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Generative Engine Optimization: The Next Frontier in Digital Visibility

Key Takeaways

Generative AI search engines are rapidly gaining market share, with studies

projecting up to 25% of search volume shifting to these platforms by 2026

Traditional SEO tactics alone won't secure visibility in AI-generated

responses and summaries

Content structured for AI readability requires new approaches to formatting,

semantic relationships, and E-E-A-T principles

First-party data is becoming increasingly valuable as AI engines prioritize

verifiable, authoritative sources

Brands that adapt early to generative engine optimization will gain

significant competitive advantages

The search landscape is experiencing something we haven't seen since mobile

changed everything. As generative AI platforms like ChatGPT, Perplexity,



Anthropic's Claude, and Google's AI Overviews rapidly gain traction, they're

fundamentally reshaping how people discover information and interact with

brands online.

For marketers, this shift represents both a challenge and an opportunity. The

question keeping many of us up at night: how do we ensure our content appears

in AI-generated responses?

Welcome to the era of Generative Engine Optimization (GEO) — a new

discipline focused on optimizing content for AI systems that generate responses

rather than simply ranking webpage links.

The Data: Search Is Moving to Generative AI

We've been tracking this shift closely, and the numbers are staggering.

Traditional search behaviors are evolving faster than most predicted:

Morgan Stanley's research shows ChatGPT reached 100 million monthly

active users faster than any consumer application in history. What's

particularly telling? 43% of users report they now use it to replace Google

searches for certain queries.

Early 2025 data from Perplexity AI caught our attention. Their daily active

users grew 800% year-over-year to over 15 million, with users conducting an

average of 6 searches per session.

Gartner's prediction is bold but believable: by 2026, 25% of web searches

will occur directly through generative AI interfaces rather than traditional

search engines.

Here's what really surprised us: Google's own data shows searches

containing the phrase "AI Summary" increased by 350% in 2024 compared

to 2023.

The scale of this transformation becomes clearer when we consider the broader

context. As Andreessen Horowitz notes in their comprehensive GEO analysis,

"The foundation of the $80 billion+ SEO market just cracked" with Apple's

announcement that AI-native search engines like Perplexity and ChatGPT would

be integrated as default options in Siri. This isn't just about new search behaviors;

it's about the infrastructure of discovery itself being reimagined.

These platforms aren't just creating new search behaviors. They're

fundamentally changing what "ranking well" means. Instead of competing for a

position on the search results page, brands now need their content to be cited,

quoted, or referenced within the AI's generated response itself.

What industry expert Rand Fishkin from SparkToro pointed out in his "State of

Search in 2025" report resonates with what we're seeing: "We're witnessing a

transition from the 'ten blue links' model of search to what we might call 'direct

answer engines,' systems that synthesize information from multiple sources to

provide complete responses. This doesn't just change how search works; it

changes how brands need to approach visibility altogether."

The Rise of AI & Answer Engines

AI-powered search and answer engines are growing exponentially, transforming

how people find information. While traditional search still dominates, under 2% of

global queries now flow through AI/answer engines like ChatGPT, Perplexity,

https://a16z.com/geo-over-seo/


Copilot, and Gemini, but this share is rising fast as billions of users try

conversational search experiences.

The current usage numbers tell an interesting story:

ChatGPT: 800M weekly users, 1B+ daily queries, 4.5B monthly visits (May

2025)

Perplexity: 15M monthly users, 400M+ monthly queries, 160M monthly

visits

Google AI Overviews: 1.5B+ monthly active users (2025)

Gemini: 350M monthly users (March 2025)

Copilot: 20M weekly users (2025)

What makes this shift particularly significant is the infrastructure-level changes

happening. As the A16Z analysis reveals, Apple's decision to integrate AI-native

search engines directly into Siri represents a fundamental shift in how users will

access information. This isn't just about adding new search options; it's about

making generative AI the default pathway for information discovery on devices

used by over a billion people globally.

What's particularly interesting (and slightly concerning for traditional SEO

practitioners) is how quickly this happened. These platforms are fundamentally

changing what "ranking well" means. Instead of competing for a position on the

search results page, brands now need their content to be cited, quoted, or

referenced within the AI's generated response itself.

Why Traditional SEO Isn't Enough

Here's where it gets complicated. While traditional SEO remains important, it

addresses a different set of challenges than those posed by generative AI

systems. Recent analysis from Semrush caught our attention, and honestly, it

should worry anyone still relying solely on traditional SEO. Their February 2025

study found that content ranking well in traditional search doesn't necessarily

perform well in AI-generated responses.

The research revealed several key differences that we're now seeing play out in

real campaigns:

Citation Patterns

AI engines frequently cite studies, research papers, and authoritative data

sources even when these don't rank in the top 10 traditional search results. This

represents a significant shift in how "authority" is evaluated. (And frankly, it's

making some traditional link-building strategies less effective.)

Information Structure

Content structured for easy machine interpretation (with clear headings, lists,

and data tables) tends to be referenced more frequently in AI responses than

content optimized for human readability alone. The implications are significant

for content creators.

Content Freshness



Generative engines place higher emphasis on recency for certain query types,

especially in rapidly evolving fields like technology and healthcare. What we're

seeing is that "evergreen" content isn't as evergreen as it used to be.

Semantic Relationships

AI systems are much better at understanding contextual relationships between

concepts, requiring content to demonstrate deeper topical expertise rather than

simply targeting specific keywords. This is where many traditional SEO

approaches fall short.

The Real Cost of Vanity Metrics

In our work with B2B companies, we're noticing a dangerous trend. When teams

focus on traditional metrics without considering AI visibility, several problems

emerge:

1. Misallocated Resources: Budget flows to tactics that boost traditional

rankings but don't secure AI citations

2. False Confidence: Teams believe they're succeeding when they're actually

losing visibility in the new search landscape

3. Strategic Drift: Long-term visibility goals become disconnected from

emerging search behaviors

4. Measurement Gaps: Beautiful reports mask underlying performance

problems in AI-driven search

What the A16Z analysis makes clear is that this isn't just about adapting tactics;

it's about recognizing a fundamental business model shift. As they note,

"Companies that built their growth strategies around capturing traffic from

search engines now need to optimize for being the source that AI engines cite

and reference." This means transitioning from a "traffic capture" mindset to a

"content authority" approach, where the goal shifts from driving clicks to

becoming the definitive source on your topics.

Optimizing for Generative AI: Core Strategies

Based on our research and testing with early adopters, we've identified several

key strategies for improving content visibility in generative AI engines:

1. Structured Data with Enhanced Context

While structured data (schema.org markup) has been part of SEO for years, its

importance is magnified for generative AI. Recent analysis by Conductor and

NYU's AI Research Center found that content with comprehensive schema

markup was 37% more likely to be cited in AI-generated responses compared to

similar content without markup.

What's particularly telling is the type of context that matters. The key is providing

additional information that helps AI systems understand:

The specific expertise or credentials that make your content authoritative

Temporal information (when the content was created, updated, or validated)

Relationship to other entities and concepts (especially for industry-specific

terminology)



Clear delineation between factual statements, opinions, and predictive

content

2. Enhanced E-E-A-T Signals

Google's E-E-A-T principles (Experience, Expertise, Authoritativeness, and

Trustworthiness) have become even more crucial for generative AI visibility,

especially for Google Gemini optimization. SearchEngineLand's 2025 study on

answer engines found that content demonstrating clear E-E-A-T signals is 3.4x

more likely to be cited in AI-generated responses.

What we're hearing from marketing leaders is that practical implementation

makes the difference:

Author bios with verifiable credentials and expertise

Clear attribution of all data sources and research citations

First-person experiential content where relevant (particularly valuable for

product reviews)

Transparent methodology explanations for any research or testing

Regular content updates with clear version history

3. Content Optimized for Extraction and Synthesis

Here's where it gets interesting. AI engines don't just link to content. They extract

information, synthesize it, and present it in new forms. Microsoft Research's 2024

paper "Information Extraction Patterns in Large Language Models" revealed that

content formatted for easy extraction significantly improves the likelihood of

inclusion in generative responses.

Formatting Elements That Improve AI Extraction:

Clear, descriptive headers and subheaders that follow logical hierarchy

Bulleted and numbered lists for procedures, features, or comparisons

Concise definitions of key concepts, highlighted or separated from

supporting text

Data tables with proper row and column headers

TL;DR summaries at the beginning of complex sections

FAQ sections that directly address common questions in your industry

4. First-Party Data and Research

Perhaps the most powerful strategy for generative engine optimization is

becoming a primary source of information rather than a curator of others'

insights. The Content Marketing Institute's 2025 report found that original

research and proprietary data are 5.7x more likely to be cited by AI systems than

derivative content.

This includes:

Original surveys and industry studies

Internal data analysis and benchmarks

Case studies with quantifiable outcomes

Expert interviews and roundtables

Primary source documentation and transcripts

file:///resources/learn/gemini-optimization


Real-World Case Studies

These strategies aren't just theoretical. We're already seeing companies achieve

significant success through deliberate generative engine optimization:

Case Study: Healthline Medical Content

Healthline reorganized their condition-specific content to include clear symptom

lists, treatment options tables, and expert-validated definitions. Their 2024

investor report showed this structural change resulted in a 218% increase in AI

citations and a 43% increase in traffic from generative search platforms.

What's particularly noteworthy is that the content itself didn't change

substantially, just how it was organized and presented to make it more "AI-

readable."

Case Study: HubSpot Research Program

HubSpot invested heavily in original research reports, publishing quarterly data

on marketing trends based on their internal platform metrics. Their "State of

Marketing 2025" report was cited in over 15,000 AI-generated responses

according to their citation tracking system, driving a 76% year-over-year increase

in referral traffic from AI platforms.

The Future: Preparing for Generative-First

Search

Andreessen Horowitz's analysis in their comprehensive GEO study provides

crucial insights into where this transformation is heading. Beyond their projection

that we're rapidly moving toward generative-first search, they identify three key

implications that every marketing leader should understand:

1. The Zero-Click Reality: Traditional search already sees 65% of queries

ending without a click to external websites. With generative AI, this number could

approach 80-90% for informational queries, fundamentally changing how

businesses need to think about digital visibility.

2. Attribution and Source Credibility: Unlike traditional search where ranking

position indicated relevance, generative engines evaluate sources based on

factors like authoritativeness, data quality, and content structure. This creates

new opportunities for brands that may struggle with traditional SEO but excel at

creating authoritative, well-structured content.

3. The Integration Economy: Rather than competing with search engines,

successful platforms are integrating generative AI capabilities. This suggests the

future isn't "AI versus traditional search" but rather "AI-enhanced everything."

"We project that by 2027, over 40% of all internet queries will be processed

through generative AI interfaces, with that number approaching 60% for

knowledge-based and informational queries. This doesn't mean traditional search

disappears, but rather that it becomes integrated into a broader AI-driven

discovery ecosystem."



This shift creates both winners and losers. Early adopters of generative engine

optimization stand to gain disproportionate visibility as these platforms grow.

Conversely, those who remain focused solely on traditional SEO may find their

digital visibility decreasing despite maintaining strong traditional search rankings.

The reality is more nuanced than most reports suggest, but the trend is clear: for

forward-thinking marketers, now is the time to develop a comprehensive

generative engine optimization strategy. This isn't about abandoning traditional

SEO, but rather expanding your approach to ensure visibility across all the ways

people discover information.

Getting Started with Generative Engine

Optimization

As we've seen, optimizing for generative AI engines requires a multi-faceted

approach that goes beyond traditional SEO tactics. To help you get started, we've

developed a comprehensive framework for assessing and improving your

content's generative AI visibility.

Essential GEO Learning Resources:

Foundational Concepts: What is GEO? | What is AEO? | GEO vs SEO

Differences

Platform-Specific Guides: ChatGPT Optimization | Google Gemini | Claude

AI | Perplexity

Implementation: Complete AI Visibility Guide | GEO Content Strategy | 90-

Day Implementation Playbook

What we're hearing from marketing leaders is that the biggest challenge isn't

understanding the concepts. It's knowing where to start and how to measure

progress.

Contact our team to learn more about how Genmark AI GEO can help your brand

develop and implement a successful generative engine optimization strategy.

Also explore our Getting Started with GEO guide and GEO Metrics guide, ensuring

your content maintains visibility as search behaviors continue to evolve.

Note: This blog post contains references to industry reports and statistics from a

range of sources including Gartner, Morgan Stanley, Semrush, Microsoft

Research, Content Marketing Institute, and others. While we've made every effort

to provide accurate information, the field of generative AI is rapidly evolving, and

strategies will continue to develop as these platforms mature.

See How AI Describes Your Brand

Discover where you stand in ChatGPT, Gemini, and Perplexity — and how

Genmark AI can help you get cited.
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