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How to Optimize Content 
for GEO and AEO in an 
AI-Native World
A practical guide for evolving your strategy  
to optimize for AI—with AI



Search is changing faster than at any point since Google 
launched. AI platforms like ChatGPT, Perplexity, and 
Google’s AI Overviews are rewriting the rules of search 
discovery, and users are skipping traditional results in favor 
of instant, conversational answers.


Research shows the shift is already in full swing. 
 found that today, when an AI summary 

appears in Google results, users only click an organic result 
8% of the time.  reports that 77% of ChatGPT users 
rely on it for search, and nearly a third already trust it more 
than traditional search engines.  research found 
Quora, Reddit, and LinkedIn are the most-cited sources in 
AI Overviews, highlighting the importance of third-party 
validation and brand consistency across channels for LLMs.


In other words: That coveted #1 Google ranking? It’s no 
longer enough on its own to reach your full target audience, 
even when your traditional SEO is well-executed.


New layers of optimization are now critical to staying visible 
in search. Two in particular are now  essential: Answer 
Engine Optimization (AEO) and Generative Engine 
Optimization (GEO). Each is designed to align content with 
the ways AI engines extract and present information. 
Traditional SEO still plays a role, but adopting GEO and 
AEO are critical competitive advantages as AI becomes 
embedded into search algorithms and user behaviors.


Pew 
Research Center

Adobe

Semrush
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Introduction: Same game, different playbook

https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/
https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/https://www.pewresearch.org/short-reads/2025/07/22/google-users-are-less-likely-to-click-on-links-when-an-ai-summary-appears-in-the-results/
https://www.adobe.com/express/learn/blog/chatgpt-as-a-search-engine
https://www.semrush.com/blog/ai-search-seo-traffic-study/


“I started my marketing career in content and  
SEO and I remember how painful Google algorithm 
changes were to mitigate. In hindsight, those updates 
were nothing compared to the crisis many businesses 
find themselves navigating today as search patterns 
shift away from traditional search engines and 
towards LLMs.


But the only way out is through! Search is the  
same game it’s always been—now, you just need  
a different playbook.”


CMO, Jasper
Loreal Lynch

It’s still the same game—creating content aligned with 
intent that can be discovered through search—but the 
playbook is evolving. Plus, we have new tools in our kit. 
When SEO first started, there was no AI in your corner—no 
rapid analysis, no auto-generated optimization, no always-
on competitive intelligence. That’s a big reason search 
projects keep getting pushed to the back burner: 
yesterday’s manual workflows just can’t keep up. AI breaks 
that cycle. 


This guide will show you how to integrate GEO and AEO 
into your strategy so your brand remains visible and 
competitive as AI reshapes discovery. It will also highlight 
where AI-native workflows should play a role to power 
search optimization at scale. This is a new world with new 
rules, and it’s time to use the full toolkit.
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Understanding

AEO and GEO



As AI has become mainstream and conversational search the norm, 
results pages have shifted to favor answer-first formats and easily 
extractable information nuggets. In practice, this means:


Users no longer need to click through multiple links  
to find what they need.


Entire articles are often bypassed in favor of quick,  
synthesized takeaways.


AI interprets the context of a query and delivers  
the most relevant information directly.


A study by Ahrefs found that AI overviews have reduced click-through 
rates (CTRs) for top-ranking Google content  in just one year. 
For brands, this can manifest as traffic erosion, declining visits, and a 
shrinking window to capture attention.


But with the right strategy adjustments, it also creates a new set of 
opportunities: Generative engines are opening entry points where 
well-structured, authoritative, and credible content can earn outsized 
influence. In fact, AI referrals to top websites surged 

 between June 2024 and June 2025. Based on conversion rate, 
the average LLM visitor is 4.4x more valuable than one from traditional 
search, according to a study by 

This shift to AI-first search goes beyond a change in user behavior. It’s 
a call to rethink how we approach optimization workflows from the 
ground up. Unlike traditional SEO, which evolved in a pre-AI era, GEO 
and AEO are built for a world where AI tools are integral to success. 
They allow marketers to move beyond manual, time-intensive 
workflows and embrace a scalable, AI-native approach that meets the 
demands of today’s search landscape.


Marketers willing to retool their content playbooks for GEO and AEO 
can benefit from these new tools and user journeys, turning traditional 
SEO disruption into a competitive advantage.   


by 34.5%

357% year-over-
year

Semrush.
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https://ahrefs.com/blog/ai-overviews-reduce-clicks/
https://www.similarweb.com/blog/insights/ai-news/ai-referral-traffic-winners/
https://www.similarweb.com/blog/insights/ai-news/ai-referral-traffic-winners/
https://www.semrush.com/blog/ai-search-seo-traffic-study/


Together, GEO and AEO give brands a framework for 
visibility in a world where AI engines are the starting point 
for discovery. Understanding the role of each approach is 
essential to building a marketing strategy that can adapt.

GEO is the practice of designing content so that LLMs like ChatGPT, 
Perplexity, Gemini, and Claude are more likely to cite it in their responses. 
Unlike traditional search engines that return a list of links, generative 
engines deliver synthesized answers, often built from multiple sources. To 
win visibility in this environment, brands need content that an LLM trusts as 
authoritative enough to reference directly. 


What does this mean in practice? GEO rewards content that is:


Evidence-backed: Data, original research, verifiable statistics, and third-
party validation are more likely to be used in generative outputs.


Structured: Schema markup, descriptive metadata, and well-organized 
content (with charts, tables, headings, and passages)  
help models parse and reuse information accurately.


Transparent: Clear authorship, citations, and data provenance  
signal credibility.
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What is Generative Engine Optimization?
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Structured

Transparent

Evidence-backed

AEO focuses on formatting content so AI-powered search features like 
Google’s AI Overviews, Bing Copilot, and Perplexity’s instant answers can 
easily extract and display it directly to users. Instead of competing only for 
blue-link rankings, AEO prepares your content to show up in the quick, 
answer-first snippets that are rapidly becoming the default way to 
consume information.

What is Answer Engine Optimization?

Figure A: Generative engine example



Key AEO tactics include:


Directness: Anticipating user questions and answering them  
clearly in concise, scannable formats.


Structure: Using FAQs, lists, and tables that align with how  
engines extract and present information.


Accessibility: Writing in plain, easy-to-parse language so  
engines don’t need to “translate” your content.
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Direct

Accessible

Structured

Figure B: Answer engine example



GEO and AEO aren’t replacements for SEO but enhancements to what it 
can do. Research by Semrush finds that 

; in fact, using ChatGPT expands 
search behavior overall. Traditional SEO continues to matter because 
generative engines and answer engines still rely on the same fundamental 
signals of authority, clarity, and relevance that search algorithms have 
rewarded for years. 


people who use ChatGPT don’t 
completely abandon Google Search

Think of them as three layers: SEO establishes baseline visibility, AEO 
ensures accessibility in answer-driven search, and GEO positions content 
as a trusted reference in generative outputs. Together, they form a unified 
strategy that keeps brands discoverable across traditional search 
engines, conversational AI, and generative platforms.


Across all three layers, third-party validation is a unifying trust signal. For 
GEO, independent citations help content earn LLM references, and for 
AEO, they increase the likelihood of being extracted into snippets and 
overviews.

SEO remains the foundation: optimizing for rankings, 
crawlability, and organic visibility across search engines.

AEO extends SEO into an answer-first environment, ensuring 
content is structured to surface in AI-driven snippets 
and overviews.

GEO pushes further, focusing on building reference-grade 
assets that LLMs are likely to cite when generating full-
sentence responses.

How to Optimize Content  
for GEO and AEO in an AI-Native World 10

GEO, AEO, and SEO: How they’re connected

https://www.semrush.com/blog/google-usage-after-chatgpt-adoption/
https://www.semrush.com/blog/google-usage-after-chatgpt-adoption/
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Figure C: The SEO-GEO-AEO connection

Dimension

Primary goal

Optimization focus

Content style

Authority signal

Visibility metric

SEO (traditional)

Rank pages  
in SERPs

Keywords, backlinks,  
technical SEO

Long‑form,  
keyword‑optimized

Domain authority,  
backlinks

Rankings, organic clicks

GEO (generative)

Be cited by LLMs  
as a trusted source

Structured, citation‑worthy,  
authoritative content

Research reports,  
data‑driven articles,  
structured insights

E‑E‑A‑T, brand mentions, 
authorship, original data

Citations in AI  
responses, mention share

AEO (answer engine)

Be extracted  
verbatim into AI  
overviews/snippet

Concise, scannable  
Q&A, schema markup,  
extractable passages

FAQs, definitions,  
step lists, short  
explanatory passages

Clarity, technical  
markup, brand mentions

Inclusion in AI overviews,  
snippet placement
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How to optimize content  
for AI search engines



Fortunately, incorporating GEO and AEO into your strategy doesn't 
require a complete overhaul. Instead, you can build on your existing SEO 
foundation, adding new AI-aligned approaches that optimize for both 
traditional search and AI-powered results.


To keep up with the rapid pace of change in the search landscape, it’s 
critical to scale these efforts effectively. Leverage automation tools and 
AI-driven platforms to streamline content creation and optimization, and 
establish enterprise-level workflows that ensure your teams can adapt 
quickly and consistently to stay ahead.


Your AI-native workflow starts here. Whether you tap into an LLM or use an 
agent for the task, these tools can sift through source materials, customer 
transcripts, chat logs—anywhere your audience leaves a digital breadcrumb. 
It’s about moving faster and making each piece of research count.


Pro tip: The best marketers use agents to automate this step.


Agents autonomously handle complex tasks like clustering keywords by 
intent, analyzing competitors, and optimizing content structures for AI-
driven search engines. The best part? Using agents is straightforward, 
making advanced optimization accessible to any team.
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Step 1: Automate keyword  
research and intent mapping



However you automate, these are the steps every AI needs to follow for you.

How to do it:


Research and cluster topics: Use an LLM to dig into your data, 
pinpoint core themes, and automatically group related questions and 
keywords for you.


Sort by intent: Let the AI group questions into categories like 
informational, transactional, comparative, or problem-solution.


Map to formats: Get suggestions for the best type of content for each 
intent (FAQs, guides, case studies, etc.).


The step everyone skips: 


Give the agent’s suggestions a quick human check for accuracy and 
coverage before moving forward.


The goal: 


Scale the repetitive work with AI so you can focus on the strategy that 
sets your content apart. Every brief you share in the next steps—whether 
for humans or AI—should already be aligned with user intent and 
optimized for how modern AI engines evaluate and present answers.
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Next, use the insights you've uncovered and documented in step one to build a 
clear content structure AI systems can easily parse. The aim is to make each 
section machine-readable while still clear and valuable for human readers.


When you’re operating at scale, AI should be handling the heavy lifting to 
generate drafts and structure content for you. These steps aren’t just manual 
tweaks—they’re your checklist to confirm that every asset, no matter how many 
you produce, is wired for AI parsing from the start.
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Step 2: Structure content for AI parsing

Platform

ChatGPT

Perplexity

Google AI Overviews

Bing Copilot

Claude

Quick tip

Structured formats like bullet points, FAQs, 
and lists are often lifted verbatim.

Always includes citations; prioritize authoritative 
sources, original data, and clear provenance.

FAQ/HowTo schema, short definitions, and visuals 
(with alt text) improve chances of inclusion.

Synthesizes from high-quality search results; 
favors step-by-step guides and clear comparisons.

Prioritizes longer, coherent passages; benefits from 
well-structured sections with clear explanations and 
supporting evidence.

Figure D: Know your AI platforms



How to do it:


Use intent‑based headings: Turn user questions into H2 or H3 
headings so content structure mirrors how people phrase queries.


Lead with the answer: Open each section with a one‑sentence 
answer that directly resolves the question.


Expand with supporting detail: Follow with short paragraphs, 
bullets, or numbered steps that make the explanation scannable 
and easy to extract.


Add schema markup: Apply “FAQPage,” “HowTo,” “Product” or 
other relevant schema so relationships between sections are 
explicit for machines.


Write conversationally: Use natural phrasing that reflects how 
users actually ask questions (vs. inorganic keyword strings)


Maintain consistency: Use a marketing AI tool (like to 
keep tone aligned across pages and assets.


The goal:


Each content asset should include a page outline where user 
questions are mapped to headings, direct answers, supporting 
details, and schema markup, ensuring it is structured for both AI 
extraction and human readability.

Jasper IQ) 
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Pro tip: 


Use Jasper Studio to update all your content in a format that is optimized 
for GEO and AEO.


https://www.jasper.ai/jasper-iq
https://www.jasper.ai/studio


AI systems elevate content that signals credibility. It’s essential to 
demonstrate that your content comes from a trusted, knowledgeable source 
and contains verifiable information. 


Just like in the first two steps, winning in AI search means scaling trust 
signals with AI across your entire content library—not just a handful of 
pages. Here’s what you should be applying to content at scale.
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Step 3: Build authority and trust

How to do it:


Attribute content clearly: Assign authors with relevant expertise and 
include short bios that establish their qualifications.


Support with evidence: Cite primary research, authoritative 
publications, or original data to validate claims.


Prioritize validation and consistency: Strive for brand mentions in 
 (Reddit, Quora, LinkedIn, Wikipedia) and maintain 

brand consistency across channels.


Show transparency: Link to source materials, include publication 
dates, and update regularly so information is current.


Reinforce brand trust signals: Make sure company information, 
policies, and contact details are visible and consistent across pages.


The goal: 


Each content asset should prove both subject‑matter authority and 
trustworthiness, aligning with top frameworks like Google’s E‑E‑A‑T and 
increasing the likelihood of being cited or surfaced by AI systems as a 
reliable answer.

places LLMs trust

https://www.semrush.com/blog/answer-engine-optimization/
https://developers.google.com/search/docs/fundamentals/creating-helpful-content


Different AI engines surface content in different ways, so your formatting 
needs to adapt. The objective here is to make sure your content is 
presented in a way that maximizes visibility whether it’s being parsed by an 
LLM for GEO or pulled into an overview for AEO.
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Step 4: Optimize for AI platforms

How to do it:


Write for GEO: Create comprehensive passages that LLMs can cite 
directly: clear definitions, structured comparisons, process 
explanations, and data-backed statements.


Write for AEO: Build extractable snippets like FAQs, glossaries, and 
numbered steps. Keep them concise so answer engines can lift them 
into summaries without rework.


Test in real environments: Check how your content appears in Google 
AI Overviews, Bing Copilot, or Perplexity to see which content 
excerpts are being surfaced.


Include visuals: Add charts, screenshots, and product images with 
descriptive metadata and alt text. AI summaries often keep images 
visible longer than text.


Refine metadata: Make sure titles, descriptions, and alt attributes 
clearly communicate what the asset covers.


The goal: 


Each piece of content should be formatted to meet the requirements of 
both GEO and AEO, maximizing its chances of being cited and displayed 
across multiple AI platforms.



Successful optimization is not a one-time task. It's an ongoing process that 
demands agility in response to market changes and performance. AI unlocks 
the ability to update large volumes of content efficiently and at scale based 
on feedback loops.
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Step 5: Evaluate and iterate at scale

Focus

Citations  
& validation

Structure  
& markup

Content  
format

Authority  
signals

Accessibility

SEO

Link to authoritative sources

Optimize with titles, H2/H3s

Long-form, keyword-optimized

Domain authority, backlinks

Crawlable and mobile-optimized

GEO

Prioritize original data, citations, 
third-party validation

Use schema + passage  
clarity for LLM parsing

Research reports, benchmarks,  
data-backed articles

E-E-A-T, authorship,  
provenance, transparency

Passage-level clarity,  
metadata

AEO

Cite sources in FAQs and 
short answers; prioritize 
third-party validation

Use schema +  
FAQ markup for  
snippet extraction

FAQs, glossaries,  
definitions, step lists

Directness, clarity,  
technical markup

Concise, scannable,  
user-first language

Figure E: Content strategy checklist



As an example of how to operationalize this step at scale, here’s 
how it would run in Jasper:
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How to do it:


Spot emerging trends and decaying content: Jasper’s
 helps you identify emerging trends and themes, while the 

Optimization Agent can surface underperforming or outdated assets 
for action.


Competitor gap analysis at scale: The Optimization Agent makes it 
easy to identify new areas for expansion to surge into the 
conversations your competitors are already participating in. 


Topic clusters: The Optimization Agent can also analyze and cluster 
highlight high-intent topics and questions to inform optimizing 
existing content or creating net new content at scale.


Efficient content refresh:  enables bulk updating and 
standardization, ensuring all assets meet enterprise standards in tone, 
style, and authority.


The goal: 


Scaling your optimization strategy and building in feedback loops with AI-
native workflows helps enterprises keep pace with shifting algorithms, 
evolving customer queries, and heightened competition.


 Research 
Agent

Jasper Canvas

https://www.jasper.ai/agents
https://www.jasper.ai/agents
https://www.jasper.ai/canvas
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Trends to watch



Search is entering its most significant transformation since the early days 
of Google. AI-first engines are changing not only how users discover 
information but also how marketers define visibility, authority, and 
success. 


GEO and AEO are moving from early adoption to core practice, and the 
next phase of innovation will determine how effectively brands can 
operationalize these approaches at scale


Key shifts already shaping the future include:


 and topical authority: Engines will reward brands that 
cover a topic comprehensively, not just with a single page but with a 
connected body of content that demonstrates expertise.


Shift from clicks to brand mentions: AI summaries and LLM 
responses are reducing click-throughs, but increasing the value of 
being cited and mentioned by name. Brand visibility is moving from 
strictly traffic metrics to share of presence in AI outputs.


Agents in content workflows: Autonomous agents are beginning to 
handle tasks like clustering queries, drafting outlines, and refreshing 
old assets. Marketers will need to design workflows that integrate 
human oversight with agent efficiency.


Consistency as a ranking signal: Maintaining brand authenticity will 
grow in importance as AI engines are more likely to trust content that 
reflects consistent brand voice, formatting, and schema across 
channels.


GEO and AEO are fast becoming foundational disciplines reshaping how 
content is planned, produced, and measured. Marketing teams that 
integrate new AI workflows to build authority and maintain consistency at 
scale will set the standard for visibility in the next era of search.

Query fan-out
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https://www.semrush.com/blog/query-fan-out/


High Volume Terms

Keyword Volume Difficulty

1 320 47

2 170 29

3 140 45

Long Tail Opportunities

Keyword Volume Difficulty

1 320 36

2 170 31

3 140 28

Let me get the Optimization Agent started!

Company Research

Keyword Research

SEO Analysis

OPTIMIZATION

Start your AI journey 
with Jasper
Ready to build a future-ready content strategy? 


Try Jasper to operationalize GEO and AEO across 
your content operation and gain a competitive 
edge in AI‑driven search.


Request a demo ->


https://www.jasper.ai/demo

