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Executive Summary

The rise of Al-powered search engines is fundamentally reshaping how consumers discover,
evaluate, and choose brands. ChatGPT, Google Al Overviews, Perplexity, Gemini, and Bing Copilot
are no longer experimental novelties. They are becoming the primary interface through which
millions of users access information daily. This shift demands a new marketing discipline: Generative
Engine Optimization (GEO).

This whitepaper. based on SeaSeek Al's experience serving 500+ cross-border enterprises and
managing over 500 milion RMB in advertising budgets, provides a comprehensive framework for
understanding and implementing GEO. It is designed for marketing decision-makers, CMOs, and
growth leaders who need actionable strategies, not theoretical abstractions.

Key Findings

« Al search traffic share has grown from 1.2% in 2022 to approximately 15% in 2025, and is
projected to reach 38% by 2027 (Source: Gartner, Statista, SeaSeek Al analysis)

« Brands optimized for GEO see an average 4.5x increase in Al citation rates within 6 months

- The cost per acquisition (CPA) from Al search referrals is 40-60% lower than traditional paid
search

« Only 12% of enterprises have implemented a formal GEO strategy, creating a significant
first-mover advantage window

. Companies combining SEO+GEO (dual-track strategy) achieve 3.2x more organic visibility than
SEO-only approaches

- E-E-A-T signals (Experience, Expertise, Authoritativeness, Trustworthiness) are the #1 factor in Al
citation selection

38% 4.5x 60% 12%

Al Search Share 2027E Citation Rate Increase Lower CPA vs SEM Enterprises with GEO

Strategic Recommendations
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Start Now

The GEO first-mover advantage window is closing. Enterprises that establish Al search aut
hority in 2026 will build compounding advantages that are extremely difficult for latecom
ers to overcome.

Dual-Track Approach

Do not abandon SEO for GEO. The optimal strategy combines traditional search optimization
with Al-specific techniques. They share foundational elements but require distinct tacti
cal execution.

Content Architecture First

Before optimizing for Al citations, restructure your content for machine readability: str
uctured data, schema markup, clear entity relationships, and authoritative sourcing.

Measure What Matters

Implement Share of Model tracking. citation rate monitoring, and Al referral attribution
from day one. You cannot optimize what you cannot measure.
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Chapter 1

The Al Search Revolution

1.1 The Paradigm Shift in Information Discovery

For over two decades, the search engine results page (SERP) has been the battleground for digital
visibility. Brands invested billions in SEO and SEM to rank on Google's first page. But a fundamental
shift is underway. Al-powered search engines are not merely improving search; they are replacing

the traditional search paradigm with a conversational, answer-first model.

When a user asks ChatGPT "What is the best project management tool for remote teams?", the Al
does not return ten blue links. It synthesizes information from its training data and real-time web
access to provide a direct, curated answer, often citing specific brands, products, and sources. This
is fundamentally different from traditional search, where the user must navigate through multiple

results to find their answer.

This shift has profound implications for marketing: the question is no longer whether your
website ranks on page one, but whether the Alrecommends your brand when asked.

1.2 Market Size and Growth Trajectory

The growth of Al search is not hypothetical. Multiple authoritative sources confirm an accelerating

tfrend:
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Al Search vs Traditional Search Market Share Trend

100 A Al Search Traffic Share (%)
mm Traditional Search (%)
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2022 2023 2024 2025E 2026E 2027E
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Figure 1.1: Al Search vs Traditional Search Market Share Trend (2022-2027E). Sources: Gartner (2025), Statista
Digital Market Insights, SimilarWeb Traffic Analysis, SeaSeek Al proprietary data.

According to Gartner's 2025 report, by 2026, traditional search engine volume will decline by 25% as
consumers increasingly turn to Al assistants and chatbots for information needs. Forrester Research
further projects that by 2027, Al-powered search will influence over $2 ftrillion in e-commerce
purchasing decisions globally.

Metric 2023 2024 2025 2026E Source
Global Al Search Users 180M 450M 850M 1.4B Statista 2025
ChatGPT Monthly ActivE00érs 200M 400M 600M OpenAl Reports
Google Al Overviews Qiféries 15% 30% 50% SEMrush Analysis
Perplexity Monthly QueriésA 50M 250M 500M SimilarWeb
Al Search Ad Market ($8D.5 $2.1 $8.5 $188B eMarketer 2025
Enterprise GEO Adopticd7% 7% 12% 25% Forrester 2025

Table 1.1: Al Search Market Growth Indicators. Note: 2026 figures are projections based on current growth
trajectories.

1.3 The Three Waves of Al Search Evolution

Understanding the evolution of Al search is critical for timing your GEO strategy correctly:

Wave Period Characteristics Key Players Marketing Impact
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Wovg 1: 00222023 Nove.lty‘phose. Al segrch OSChotGPT, Bing Al Minimal. Early
Experimental a curiosity, not a habit. adopter advantage.
Wave 2: 2024-2025 Al search becomes mainstrecimatGPT, Gemini, Significant. Traffic
Adoption Habit formation accelerateferplexity, Copilot redistribution begins.
Wave 3: 2026-2028 Al-first search becomes defdliinajor platforms Critical. GEO becomes
Dominance Traditional search declines. integrate Al search essential for visibility.

Table 1.2: The Three Waves of Al Search Evolution

We are currently in the transition from Wave 2 to Wave 3. This represents the optimal window for
enterprises to establish their GEO foundation. Based on SeaSeek Al's analysis of 500+ cross-border
enterprises, companies that implement GEO strategies during this transition phase build
compounding advantages that are 5-8x more cost-effective than waiting until Wave 3 is fully
established.

1.4 How Al Search Engines Select and Cite Sources

To optimize for Al search, you must first understand how Al models select information sources for their
responses. Based on published research from OpenAl, Google DeepMind, and academic

institutions, the Al citation process follows a multi-stage pipeline:

Al Citation Optimization Funnel

Content

Indexed
100%

}

Al Model
Trained
72%

|

Query
Matched
45%

}

Citation
Generated
28%

}

Use!
Clickg

15%

Figure 1.2: The Al Citation Optimization Funnel. Each stage represents a filtration point where content must meet
increasingly stringent quality and relevance criteria.

At each stage, content is filtered based on specific criteria. The most critical factors, based on

research published in NeurlPS 2024 and confirmed by SeaSeek Al's internal testing, include:
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Factor

E-E-A-T Signals 28%

Structured Data  22%

Content Freshness 18%

Source Authority 15%

Content Structure 10%

Multi-modal Signal3%

Weight

Description

Experience, Expertise,
Authoritativeness, Trust

Schema.org markup,
JSON-LD, entity relations

Recency and update
frequency of content

Domain authority,
backlink quality

Clear headings, Q&A
format, passage clarity

Images, videos, data
visualizations

How to Optimize

Author bios, credentials,
citations, awards

Implement comprehensive
schema markup

Regular content updates,
timestamped publications

High-quality backlink
building, PR coverage

Optimize for passage-
level extraction

Add visual content with
proper alt text/captions

Table 1.3: Al Citation Selection Factors and Weights. Source: Based on NeurlPS 2024 research, Google Search
Quality Rater Guidelines, and SeaSeek Al proprietary analysis.

-10-
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Chapter 2

Understanding GEO

2.1 Defining Generative Engine Optimization

Generative Engine Optimization (GEO) is the practice of optimizing digital content and brand
presence to maximize visibility, citation frequency, and recommendation probability within

Al-powered search engines and conversational Al system:s.

The term was first formally defined in the landmark research paper "GEO: Generative Engine
Optimization" (Aggarwal et al., 2023, arXiv:2311.09735), which demonstrated that specific
optimization strategies can increase content visibility in Al-generated responses by up to 115%. This

paper established GEO as a legitimate field of study and practice.

GEO is not areplacement for SEO. It is a complementary discipline that addresses a
fundamentally different information retrieval paradigm. While SEO optimizes for algo
rithmic ranking on search result pages, GEO optimizes for Al model comprehension, Ci
tation selection, and recommendation generation.

2.2 The Fundamental Difference: Ranking vs.
Recommendation

The core conceptual difference between traditional search and Al search lies in the output model:

Dimension Traditional Search (SEO) Al Search (GEO)
Output Format Ranked list of links (10 blue links) Synthesized answer with inline citations
User Behavior Click through to websites Read answer directly; may click for depth
Ranking Logic PageRank, backlinks, keyword relevance&emantic understanding. E-E-A-T, freshness
Content Evaluation  Page-level signals (title, meta, links) Passage-level extraction and synthesis
Update Frequency Crawl-based (days to weeks) Real-time retrieval + training data
Monetization Ad positions above/below results Sponsored citations, Al ad formats

Competition Top 10 positions per query Often only 1-3 cited sources per answer
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Zero-Click Rate ~50% of queries (featured snippets) ~80% of queries (direct answers)
Optimization Focus Keywords, links, technical SEO Entities, authority, structure, freshness
Measurement Rankings, CTR, organic traffic Citation rate, Share of Model, Al referrals

Table 2.1: Traditional Search vs Al Search - Fundamental Differences

The implications are stark: in traditional search, being on page one means you are one of ten
options. In Al search, being cited means you are one of typically one to three recommendations. The
stakes are higher, but so is the reward. SeaSeek Al's data shows that brands cited in Al responses

receive 3-5x higher click-through rates than equivalent organic search positions.

2.3 How Generative Al Models Process Information

Understanding the technical architecture of Al search responses is essential for effective GEO.
Modern Al search engines like ChatGPT Search, Google Al Overviews, and Perplexity use a
Retrieval-Augmented Generation (RAG) architecture that combines:

0 Query Understanding

The Al parses the user's query to understand intent, entities, and context. It identifies
whether the query requires factual information, opinions, comparisons, or recommendation
s.

a Source Retrieval

The system retrieves relevant documents from its index (web crawl data, real-time web acc
ess, or specialized databases). This is similar to traditional search crawling but with s
emantic rather than keyword-based matching.

Passage Extraction

Unlike traditional search which links to full pages. Al systems extract specific passages
that are most relevant to the query. Content must be structured for passage-level extrac
tion to be selected.

o Authority Evaluation
The Al evaluates the authority and reliability of each source using signals analogous to
E-E-A-T: author credentials, publication reputation, citation patterns, factual consisten
cy.

e Response Synthesis

The model synthesizes information from multiple sources into a coherent answer, attributi
ng claims to their sources. The highest-authority, most relevant sources receive explicit
citations.

2.4 The E-E-A-T Framework in the Al Context

-12-
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Google's E-E-A-T framework (Experience, Expertise, Authoritativeness, Trustworthiness), originally
designed for traditional search quality evaluation, has become the de facto standard for Al citation

selection. However, in the Al context, each dimension carries specific technical implications:

E-E-A-T Traditional SEO GEO Application Implementation
Dimension Application (Al-Specific) Priority

Experience Flr'st—'person content, .Un.|que data, propnetcry HIGH
original research insights, case studies

Expertise Author credentials, Structureg quthor entities, CRITICAL
industry knowledge scholar citations

. Backlinks, domain Knowledge graph presence

Authority authority, brand mentions Wikipedia/Wikidata entries CRMCAL

Trust HTTPS, prl'vocy pthy, Fc':lctjcheckoble cIcums, HIGH
contact information citation networks, reviews

Table 2.2: E-E-A-T Framework Adapted for GEO. Source: Google Search Quality Rater Guidelines (2025 Edition).
adapted by SeaSeek Al for Al search context.

-13-
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Chapter 3

GEQO vs SEO vs SEM

3.1 Three Pillars of Search Marketing in 2026

In 2026, effective search marketing requires mastery of three complementary disciplines.

Understanding their differences, synergies. and optimal allocation is essential for maximizing ROI:

GEO vs SEO vs SEM Capability Comparison —e— SEO
—e— GEO
Long-term —o— SEM

ROI

Speed te
Results

Figure 3.1: GEO vs SEO vs SEM Capability Comparison Radar Chart. Scores based on SeaSeek Al's analysis of
500+ enterprise campaigns.

Dimension SEO GEO SEM (Paid Search)
Objective Rank on SERPs Get cited by Al Immediate traffic via ads
Time to Results  3-12 months 2-6 months Immediate (hours)

Cost Structure Content + technical Content + authority Continuous ad spend
investment (front-loaded) building (front-loaded) (pay per click)
Sustainability High (F:ompounds Very High (compounds Low (stops when
over time) + network effects) you stop paying)
) I High intent Very High intent Variable (depends
Traffic Quality (search-driven) (Al-recommended) on targeting)
Moderate (can be Strong (authority Low (anyone

SRR Momover’rcken) is hard to replicate) can bid)

-14-
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Scalability Content-limited Authority-limited Budget-limited
Key Metrics Rankings, organic Citation rate, Share CPC, CPA,
Y traffic, DA of Model, Al referrals ROAS, CTR
Best For Information-seeking Recommendation & High-intent
queries evaluation queries transaction queries

Table 3.1: Comprehensive Comparison of SEO, GEO, and SEM Strategies

3.2 The Optimal Budget Allocation Model

Based on SeaSeek Al's analysis of campaign performance data across 500+ enterprises, the optimal

marketing budget allocation evolves over time:

Phase Timeline N =V SEO GEO Rationale
Launch Month1-3  70%  20%  10% gE'g :gég’;ii’g;ig:;ﬂil ding
Growth Month 48  50%  30%  20% g%gi?:;% tt;c’gj:gl‘ng
Maturity Month9-14  30%  35%  as%  Organic channels driving

more traffic; reduce SEM

Al search dominance;

Optimization Month 15+ 20% 35% 45% Sl S e "

Table 3.2: Recommended Budget Allocation by Phase. Source: SeaSeek Al proprietary analysis of 500+
campaigns.

3.3 ROl Comparison Over 24 Months

The long-term ROI dynamics of SEM versus SEO+GEO are dramatically different. SEM delivers
immediate returns but with diminishing efficiency and continuous cost. SEO+GEO requires upfront

investment but generates compounding returns:

-15-



GEO Optimization Whitepaper | SeaSeek Al www.seaseekai.com

160 1

140 1

=

N

o
L

100 A

Relative Cost / Value Index
[=2] co
[=] o

B
o
L

N
o
L

ROI Comparison: SEM vs SEO+GEO Over 24 Months

=== SEM Monthly Cost

= SEO+GEO Monthly Cost
SEM Traffic Value Eé‘i@r?tkreven
SEO+GEO Traffic Value

Months

Figure 3.2: ROl Comparison - SEM vs SEO+GEO Over 24 Months. The break-even point typically occurs at month
8, after which SEO+GEO delivers superior cumulative ROI. Source: SeaSeek Al campaign performance analytics.

Key insight: by month 18, the cumulative ROI of a dual SEO+GEO strategy typically exceeds a pure

SEM approach by 2.5-4x, while building lasting brand assets that continue to appreciate. This is the

economic foundation of the "brand performance synergy" (Pin Xiao He Yi) model that SeaSeek Al

has validated across hundreds of enterprise campaigns.

-16-
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Chapter 4

GEO Core Methodology

4.1 The GEO Optimization Framework

Based on the foundational research by Aggarwal et al. (2023) and validated through SeaSeek Al's

implementation across 500+ enterprises, we have developed a comprehensive GEO optimization

framework consisting of nine core strategies:

Authoritative Source Integration

Embed citations from recognized authorities (academic papers, industry reports, official
statistics) within your content. Al models weigh cited claims significantly higher than u
ncited assertions. Research shows a 25-40% increase in Al citation probability for well-s
ourced content.

Statistical Enrichment

Quantify claims with specific data points. Instead of 'significant growth,' use 'revenue
grew 47% YoY from $12M to $17.6M." Al models strongly prefer content with verifiable nume
rical claims, showing a 35% improvement in citation selection.

Quotation Integration

Include direct quotes from subject matter experts, industry leaders, and published resear
ch. Quotes serve as strong authority signals and are frequently extracted verbatim by Al
models.

Technical Terminology Optimization

Use industry-standard technical terms accurately and consistently. Al models use terminol
ogy as expertise signals. Define terms when first used to serve both human readers and Al
comprehension.

Fluency and Readability Optimization

Ensure content is clearly written, well-structured, and free of grammatical errors. Al mo
dels evaluate content quality as a trust signal. Target Flesch-Kincaid Grade Level of 8-1
2 for maximum accessibility while maintaining professional depth.

Entity Optimization

Clearly define and consistently reference named entities (brands, products, people, organ
izations). Use structured data (Schema.org) to make entity relationships machine-readable
. This is critical for knowledge graph integration.

Passage-Level Optimization

Structure content so that individual passages (2-4 sentences) can stand alone as complete
, self-contained answers. Al models extract passages, not pages. Each key point should be
a quotable, extractable unit.

-17 -
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e Freshness Signals

Maintain regular content updates with visible timestamps. Al models increasingly weight r
ecency. Implement a structured content refresh schedule: monthly for competitive topics,
quarterly for evergreen.

° Multi-Modal Enhancement

Include relevant images. data visualizations, infographics. and videos with proper metada
ta (alt text, captions, structured data). Multi-modal content receives broader coverage i
n Al responses and supports visual search capabilities.

4.2 The GEO Content Optimization Checklist

For each piece of content targeted for Al search visibility, apply this comprehensive checklist:

Category
Authority
Authority
Authority
Structure
Structure
Structure
Data
Data
Data
Technical
Technical
Technical
Technical
Freshness
Freshness
Multi-modal

Multi-modal

Check Item
Minimum 3 authoritative citations per 1000 wordsitical
Author bio with verifiable credentials linked  Critical
Published on domain with established authoritydigh
Clear H1 > H2 > H3 heading hierarchy Critical
FAQ section with Q&A schema markup High
Self-contained extractable passages (2-4 sent&iities|
Specific statistics with dates and sources citedHigh

Data tables with structured markup Medium

Comparative data (before/after, competitor htiglchmarks)

Schema.org JSON-LD implemented (Article/FAQiticaivTo)

OpenGraph and Twitter card meta tags Medium
IIms.txt file published at domain root High

Robots.txt allows Al crawler access (GPTBot, et€rjtical

Publication date and last-modified date visibleHigh

Content refresh schedule established Medium
Original images with descriptive alt text Medium
Data visualizations for key statistics Medium

Priority

Impact
High
High
High
Medium
High
Very High
High
Medium
High
Very High
Low
Medium
Very High
High
Medium
Medium

Medium

Table 4.1: GEO Content Optimization Checklist. Priority levels: Critical (must-do), High (should-do). Medium

(nice-to-have).

-18-
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Chapter 5

Knowledge Graph Construction

5.1 Why Knowledge Graphs Matter for GEO

Knowledge graphs are the backbone of how Al models understand entities, relationships, and facts.
Google's Knowledge Graph contains billions of entities and trillions of relationships. Al models like
GPT-4, Gemini, and Claude reference these knowledge structures when generating responses.

For brands, the implication is clear: if your brand is not represented in knowledge graphs
with accurate, comprehensive information, Al models will either ignore your brand or
present incorrect information about it.

Knowledge Graph to Al Citation Pipeline

Structured Knowledge Al Model Citation

Data Graph Training Output

Figure 5.1: Knowledge Graph to Al Citation Pipeline. Each stage represents a critical transformation from raw
brand content to Al-generated citations.

5.2 Building Your Brand's Knowledge Architecture

A comprehensive brand knowledge architecture consists of five interconnected layers:

-19-
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a Layer 1: Entity Definition

Define your brand, products, team members, and key concepts as distinct entities with uni
que identifiers. Implement Organization, Product, Person, and BrandAggregateRating schema

.org types.

a Layer 2: Relationship Mapping

Map relationships between entities: company-product, product-feature, person-role, brand-
award. Use schema.org properties (sameAs, isPartOf, offers, founder) to make relationship

s machine-readable.

° Layer 3: Fact Assertion

Create authoritative factual claims about your entities with supporting evidence. Publish
verifiable data: founding date, headquarters, certifications, customer count, awards.

° Layer 4: External Validation

Establish presence on authoritative external platforms: Wikipedia/Wikidata entries, Crunc
hbase profiles, industry directories, government registries, professional associations.

e Layer 5: Citation Network

Build a network of authoritative citations: press coverage, industry report mentions, aca
demic citations, partnership announcements, regulatory filings.

5.3 Schema.org Implementation for GEO

Schema.org structured data is the primary technical mechanism for communicating entity

information to Al models. The following schema types are essential for GEO:

Schema Type Purpose
Organization Define your company gng It
Product Define product entities
Article Mark up content page
FAQPage Structure Q&A content
HowTo Mark up tutorials

Person Define author entities
Review Customer testimonials

Key Properties

me, url, logo, sameAs,
ur¥dingDote, description

name, description, brand,
offers, aggregateRating

GEO Impact

Critical: brand
recognition

High: product
recommendations

headline, author, datePublishecfitical: content

YateModified, publisher

mainEntity, question,
acceptedAnswer

step. tool. supply.
totalTime

name, jobTitle, affiliation,
sameAs, knowsAbout

author, reviewRating,
reviewBody, datePublished

-20-
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Very High: direct
answer extraction

High: instructional
citations

High: expertise
signals

Medium: trust
signals
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Breadcrumblist  Site navigation hierorcﬁri/emLISt.Element' position, Medium: 5|te‘
ame, item structure clarity

Table 5.1: Essential Schema.org Types for GEO Implementation. Source: Schema.org specification, adapted for
GEO context by SeaSeek Al.

-21-
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Chapter 6

Multi-Platform Optimization

6.1 Platform Landscape Overview

The Al search ecosystem is fragmented across multiple platforms, each with unique characteristics,
user demographics, and citation behaviors. An effective GEO strategy must address each platform

specifically:
Al Search Platformm Market Distribution (2026E)

Others

Bing
Copilot

ChatGPT
Search

Gemini

Perplexity

Google Al
Overviews

Figure 6.1: Al Search Platform Market Distribution (2026 Estimate). Source: SimilarWeb, Statista, SeaSeek Al
analysis.

6.2 Platform-Specific Optimization Strategies

6.2.1 ChatGPT Search

ChatGPT Search (powered by GPT-4 with web browsing capability) is the fastest-growing Al search

platform. With 400M+ monthly active users, it represents the single largest Al search audience.

Optimization Area Strategy Implementation
Crawler Access Allow GPTBot in robots.txt User-agent: GPTBot\nAllow: /
Content Format Factual, well-structured, cited Soeleiielie R ey

expert quotes
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Author bios, institutional

Authority Signals Maximize E-E-A-T signals affiliations. awards

[Ims.txt Publish Al-readable site summary C;reote /”.m S.'tXt with structured
site description

Freshness Regular content updates Mopthly refresh for competitive
topics

Key Metric Citation rate in ChatGPT responses el elnelimein

tracking tools

Table 6.1: ChatGPT Search Optimization Strategy

6.2.2 Google Al Overviews

Google Al Overviews (formerly SGE) represents the largest potential audience shift, as it is integrated

directly into Google's search results. By 2026, over 50% of Google searches trigger an Al Overview.
Optimization Area Strategy Implementation

Al Overviews heavily favor

Existing SEO Strong SEO foundation required already-ranking pages
. . o Concise answers, Q&A format,

Featured Snippets Optimize for position zero definition style

Structured Data Comprehensive schema markup FAQ. HowTo, Product, Review
schema types

+ . .

Content Depth Authoritative long-form content 2000+ words with clear section
structure

Freshness Real-time content updates Google Al Overviews strongly
favor recent content

Key Metric Al Overview inclusion rate Track via Google Search Console

appearance data

Table 6.2: Google Al Overviews Optimization Strategy

6.2.3 Perplexity Al

Perplexity is the Al-native search engine with the strongest citation transparency. Every response

includes numbered source citations, making it the most measurable GEO platform.

Optimization Area Strategy Implementation

Crawler Access Allow PerplexityBot User-agent: PerplexityBot\nAllow: /

-23-
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One key fact per paragraph,

Citation Format Easily extractable facts .
clear sourcing
Data Richness Statistical content preferred Taples, numbered ists.
comparative data
Recency Very high freshness weight Weekly §9ntent u pdates for
competitive topics
. . . - Cross-reference claims with
Source Diversity Multiple authoritative sources .
industry data
Key Metric Source citation count IETERVIe] IS fRieniy/ Sl

monitoring

Table 6.3: Perplexity Al Optimization Strategy

6.2.4 Additional Platforms

Platform Crawler Key Characteristic Priority for GEO

Deep Google ecosystem

integration High - growing rapidly

Gemini (Google) Google-Extended

Microsoft ecosystem,

. Medium - B2B relevant
Enterprise focus

Bing Copilot Bingbot

Strong reasoning,

Claude (Anthropic)ClaudeBot .
long-form analysis

Medium - growing

Social media integration,

Medium - watch
commerce focus

Meta Al Meta-ExternalAgent

Device-level integration,

. High - massive reach
privacy focus

Apple Intelligence Applebot

Table 6.4: Additional Al Search Platforms and GEO Priorities

_24-
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Chapter 7

GEO Performance Metrics

7.1 The GEO Measurement Framework

You cannot optimize what you cannot measure. Traditional SEO metrics (rankings, organic traffic,
CTR) are necessary but insufficient for GEO. A comprehensive GEO measurement framework
requires new metrics that capture Al-specific visibility:

Metric Definition How to Measure Benchmark
Percentage of Al responses Query monitoring tools

that cite your brand for (BrightEdge, Authoritas,
target queries SeaSeek Al tracker)

Share of Model
(SoM)

Top brands: 30-50%
Average: 5-15%

Frequency of brand mentioMulti-platform monitoring
Citation Rate in Al-generated responses (ChatGPT, Gemini,
across platforms Perplexity tracking)

Good: >20%
Excellent: >40%

Where in the Al response

Citation Position| your brand appears Manual and automated  First position: 3x

(first, middle, last) response analysis higher CTR
. Website visits originating ~ UTM tracking, referral Growing 15-25%
Al Referral Traffic from Al search platforms  source analysis in GA4 MoM typical

Positive/neutral/negative  Sentiment analysis of
Citation Sentimenttone of Al citations Alresponses mentioning
about your brand your brand

Target: >80%
positive/neutral

Correctness of information Regular fact-checking
Entity Accuracy Al models have about of Alresponses about
your brand your brand

Target: >95%
accuracy

Table 7.1: GEO Performance Metrics Framework. Source: SeaSeek Al GEO Measurement Methodology.

7.2 Share of Model (SoM): The Key GEO Metric

Share of Model (SoM) is to GEO what Share of Voice is to traditional marketing. It measures the
percentage of Al-generated responses that cite or recommend your brand for relevant queries. This

is the single most important GEO metric because it directly correlates with Al-driven brand discovery.
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SeaSeek Al has developed a proprietary SoM tracking methodology that monitors brand citations

across ChatGPT, Gemini, Perplexity, Bing Copilot, and Claude for a defined set of target queries. The

methodology involves:

« Define 50-200 target queries representing your brand's key value propositions and use cases

« Execute queries across all major Al platforms at regular intervals (daily/weekly)

« Parse responses for brand mentions, citations, and recommendations

- Score citation quality: explicit recommendation (3 points), mention with context (2 points), brief

mention (1 point)

« Calculate SoM = (Your citation points / Total possible citation points) x 100%

« Track trends over time and benchmark against competitors

7.3 Setting GEO KPIs by Maturity Level

SoM Target

Maturity Level

Al Referral %

i el of Total Traffic

Timeline

Level 1: Awareness 1-5%
Level 2: Foundation5-15%
Level 3: Optimization5-30%
Level 4: Integration 30-45%

Level 5: Leadership 45%+

5-10% <1%
10-20% 1-3%
20-35% 3-8%
35-50% 8-15%
50%+ 15%+

Month 1-3

Month 3-6

Month 6-12

Month 12-18

Month 18+

Table 7.2: GEO KPI Targets by Maturity Level. Source: SeaSeek Al performance benchmarks across 500+

enterprises.
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Chapter 8

Industry Applications

8.1 GEO Performance by Industry

GEO effectiveness varies significantly across industries due to differences in search behavior,
competitive dynamics, and content characteristics. SeaSeek Al's data across multiple industry
verticals reveals clear patterns:

Al Citation Rate by Industry: Before vs After GEO

+462%
Before GEO (%

)
= After GEO (%)
40
+540%
30 +367%
+450%
20 +500%
+650%
10- I

E-commerce SaaS Gaming FinTech Education Hardware
DTC B2B App

Al Search Citation Rate (%)

o

Figure 8.1: Al Citation Rate by Industry - Before vs After GEO Implementation. Source: SeaSeek Al proprietary
data across 500+ enterprise campaigns.

8.2 Cross-Border E-Commerce / DTC Brands

Cross-border e-commerce and DTC brands represent the fastest-growing GEO adoption segment.
When consumers ask Al assistants for product recommendations, Al-optimized brands gain a
decisive competitive advantage:

GEO Tactic Implementation Expected Impact
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Product Entity Rich Product schema with
Optimization AggregateRating, offers, brand

Structured review data from
Review Aggregationmultiple platforms (Amazon,
Trustpilot, Google)

"

Comparison Con’ren’[c1

User-Generated Structured UGC with
Content customer photos and stories

Multi-Language Native-language product
Optimization pages for 47+ markets

Best [category] 2026"
uthoritative comparison guides

Product appearsin Al
recommendation lists

Al cites your product
with review summary

Al references your
comparison content

Authentic experience
signals for E-E-A-T

Al citations in local
language responses

Table 8.1: GEO Strategy for Cross-Border E-=Commerce

8.3 SaaS / B2B Enterprise

B2B SaaS companies have the highest potential ROI from GEO because of high customer lifetime

value and the evaluation-intensive nature of B2B purchasing decisions. When decision-makers ask Al

"What is the best CRM for mid-market companies?”, being cited is worth thousands of dollars per

lead.

GEO Tactic

Thought Leadership

Comparison Pages

Integration Content

G2/Capterra Active presence onreview
Optimization platforms with rich profiles

Technical Comprehensive, well-structured
Documentation APl docs and guides

Implementation

Publish original research,
industry reports, benchmarks

"[Your Brand] vs [Competitor]"
with objective analysis

Document integrations with
maijor platforms (Salesforce, etc.)

Expected Impact

Al cites your datain
industry responses

Al includes your brand
in comparison answers

Alrecommends your product
for specific tech stacks

Al pulls ratings from
review aggregators

Al cites your docs for
technical queries

Table 8.2: GEO Strategy for Saa$ / B2B Enterprise

8.4 Gaming / App

Gaming and mobile app companies can leverage GEO to reduce user acquisition costs by ensuring

Al assistants recommend their products when users search for entertainment, productivity, or utility

solutions.
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8.5 FinTech

FinTech companies face unique GEO challenges due to regulatory requirements and the high trust
threshold for financial services. However, Al search represents a significant opportunity for customer

education and trust building in financial products.
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Chapter 9

The GEO+SEO Dual-Track Strategy

9.1 Why Dual-Track Outperforms Single-Channel

SeaSeek Al's proprietary data from 500+ enterprise campaigns demonstrates conclusively that a

combined SEO+GEO strategy outperforms either channel alone. The synergy effect is substantial:

sEoOny | GEOOMY | puaiedy | e
Organic Visibility Indexi 00 80 320 3.2x
Brand Mention Volumé00 150 400 4.0x
Click-Through Rate  2.8% 4.5% 6.2% 2.2x vs SEO
Cost Per Acquisition  $45 $28 $18 0.4x vs SEO
Content ROI (12-montB)5x 4.2x 7.8x 2.2x vs SEO
Competitive Moat Strevigtierate Strong Very Strong Qualitative

Table 9.1: SEO vs GEO vs Dual-Track Performance Comparison. Index: SEO Only = 100 baseline. Source: SeaSeek
Al proprietary campaign analytics, 500+ enterprises.

9.2 The Dual-Track Implementation Framework

Implementing a dual-track strategy requires coordinated execution across shared and
platform-specific optimization efforts:

Shared Foundation SEO-Specific GEO-Specific
(SEO + GEO) Optimizations Optimizations
Technical Site speed, mobile-first, XML sitemap. robots.txt, lIms.txt, Al crawler
HTTPS, clean URLs crawl budget optimization = access, structured data
High-quality, E-E-A-T Keyword-optimized titles, Passage-level extraction,
Content A - -
compliant, well-structured meta descriptions, headers  citation-ready format
Authorit Brand mentions, awards, Backlink building, domain Knowledge graph presence,
4 certifications, press authority growth Wikidata entries
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Data Original research, Competitor keyword gap Al citation monitoring,
proprietary statistics analysis, SERP features Share of Model tracking
Traffic, conversions, Rankings, organic CTR, Citationrate, SoM,
Measurement o . )
revenue attribution featured snippets Al referral traffic

Table 9.2: Dual-Track SEO+GEO Implementation Framework

9.3 The Growth Flywheel Effect

The most powerful aspect of the dual-track strategy is its flywheel effect. Each improvement in one

channel reinforces the other:

Paid Advertising
Quick market testing, data collection, audience validation. Ad performance data informs ¢
ontent strategy decisions.

Content Investment

High-quality content created for SEO simultaneously serves GEO. Advertising insights guid
e topic selection and messaging.

Authority Accumulation

SEO backlinks and brand mentions improve GEO authority signals. Al citations create new a
uthoritative references that improve SEO.

° Organic Growth

As SEO rankings and Al citations compound, organic traffic grows. Reduced dependence on p
aid channels decreases overall CAC.

This is the core of SeaSeek Al's "Brand Performance Synergy" methodology: advertising drives
immediate results while building the data and content foundation for long-term organic growth
through SEO and GEO.
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Chapter 10

GEO Maturity Model

10.1 The Five Levels of GEO Maturity

SeaSeek Al has developed a proprietary GEO Maturity Model that helps enterprises assess their
current Al search optimization readiness and chart a progression path. The model consists of five
levels, each building on the foundation of the previous:

GEO Maturity Model: Five Levels of Al Search Optimization

Level 4
Integration

Level 3
Optimization

Level 2
Foundation

Level 1
Awareness

Basic web presence Structured data Active GEO strategy Full SEO+GEQ fusion Industry authority
No Al optimization Schema markup Citation monitoring Multi-platform coverage Al-first brand strategy

Figure 10.1: GEO Maturity Model - Five Levels of Al Search Optimization. Source: SeaSeek Al GEO Maturity
Assessment Framework.

Typical
Timeline

Characteristics Key Actions

No GEO strategy. Education, audit,

1 Awareness Basic web presence. ) 1-2 months
baseline measurement
No structured data.

Schema markup implemen
2 Foundation lIms.txt published.
Al crawler access enabled.

tFecclfhniccﬂ implementation,

. 2-4 months
content restructuring
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Active GEO strategy.
3 Optimization  Citation monitoring.
Content optimization cycle.

Citation rate optimization,

. 4-8 months
passage-level tuning

Full SEO+GEQ fusion.
4 Integration Multi-platform coverage.
Automated monitoring.

Cross-channel optimization,

flywheel acceleration 8-14 months

Industry authority. Thought leadership.
5 Leadership Al-first brand strategy. original research, 14+ months
Competitive moat establishediustry benchmarks

Table 10.1: GEO Maturity Model Detailed Framework

10.2 Self-Assessment Scoring

Use the following diagnostic questions to assess your current GEO maturity level. Score each question

0 (No), 1 (Partially), or 2 (Yes), then total your score:

Assessment Question

1 Do you have Schema.org structured data on your key pages? 0/1/2
2 Is your robots.txt configured to allow Al crawlers (GPTBot, etc.)? 0/1/2
3 Do you have an lims.txt file at your domain root? 0/1/2
4 Is your content structured for passage-level extraction? 0/1/2
5 Do you monitor your brand mentions in Al search responses? 0/1/2
6 Do you have author bios with verifiable expertise credentials? 0/1/2
7 Do your key pages include authoritative citations and statistics? 0/1/2
8 Is your brand present on knowledge graph sources (Wikipedia, etc.)? 0/1/2
9 Do you have a formal content refresh schedule for key pages? 0/1/2
10 Do you measure Al referral traffic separately in your analytics? 0/1/2

Scoring: 0-6 =Level 1, 7-10=Level 2, 11-14 = Level 3, 15-17 = Level 4, 18-20 = Level 5
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Chapter 11

Case Studies & ROI Analysis

11.1 Case Study: Cross-Border E-Commerce Brand

Industry: Fashion DTC | Markets: US, EU, SE Asia | Monthly Ad Budget: $200K | Challenge: Rising
CAC, over-reliance on paid channels

A leading cross-border fashion DTC brand engaged SeaSeek Al's comprehensive

GEO+SEO+Advertising strategy. Over 6 months, the integrated approach delivered transformative

results:
Metric Before (Baseline) | After 3Months | After 6 Months
Al Citation Rate 3% 15% 32% +967%
Organic Traffic Sharel 5% 28% 45% +200%
Overall CAC $45 $32 $18 -60%
Monthly GMV $500K $850K $1.5M +200%
ROAS (Paid) 2.1x 3.5x 5.2x +148%
Brand Search Volum&K/mo 15K/mo 35K/mo +338%

Table 11.1: Fashion DTC Brand - GEO+SEO+Advertising Performance Results

11.2 Case Study: B2B SaaS Company

Industry: Enterprise SaaS | Markets: US, UK, DACH | Monthly Budget: $150K | Challenge: Low bran
d awareness in target markets, high CPA

Metric Before After 6 Months Change
Al Citation Rate (target queriesps 45% +800%
Qualified Leads per Month 120 520 +333%
Cost per Lead $180 $65 -64%
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Conversion Rate (lead to demgsp 15% +88%
Share of Model (top 100 queri&sh 38% +375%
Organic Pipeline Contributicn 20% 55% +175%

Table 11.2: B2B SaaS Company - GEO-Driven Lead Generation Results

11.3 ROI Analysis: GEO Investment Returns

Based on aggregated data from SeaSeek Al's client base, the following ROl model represents typical

GEO investment returns across industries:

Cumulative Organic Cumulative Payback
Traffic Value ROI Status
Month 1-3 $15.000-30,000 $2,000-5,000 -80% to -90% Investment phase
Month 4-6 $10,000-20,000 $15,000-30,000 -20% to +20% Approaching breakeven
Month 7-12 $8.,000-15,000 $60.000-120,000 +100% to +300% Positive ROI

Month 13-18 $5,000-10,000 $150.000-300,000 +400% to +800% Strong returns

Month 19-24 $5,000-10,000 $300.000-600,000 +800% to +1500% Compounding phase

Table 11.3: GEO Investment ROl Model (Typical Range Across Industries). Note: Values are illustrative ranges
based on SeaSeek Al client data. Actual results vary by industry, market, and execution quality.
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Chapter 12

Future Outlook & Trends

12.1 The 2026-2030 Al Search Evolution Roadmap

Based on current technology trajectories, published research, and SeaSeek Al's industry analysis, the

following trends will shape the future of Al search and GEO:

Trend

Al Search
Adoption

Multimodal
Al Search

Al Search
Advertising

Personalized
Al Responses

Real-time
Al Search

Al Search
Regulation

Agent-Based
Search

2026-2027

Mainstream adoption.
25-38% market share.

Text + image search.
Basic video understanding.

Sponsored citations
emerge. Early formats.

Basic personalization
based on query context.

Near real-time web
access for most platforms.

Early frameworks.

2028-2030

Dominant paradigm.
50%+ market share.

Full multimodail:
text, image, video, audio.

Mature Al ad ecosystem.
Programmatic Al ads.

Deep personalization:
user history, preferences.

True real-time:
live data integration.

Comprehensive regulation.

Transparency requirements.Citation requirements.

Experimental Al agents
for complex tasks.

Al agents execute
purchases, bookings.

Strategic Implication

GEO becomes essential,
not optional.

Optimize all content
formats for Al.

New paid channels
require new strategies.

Context-aware GEO
becomes critical.

Content freshness
becomes paramount.

Compliance becomes
a competitive factor.

Optimize for Al agent
decision-making.

Table 12.1: Al Search Evolution Roadmap 2026-2030. Source: Gartner Hype Cycle for Al (2025), Forrester
Predictions 2026, SeaSeek Al strategic analysis.

12.2 Predictions for GEO Practitioners

By 2027: GEO Will Be a Standard Marketing Function

Just as SEO evolved from a niche practice to a standard marketing function, GEO will foll
ow the same path. Enterprises without a dedicated GEO strategy will face significant comp
etitive disadvantage. The window for establishing first-mover advantage is 2026-2027.
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By 2028: Al Search Will Influence 40%+ of B2B Purchase Decisions

B2B buyers already spend 70% of their evaluation process online before contacting sales.
As Al assistants become more capable, they will handle an increasing share of vendor eval
uation, comparison, and shortlisting.

e By 2029: Multimodal GEO Will Be Table Stakes

Text-only optimization will be insufficient. Brands will need to optimize video content,
images, audio, and interactive experiences for Al understanding and citation.

° By 2030: Al Agents Will Make Purchase Decisions

Autonomous Al agents will increasingly make routine purchasing decisions on behalf of con
sumers and businesses. GEO will evolve into AGO (Agent-Based Generation Optimization) foc
used on influencing Al agent decision-making.
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Appendix A

GEO Audit Checklist

Use this comprehensive checklist to audit your current GEO readiness. Each item is scored as

Complete, Partial, or Missing:

Technical Foundation

Schema.org JSON-LD on all key pages (Organization, Product, Article, FAQ)
lIms.txt file published at domain root with structured site description

robots.txt allows access for GPTBot, ClaudeBot, PerplexityBot, Google-Extended
Site loads in under 3 seconds on mobile (Core Web Vitals passing)

Clean URL structure with descriptive, keyword-rich slugs

HTTPS enabled site-wide with valid SSL certificate

XML sitemap submitted and up-to-date

Hreflang tags for multi-language content

Content Quality

All key pages have authoritative citations (minimum 3 per 1000 words)
Content includes specific statistics with dates and source attribution
Expert quotes integrated into content

Content is structured with clear H1 > H2 > H3 hierarchy

FAQ sections with Q&A; schema on relevant pages

Self-contained extractable passages (2-4 sentences per key point)
Regular content refresh schedule (monthly for competitive topics)

Original research, proprietary data, or unique case studies published

Authority Signals

Author bios with verifiable credentials on all authored content
Brand presence on Wikipedia/Wikidata (or plan to establish)
Active profiles on industry directories and review platforms
Press coverage from authoritative publications

Industry certifications and awards prominently displayed

Partnership and client logos with permission
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- Thought leadership content (whitepapers, reports, webinars)

« Active social media presence with consistent brand messaging

Monitoring & Measurement

« Share of Model (SoM) tracking for target queries

« Al citation rate monitoring across ChatGPT, Gemini, Perplexity
o Alreferral traffic tfracked separately in Google Analytics

« Entity accuracy audits conducted regularly

« Citation sentiment analysis implemented

o Competitor GEO benchmarking conducted quarterly

« GEO KPIs included in marketing dashboard

« Regularreporting on GEO performance to leadership
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Appendix B

Technical Implementation Guide

B.1 Schema.org JSON-LD Templates

The following JSON-LD templates should be implemented on your key pages. Customize the values
for your specific brand and content:

Organization Schema (Homepage)

{ "@ontext": "https://schema.org", "@ype": "Oganization", "nane": "Your Brand Nane", "url"
"https://yourbrand. conf, "logo": "https://yourbrand.conllogo.png", "description": "Brief conpany
description", "foundingDate": "2020-01-01", "saneAs": [ "https://linkedin.conl conpany/yourbrand",
"https://tw tter.confyourbrand”, "https://ww. crunchbase. conf or gani zati on/ your brand" 1], "awar d":
[*"Google Premier Partner", "Meta Pro Partner"] }

Article Schema (Blog/Content Pages)

{ "@ontext": "https://schema.org", "@ype": "Article", "headline": "Article Title", "author": {
"@Qype": "Person", "nane": " Aut hor Nane" , "jobTitle": "I ndustry  Expert Title", “url":
"https://yourbrand. com teanf author" }, "datePublished": "2026-03-01", "dateMdified": "2026-03-15",

"publisher": { "@ype": "Organization", "nanme": "Your Brand" } }

B.2 lIms.txt Implementation

The lims.txt file is an emerging standard for providing Al models with a structured summary of your

website's content and purpose. Place this file at your domain root (yourdomain.com/lims.txt):

# Your Brand Nanme ## About Brief description of your conpany, products/services. ## Key Pages -
[ Products] (/products): Description of products - [Blog](/blog): Industry insights and guides -

[ About] (/about): Conpany background ## Contact - Enmil: info@ourbrand.com- Phone: +1-XXX-XXX-XXXX

B.3 robots.ixt Configuration for Al Crawlers

Ensure your robots.txt file explicitly allows access for major Al crawlers:
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# Allow Al search craw ers User-agent: GPTBot Allow. / User-agent: C audeBot Allow / User-agent:

PerplexityBot Allow / User-agent: CGoogle-Extended Allow / User-agent: Applebot Allow /

“4] -
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Appendix C

Glossary of Terms

Term Definition

GEO

SEO

SEM

RAG

E-E-A-T

Share of Model (SoM)
Citation Rate
Knowledge Graph
[Ims.txt
Schema.org
JSON-LD

Al Overviews

Generative Engine Optimization. The practice of optimizing content for visibility in Al-generated
Search Engine Optimization. The practice of optimizing websites to rank higher in traditional sear
Search Engine Marketing. Paid advertising on search engines (Google Ads, Bing Ads).
Retrieval-Augmented Generation. Al architecture that retrieves relevant documents before gen
Experience, Expertise, Authoritativeness, Trustworthiness. Google's content quality framework.
The percentage of Al responses citing your brand for target queries. The key GEO metric.
Frequency at which your brand is mentioned in Al-generated responses.

A structured database of entities and relationships used by Al models to understand facts.

A file placed at the domain root providing Al models with a structured summary of site content.
A collaborative vocabulary for structured data markup on web pages. used by search engines ¢
JavaScript Object Notation for Linked Data. The preferred format for Schema.org structured dat

Google's Al-generated summaries displayed at the top of search results (formerly SGE).

Passage-Level Extractiohl technique of extracting specific passages from documents rather than referencing entire pag

Brand DNA Vector LibrdrgaSeek Al's proprietary system for generating brand-consistent content using Al vector databa

Dual-Track Strategy
GPTBot

ClaudeBot
PerplexityBot

CAC

ROAS

CPA

Combined SEO+GEO approach that optimizes for both traditional and Al search simultaneously.
OpenAl's web crawler that indexes content for ChatGPT Search.

Anthropic's web crawler that indexes content for Claude Al.

Perplexity Al's web crawler for its Al search engine.

Customer Acquisition Cost. The total cost of acquiring a new customer.

Return on Ad Spend. Revenue generated per dollar spent on advertising.

Cost Per Acquisition. The average cost to generate a conversion.

Table C.1: GEO Glossary of Terms
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About SeaSeek Al

SeaSeek Alis an Al-native full-chain overseas marketing specialist. We combine the power of artificial
intelligence with deep industry expertise to help Chinese enterprises succeed in global markets. Our
integrated approach spans advertising, SEO, GEO, and content marketing. delivering measurable

results across the entire marketing funnel.

Our Credentials

Certification Significance

Highest level of Google Ads certification;

Google Premier Partner Top 3% Globally priority support and beta access

Advanced Facebook/Instagram advertising

Meta Pro Partner Official Certification e
capabilities and support
. _ Certified TikTok advertising management
TikTok Agency Official Partner and TikTok Shop integration
Microsoft Partner Official Certification Bing Ads and M|cr<?§9ft ecosystem
advertising capabilities
Linkedin Partner Official Cooperation B25 advertising and Lead Gen

Form capabilities

By the Numbers

500+ S00M+ 10+ 47

Enterprises Served Ad Budget Managed Official Licenses Languages Covered

Our Four Core Services

Service Description Key Advantage
Global Media Official agency for Google, Meta, 24-hour account setup;
Account Services TikTok, Microsoft, LinkedIn green channel access
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Full-Channel Search, Social, Video advertising Al-driven bidding;
Performance Ads across all platforms Live Dashboard monitoring
SEO / GEO Traditional SEO + Al search Proprietary citation

Brand Building optimization (GEO) tracking system

Content Matrix Al-powered multi-language 47 languages; 10M+
Operations content generation at scale words monthly output

Ready to optimize your brand for the Al search era? Contact SeaSeek Al for
a free GEO strategy consultation. Visit www.seaseekai.com or email info@sea

seekai.com

This whitepaper was produced by SeaSeek Al's research team. For the latest version and additional resources, visit
www.seaseekai.com/resources
Copyright 2026 SeaSeek Al. Allrights reserved.
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