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1. What is Generative Engine Optimization (GEO)?

Generative Engine Optimization (GEO) is the practice of optimizing a business's digital
presence so it is discovered, understood, and cited by Al-powered search engines.

These Al systems include ChatGPT, Perplexity, Google Al Overviews, Claude, and Gemini.
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The term "Generative Engine" refers to Al systems that generate answers rather than
returning a list of links. Traditional search engines like Google retrieve and rank web
pages. Generative engines synthesize information from multiple sources and produce a
single, coherent response that directly answers the user's question. They may cite specific

businesses, products, or experts by name.

GEO emerged as a distinct discipline in 2024-2025 as Al search usage grew exponentially.
Researchers at Princeton, Georgia Tech, and IIT Delhi published the foundational academic
paper defining GEO and establishing that content optimization strategies could increase a
page's visibility in Al-generated responses by up to 115%. Since then, the practice has

evolved rapidly alongside the Al platforms themselves.

Why GEO Matters in 2026

The shift in how people find information is not speculative. It is measurable and
accelerating. Gartner projects that by 2028, 30% of all web traffic will originate from Al-
assisted search. Google has integrated Al Overviews into its core search product, placing
Al-generated answers above traditional organic results for billions of users. ChatGPT
processes hundreds of millions of queries per week. Perplexity has become the fastest-

growing search product in a decade.

For businesses, this shift creates a binary outcome. Either Al recommends you or it
recommends someone else. There is no page 2 in Al search. There is no scrolling past the
fold. When a user asks ChatGPT "Who is the best dentist in Pittsburgh?" they receive one
answer with a handful of named businesses. If you are not one of them, you do not exist in

that channel.

The conversion dynamics make this even more consequential. Al-referred traffic converts
at 3-8x the rate of traditional organic search traffic (Search Engine Land, 2026). The
reason is straightforward: when an Al system recommends a specific business, the user
arrives with pre-established trust. They are not comparison shopping. They are acting on a

recommendation from a system they asked for help.

GEO is Not a Variation of SEO
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fundamentally different.

SEO optimizes for ranking algorithms that score pages and sort them into a list. GEO
optimizes for language models that read, comprehend, and synthesize content into
narrative answers. The skills and infrastructure required are distinct. A website can rank #1
on Google and be completely invisible to ChatGPT. A page that does not appear in

Google's top 20 results can be the primary source ChatGPT cites for a given topic.

The data confirms this disconnect: 90% of ChatGPT citations come from pages that are
NOT in Google's top 20 results (Qwairy, 2026). Traditional SEO rank has near-zero
correlation with Al citation frequency. This means businesses that rely exclusively on SEO

are leaving the fastest-growing discovery channel completely unaddressed.

2. How Al Search Engines Work

Understanding how Al search engines find and cite content is essential for effective GEO.
Each major platform operates differently, but they share a common workflow: retrieve web
pages, analyze them, extract relevant information, synthesize an answer, and attribute

sources.

ChatGPT (OpenAl)

ChatGPT uses Bing as its primary search engine for real-time web information. When a
user asks a question that requires current data, ChatGPT sends a search query to Bing,
retrieves 20-50 web pages, processes their content, and generates a response that

synthesizes the most relevant information. On average, ChatGPT cites 7-8 sources per

response, though it may retrieve dozens more during the analysis phase.

OpenAl also operates GPTBot, a web crawler that indexes content for ChatGPT's training
data and SearchGPT functionality. Websites that block GPTBot in their robots.txt file
reduce their chances of being cited. ChatGPT also considers Bing's existing index, which

means Bing SEO carries more weight for ChatGPT visibility than Google SEO.
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the most citation-heavy Al search platform, citing an average of 22 sources per response.
Perplexity's PerplexityBot crawler indexes the web independently, and the platform
prioritizes content published within the last 30 days, citing recent content 3.2x more

frequently than older content (Growtika, 2026).

Perplexity's approach makes it particularly responsive to GEO optimization. Freshly
published, well-structured content with clear factual statements tends to appear in

Perplexity results rapidly, often within days of publication.

Google Al Overviews

Google Al Overviews are Al-generated answer panels that appear at the top of Google
Search results, above the traditional organic listings. They use Google's existing search
index combined with Gemini's language understanding capabilities. Al Overviews now

appear in approximately 30-40% of Google searches and are expanding steadily.

For businesses, Al Overviews represent a unique challenge: even if a business ranks well in
traditional Google results, the Al Overview may cite different sources. Content that is
clearly structured, directly answers common questions, and includes proper schema

markup is more likely to be featured in Al Overviews.

Gemini (Google)

Gemini is Google's standalone Al assistant. It uses Google Search for real-time information
and has access to Google's full search index. Gemini tends to favor sources with strong
Google domain authority, making it the Al platform where traditional SEO has the most
overlap with GEO. However, Gemini still prioritizes content structure and direct answer

formatting over raw ranking position.

Claude (Anthropic)

Claude operates differently from the other Al search platforms. While Claude has web
search capabilities, it places heavy emphasis on content quality, factual accuracy, and

clear sourcing. Claude's citation behavior favors authoritative, well-structured content with
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The Common Thread

Across all five platforms, the Al systems share consistent preferences in what they cite:
content that is clearly structured, factually specific, recently updated, properly marked
up with schema data, and accessible to Al crawlers. The businesses that optimize for

these universal factors gain visibility across every Al search platform simultaneously.

3. The 10 GEO Ranking Factors

Based on analysis of thousands of Al citations across all major platforms, these are the ten
factors that most significantly impact whether a website is cited by Al search engines. They

are listed in approximate order of impact.

1 Content Citability

The single most important GEO factor. Citability measures how easily an Al system
can extract a clear, factual, self-contained statement from your content and include
it in a generated response. Content that is vague, promotional, or requires
surrounding context to make sense scores poorly. Content that makes specific
claims, includes data points, uses clear definitions, and structures information in

discrete, extractable units scores highly.

Implementation: Write sentences that stand alone as complete, factual statements.
Include specific numbers, dates, and proper nouns. Structure content with clear

headings, short paragraphs, and bulleted lists for key information.

2 Schema Markup (Structured Data)
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business does, where it operates, and what expertise it claims. Pages with
comprehensive schema markup are cited significantly more frequently than pages

without it.

Implementation: Implement JSON-LD schema for every page. Include Organization,
LocalBusiness (with address, phone, hours), FAQPage (for any FAQ content), Article

(for blog posts and guides), and Service (for service pages). Validate with Google's
Rich Results Test.

3 Al Crawler Access

Al companies operate web crawlers that index content for their search and training

systems. The major Al crawlers are GPTBot (OpenAl/ChatGPT), ClaudeBot

(Anthropic/Claude), PerplexityBot (Perplexity), Googlebot (Google/Gemini/Al

Overviews), and Bingbot (Microsoft/Bing, used by ChatGPT). If your robots.txt file

blocks any of these crawlers, you are invisible to that Al platform.

Implementation: Audit your robots.txt file. Ensure GPTBot, ClaudeBot,
PerplexityBot, Googlebot, and Bingbot are explicitly allowed. Remove any blanket
blocks that may inadvertently exclude Al crawlers. Monitor crawl logs to verify Al

bots are successfully accessing your content.

4 |Ims.txt File

lIms.txt is an emerging standard file (analogous to robots.txt for search engines)
that provides Al language models with a structured summary of a website's

purpose, content, and key pages. Placed at the root of a domain
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standard.

Implementation: Create an lims.txt file at your domain root. Include your business
name, a clear description of what you do, links to your most important pages with
descriptions, and any key facts you want Al systems to know about your business.

Follow the format specification at limstxt.org.

5 Entity Signals

Al systems build entity models, which are internal representations of businesses,
people, and organizations that exist across the web. The strength of your entity
signal is determined by consistent, accurate presence across multiple authoritative
platforms: Google Business Profile, Bing Places, Yelp, industry directories,
Wikipedia, LinkedIn, social media profiles, and news mentions. The more platforms
that consistently reference your business with accurate information, the stronger

your entity signal.

Implementation: Ensure your business name, address, and phone number (NAP)
are identical across every platform. Claim and optimize profiles on Google Business
Profile, Bing Places, Yelp, and industry-specific directories. Build brand mentions

through PR, guest content, and community engagement.

6 FAQ Content Structure

Al search engines are fundamentally question-answering systems. Content
structured as explicit questions and answers maps directly to how users interact

with Al. Pages with well-structured FAQ sections, using proper FAQPage schema
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Implementation: Create comprehensive FAQ sections on every important page. Use
the actual questions people ask (check People Also Ask in Google, Al search
suggestions, and customer support logs). Mark up with FAQPage schema. Write

answers that are complete, specific, and self-contained.

7 Authority Signals

Al systems evaluate source authority when deciding which pages to cite. Authority
signals include backlink quality and quantity, domain age and history, author
credentials, editorial standards, citation by other authoritative sources, and brand
mention frequency. Content written by named authors with verifiable credentials is

cited more frequently than anonymous or corporate-authored content.

Implementation: Attribute content to named authors with credentials. Include author
bios with qualifications. Build high-quality backlinks from authoritative sources.
Seek brand mentions and citations in established publications. Maintain consistent

publishing cadence to build domain authority over time.

8 Meta Tags and Page Metadata

Title tags, meta descriptions, Open Graph tags, and canonical URLs provide Al
systems with structured signals about page content and purpose. Well-crafted meta
descriptions serve as pre-written summaries that Al systems can use directly in
synthesized responses. Canonical URLs prevent citation dilution across duplicate

content.
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pages. Use proper heading hierarchy (H1 > H2 > H3).

9 XML Sitemap and Crawlability

A well-structured XML sitemap helps Al crawlers discover and prioritize content
across your website. Sitemaps with accurate lastmod dates signal content
freshness, which is particularly important for Al systems that prioritize recent
content. Pages that are difficult to crawl due to JavaScript rendering, broken internal

links, or complex navigation structures are less likely to be indexed and cited.

Implementation: Generate and submit an XML sitemap that includes all important
pages. Set accurate lastmod dates and update them when content changes. Ensure
all pages are reachable within 3 clicks from the homepage. Use server-side
rendering or static generation for critical content pages. Submit sitemaps to both

Google Search Console and Bing Webmaster Tools.

10 Local SEO Signals

For businesses serving a geographic area, local SEO signals are critical for Al

citation in location-based queries. Al systems heavily reference Google Business
Profile data, local directory listings, location-specific reviews, and geo-targeted
content when answering "best X in Y" queries. Businesses with strong local SEO

foundations are significantly more likely to be cited for geographic queries.

Implementation: Optimize your Google Business Profile with complete information,
categories, photos, and regular posts. Maintain consistent NAP across all local

directories. Generate and respond to reviews. Create location-specific content
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4. GEO vs SEO: Side-by-Side Comparison

Understanding the differences between GEO and SEO is essential for allocating resources

correctly. The following table breaks down the key differences across every major

dimension.

Dimension

Target Platforms

User Experience

Content Format

Technical
Requirements

Success Metric

Competition

Conversion Rate

Authority Building

Get cited by name in Al-generated
answers

ChatGPT, Perplexity, Gemini, Claude,
Google Al Overviews

Al provides a single synthesized
answer with citations

Citable statements, FAQ structure,
factual density

lIms.txt, schema markup, Al crawler
access, structured data

Citation frequency in Al responses

2-8 businesses cited per query
(early-mover advantage)

3-8x higher than organic search

Entity signals, brand mentions, author
credentials

Traditional SEO

Rank in top 10 of search results
page

Google, Bing organic search
results

User clicks through a list of 10
links

Keyword-optimized long-form
content

Page speed, mobile-friendly,
clean HTML, sitemap

Keyword rankings, organic
traffic, CTR

10 results per page, highly
competitive

Baseline organic conversion rate

Backlinks, domain authority,
content depth
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Ranking 90% of Al citations come from Higher Google rank = more
Correlation outside Google's top 20 organic traffic

Evergreen content can rank for
years

Content Freshness Recent content cited 3.2x more often

Early stage: wide-open opportunity in Mature: highly competitive in

Market Maturity . . .
most niches most industries

The critical takeaway: SEO and GEO are complementary strategies, not alternatives.
Strong SEO provides the domain authority foundation that supports GEO. But SEO alone no
longer captures the full spectrum of how people discover businesses. A complete digital

visibility strategy requires both.

5. How to Check Your GEO Score

Your GEO score is a composite measurement of how well your website is optimized for Al
search engine visibility. It evaluates the technical, structural, and content factors that
determine whether Al systems will cite your business. Most unoptimized business websites

score between 20-40 out of 100. A score above 80 indicates strong GEO readiness.

GEO Scanner

Bowen Al Strategy Group offers a GEO scanner that evaluates your website across the key
ranking factors. The scanner checks Al crawler access, structured data presence, content
citability indicators, lims.txt file, meta tag optimization, and provides an overall GEO score

with specific recommendations.

Check Your Al Visibility

Enter your website URL and get an instant GEO visibility assessment. See exactly

where you stand across the 10 ranking factors.
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Manual GEO Check

You can also perform a basic manual GEO check by testing your business across each Al

platform directly:

ChatGPT Test: Ask "Who is the best [your service] in [your city]?" and "What

companies offer [your service] in [your area]?" See if your business appears.

Perplexity Test: Search the same queries on perplexity.ai. Check if your website

appears in the cited sources.

Google Al Overviews Test: Search your target keywords on Google. Check if an Al

Overview appears and whether your business is cited.

Gemini Test: Ask Google's Gemini the same recommendation queries. Note citation
patterns.

Claude Test: Ask Claude for recommendations in your niche and geography. Check for
your business name.

If your business does not appear in any of these tests, your effective GEO score is near

zero. You are invisible to the fastest-growing discovery channel on the internet.

6. GEO Implementation Checklist

These are the four phases GEO moves through, ordered by priority. The framework below
is deliberately transparent, because knowing the phases is not the same as executing them
well. The difference between a business that gets cited and one that does not is rarely the
checklist. It is the judgment inside each step: which questions to target, how to structure a
page so an Al extracts it cleanly, and how to build the off-site consensus that makes a

model trust your name. That execution is the work we do for clients.

Phase 1: Technical Foundation

Audit robots.txt and confirm GPTBot, ClaudeBot, PerplexityBot, Googlebot, and Bingbot

are allowed
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Verify XML sitemap exists, is submitted to Google Search Console and Bing Webmaster
Tools, and has accurate lastmod dates

Ensure all critical pages are server-side rendered or statically generated (not client-side

only)
Set canonical URLs on all pages to prevent citation dilution

Optimize page load speed (Al crawlers have timeout limits)

Phase 2: Content Optimization (Weeks 2-3)

Rewrite homepage content for citability: clear statements of what the business does,

who it serves, and where it operates
Add comprehensive FAQ sections to every major page with FAQPage schema markup

Create a detailed "About" page with founder/team credentials, company history, and

service area

Write service pages with specific, factual descriptions (avoid vague marketing

language)
Publish authoritative guide content targeting questions people ask Al systems
Add author attributions with credentials to all content

Optimize meta titles and descriptions as citable summaries

Phase 3: Entity Building (Weeks 3-4)

Claim and fully optimize Google Business Profile
Claim Bing Places listing (critical for ChatGPT visibility)
Ensure NAP (name, address, phone) consistency across all directories

Update or create profiles on Yelp, industry-specific directories, and local chambers of

commerce
Build LinkedIn company page with complete information

Seek brand mentions in local media, industry publications, and community

organizations
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Monitor Al citation frequency across all five platforms
Update lIms.txt file when adding new services or content
Refresh schema markup as business information changes
Respond to and generate new customer reviews

Track competitor Al visibility and adjust strategy accordingly

Re-run GEO score assessment quarterly to measure progress

7. Case Study: From 72 to 89 GEO Score in One
DELY

When Bowen Al Strategy Group decided to practice what it preaches, the results were
immediate and measurable. Here is the full breakdown of how bowenaistrategygroup.com

went from a GEO score of 72 to 89 in a single day of focused optimization.

Starting Point: GEO Score 72

The initial audit revealed a site that was already better than average, with a solid Next.js
foundation, clean code, and strong content. However, several GEO-specific elements were

missing or incomplete:

lims.txt: Not present. No machine-readable summary for Al systems.

Schema Markup: Basic Organization schema existed but was incomplete. No FAQPage,

Article, or Service schemas.

Al Crawler Access: Robots.txt allowed Googlebot but did not explicitly address
GPTBot, ClaudeBot, or PerplexityBot.

FAQ Content: No structured FAQ sections on key pages.

Content Citability: Strong content quality but not formatted for Al extraction.

Paragraphs were narrative rather than statement-based.

Meta Descriptions: Present but written for click-through optimization, not Al citability.



file:///
file:///blog
file:///geo
file:///#contact

Bowen Al Blog GEO Services -

Optimization

Comprehensive file with business summary,

[Ims.txt Not present . .
service descriptions, key pages

Organization, LocalBusiness, Service, FAQPage,

Schema Markup Basic Organization only Article. BreaderumbList

Default (Googlebot Explicit allow rules for GPTBot, ClaudeBot,

robots.txt . .
only) PerplexityBot, Bingbot

15+ FAQs on service pages with FAQPage

FAQ Sections
schema

Meta Click-optimized Citability-optimized (factual, self-contained
Descriptions (marketing tone) statements)

Content . Statement-based paragraphs with extractable
Narrative paragraphs
Structure facts

Author . Named author (Tyler Bowen, MBA, Ed.D.) with
L Company-attributed .
Attribution credentials

Result: GEO Score 89

After implementing these changes, the GEO score jumped from 72 to 89, a 17-point

improvement. The breakdown by category:

Al Crawler Access: 72 — 95 (+23 points)

Structured Data: 60 — 92 (+32 points)

Content Citability: 78 — 88 (+10 points)

Technical Infrastructure: 80 — 90 (+10 points)

Meta Optimization: 70 — 85 (+15 points)

The most impactful single change was adding comprehensive schema markup across all

pages, which alone moved the score by double digits. The second most impactful was the
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The biggest lesson: most of what moves the GEO needle is technical infrastructure, not
content quality. The content was already strong. What was missing was the machine-
readable layer that tells Al systems how to interpret and cite it.

8. Frequently Asked Questions About GEO

These are the questions people most frequently ask Al systems about Generative Engine

Optimization. Each answer is written to be comprehensive and self-contained.

What is Generative Engine Optimization (GEO)?

Generative Engine Optimization (GEO) is the practice of optimizing a business's
digital presence so it is discovered, understood, and cited by Al-powered search
engines such as ChatGPT, Perplexity, Google Al Overviews, Claude, and Gemini.
Unlike traditional SEO which focuses on ranking in a list of links, GEO focuses on
being directly recommended by Al when users ask questions. GEO involves technical
optimizations (llms.txt, schema markup, Al crawler access), content optimizations
(citability, FAQ structure, factual density), and entity building (brand mentions,

directory consistency, author authority).

How do | get cited by ChatGPT?

Getting cited by ChatGPT requires optimizing for Bing search (ChatGPT uses Bing as
its search backend), ensuring GPTBot can crawl your site via robots.txt,
implementing structured data markup, creating content with high citability (specific
facts, clear statements, self-contained answers), and building entity signals across

the web. ChatGPT retrieves 20-50 pages per query but only cites 7-8 sources on
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What is lims.txt and do | need one?

lIms.txt is a plain text file placed at the root of a website (example.com/lims.txt) that
provides Al language models with a structured summary of the site's purpose,
content, and key pages. Think of it as robots.txt for Al understanding. It includes the
site name, a description, and links to important pages with brief descriptions. While
still an emerging standard, implementing lims.txt signals to Al systems that your site
is Al-aware and provides a structured entry point for citation. Yes, you should

implement one. The effort is minimal and the potential upside is significant.

How long does GEO take to work?

Technical GEO optimizations (lims.txt, schema markup, Al crawler access) can begin
impacting Al citations within 2-4 weeks as Al systems re-crawl your site. Content-
based improvements (publishing authoritative articles, optimizing existing content for
citability) typically take 4-8 weeks to show measurable results. Entity building
(directory listings, brand mentions, review generation) is an ongoing process that
compounds over 3-6 months. Most businesses see initial citation improvements

within 30-60 days of implementing a comprehensive GEO program.

Is GEO replacing SEO?

GEO is not replacing SEQ. They are complementary strategies that target different
discovery channels. SEO remains essential for organic search traffic from Google
and Bing. GEO addresses the growing share of discovery that happens through Al-
generated answers. The best strategy is to implement both. Strong SEO provides the

domain authority and content foundation that supports GEO. Strong GEO captures the
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What is a good GEO score?

GEO scores range from 0-100. Most unoptimized business websites score between
20-40. A score of 60-70 indicates basic GEO awareness with room for improvement.
A score of 70-80 represents solid optimization with most technical elements in place.
A score above 80 indicates strong GEO readiness with comprehensive optimization
across all factors. Elite scores above 90 are rare and typically belong to sites with
extensive structured data, fresh authoritative content, strong entity signals, and full Al

crawler access. The Bowen Al Strategy Group website scores 89.

How do Perplexity citations work?

Perplexity cites an average of 22 sources per response, making it the most citation-
heavy Al search platform. It uses a combination of Google search and its own
PerplexityBot crawler to find and index content. Perplexity strongly favors recently
published content, citing pages published within the last 30 days 3.2x more often
than older content. To get cited by Perplexity, ensure PerplexityBot is allowed in your
robots.txt, publish fresh content regularly, structure content with clear headings and

factual statements, and maintain strong domain authority signals.

Does Google rank matter for Al citations?

Less than most people assume. Research by Qwairy (2026) found that 90% of
ChatGPT citations come from pages that are NOT in Google's top 20 results. This
means traditional Google ranking has near-zero correlation with ChatGPT citation
frequency. However, Google rank does matter for Google Al Overviews and Gemini,

which use Google's search index as their data source. The takeaway: do not assume
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What schema markup is most important for GEO?

The most impactful schema types for GEO are: FAQPage (maps directly to how Al
answers questions), Organization and LocalBusiness (establishes entity identity),
Article (signals authoritative content with author and date), Service (describes what
the business offers), BreadcrumblList (provides site structure context), and
Review/AggregateRating (social proof that Al systems factor into recommendations).
Every page should have at least Organization/LocalBusiness schema. Pages with FAQ
content should have FAQPage schema. Blog posts and guides should have Article

schema.

How do | optimize for Google Al Overviews specifically?

Google Al Overviews pull from Google's search index and prioritize content that
directly and clearly answers the search query. To optimize: structure content with
clear question-and-answer formatting, use proper heading hierarchy (H2 for
qguestions, content that directly answers them), implement comprehensive schema
markup (especially FAQPage), write concise and factual opening paragraphs that
summarize the answer, maintain strong traditional SEO signals (domain authority,
relevance, backlinks), and ensure fast page load times. Unlike standalone Al
platforms, Google Al Overviews do consider traditional ranking signals alongside

content structure.

Can local businesses benefit from GEO?

Local businesses may benefit the most from GEO because of the first-mover

advantage. In most local markets, almost no businesses have implemented GEO
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GEO optimization, that plumber gets cited by default. The window for local
businesses to establish Al dominance in their market is open right now and will not

remain open indefinitely.

What is content citability and how do | improve it?

Content citability measures how easily an Al system can extract a useful, factual,
self-contained statement from your content. High-citability content uses clear
definitions ("X is Y"), includes specific numbers and data points, structures
information in short paragraphs with one key idea each, uses bullet points and lists
for enumerable information, and avoids vague marketing language. Low-citability
content uses hedging language, relies on context from surrounding paragraphs, uses
abstract claims without supporting data, and wraps information in promotional
framing. To improve citability, rewrite key content pages so that each paragraph
contains at least one statement that could be extracted and quoted by an Al system

without losing meaning.

How do Al crawlers differ from search engine crawlers?

Al crawlers (GPTBot, ClaudeBot, PerplexityBot) serve a different purpose than

traditional search crawlers (Googlebot, Bingbot). Traditional crawlers index pages for

ranking in search results. Al crawlers index content for two purposes: training Al
models and providing real-time search data for Al-generated responses. Al crawlers
tend to process content more holistically, looking at full-page context rather than
individual keyword signals. They also consume structured data (schema markup,

lIms.txt) differently, using it to build entity understanding rather than ranking signals.
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What is the cost of ignoring GEO?

The cost of ignoring GEO is invisible, which makes it dangerous. Every time a
potential customer asks an Al system for a recommendation in your industry and your
competitor is named instead of you, that is a lost opportunity you never see. There is
no bounce in your analytics. No missed click to measure. The customer simply goes
to your competitor because the Al told them to. As Al search usage grows (Gartner
projects 30% of web traffic by 2028), the cost of GEO invisibility compounds.
Businesses that build Al authority now gain compounding advantages that become

increasingly expensive for latecomers to replicate.

Who coined the term GEO and where did it come from?

The term Generative Engine Optimization (GEO) was formalized in a 2024 research
paper by academics at Princeton University, Georgia Tech, and IIT Delhi. The paper,
titted "GEO: Generative Engine Optimization," established the framework for
understanding how content can be optimized for visibility in Al-generated responses.
The researchers demonstrated that specific optimization strategies (citing sources,
using statistics, incorporating quotations from authoritative figures) could increase a
page's visibility in Al responses by up to 115%. Since publication, the term GEO has
been widely adopted by the digital marketing industry to describe this emerging

discipline.

How often should | update my GEO strategy?

GEO strategy should be reviewed and updated monthly. Al platforms evolve rapidly,

with major updates to search capabilities, citation behaviors, and crawler policies
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Al platforms monthly, update lims.txt and schema markup whenever business
information changes, re-run a comprehensive GEO audit quarterly, and adjust
strategy based on observed citation patterns. Treat GEO as an ongoing program, not

a one-time project.

Ready to Make Al Recommend Your
Business?

Bowen Al Strategy Group is the first dedicated GEO agency in the
Pittsburgh region. We have taken our own site from a 72 to 89 GEO
score and deliver the same results for clients. It starts with a one-time

$1,500 GEO Audit + Roadmap, then an ongoing $1,500/month retainer.

View GEO Book a Call
Services - -

Tyler Bowen, MBA, Ed.D.

Founder & Al Strategist, Bowen Al Strategy Group

Tyler Bowen is the founder of Bowen Al Strategy Group, a Pittsburgh-based
agency specializing in Al strategy, automation, and Generative Engine
Optimization. With an MBA and Ed.D., Tyler combines business strategy with
technical implementation to help businesses become visible in Al-powered
search. He has personally optimized dozens of websites for Al citability across

ChatGPT, Perplexity, Google Al Overviews, Claude, and Gemini.
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RELATED RESOURCES

GEO Services GEO Scanner

Full GEO audit, implementation, and Check your website's GEO score instantly

monitoring_packages

What is GEO? (Blog Post) Book a Call

Quick overview for business owners Discuss GEO strategy for your business



file:///geo
file:///geo-scanner
file:///blog/what-is-geo-generative-engine-optimization.html
file:///#contact
file:///
file:///blog
file:///geo
file:///#contact

