools can't capture these nuanced brand mentions.

The Prompt Variability Challenge

The same gquestion can be asked in a myriad of different ways, and Al systems might provide
different answers based on subtle variations in phrasing, context, or timing. This makes it nearly
impossible to manually track your brand’s performance across all possible query variations.




Simulation vs. Scale: The Two
Paths to Al Search Optimization

Understanding the philosophical differences between AEO tool categories is crucial for
selecting the right solution for your needs. The industry has evolved around two primary
approaches, each with distinct advantages and use cases.

Methodology

These tools focus on replicating authentic user
experiences by generating or utilizing prompts
that mirror how real customers might interact with
Al systems. They account for the many factors
that influence Al responses, such as the phrasing
of a query, the context provided, and even the
specific persona or use case being simulated.

How They Work

They typically start by analyzing your website
content, industry context, and target audience to
generate realistic prompts.

Examples of tools following
this approach include:

scans your landing pages and
generates long-tail prompts based on your
actual content, giving you insights into how
Al engines might interpret and reference your
materials in context.

focuses on tracking whether your brand
appears in Al training datasets and monitoring
how you're represented across different Al
platforms.

combines prompt generation with
visibility scoring, measuring both frequency
and position of brand mentions across various

query types.

Use Cases

Ideal for marketing and UX teams aiming to
understand and improve how real users might
encounter and perceive their brand through Al-
driven interfaces.

Data-Led Tools

Methodology

These tools prioritize statistical reliability and
comprehensive coverage via large-scale pattern
recognition. They run hundreds or thousands of
Al-generated prompts to identify stable patterns
and trends in how brands are represented across
Al systems.

How They Work

They typically generate large volumes of
prompts programmatically, often using Al to
create variations around core topics, industries,
or use cases. They then analyze the aggregate
results to identify consistent patterns, statistical
significance, and reliable trends.

Examples of tools following
this approach include:

» Brandlight conducts large-scale experiments
across multiple Al platforms, focusing on
statistical reliability and trend identification.

* Brand Luminaire runs hundreds of the same
prompts repeatedly to identify statistically
common answers, providing insights into
consistent Al behavior patterns.

e SEMRush Al Toolkit focuses specifically on
Google's Al Overviews, providing detailed
analytics on brand visibility, audience
sentiment, and competitive positioning,
helping refine business strategies.

Use Cases

Suitable for SEO and analytics teams focused
on tracking brand performance trends, market
share, and competitive benchmarking across
Al platforms.

Hybrid Approaches: The Best of Both Worlds

Some tools are beginning to combine both approaches, using data-led methods for broad trend

analysis while incorporating simulation techniques for specific use cases or customer journey
stages. This hybrid approach can provide both statistical confidence and contextual relevance.
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Evaluating AEO Tools

When assessing AEO tools, it’s critical to weigh them across these seven core
dimensions. Depending on your goals, some may matter more, but understanding

them all ensures smarter choices.

Assess how well the tool covers key AEO
functions:

Brand Monitoring: Tracks mentions, context,
quality, and trends.

Competitor Intelligence: Compares your brand
vs. competitors and spots market gaps.

Content Optimization: Audits, suggests, or
creates content for better Al visibility.

Sentiment & Positioning: Analyzes tone,
authority, and brand reputation in Al outputs.

Insights must be reliable and actionable:

Validation: Manual testing, cross-platform
checks, historical alignment, and correlation
with your analytics.

Insight Value: Actionable, relevant, prioritized,
and well-contextualized.

Red Flags: Watch for inconsistency, implausible

results, lack of transparency, or unrealistic claims.

Strong prompt capabilities are vital:
Diversity & Intent: Covers wide query variations,
intents, personas, and journey stages.

Realism: Natural-sounding prompts that match
real user behavior.

Testing Methodology: Robust sampling,
repetition, broad platform coverage, and
frequent updates.

Beyond mentions, tools should analyze how
your brand is framed:

Sentiment: Detailed, context-aware sentiment
analysis and trend tracking.

Context: Brand positioning, competitor

comparisons, use-case mapping, and authority.

Advanced Features: Topic clustering,
opportunity gaps, narrative analysis, and
consistency checks.
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Insights must be easy to use and act on:

Dashboards: Clear, customizable, with summary
and deep-dive options.

Reports: Automated, flexible, with export and
white-label options.

Collaboration: Team permissions, annotations,
alerts, and integration with tools like Slack.

Ease of Use: Fast, mobile-friendly, well-
documented, with strong support.

A tool must fit your tech stack:
Analytics: Connects with Google Analytics, Search
Consolg, social tools, and attribution systems.

Content Tools: Works with CMS, content
workflows, calendars, and publishing systems.

Marketing Automation: Connects to CRMs, email
systems, and personalization tools.

APIs & Data: Offers APIs, exports, webhooks, and
data warehouse integrations.

Understand total cost and growth potential:

Pricing Models: Credit-based, subscriptions,
usage-based, or enterprise plans.

Scalability: Costs for growing teams, data,
features, or regions.

Value: ROI, opportunity cost, competitive
advantage, and brand risk mitigation.

Planning: Consider initial, ongoing, hidden, and
long-term scaling costs.

Pro Tip

Use this framework to compare
tools side-by-side. You'll quickly
spot which align with your goals.
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AEO Performance
Indicators

What are the essential metrics to measure your Al visibility
success? Before we go any further, let’'s make one thing
clear: the importance of data transparency awareness.

Data Transparency

It's important to remember that, as of 2025, none of the
major Al platforms provide impression-level or query-level
visibility data (i.e. how often your brand appears in user
prompts or Al-generated answers). This means current
AEO tools can't access direct impression or query-

level data from ChatGPT, Copilot, Claude, or Google Al
Overviews. Instead, these tools use testing and sampling
methods (running structured prompts and measuring
how often your brand appears in the results) to create
estimates of visibility and “share of voice.” Understanding
this limitation is key: AEO metrics give directional insight,
not absolute counts. This is a major difference between
AEO and SEO, where you can directly measure impressions,
clicks, and traffic through Google’s own reporting tools.

So, here is how Al Visibility tools measure the quantity
and quality of brand mentions in Al responses:

Share of Voice (SOV)

The percentage of relevant Al responses that mention your
brand, weighted by position, authority, and context.

Share of Model (SOM)

SOM measures deeper mindshare or how often you're:
Mentioned first, described in detail, and positively characterized.

Mention Quality

Mention quality is scored by the following attributes:
+ Position: Top vs. buried mentions

- Context: Positive, neutral, or negative framing

- Authority: Definitive vs. uncertain mentions

In short, AEO visibility is about more than just mentions —
it's about how and where your brand shows up. Let’s take a
closer look at how these metrics come to life in practice.




The following breakdown outlines the primary metrics used
in AEO performance analysis, offering clarity on their
purpose, methodology, and role in visibility benchmarking.

How does Al-driven visibility translate into Your standing relative to competitors:

ite en ment? . .
site engageme Competitive Mentions

Al-Driven Traffic: Visitors inﬂuenped by Al Frequency and context of mentions versus
responses (often hard to track directly). industry competitors

Bot Traffic: Which Al crawlers access your

site and how often. Market Position

Engagement Differences: How Al-referred Leadership Mentions: A leader or innovator
users behave vs. traditional search visitors Problem-Solution Fit: Problems that may
(conversion rates, intent, etc). be linked to your brand

Trend Alignment: Positioning relative to
emerging trends

How well do Al systems use your content?
Content Extraction Measure AEO'’s impact on business outcomes:
Pages Fetched: How much of your site Al

systems access Al-Influenced Conversions

Utilization Rate: Percentage of your content Direct: Immediate post-Al conversions
cited in Al responses Assisted: Al as part of a multi-step path
Accuracy: Faithfulness of Al references Influenced: Earlier Al interactions leading to

e . . later conversions
Citation Analysis

Direct Citations: Explicit mentions Revenue Attribution

Indirect Influence: When your ideas shape Customer Value: Lifetime value of

responses without attribution Al-acquired customers

Source Authority: Trust level assigned to Deal Size: Larger or smaller deals via Al

your content Sales Cycle: Deal speed & complexity impact
Citations

Many PR professionals worry that LLMs rarely cite traditional top-tier media, and with good reason.
Publisher strategies now vary widely: some license their content to Al companies (such as The
Financial Times and News Corp), others are engaged in litigation (like The New York Times), and
some continue to report Al bots visiting or using their pages even after they've said “please don't”
in their robots.txt files. As a result, most LLM citations tend to come from open-web sources -
smaller publishers, niche blogs, or user-generated content - rather than premium outlets.

Think of it this way: your carefully curated coverage in premium media is like the grand front
entrance of your boutique - spotless, well-lit, inviting. But Al is sending traffic through the back door.
It's pulling customers through the alleyway behind your shop, where signage is sparse and you
don't fully control the message. You still need to polish your storefront, but you also need to hang
signs in the alley to guide this new kind of traffic.
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AEO Audit Playbook

A strong AEO program starts with a structured audit to
assess your current position in Al-powered search.

SCRATCH

Set Business Goals
Define clear, measurable AEO objectives:

Brand Awareness
Target visibility in Al responses
Desired positioning vs. competitors
Authority and mindshare goals
Lead Generation
Traffic and conversion targets from Al sources
Lead quality and attribution methods
Competitive Intelligence

Competitors to monitor
Market opportunities and risks to track

Assess Current Performance
Run manual tests across key Al platforms:

Google Al Overviews
Test 20—30 queries for visibility, context, and patterns

ChatGPT & Other Al Platforms

Test varied query styles and conversation flows
Document mentions, citations, and sentiment
Compare across platforms for gaps or strengths

Competitive Benchmarking
Test competitor visibility and positioning

Audit Technical Content
Ensure your content is Al-accessible and optimized:

Crawlability

Review your robots.txt and sitemap settings, and consider
adding lims.txt - an experimental file some sites use to
guide Al crawlers.

Structure & Clarity
Optimize semantic structure, links, and schema markup.

Content Quality
Focus on factual accuracy, authority, comprehensiveness,
and unigueness.



Build & Test Prompts
Create realistic, high-impact prompts
based on customer behavior:

Journey-Based Prompts
Awareness » Consideration » Decision » Post-purchase queries

Use Case Prompts
Problem-solving, comparisons, recommendations, and how-tos.

Advanced Variations
Long-tail, multi-turn, local/regional, and industry-specific queries.

Run Full Testing & Analysis
Execute prompts across all relevant Al platforms:

Testing
Track mentions, citations, sentiment, and positioning for every query.
Analysis
Quantify mentions and context
Qualitatively assess sentiment, competitive gaps, and narratives
Identify missed opportunities and high-value optimizations
Prioritize
Rank improvements by impact and effort.

Deliver Recommendations & Plan
Compile findings into an actionable roadmap:

Executive Summary
Key opportunities, risks, and next steps.

Detailed Findings
Performance by platform, competitor gaps, and technical fixes.
Implementation Plan

Quick wins (immediate)

Medium-term projects (3-6 months)

Long-term strategic initiatives (1-2 years)

Resource Plan
Staffing, budgets, tools, and integration needs.

Tool Guidance
Select AEO tools based on immediate needs,
growth plans, and budget.
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Tool Evaluation Framework

Armed with a comprehensive understanding of the AEO landscape and your specific
needs, you're ready to make an informed decision. The key is to approach this decision
systematically, avoiding the trap of choosing tools based solely on features or price.

Define Your Primary Use Case
Different tools excel in different scenarios. Be clear about your primary objective:

+ Brand Monitoring: Primarily tracking mentions and sentiment

- Competitive Intelligence: Understanding market position and competitor performance
+ Content Optimization: Improving content for better Al visibility

- Performance Tracking: Measuring the impact of AEO initiatives

Assess Your Technical Sophistication
Consider your team’s technical capabilities and preferences:

- Data Analysis Skills: Can your team interpret complex analytics and insights?

- Integration Requirements: How important is seamless integration with existing tools?
- Automation Preferences: Do you prefer automated insights or hands-on analysis?

- Reporting Needs: Who needs to see the insights and in what format?

Validate with Real Data

Never make a tool selection decision based solely on demos or marketing materials:

- Trial Periods: Take advantage of free trials or pilot programs

- Benchmark Testing: Compare tool insights against your manual testing results

+ Accuracy Verification: Verify that the tool's findings align with your first-party data
+ Usability Testing: Ensure that your team can effectively use the tool

Consider Long-Term Value

AEO is a long-term strategy, so think beyond immediate needs:

- Scalability: Will the tool grow with your needs?

- Feature Evolution: Is the vendor actively developing new capabilities?

- Market Position: Is the vendor well-positioned in the evolving AEO space?

+ Support Quality: Will you receive adequate support as your program matures?

SCRATCH



Red Flags to Avoid

b 4 X

Over-Promising on Results Lack of Transparency

Be skeptical of tools that guarantee specific Avoid tools that won't explain their
outcomes or claim to have “cracked the methodology or allow you to verify their

code” of Al optimization. The Al landscape is findings. The best tools are transparent
too dynamic for such certainties. about their limitations and assumptions.

Methodology: Behind the Guide

This Buyer’s Guide is brought to you by the GTM pros at Scratch Marketing + Media,
the only B2B tech marketing agency that gets complex enterprise tech — and turns
the complex into unique competitive wins. We draw from our expansive B2B tech
expertise and customer experience to conceptualize, develop and deliver impactful
digital experiences, stories and campaigns for technology leaders. The innovators
we work with fundamentally strengthen identity and presence, gain customer trust,
increase sales, and thrive. on what's next in your GTM strategy.
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MARKETING + MEDIA

The Future Belongs
to the Right Tools

AEO isn't just the future of search, it's the future
of visibility. As Al systems continue to redefine
how audiences discover and trust information,
understanding and optimizing your brand’s
representation within these models is essential.
By applying the right metrics, tools, and
frameworks, you'll ensure your brand doesn’t
just appear in the conversation — it leads it.

Explore more on AEO )

Talk with our experts -

About Scratch Marketing + Media

Scratch Marketing + Media is a fully integrated B2B tech agency,
founded in 2009. The company serves as a growth advisor

and nimble execution partner for technology leaders across

cloud, infrastructure, Al, supply chain, cyber, health, climate

tech, and more. With a focus on transforming complexity into Learn more about Scratch
impact, Scratch empowers game-changing technologies and Marketing + Media or
innovations to be recognized, accepted, and adopted quickly. contact us to get started >
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