


Welcome to the Answer Era
Search is changing quickly. You’ve heard of 
ChatGPT and so have your customers. Instead 
of showing long lists of links, AI-powered tools 
now give people direct answers. It’s more 
important than ever to understand how to make 
sure your business is included in those AI-
powered answers by presenting information in 
ways that AI systems understand and trust.

What This Means for Your Business

Clear, helpful information performs better

Consistent facts make your brand  
more trustworthy

Your digital presence becomes more 
important than any single page

This guide outlines how Answer 
Engine Optimization (AEO) cites 
and indexes online information, 
along with technical and off-
site best practices to maximize 
content visibility.

What is AI Search? 
Modern search tools do more than just look up 
links.

Google’s AI Overviews & AI Mode, Perplexity, 
and ChatGPT (when search is enabled) 
combine two things: 

1.	 Large language model (LLM)

2.	 Live internet search 

The language model understands questions 
and writes answers based on previously-
learned training data, using web search to 
source relevant, up-to-date information.

Retreival-Augmented  
Generation (RAG) 
An AI framework that improves Large 
Language Model (LLM) accuracy by fetching 
relevant, up-to-date data from external 
knowledge sources—such as web pages or 
databases—generating a response.

AI search looks at meaning, not just keywords. It tries to understand what 
users want and finds the most reliable information to answer them

Start your Journey toward LLM Citation

https://www.logicalposition.com/aeo-grader?utm_source=lp_resources&utm_medium=pdf&utm_campaign=aeo_resource_guide


LLMs Explained
Large language models (LLMs) learn by scanning 
and reviewing massive amounts of text to answer 
questions. But they cannot go online to source 
information in real time, nor can they learn new 
facts after their training ends.

Each model has a point in time called a knowledge 
cutoff. That date is the last time the AI learned 
anything new through training. New information 
available after that date is not part of the AI model, 
unless it is provided during a conversation. This 
makes it essential to structure your prompt so that 
the model performs a live web search. 

Models like Claude, Llama, and Grok primarily 
answer based on what they learned during training. 
They do not automatically go online to look things 
up when you ask a question. Some versions can use 
special tools or plugins to search the web, but only 
if the platform they run on provides that capability 
and the user triggers it.

If they do not have that tool available, or if the user 
does not request a search, they answer only from 
the information included in their training. That is 
why their knowledge is limited to whatever existed 
before their knowledge cutoff.

How LLMs Use Your Information
They look for facts that are easy to understand

They check for consistency across the web

They prefer information that feels complete 
and reliable

They include brands they trust in their answers
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Key Action Items

Write content that answers real questions in simple, 
complete ways

Organize your site so information is easy to find

Keep pages updated with accurate information

Make your site fast and easy to use

Use clear descriptions of what your business offers

ON-SITE CONTENT:
Best Practices & Getting Started
Content on your site is the most important, and you have total control over it.

Why It Matters

•	 AI systems can 
understand your 
information more 
easily

•	 Your chances of 
being included in AI 
answers increase

Answer-First Writing

Begin sections with direct, concise answers (2–3 sentences) to common questions, then elaborate 
further from there. This mirrors the Q&A format that AI models use in their responses, making it easier 
for readers and AI models to skim content for answers.

Conversational Tone

Write content using natural language and a conversational tone to align with how users ask questions 
to AI assistants.

In‑Depth, Comprehensive Content

Create thorough resources covering topics in depth. Comprehensive articles addressing a wide range of 
user questions are more likely to be cited as authoritative sources.

Avoid Ambiguity

Use precise factual language. Avoid jargon, if possible. Don’t make vague claims. Don’t use overly 
promotional tone without providing informational value. Don’t bury the lede.

Frequently Asked Questions (FAQs)

FAQs align directly with how AI systems structure and retrieve information. Including them increases 
the likelihood that they will be surfaced or cited by LLMs. They mirror conversational prompts AI models 
interpret easily.

Effort: Low — Impact: Mid

Effort: Mid — Impact: Mid

Effort: Low — Impact: Mid

Effort: Mid — Impact: High

Effort: High — Impact: High
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ON-SITE CONTENT:
Best Practices & Getting Started

Key Takeaways, TL;DRs, and Summary Boxes

Clear, summarized sections help AIs identify key insights. These improve snippet extraction and 
increase the odds of citation.

Original Research and Data

AI favors unique insights and proprietary data that add informational value unavailable elsewhere. 
Creates authority and provides primary sources AIs can cite.

Include a Table of Contents

Improves readability and navigation while helping AI models understand document hierarchy and 
section relationships

Long‑Tail Content

AIs need specific, context‑relevant, authoritative information to answer highly contextual queries. 
Long‑tail content also has lower competition and attracts users further along in their decision‑making 
process.

Quotations from Authoritative Sources

Using direct quotes from industry leaders enhances credibility and signals authority to AI.

Effort: Mid — Impact: Low

Structured Content Formatting

Use clear headings (H1, H2, H3), bullet points, numbered lists, and tables. Each paragraph should 
convey one idea.

Freshness Signals

Update content regularly, including “last updated” dates. AI models prioritize fresh information and 
updated statistics.

Freshness Signals

Update content regularly, including “last updated” dates. AI models prioritize fresh information and 
updated statistics.

Effort: Low — Impact: Low

Effort: Low — Impact: High

Effort: Mid — Impact: Mid

Effort: High — Impact: High

Effort: Mid — Impact: Low

Effort: Mid — Impact: High

Effort: Low — Impact: High

Effort: Mid — Impact: High
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ON-SITE CONTENT:
Best Practices & Getting Started

Word Count

Word count does not matter. Content should be long enough to get the point across but concise enough 
for users and bots to find answers quickly.

EEAT

Experience: Include case studies, original research, and personal anecdotes that only your brand can 
provide.
Expertise: Provide detailed author bios with credentials and professional profiles.
Authoritativeness: Cite reputable sources (.gov, .edu, industry authorities). Link to authoritative 
external sources.
Trustworthiness: Include contact information, privacy policies, HTTPS, and user reviews/testimonials.

Using Statistics

Use data from recent authoritative studies to demonstrate research‑backed claims and  
improve credibility

Comparison Pages & Decision Matrices

Comparison content aligns with the intent behind many AI‑driven queries (“Which is better?”). AI 
models can easily summarize and cite objective comparisons.

Effort: Mid — Impact: High

Effort: Low — Impact: Low

Effort: Mid — Impact: Mid

Effort: High — Impact: High
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OFF-SITE CONTENT:
Authority & Community Signals
Offsite and authority signals cover all the places online where your business is mentioned outside 
your own site. You have some control over the information and how your brand is represented. 

However, User-Generated Content (UGC), such as reviews, social posts, etc., also significantly 
affects your brand perception in the eyes of an LLM. You don’t have as much control here. When 
done right, managing your brand offsite and engaging with customers elsewhere on the web 
can increase engagement, influence purchasing decisions, and build trust. This will reflect in the 
responses of LLMs and AI search.

Business Profiles & Listings

Maintain accurate, verified profiles (Google Business, G2, Clutch, Crunchbase) to strengthen entity 
recognition.

Public Relations

Press releases and media features strengthen authority signals and reputation.

Reviews on Industry‑Specific Sites

Verified reviews strengthen trust metrics and improve credibility in AI outputs.

Effort: High — Impact: High

Effort: Low — Impact: Mid

Effort: Mid — Impact: Mid
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Key Action Items

Audit + standardize core listings (Google Business 
Profile, G2, Clutch, etc.) for consistent branding and 
business info (NAP + categories)

Build a steady review flow and respond to every review

Earn credible third-party mentions and citations (high-
value backlinks, PR, roundups, podcasts, industry sites)

Participate in Q&A communities (Reddit/Quora, industry 
forums) with helpful, non-salesy answers

Monitor brand mentions and fix incorrect info quickly

Why It Matters

•	 AI cross-checks the 
web; consistency + 
reputation signals 
increase trust and 
citations

•	 Third-party 
validation 
expands your 
“entity footprint,” 
improving visibility 
in AI answers

User‑Generated Content (UGC)

UGC adds diversity, natural language variation, and social validation. Sharing expertise on Reddit & 
Quora can create external validation & contextual backlinks.
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Technical Best Practices
Technical best practices are the behind-the-scenes elements that help AI systems read and trust 
your content.

Create LLMs.txt for Important Content

A file similar to an XML sitemap that signals which URLs should be prioritized by AI crawlers.

Effort: Low — Impact: Low

Optimize Robots.txt

Ensure LLM‑focused bots can discover and index key resources.

Effort: Low — Impact: High
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Key Action Items

Implement priority Schema: Organization, 
LocalBusiness, Product/Service, FAQ, Review

Validate and align structured data with on-page content

Ensure AI crawlers can access key pages and content 
(robots.txt + crawlability checks)

Prioritize HTML-first, semantically structured content 
to improve clarity and reduce reliance on client-side 
JavaScript

Strengthen internal linking to and from core pages with 
descriptive anchor text

Why It Matters

•	 Technical clarity 
helps AI find 
and extract 
accurate answers 
while reducing 
misinterpretation

•	 Better crawlability 
+ structure 
increases the odds 
your content is 
included and cited

Schema Markup

Article: Provides structured metadata that helps AI models understand content type and improves 
discoverability.
FAQ: Turns Q&A into a machine‑readable format to boost visibility in AI summaries.
LocalBusiness: Clarifies location, contact, and operational details for local AI queries.
Organization: Defines brand identity, logo, and contact data to strengthen entity cohesion.
Product: Provides structured product details (price, reviews, specs) AI models can reference.
Review: UGC adds diversity, natural language variation, and social validation.

Effort: High — Impact: High

Provide Feedback to LLMs (RLHF)

Submitting structured feedback helps align AI understanding of your brand.

Effort: High — Impact: Mid
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Technical Best Practices

Use HTTP/2

Enables faster load times and more efficient crawling. HTTP/3 is still emerging.

Effort: Low — Impact: Low

Strong Internal Linking Structure

Use descriptive anchor text to link related content back to main pillar pages.

Effort: Mid — Impact: Mid

HTML‑Based Content

AI models favor lightweight, directly accessible pages. Avoid JavaScript‑rendered content and links 
whenever possible.

Effort: Mid — Impact: Mid

Semantic HTML

Use semantic HTML tags like <main>, <nav>, <header>, <footer>, <section>, <summary>, <article>, 
and others to help AI models interpret content purpose and structure.

Effort: High — Impact: Mid

Continue Reading for Final Thoughts
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Final Thoughts
Search isn’t a list anymore—it’s an answer. And answers are built from clear, structured, and 
trustworthy content.

Start small: Lead with the conclusion, support it with specifics, and format 
your pages so key ideas are easy to extract. Then build trust over time through 
consistent offsite signals, reviews, and authoritative references—supported by 
technical foundations such as schema and crawlability.

Not Sure Where to Start?
See where your site can improve with LP’s new AEO Grader

Get Started

Get Your Business on the Right Track
Work with a proven, certified advertising partner

Get a
Free Review

https://www.logicalposition.com/aeo-grader?utm_source=lp_resources&utm_medium=pdf&utm_campaign=aeo_resource_guide
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