
GEO, AEO AND 
SEO: APPEAR 
EVERYWHERE 
YOUR CLIENTS 
ARE LOOKING 
IN 2025



INTRODUCTION

Since Google came on the scene in 1991 we Kiwis have trained ourselves to use Google
to answer questions on life, love and business. Over 91.7% of us only use Google for
online search (April 2025 data) compared to Bing 5.2% and Yahoo 1%. The training 
data we’ve created by being such heavy users has made Google a very successful
and valuable business.

Enter artificial intelligence and suddenly the world of search is changing.
Generative Experience Optimisation (GEO) is the term used for the process of
encouraging AI agents like ChatGPT, Grok or Gemini to use your website content
as a source for their synthesised answers to search queries.
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Search is evolving beyond traditional Google results. Whilst 91.7% of Kiwis still mostly
use Google, AI-powered search results are now appearing at the top of pages, offering
complete answers without requiring clicks through to websites.
Three key optimisation strategies you need:

The shift matters because: AI search results get prime real estate at the top of pages
with no adverts, and they're becoming the preferred way people find information.
These "zero-click searches" mean users get answers without visiting your website.

What to do: Start with quality content that answers questions directly, use clear headings
and FAQ sections, write conversationally (as if speaking to a friend), and structure your
content so both humans and AI can easily understand it. Most tactics that work for
traditional SEO also benefit AI optimisation.

Bottom line: Businesses that optimise for all three approaches now will have a competitive
advantage as AI search adoption accelerates throughout 2025.

SEO

(Search Engine Optimisation) - Gets your
business found in traditional search results

AEO

(Answer Engine Optimisation) - Help
you appear in featured snippets and
answer boxes

GEO

(Generative Experience Optimisation) -
Ensures AI tools like ChatGPT and Google
AI cite your content as sources

THREE KEY OPTIMISATION STRATEGIES
YOU NEED:



Businesses use search engine optimisation (SEO) to align website content with search 
phrases on Google. Now we need our websites to also show up in artificial intelligence 
search (GEO) - in Google AI search results. 

It’s a whole different ballgame - an audience of computers rather than humans. AI 
agents and LLMs try to synthesise “answers” rather than showing web links for you to 
click through and read. These AI search results are based on utility or usefulness. They 
use contextual relevance in order to try to solve the user’s needs as interpreted from 
the tone of voice, phrases and sentiment used to write the search prompt. Unlike SEO, 
these AI answers are not driving web traffic because they present a complete answer 
and often don’t include links.

At the time of writing (June 2025) the AI search results are getting prioritised by all the 
search engines. These results are highly visible, top of page and are unsullied by 
adverts. Let’s take a look.

The rest of this article is going to give you actionable strategies and tools to start 
making this change.
If you want to skip ahead, here are the key sections:

• Definitions of SEO, AEO and GEO

• Key features of GEO

• What you can do which works for all 3 SEO, AEO and GEO

• Unique tactics for GEO

• Which search strategy is best for me?

• Q&A on differences and similarities between SEO, AEO and GEO

• Future trends and challenges for GEO
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It’s easier to explain the differences between Search Engine Optimisation SEO, Answer Engine 
Optimisation AEO and Generative Experience Optimisation GEO by seeing the search results 
delivered by each. 

I typed this search “When did SEO become a marketing tactic?”. The results and the sources used in 
the results are different. Why? 

Each search technique has different goals - SEO enables your business to get found, whereas AEO is 
about being understood, and GEO builds trust as a source used by AI platforms. Together, they make 
a future-ready digital strategy for your business website.

Compare these screenshots from a SEO result, an AEO featured snippet result, and an AI GEO result.

SEO Result - three websites showing title tag of the site, title of the page, meta description of 
150-160 characters and URL.

AEO Result - this featured snippet can have variable length answers from 40 to 60 words and a date 
for the answer (helpful when recency matters). It’s one type of “answer box” search result and 
importantly, in this case it also includes the source URL immediately below. When you click through 
the page highlights text copied to form the AEO result. Note that sites appearing in featured snippets 
are not included in the 10 natural search results below.

GEO Result - Flagged as an AI overview, this is the GEO search result including two source websites 
on the right hand side (I put the red box around it). You can see how it no longer copies text from the 
source websites and instead summarises into full sentences. The tiny grey link circle at the bottom 
provides the source link and the reminder “AI responses may include mistakes”.  

Notice that there’s no clutter in the AI result? There are no video or image search results; no paid 
search listings appearing above the natural search results. Draws the eye doesn’t it? Rather like 
Google’s home page - a lot of white space.

And this reinforces the recent growth in Zero Click Searches - where the answer is displayed and you 
don’t need to click to a website to read more. 

Call me cynical, but it’s as if the tech giants want to train us to use AI.

They do. You’re right, I am a skeptic. 

Now is the time to take action and realign your website to cover SEO, AEO and GEO, before the 
near-inevitable enshittification of the AI search results kicks in. 

SAME SEARCH: DIFFERENT RESULTS



DEFINITIONS OF SEO AEO AND GEO
GEO is Generative Experience Optimisation and it has been active since the mid 2020s. 

Optimising web content to be effectively utilised by generative AI models, ensuring it is structured, 

contextually rich, and easily interpretable for AI-generated outputs.

What a mouthful. A word of warning - many web articles reference Geographic Engine Optimisation 
as GEO. This is about optimising for local marketing and is not what we’re working on here. There’s a 
lot of confusion here and here where the writer talks about search for AI results and then describes 
local search as the example - they aren’t talking about generative experience optimisation.

Now let’s look at definitions of its two predecessors AEO and SEO.

Answer Engine Optimisation started around 2018 and is 

The process of optimising content to be featured in search engine answer boxes by providing clear, 

concise and structured responses to common user queries.

Search Engine Optimisation began from the late 1990s, when search engines became popular and so 
marketers wanted their web sites showing up in the search results on page one. SEO is 

The practice of optimising a website to improve its visibility in search engine results thereby 

increasing organic traffic through techniques like keyword optimisation, content quality and 

backlinking.

No clearer? 

Let’s dive into the outcomes you may want as a business and then we can work out whether GEO, 
AEO or SEO is better related to your needs, You may need all three! 
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Appearing in AI answers means your source website pages have to be optimised to enable easy 
retrieval and summarisation by AI systems. Because AI uses natural language (how people speak) you 
will need to write your source pages as if you were speaking. Further, AI answers are not just about 
answering questions - it’s moved on from voice search results which were also based in natural 
language. 

The AI sounds much more chatty; the November 2022 ChatGPT training model launch described 
itself as conversational AI. 

Fortunately there are some common underpinnings of all three search optimisation methods which 
everyone should implement on their business website. If you already know how to do this for SEO or 
AEO, you’ll find that the same technique works for Generative Engine Optimisation.

KEY FEATURES OF GEO GENERATIVE
EXPERIENCE OPTIMISATION

WHAT WORKS FOR ALL SEO,
AEO AND GEO
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HIGH QUALITY WEBSITE CONTENT
Relevance and value - good information that actually answers user questions, that showcases your expertise and 
provides actionable insights will continue to do well. It must be aligned with your target audience.
Clarity and simplicity - write to your lowest common denominator audience who may be non-native English speakers 
(of which there are many in New Zealand). Use language that a 12 year old can understand with short sentences, few 
three-syllable words, clear explanations and case study examples.

KEYWORD OPTIMISATION
Research and integration - make sure that you’re up to date with relevant keywords, the Domain Rating (DR) score of 
your competitors and don’t forget to include keywords throughout headings, subheadings and body text.
Semantic richness - writing with synonyms and antonyms are good ways to provide case study examples of what not 
to do as well as covering off a range of relevant and related keywords for your business niche. These allow you to 
become the best answer for a wider range of queries, prompts and questions and to give examples which deepen 
the contextual richness of your content.

STRUCTURED DATA
Schema markup - no surprises here, website schema markup is essential for any search optimisation. Different types 
of schema markup are used for ecommerce product snippets, articles, local businesses, and reviews. Use Google’s 
markup helper tool. 
Metadata - same as the answer above, you must use heading hierarchies in a systematic way and include meta 
descriptions that accurately align with your website topic.

CONTENT STRUCTURE
Headings and subheadings aren’t just for structured data, they help organise the sequence of information in your 
writing. Including Heading tags in metadata simplifies data extraction and learning by AI agents as well.
Bullet points and lists serve a similar purpose for both human readers and AI. Your ability to organise the article helps 
humans skim read and jump to the section they need to read. 

USER ENGAGEMENT
Interactive elements - use a diverse range of techniques like comments and “click to share” snippets which can easily 
be sent and shared to public social media sites or dark social sharing (private groups or through messaging apps).
Feedback loops involve continually updating your article as the landscape changes or new AI search practices 
emerge. There really is a benefit of being the first to answer and update your article.

COMPREHENSIVE COVERAGE
Depth of information continues to be key so that the AI GEO will deliver high-level results as well as taking your 
explanations and case studies as source inputs for detailed answers which they give users. Remember that some AI 
platforms include web links to their sources and some do not. I have not listed these because each new software 
release changes the landscape - do your own research!

Updates and accuracy - keep improving your content. Based on your business a well-rounded content marketing plan 
will include “cornerstone content” that align with your primary keywords, audience top of funnel (TOF) pages and are 
destinations for paid search. Mutual reinforcement helps to keep your best pages at the top of search rankings for 
the long term. Remember the pareto principle (80:20 rule) supports best practice SEO and content marketing. 

IF YOU ARE JUST GETTING STARTED,
THESE ARE YOUR FIRST SIX TASKS.

08



If you are already confident that your website performs well for search and answer box results, here are 
six tactics to get started with GEO. Remember, the goal is to build trust with AI platforms to search your 
site as a source for AI results, it’s not about persuading the human searcher.

CLEAR AND STRUCTURED CONTENT. 
Simplicity - write using clear language that’s easy for AI to summarise (parse), understand and reproduce 
in short sentences. Avoid complex, long sentences and jargon. Check your work by reading it out loud as 
if you were talking to a friend or teaching a class.
Structure - use H1 headings, sub-headings (H2-H6 tags), bold text, bullet points and numbered lists to 
organise your content so it’s logical and sequential. This aids data extraction by AI.

SEMANTIC RICHNESS.
Contextual information - explain the background and context to your topic so that AI understands the 
nuances of your text. Remember that diverse media types can help readers who prefer images, 
infographics or video results to also find your website through search. 
Synonyms and variations - this enables a range of keywords so that your text shows up as an answer in a 
broader range of queries. It’ll improve your chances of being selected as relevant.

QUESTION/ANSWER AND FAQ FORMATS
Pairs of questions and answers - this structure makes it easier for AI to identify both questions and 
answers. 
Frequently asked questions are a worthwhile section to include so that direct answers can be retrieved 
and matched against search queries by AI agents.

METADATA AND SCHEMA MARKUP
Schema markup tools structure your content so that AI can assess context and relevance.
Metadata fields should be accurate and reflect the rest of the content and keywords.

COMPREHENSIVE CONTENT
Depth of information is rewarded by AI systems so that answers are deep, relevant and can provide 
answers for both an initial response and more detailed AI prompts. 
Updates and accuracy based on dates and recency are increasingly important for relevancy and reliability 
as source answers for AI.

ENGAGEMENT AND FEEDBACK
User engagement continues to be an important signal for good quality search results. So any review, 
comment or social media sharing enhances your GEO. If you can also include checklists, quiz, polls these 
are additional data points which generative LLMs use as quality scores.
Feedback loops from reader answers enable you to continuously update and improve the source article 
content.uading the human searcher.

6 UNIQUE TACTICS FOR GEO
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Here are four fictional businesses who implemented GEO for their website. Read the full case studies in detail.

Industrial electrician
Ecommerce fashion retailer
Construction building renovation specialists
Specialist car parts retailer

BEFORE Page Title: Best Industrial Electricians – Commercial Electrical Services | Apex Industrial

Content:

Welcome to Apex Industrial Electrical Services, your premier choice for industrial electrical solutions! Our team of 
experienced industrial electricians has been serving the commercial sector for over 15 years. We provide top-quality 
electrical services that exceed expectations.

AFTER Page Title: How Long Does Industrial Electrical Installation Take? – Apex Industrial Electrical

Content:

Industrial electrical installation timelines vary significantly based on project scope and facility size. Here’s what businesses 
can expect:

Small Commercial Facilities (Under 1,000 sq metres):

– Basic rewiring: 3-5 business days
– Switchboard upgrades: 1-2 days
– Emergency power systems: 5-7 days

Large Manufacturing Plants (Over 5,000 sq metres):

– Complete electrical infrastructure: 4-8 weeks
– Production line power installation: 2-3 weeks
– Backup generator integration: 1-2 weeks….. Read the full case study.

BEFORE Page Title: Designer Women’s Clothing | Luxury Fashion Online | Luxe & Lane

Content:

Shop the latest designer women’s clothing at Luxe & Lane! Our luxury fashion collection features the most stylish women’s 
clothes for the modern woman. From designer dresses to luxury tops, our women’s fashion is perfect for any occasion….. 
Read the full case study.

AFTER Page Title: What Size Should I Order in Contemporary Women’s Clothing? – Luxe & Lane Sizing Guide

Content:

Contemporary women’s clothing typically runs smaller than traditional department store sizing. Here’s how to find your 
correct size:

Size Conversion Guide:

– If you wear size 12 in Farmers or The Warehouse � Order size 14 in contemporary brands
– If you wear size 16 in department stores � Order size 18 in contemporary brands
– Designer brands often run 1-2 sizes smaller than expected

BEFORE AND AFTER CASE STUDIES
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Luxe & Lane Specific Sizing:

Our garments are cut for a tailored, professional fit. Most customers order one size up from their usual New Zealand 
department store size….. Read the full case study.

BEFORE Page Title: Apartment Building Renovation Contractors | Metropolitan Renovators

Content:

Metropolitan Apartment Renovators is your trusted partner for apartment building renovations and apartment renovation 
services. Our experienced apartment renovation contractors provide comprehensive renovation solutions for apartment 
buildings…..Read the full case study.

AFTER Page Title: How Much Does Apartment Building Renovation Cost in New Zealand? – Metropolitan Renovators

Content:

Apartment building renovation costs in New Zealand vary significantly based on scope, age of building, and location. Here’s 
what property owners can expect:

Per-Unit Renovation Costs (2024):

– Basic refresh (paint, carpet, minor fixtures): $8,000-$15,000 per unit
– Mid-range renovation (kitchen, bathroom updates): $25,000-$40,000 per unit
– Full renovation (complete fit-out): $45,000-$70,000 per unit

Building-Wide Infrastructure Costs:

– Lift replacement: $80,000-$150,000 per lift
– Building recladding: $200-$400 per square metre
– Fire safety system upgrades: $15,000-$30,000 per floor
– Seismic strengthening: $500-$1,200 per square metre….. Read the full case study.

BEFORE Page Title: Performance Car Parts NZ | Turbo Parts | Kiwi Performance Parts

Content:

Welcome to Kiwi Performance Parts, New Zealand’s premier performance car parts store! We stock the best performance 
car parts, turbo parts, and car modifications for all performance vehicles. Our performance parts catalogue includes 
top-quality car performance parts from leading brands….. Read the full case study.

AFTER Page Title: Will a Cold Air Intake Void My Car Warranty in New Zealand? – Kiwi Performance Parts

Content:

Installing a cold air intake in New Zealand may affect your warranty, but it won’t automatically void it entirely. Here’s what you 
need to know:

Consumer Guarantees Act Protection:

Under New Zealand’s Consumer Guarantees Act, dealers cannot void your entire warranty due to aftermarket modifications 
unless they can prove the modification directly caused the specific failure.

What Dealers Can and Cannot Do:

– Can refuse warranty claims: If the cold air intake caused the specific problem (e.g., water damage from poor installation)
– Cannot void entire warranty: Unrelated systems (brakes, transmission) must still be covered
– Must prove causation: Dealer must demonstrate how your modification caused the specific failure

Documentation Requirements:

Keep receipts and installation records. Professional installation by a qualified mechanic strengthens your position if warranty 
issues arise….. Read the full case study.
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WHICH SEARCH STRATEGY IS BEST
FOR ME?
Your business will need to agree on a strategy that aligns with what you sell, who 
you sell it to and where they are located. 

Below we share scenarios for each of the 3 search best practices and common 
errors to avoid. To use this information you should decide if that scenario applies to 
your business products or services, your type of customers and the location of the 
customer base. If the answer is yes to all three, you’ve got your answer about 
whether this is a relevant strategy.

Don’t expect perfect alignment with your unique situation – and if you’d like help, 
book a call with the Numero expert team. We will help validate your choice to get 
the right mix of performance marketing to suit your sales and lead generation 
goals.

Three solid use cases

Use SEO for stable, keyword driven traffic (e-commerce retail, brand names, 
localised content, Google Business Profile (GBP) optimisation, news publishers, 
B2B lead generation)
Use AEO if your niche has customers who ask quick questions (health, DIY or 
personal finance)
Use GEO when your audience relies on AI tools for research (tech, travel, SaaS, 
and education)
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CASE STUDIES OF BEST PRACTICE
Search Engine Optimisation is best used by businesses who want to increase their 
online visibility and attract a broad audience using organic search traffic. When search 
includes keywords such as your business name, the brands you sell (Nike Air shoes), or 
local geographic optimisation words (Post Office near me) these are “static” keywords. 
They don’t change over time – your business location, the name of your business and 
the brands you sell are constants for your search marketing work. 

A local bakery can optimise its website using keywords which respond to searches like

Best Bakery in Porirua
Artisan Bread wholesale
Gluten Free baking ingredient shop
Custom birthday cakes

When NOT to use SEO marketing. If your business relies on direct sales and in-person 
visits serving a niche, local customer base who does not use the internet. 

Answer Engine Optimisation answers questions really well. So your content which has 
question/answer pairs and frequently asked questions (FAQs) as well as detailed “how 
to” guides will serve you well. 

A tech startup with a complex software solution needs to use education-led marketing 
to showcase its solutions to prospective customers using quick answers to common 
technical questions, 

A comprehensive FAQ section on the website backed with schema markup
Written in natural language and optimised for voice search for top of funnel (TOF) and 
middle of funnel (MOF) sales stages
Concise, informational content with links to deeper, more explanatory answers.
Adding an AI chat bot, an AI tech support or sales team chat function to drive website 
visitor engagement.

When NOT to use AEO marketing. Your business has a highly technical or complex 
product that requires customisation and detailed explanations as part of the sales 
process and these cannot be easily summarised into short answers. 
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CASE STUDIES OF BEST PRACTICE CONTINUED
Generative Experience Optimisation works best where both the business and their 
target audience use AI and know that this is where their search results must feature to 
kickstart prospect engagement.

A travel agency uses GEO to optimise its content articles about travel packages and 
guided tours to overseas countries favoured by New Zealanders.

The website content is structured for local search which aligns with the agency’s 
known customer preferences 
Flight departures from New Zealand airports are prioritised to demonstrate relevancy
Showcasing travel guides, recommended itineraries and FAQs on visas and 
inoculations specific to local clients.

When NOT to use GEO marketing. If your business prioritises human interaction and 
personalised customer service to achieve sales, the human touch does not translate 
well into AI search results. 
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Q&A ON DIFFERENCES
AND SIMILARITIES BETWEEN
SEO, AEO AND GEO

Q: DO I NEED TO CHOOSE BETWEEN SEO, AEO AND GEO, OR CAN I USE ALL THREE?

A: You don’t need to choose – in fact, most businesses benefit from using all three strategies simultaneously. They 
work together rather than competing against each other. The foundational work you do for SEO (quality content, 
structured data, keyword optimisation) also supports AEO and GEO. Think of it as building layers: SEO forms your 
base, AEO helps you capture featured snippets, and GEO ensures you appear in AI-generated answers.

Q: HOW MUCH TIME SHOULD I SPEND ON GEO VERSUS TRADITIONAL SEO?

A: This depends on your audience and industry. If your customers are early adopters of AI tools (tech, education, 
research-heavy sectors), allocate 30-40% of your effort to GEO. For traditional industries or local businesses, 
maintain 70% focus on SEO whilst gradually incorporating GEO principles. The beauty is that good GEO practices 
often improve your SEO as well.

Q: WILL GEO EVENTUALLY REPLACE SEO ENTIRELY?

A: Unlikely in the near term. Whilst AI search results are more prominent on Google, traditional search results still 
drive significant traffic and conversions. However, the landscape is shifting rapidly. Since the start of 2025, we’re 
seeing AI overviews appear for more query types, so businesses that start optimising for GEO now will have a 
competitive advantage as adoption grows.

Q: HOW DO I KNOW IF MY GEO EFFORTS ARE WORKING?

A: Currently, measuring GEO success is challenging because traditional analytics don’t track AI-generated 
citations well. Look for:

Increases in direct traffic (people finding you through AI, then visiting directly)
Brand mention tracking across AI platforms
Monitoring when your content appears in AI overviews for your target keywords and unique key phrases (e.g. long 
tail key phrases, registered trademarks)
Engagement metrics on pages optimised for GEO. New tools are emerging to help track this – the measurement 
landscape will improve significantly over the next year. We recommend using AH Refs Brand Radar as a reliable 
measurement tool.

Q: SHOULD I REWRITE ALL MY EXISTING CONTENT FOR GEO?

A: There’s no need to start from scratch. Begin with your highest-performing pages and most important topics. 
Use the techniques we describe above like adding FAQ sections, simplify complex sentences, and ensure your 
content answers questions directly. Focus on your cornerstone content first – the pages that drive the most traffic 
or conversions. You can gradually update other pages over time as resources allow.

Q: WHAT’S THE BIGGEST MISTAKE BUSINESSES MAKE WITH GEO?

A: Writing for robots instead of humans. Whilst GEO requires AI-friendly formatting, the content still needs to 
engage real people. Don’t sacrifice readability for the sake of structure. Also, many businesses create content 
that’s too shallow – AI systems prefer drawing from comprehensive, authoritative answers over brief snippets.
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Q&A ON DIFFERENCES
AND SIMILARITIES BETWEEN
SEO, AEO AND GEO CONTINUED

Q: HOW IS VOICE SEARCH DIFFERENT FROM GEO?

A: Voice search and GEO share some similarities (both favour natural language), but they’re distinct. Voice search 
typically delivers single, quick answers, whilst GEO can provide more comprehensive responses that synthesise 
an answer from multiple source websites. GEO also appears in text-based AI platforms, not just voice assistants. 
However, optimising for one can benefit the other.

Q: DO I NEED TECHNICAL EXPERTISE TO IMPLEMENT GEO?

A: Basic GEO improvements (clearer writing, FAQ sections, better semantic structure) can be implemented by 
anyone with content creation skills. However, advanced techniques like schema markup and comprehensive 
technical optimisation benefit from SEO expertise. Start with content fundamentals – clear, conversational content 
that directly answers questions – before moving to technical implementations. 

Q: WILL PAID ADVERTISING BECOME LESS EFFECTIVE AS AI SEARCH GROWS?

A: Paid advertising will continue to evolve rather than disappear. We’re already seeing AI platforms experiment 
with sponsored content and AI-generated ad copy. However, the traditional pay-per-click model may shift towards 
pay-for-mention or pay-for-citation models in AI responses. Businesses should maintain their current paid 
strategies whilst monitoring how AI platforms develop their advertising offerings.

Q: HOW DO I OPTIMISE FOR DIFFERENT AI PLATFORMS (CHATGPT, GOOGLE AI, ETC.)?

A: Focus on universal best practices rather than platform-specific tactics, because the AI landscape changes 
rapidly. Each time a new version of an AI platform is released, they may be using different training data. As different 
AI platforms have varying source preferences, casting a wide net with quality content is more sustainable than 
trying to game individual systems.

Q: WHAT ARE WAYS FOR ME TO TARGET TOPICS?

A: Topic targeting is a valid marketing strategy that moves your web content away from a reliance on keywords 
towards topics. Identify detailed topics within the niche which your business serves and solves for. This is a great 
way to get recognised by search engines as an expert. The more comprehensive you can be, the better as this 
drives your ranking.

Q: CAN I JUST WRITE FOR MY WEBSITE OR DO I NEED A CONTENT EXPERT?

A: Content marketing experts and copywriters will never be as knowledgeable as you are about your business, 
your niche and the detailed knowledge your team has. Where they excel is in writing clearly, explaining detailed 
concepts so the non-expert can understand and enabling your content to rank in search results. A content 
marketing expert will be much better at formatting, re-purposing and aligning your content for your target 
audience and your marketing plan than you can be.

Q: I’M WORRIED ABOUT ZERO CLICK SEARCHES. WHAT CAN I DO ABOUT THESE?

A: writing your website content to respond to the GEO search results will help with zero click searches. Using your 
brand and product names within expert web content can enable them to be picked up by GEO results. Remember 
some AI search engines include web links (others don’t). Brand mentions can include the names of your key staff 
members as well as product names.

Ready to get started? Contact our expert SEO team today. 
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Q&A ON DIFFERENCES
AND SIMILARITIES BETWEEN
SEO, AEO AND GEO CONTINUED

Q: SHOULD I STILL WORRY ABOUT MY COMPETITORS?

A: Yes, always keep an eye on your top 3-5 competitor brands. Do incognito searches for their AI generated 
answers. Take note where these overlap with target search queries for your brand. Use these results to double 
down on your content marketing to counter their ranking results.

Q: DO E-E-A-T SIGNALS STILL MATTER?

A: Absolutely. Google prioritises Experience, Expertise, Authority and Trustworthiness (E-E-A-T) in search result 
rankings. So continue to build your business’ content marketing in these areas. You could include interviews with 
subject matter experts from your staff and customers, keep your case studies and testimonials up to date, try 
doing novel research and don’t forget storytelling as a content marketing tool. The more you can give the reader 
actionable advice the better. And so checklists, case studies and FAQs should be part of your broad content and 
SEO strategy.
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As with any developing marketing and technology, the detailed topics of the day will evolve – maybe very fast. 
Checking back regularly is your best defensive marketing strategy for GEO.

Here is a non-exhaustive list of techniques which Numero is watching closely. We will normally implement new 
techniques on our own website assets first, but we appreciate working with client partners who also want to stay 
ahead of their competition and are comfortable with some SEO risk.

• Deep personalisation – enable content variations for different audience segments
• Dynamic UX (user experience) based on user behaviours like dwell time or click patterns
• Predictive search intent modeling to second-guess what trends will rise to popularity and so get ahead of the 

competition. 
• Google has SGE Search Generative Experience Insights (SGE) which rank the AI-generated answers. 
• Expect ever more tools to interpret and summarise your GEO results. We are keeping an eye on MarketMuse, 

Clearscope and Frase as tools to identify content gaps and semantic keyword opportunities. 

Numero is already tracking SERP fluctuations – this is where the AI tools evolve and start to serve different answers 
to the same search strings. Use these as a guide to adjust your existing content to align with the newly prioritised AI 
answers.

Website functionality continues to improve and dynamic content tools already exist which show different information 
to different customers. Working out how the AI tools react to this variability and deliver search results is not yet clear.

And yes, we’re watching this space and so should you. Stay in touch with us.

FUTURE TRENDS AND CHALLENGES
FOR GEO

Your approach to modern SEO has to be grounded in a solid marketing strategy which includes content marketing 
tactics and campaigns within the monthly marketing activities. You will need to keep your web content optimised, 
website technical optimisation up to date and also track on-site user engagement.

By starting with expert topic-based content which aligns with your business you will be off to a great start. Keep 
regularly assessing your results and returning to optimise and improve your cornerstone content as part of your 
marketing calendar. You will soon be ranking well in AI search from GEO results.

IN SUMMARY
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