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Index
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4-factor triage model, score each issue 

with, 162–163
30 days with AI SEO, 35
30 days with AI SEO, Week 1: 

determining baseline and 
benchmarks, 36

capture the day 0 baseline, 36
AI search, 36–37
documentation, 37
traditional search, 36

deliverables for Week 1, 38–39
select a few practical benchmarks, 38

AI visibility, 38
operational progress, 38
traditional visibility, 38

verify and strengthen entity, 37–38
30 days with AI SEO, Week 2: setting up 

tracking, 39
automate tracking routine, 41
connect analytics for traditional 

search, 40–41
deliverables for Week 2, 41
evidence library creation, 39–40

connect analytics for traditional 
search, 40–41

tracking sheet, 40
30 days with AI SEO, Week 3: taking 

quick wins to ship, 41–42
bottom-of-funnel asset, 43–44
deliverables for Week 3, 44
focus on facts that machines can 

verify, 42
refresh passages that answer 

questions directly, 42–43
strengthen offsite proof, 43

30 days with AI SEO, Week 4: building a 
90-Day road map, 45

90-day themes selection, 45–46
compare starting point to now, 45
deliverables for Week 4, 47
map work to metrics, 46
weekly schedule creation,  

46–47

A
accessibility, 228, 229, 313, 314
AEO. See answer engine 

optimization (AEO)

AI answers, 13–14, 19, 22, 26, 28–30, 32, 
33, 42, 43, 50, 55, 62, 69, 76, 78, 
112, 115, 122, 124, 166, 194, 200

AI-generated answers. See 
AI-generated answers

citation in, 60
citation position, 80–81
citations influence, 78–79
layers of, 57
model level, 57
optimize, 57
platform level, 57
pulling competitors from Google 

and, 215–216
retrieval level, 57
tracking, 78
turning AI answers into competitor 

score, 102–103
AI-assisted drafts with a human 

brain, 314
AI channel

captures, 87–88
group in GA4, 86–87
time to fill in, 88

AI chat, 72, 74, 82, 86, 122
AI chatbot, 2, 86–88, 93, 326
AI eligibility blockers as automatic 

escalators, 163–164
AI-friendly HTML creation, 172

build-validation checklist 
(HTML), 175–176

core build guidelines, 172–173
good and bad HTML 

structure, 174–175
pages load, 173–174
retrieval-friendly passage 

pattern, 175
AI-generated answers, revealing, 26, 28

cite, 28
read, 27
retrieve, 26–27
synthesize, 27–28

AI-generated transcripts, exercising 
caution with, 226–227

AI market, 107
AI models identification, 24–26
AI picks certain sources, 106

check entity clarity, 106–107
compare reputation footprints, 107
find AI-ready passages, 106

AI platform, 2, 9, 51–52, 86, 91, 93
controls, 56–57
identification, 24–26
and set cadence, 113
tracking market share 

across, 107–108
AI-readiness checkup, 

conducting, 151–152
AI-ready checklist

producing a minimum, 166
setting up the checklist, 166–168
tagging the results, 168

AI-ready passages, 106
AI search

building blocks of, 52–54
dashboard, 85–97
pages and passages, 58

knowing why both levels matter, 59
writing brand-friendly 

passages, 58–59
using competitive intelligence for, 99

AI Search Check, 41
AI search experiments, 110

design the test, 110–111
choose AI platforms and set a 

cadence, 113
control for drift, 114
create a change log entry, 113
freeze prompts (prompt 

hygiene), 112
pick a single hypothesis, 111
small experiment prompt set, 112

drawing conclusions and taking 
action, 117

keep outcome labels simple, 117
turn wins into playbooks, 117–118

reading results without getting 
fooled, 115

compare test movement to control 
movement, 116

evaluate using the core metrics 
stack, 115

look for patterns, not 
single wins, 116

run the test, 114–115
AI Search Tracking template, 92
AI SEO

avoiding pitfalls, 18
declaring traditional SEO dead, 19
ignoring accuracy and 

consistency, 19
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AI SEO (continued)
measuring only traffic, 19
publishing faster, 19
treating AI SEO like a magic trick, 19

benefits from, 11–12
fits with traditional SEO, 10–11
goal of, 15

AI SEO myths, 325
AI content gets penalized, 330–331
backlinks don’t matter, 331–332
blocking AI Crawlers, 328
content as good for AI, 329–330
Google as dead, 325
as just SEO, 327–328
rank in ChatGPT, 328–329
traditional SEO as dead, 326–327
universal AI search strategy 

works, 332–333
website as asset, 331

AI SEO Pro, 49
getting up to speed on signals of 

credibility, 59–62
integrating structured data and 

schema, 62–66
LLMs and AI platforms, 55–57
sifting through AI visibility 

terms, 50–55
working with pages and 

passages, 58–59
AI SEO techniques, creative, 335–336

building fact hub, 337–338
building public datasets, 340–341
creating a trust network, 344–345
creating citation-worthy 

assets, 336–337
maintaining a public change 

log, 342–343
refreshing assets faster, 339–340
sprinkling FAQs everywhere, 341–342
tapping into subject matter 

expertise, 345–346
using MCPs to automate, 343–344
utilizing consensus kits, 338–339

AI signals, 238–239
avoiding outdated link habits, 250
brand accuracy and consistency, 239

core brand facts, 239–240
fixing outdated and conflicting 

information, 241–242
positioning, 240–241

links, mentions, and 
citations, 247–250

old-school prospecting, 248
prioritizing, 249–250

retrieval-driven prospecting, 248
review signals, 242

review acquisition system, 244–245
review effort, 243–244
shaping review content, 242–243

sentiment, 245–246
turning mentions into stronger 

signals, 246–247
AI SoV score, 78
AI system, 9

sending clear signals to 
crawlers and, 315

crawler policy creation, 316–317
provenance, 315
signals and intentions, 317
using robots.txt, 316

AI visibility terms, 50
entities, AI search, 52

clear entity home, 53
consistent naming and 

descriptions, 52–53
structured data and corroborating 

references, 53–54
entity clarity process, 55
roles of indexes and knowledge 

graphs, 54
share of voice, measures, 50–52

AI winners, 100–103
answer engine optimization (AEO), 50
architecture and internal links, working 

with smart, 176
build-validation checklist 

(architecture and links),  
178–179

good and bad internal links, 177–178
hub-and-spoke pattern, 178
making internal links work, 177
setting up a good 

architecture, 176–177
assets

bottom-of-funnel (BoF), 43–44
simple weekly system, 303

audience ownership, 12
auditing profiles, 252

entity pages, 252
focusing on the details, 255
profile pages, 253

support entity, 253–254
running a practical profile 

audit, 254–255
simple scoring system, 256
spotting the usual problems, 255–256

automatic escalator, AI eligibility 
blockers as, 163–164

B
B2B companies (business-to-business 

companies), 12
backlinks, striving for, 60
benchmarking competitors, with share 

of voice (SoV), 100–102
bias, 313–314
blanketing answer surfaces and 

SERPs, 267
asset type, 268–269
avoiding content cannibalization 

while blanketing, 270
building a SERP blanket, 269–270
query types, 267–268

BOFU. See bottom of funnel (BOFU)
bottom of funnel (BOFU), 139
bottom-of-funnel (BoF) asset, 43–44
bottom-of-funnel (BOFU) pages 

creation, 183
answer set, 184

News and Roadmap page, 190–193
Policies and FAQs page, 185–190
Pricing page, 185, 186
quick wins, 193–194

comparison and review content 
creation, 194

handling competitor concerns, 196
make each page answer-

ready, 195–196
satellite pages from fan-out 

queries, 195
start with a category 

listicle, 194–195
controlling the narrative, 184
depth with commercial clusters, 196

check the cluster before 
moving on, 198

make internal links do 
the work, 197

one cluster until it exhaust,  
196–197

simple cluster 
architecture, 197–198

brand accuracy, 239
branded search, 82

with context, 82
brand facts, 239
brand visibility, 25

C
canonical hub, 204
captions creation, 224–225
category legitimacy answers, 83
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change log, 66, 96–97
public, 342–343

ChatGPT
creating clusters using, 144–145
projects, 129

citation gap analysis, 103–104
collect recurring citation sources, 104
group sources by type, 104–105
turn gaps into a target list, 105–106
who’s-featured-where matrix, 105

citation growth and traditional 
rankings, 78–81

citations, 100
avoiding the wrong kinds of, 302–303
influence, AI answers, 78–79
send referral traffic, 79
track, 79

citation coverage, 80
citation position, 80–81

citation-worthy assets 
creation, 336–337

ClaimReview schema, 65
client-side rendering (CSR), 173

vs SSR, 174
clustering, 144, 161

opportunity, 127, 142
clusters

building and judging, 145–146
creation using ChatGPT, 144–145
focusing on one critical cluster at 

a time, 146
launching a simple cluster 

roadmap, 148
producing a pillar asset, 146–148

commercial intent, 29, 73, 133, 180
common schema, 65, 231
communities, trust in, 275–277
competitor

compare reputation with, 107
score, turning AI answers, 102–103

competitor-branded prompts, 101
consensus kits, 338–339
content publishers and media 

brands, 12
content rights checking, 318

content types, 318–319
setting internal rules for 

AI-assisted work, 320
simple permissions log, 321–322
site terms, 321
third-party content, 319–320

content schema, 64
cost-per-click (CPC), 126, 141

coverage, metrics measurement, 75–76
CPC. See cost-per-click (CPC)
Crawl Findings Summary sheet, 160
crawling, 152

AI retrieval red flags, 160
create a crawl findings summary, 160
high-impact issues and how to 

interpret, 157–160
launch a whole-site crawl, 154–155
read crawl output, 155–157
set up crawl lenses, 153
start with the right crawl 

scope, 152–153
render mode choice, 154
scope and limits, 154
user-agent choice, 153–154

CSR. See client-side rendering (CSR)
customer awareness stages, 121

Most Aware stage, 125
Problem Aware stage, 123
Product Aware stage, 124
Solution Aware stage, 123–124
Unaware stage, 122

D
dataset, publishing a clear, 232–233
decision-support tool, 97
digital PR, using expertise to 

drive, 296–297
expertise from activities, 297–298
pitch angle creation, 298–299
simple PR kit, 299

E
E-commerce stores, 12
entities, 100
entity optimization, 276
evidence discipline, 33
evidence library, 88

capture answers on a regular 
cadence, 89–90

create a simple folder and 
sheet, 88–89

use logs when you ship changes, 90

F
fact-based and educational content, 65
fact hub, 61, 181–182, 337–338
FAQs

bank, 234
block, 180–182

formula into play, 234
public datasets and reusable 

FAQs, 231–232
Policies and FAQs page, 185–190
sprinkling FAQs everywhere, 341–342
writing strong, 233

fix first
deciding what to, 161

AI eligibility blockers as automatic 
escalators, 163–164

group findings into issue 
clusters, 161

score each issue with the 4-factor 
triage model, 162–163

Top 10 Fixes page creation, 164
focusing on which issues to, 170

build ticket creation, 171–172
pick the top three issues, 170–171

pick the first sprint, 165
prioritized, 164–165
tag every item to a fix-it bucket, 165

G
GA4. See Google Analytics 4 (GA4)
Gemini, 25
generative engine 

optimization (GEO), 50
GEO. See generative engine 

optimization (GEO)
goal of AI SEO, 15
Google Analytics (GA), 85

tracking AI traffic with, 86
AI channel captures, 87–88
AI channel time to fill in, 88
create an AI channel group in 

GA4, 86–87
log in to right Google Account, 86

Google Analytics 4 (GA4), 40
AI channel group in, 86–87

Google and AI answers, pulling 
competitors from, 215–216

Google rankings, 100
Google Search Console (GSC), 40, 

73–74, 85, 132
Google winners, 100–103
GPT, 25
grounding process, 23
GSC. See Google Search Console (GSC)

H
hydration pitfall, 173
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J
journey compression, 82

K
keyword research template 

creation, 126–127
knowledge panels, 12–13

L
large language model (LLM), 49, 53, 55, 

57, 61, 63
retrieval and LLMs work together, 56

levers
avoiding false, 33
offsite, 31

mentions, citations, and links, 32
profile hygiene, 32–33
reviews and reputation, 31–32
SERP domination, 31

levers, onsite, 29
content, 29

anti-AI content, 30
brand and fact hubs, 29
commercial pages, 29–30

technical, 30
links, avoiding the wrong kinds 

of, 302–303
link-worthy assets creation, 299–300

making the asset easy to cite, 301
promoting the asset, 301–302
right asset type selection, 300–301

LLM. See large language model (LLM)
local businesses, AI needs 

business type, 12
Looker Studio, 40, 85, 91

add an AI platform field, 93
connect evidence library and 

calculate the citation rate, 95
connect GA4 on Page 1, 92
connect the Search Console and 

create prompt buckets, 94–95
copy the AI Search Tracking 

template, 92
review AI landing pages on Page 2, 93
run a simple weekly cadence, 96

M
markup testing, 66
MCP. See Model Context Protocol (MCP)
measurement stack, 39
mentions, avoiding the wrong kinds 

of, 302–303

middle of funnels (MOFU), 139
Model Context Protocol (MCP), 343–344
MOFU. See middle of funnels (MOFU)
Most Aware stage, 125

N
News and Roadmap page, 190–193
nonbranded commercial prompts, 101

O
offsite levers, 31

mentions, citations, and links, 32
profile hygiene, 32–33
reviews and reputation, 31–32
SERP domination, 31

on-page basics, 214
improving scannability, 215
making headings pull 

weight, 214–215
placing the primary keyword in right 

spots, 214
onsite levers, 29

content, 29
anti-AI content, 30
brand and fact hubs, 29
commercial pages, 29–30

technical, 30
OPAs. See other people’s 

audiences (OPAs)
organic clickthrough rate (organic 

CTR), 141–142
organization schema, 63
other people’s audiences (OPAs), 273

choosing the right, 273–274
supplying useful content, 274
turning one appearance into many 

signals, 274–275
owned assets

aligned, 272
controlling the narrative with, 270

repurposing without becoming 
repetitive, 271–272

topic hub, 271

P
pages

additional places pages 
break down, 217

burying the answer too deep, 218
failing after the click, 219
lacking support from rest of the 

site, 218–219
sending weak trust signals, 218

comparing page to true 
competitors, 215

pulling competitors from Google 
and AI answers, 215–216

turning competitor coverage into a 
better outline, 217

diagnosing pages before making 
changes, 212

choosing pages worth fixing, 212
clarifying the job of the 

page, 212–213
evaluating intent and 

page type, 213
executing the fixes, 260

cleaning up duplicate pages, 261
connecting profiles back to 

website, 262–263
correcting review profile 

weaknesses, 261–262
lightweight maintenance routine 

creation, 263–264
practical workflow, 263
rewriting weak descriptions, 260
updating for consistency, 260–261

fixing the page and measuring 
the fix, 219

avoiding change overload, 221–222
change sufficient time, 221
logging the change, 220
tracking the proper 

metrics, 220–221
turning diagnosis into 

fixes, 219–220
wrapping up the fix, 222

on-page basics, 214
improving scannability, 215
making headings pull 

weight, 214–215
placing the primary keyword in 

right spots, 214
prioritizing, 256

fixing high-impact pages, 256–257
matching priorities to business 

type, 257–259
quick priority framework, 259

People Also Ask (PAA) 
questions, 137–138

person schema, 63–64
pitch angle, 298–299
Policies and FAQs page, 185–190
position metrics measurement, 76–77
Pricing page, 185, 186
Problem Aware stage, 123
Product Aware stage, 124
product schema, 64–65
profile description, 260
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prompt cluster, 70
prompt database, 101
prompt protocols, 70

AI search prompt database, 71–73
branded prompts, 71
developing helpful prompts for 

tracking, 70
nonbranded commercial prompts, 71
synthetic prompts creation, 74–75
using Google Search Console, 73–74
working with prompts and intent, 70

prompt seed, 72
public change log, 342–343
public datasets, 340–341

and reusable FAQs, 231–232
publishing a clear dataset, 232–233

Q
query fan-out, 26
quick-start plan creation, 15

baseline establishment, 15–16
best pages easier to retrieve, 17
build off-site consensus, 17–18
source-of-truth, 16
track, test, and adjust, 18

Quora, 134

R
RAG. See retrieval-augmented 

generation (RAG)
recency effect, factoring in, 83
Reddit, 134
render mode, 154
reputation footprints, 107
retrieval-augmented 

generation (RAG), 25
retrieval systems, 26
review gating, 289
review mistakes, 292
review platforms

auditing the current review 
footprint, 285

matching platforms to business 
type, 284–285

picking the right platforms, 283–284
platform choices, 284
priority list creation, 286
steady review system, 286

asking at the right time, 287
prompting for specifics without 

scripting, 288–289
random requests to a repeatable 

process, 286–287

review requests into 
operations, 289

simple workflow creation, 287–288
writing better review requests, 288

reviews for long-term trust, 289
dealing with fake or misleading 

reviews, 291
handling negative reviews 

professionally, 290
improving review quality 

over time, 291
responding to positive reviews, 290
using reviews as feedback, 291–292

review system, 286
asking at the right time, 287
prompting for specifics without 

scripting, 288–289
random requests to a repeatable 

process, 286–287
review requests into operations, 289
simple workflow creation, 287–288
writing better review requests, 288

risk avoidance, 305–306
acquiring permission for personal 

and company content, 307–308
avoiding defamatory opinions, 308
creating a simple review 

trigger, 309–310
private information off public 

pages, 306–307
separating fact, opinion, and 

allegation, 309

S
SaaS companies (Software as a Service 

companies), 12
sameAs system, 206–207
sanity check, 97
schema, 62, 179–180, 182

choosing the proper, 230
common, 65
content, 64
marking up media cleanly,  

230–231
mistakes, avoid, 231
organization, 63
person, 63–64
product, 64–65
service, 65
sizing up media, 229
starting with page itself, 230
structured data and, 66
types, identification, 63
using claim and evidence schema 

patterns, 65–66

search engine optimization (SEO), 9
search engine results page (SERP)

blanketing answer surfaces and, 267
avoiding content cannibalization 

while blanketing, 270
building a SERP blanket,  

269–270
covering the main query 

types, 267–268
creating more than one result 

type, 268–269
domination, 31

search process, simple version of
citations, links, or mentions, 14
platform, 14
reading and synthesis, 14
retrieval, 14

search works, evolution of, 12–13
AI answers as assembled, 13–14
goal of AI SEO, 15
moving beyond rankings, 13
recognizing website, 14

self-reported wins, spotting 
patterns via, 81

“SEO content optimization 
software”, 71

“SEO content optimization tool”, 71
SERP. See search engine results 

page (SERP)
server-side rendering (SSR), 173

vs CSR, 174
service schema, 65
share of voice (SoV), 99

by AI platform, 102
benchmarking competitors with, 100
extend existing prompt database, 101
by intent stage, 102
measurement, 49–52
metrics measurement, 77–78
pick a realistic competitor 

set, 100–101
by prompt cluster, 102
record competitor, 101–102
turn presence into, 102

signals of credibility, speed on, 59
earning consensus across the 

web, 61–62
fact hub, 61
garnering citations and mentions, 60
signal impact measurement, 62
striving for backlinks, 60

snippets, 12
soft signals, spotting patterns via, 81
Solution Aware stage, 123–124
SoV. See share of voice (SoV)
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SSR. See server-side rendering (SSR)
structured data, 62

checks, 66
focused with checks and balances, 66
and schema, 66

T
targeting decision-making pages, 294

easy to include, 295–296
finding the right 

opportunities, 294–295
prioritizing pages, 295
tracking the target pages, 296

technical SEO, 30
topical authority, 199–200

aligning the entities, 203–204
home and linking 

everything, 204–205
sameAs, 206–207

authority needs an update log, 210
consolidation matters, 209
consolidation playbook, 209–210
consolidation triggers, 209
coverage, gap analysis and depth 

planning, 200
mapping the topic universe, 201
running a gap analysis and adding 

depth, 201–203
entity alignment checklist, 205

internal linking, 206
naming consistency, 205
same claim and same wording, 205

entity alignment sheet creation, 207
freshness as authority 

signal, 207–209
topic game plan, 121

customer awareness stages, 121
Most Aware stage, 125
Problem Aware stage, 123
Product Aware stage, 124
Solution Aware stage, 123–124
Unaware stage, 122

topic ownership
exploring the true meaning 

of, 266–267
measurement, 279
mistakes, 280
practical plan, 280–282
via consistent signals, 277

owning a topic, 277–278
repeating the right content, 278

topic plan creation, 125
client knowledge base, 128–129
keyword research template 

creation, 126–127
knowledge base 

development, 127–128
topics, 130

prioritizing topics based on current 
rankings, 142

setting up a simple scoring 
system, 143

topics, finding, 130
competitor keyword gaps,  

133–134
examining visibility and opportunity 

signals, 132
keyword gap analysis, 133–134
keywords generation from 

scratch, 135–136
People Also Ask (PAA), 137–138
probing for prompts, 130

Churn: Reasons to cancel, 130–131
content from competitor 

comparisons, 131–132
onboarding friction, 131
output format prompt, 132
sales call questions, 130

query fan-out, 136–137
user-generated content 

(UGC), 134–135
topics, qualifying, 138–139

qualifying with primary filters, 139
competition, 140–141
intent, 140
keyword value, 141
organic CTR potential,  

141–142
relevance to offer, 139

top of funnel (TOFU), 139
track citations, 79

citation coverage, 80
citation position, 80–81

tracking AI answers, 78
tracking market share across, AI 

platforms, 107–108
traditional rankings, citation growth 

and, 78–81
traditional search works

crawling: search engines find 
the pages, 22

indexing: search engines organize 
information, 22–23

ranking: choose the best results, 23

ranking: personalization and context 
reshape results, 24

reranking, 24
traditional SEO, 33, 69, 199, 204

AI SEO fits with, 10–11
AI systems determination, 11
answer visibility, 10
entity clarity, 10
off-site consensus, 10
responsible publishing, 11
retrieval readiness, 10
working with pages and 

passages, 58–59
transcripts, 225

exercising caution with 
AI-generated, 226–227

format, 226
unlocking video value with, 225–226
of uploaded video, 225

trust network creation, 344–345
turning AI answers into a competitor 

score, 102–103

U
Unaware stage, 122
user agent, 153

V
version control, 66
visual content, using words to 

explain, 224
captions creation, 224–225
exercising caution with AI-generated 

transcripts, 226–227
running a quick media check, 229
turning one video into multiple 

assets, 227–228
unlocking video value with 

transcripts, 225–226
writing alt text to add 

meaning, 228–229

W
website recognizing, 14

Y
Your Money Your Life (YMYL), 311

raising the evidence bar, 311–312
removing false certainty, 312


