
When someone asks an AI assistant for a software recommendation, a shortlist of agencies, or a solution to a
business problem, your brand may appear in the answer—or it may not. Unlike a traditional search results page,
an AI-generated response can summarize several sources, name only a few businesses, and change depending on
the wording of the question.

That makes “Where does my brand rank?” an incomplete question. To understand your presence, you need to find
out whether AI systems mention your brand, what they say about it, which sources they rely on, and whether the
answer changes across relevant prompts. This guide explains how to build a practical AI visibility monitoring
process using repeatable brand mention scans, search experiments, website improvements, and tools such as
WordPress and Google Analytics.

Why AI Search Changes the Visibility Game
Traditional search visibility is usually measured through rankings, impressions, clicks, and conversions. AI search
adds another layer: a system may answer a question directly, cite a source, recommend a business, or provide a
comparison without sending the user to a website.

That changes what visibility means. Your brand can be present in an answer even if the user never clicks through.
Or your site can receive organic traffic while AI answers consistently favor a competitor when users ask for
recommendations. Both outcomes matter, but neither is captured by a single position-tracking report.

AI-generated answers are also context-sensitive. A brand might appear for “best provider for small law firms” but
not for “enterprise legal technology consultants.” The wording, location, audience, and constraints in a prompt can
influence which businesses are mentioned and how they are described.

So the practical question is not simply, “Does AI know my brand?” It is: “For which audience questions does my
brand appear, in what role, with what description, and based on which sources?”

GEO vs. SEO: Different Goals and Outputs
SEO aims to improve a site’s discoverability in search engines and earn qualified visits from relevant queries.
Generative engine optimization (GEO) focuses on whether a brand’s information is understandable, trustworthy,
and usable in AI-generated answers. The two disciplines overlap, but they do not have identical outputs.

Area SEO focus GEO focus Visibility signal Rankings, impressions, clicks Brand mentions, citations, descriptions,
recommendations Typical user action Click a result and visit a page Read an answer, compare options, or ask a
follow-up Content requirement Relevant pages that satisfy search intent Clear, specific, well-supported information
that can be summarized accurately Useful measurement Search Console and analytics data Repeatable prompt
tests, source checks, and referral or conversion analysis

SEO still matters to GEO. Crawlable pages, useful content, a technically sound site, and credible references can all
contribute to discoverability. But a page that ranks well is not automatically quoted or recommended by an AI
system. Conversely, a brand may be mentioned because information about it is clear and consistent across
multiple sources, even when a particular page is not the top organic result.

Think of SEO as improving access to your content and GEO as improving the likelihood that your brand and
expertise are interpreted correctly in generated responses. Treat them as connected workstreams, not competing
strategies.



Build a Baseline with Brand Mention Scans
Start with a baseline before changing your site or investing in tools. Brand mention scans are structured checks of
AI answers for a defined set of prompts. The goal is not to collect a handful of interesting screenshots. It is to
create a repeatable record you can compare over time.

1. Define the questions your buyers actually ask

Use sales calls, support tickets, internal search data, and keyword research to identify real needs. Include prompts
from different stages of the buying journey:

Problem discovery: “How can a B2B company improve its organic visibility?”

Solution research: “What should I look for in an AI search visibility audit?”

Provider selection: “Which UK agencies help with SEO and AI search visibility?”

Comparison: “Compare providers for a small business with a WordPress site.”

Include variations in wording, geography, company size, industry, and constraints. Avoid writing every prompt to
favor your own business. If the test only uses branded queries such as “Why should I hire [Brand]?”, it will tell you
little about whether new prospects can discover you.

2. Use a consistent testing protocol

Record the platform, date, exact prompt, and whether the session was signed in or personalized, where relevant.
Save the full response—not just the sentence that mentions you. Note whether your brand was named, cited,
described accurately, recommended, or left out. Track competitors and source links as well.

AI answers can vary, so repeat important prompts on a regular schedule. Keep the wording stable for one set of
tests, then run separate https://foundersguide.com/professional-geo-services-ai-search-visibility search
experiments with alternate phrasing. This helps distinguish a genuine change in visibility from a one-off answer or
a change in prompt wording.

3. Score what the answer says

A simple scoring system can make findings easier to compare. For each response, record whether the brand is
absent, mentioned neutrally, recommended, or cited as a source. Add a separate accuracy check: Is the service
description correct? Is the target audience right? Are pricing, location, and capabilities represented fairly?

Do not treat a mention as automatically positive. An AI system might name your brand but attach an outdated
service description or confuse it with another company. Accuracy and context are as important as frequency.

Use Search Experiments to Find the Cause
Once you have a baseline, search experiments help identify what might influence your visibility. Change one
variable at a time. For example, compare a broad question with a prompt that includes a specific industry, location,
or business size. Then inspect whether the answer changes and which sources are cited.

Useful experiments include:

Testing category terms versus the language customers use in sales conversations.

Comparing prompts that include a location with prompts that do not.

Checking whether a named service page appears among the sources for a relevant question.



Reviewing whether independent directories, partner pages, or industry publications describe the brand
consistently.

Repeating the same prompts after a meaningful content or technical change.

Keep an experiment log with the hypothesis, change, date, prompts, and observed results. For example: “We
clarified our service area on the about and contact pages. We will rerun location-based prompts in four weeks and
compare descriptions and source links.” This is more useful than claiming that a page update will make AI systems
mention you.

Make Your Authority Machine-Readable
AI systems need to connect a company name with the right organization, services, people, locations, and evidence.
That requires machine-readable authority and entity clarity: your site and other reliable sources should make it
easy to understand who you are and what you do.

Begin with consistent brand naming. Use the same company name, domain, core service descriptions, and location
details across your website and public profiles. Make your contact information and company details easy to find. If
your brand shares a name with another organization, clarify your category, region, and identifying details
prominently.

For a WordPress site, review the basics:

Use clear titles, headings, and page copy that describe the subject of each page.

Keep important service and company information in crawlable HTML rather than only in images, scripts, or
downloadable files.

Link related pages so visitors and crawlers can follow the relationship between your company, services,
industries, and evidence.

Check that key pages are accessible and not accidentally blocked from crawling or indexing.

Use schema markup where it accurately describes visible page content, such as organization, service, or article
details.



Schema markup can clarify structured facts, but it is not a shortcut to AI recommendations. Markup should match
the information users can see, use the correct properties, and be kept current. It does not guarantee a citation or
mention. Think of it as one part of a coherent information system, alongside clear page copy and consistent
external references.

Build Topical Depth Around Buyer Intent
A single “services” page rarely answers every question a buyer asks. Topical depth means covering a subject in a
connected, useful way—not publishing many near-duplicate articles to repeat keywords. Structure content around
the decisions, problems, and evidence that matter to your audience.

For each core service, consider whether your site answers:

What problem does the service solve, and who is it for?

How does the process work, and what does a client need to provide?

What outcomes can be measured, and what factors affect them?

Which alternatives should a buyer compare?

What limitations, risks, or common misconceptions should buyers understand?

What proof supports your claims, such as case studies, credentials, or documented methods?

Organize this information into a clear structure: a core service page, supporting guides that answer related
questions, evidence such as case studies, and links between them. Use headings that reflect the question being
answered. Put the direct answer near the beginning of a section, then provide the details and qualifications. This
makes pages easier for people to scan and easier for systems to interpret accurately.

Keep claims specific. Instead of saying “we improve AI visibility,” explain what you audit, which prompts or
platforms you test, how often you report, and what the client receives. Specificity gives both buyers and answer
systems a more quotable description of your work.

Connect AI Visibility Monitoring to Business Data
AI answers do not always produce a clean referral signal. Still, measurement can connect visibility research with on-
site behavior. Use Google Analytics to review referral sources, landing pages, engaged sessions, and conversions.
Look for relevant traffic patterns, but remember that referrals may be missing, grouped differently, or too small to
draw firm conclusions. Analytics cannot tell you every time an AI assistant mentions your brand.

Combine those data with your brand mention scans. A practical monthly report might include:

Share of tested prompts where the brand appears.

Share of answers that describe the brand accurately.

Source types cited in answers, such as your site, directories, or editorial coverage.

Competitors mentioned for the same buyer questions.

Relevant referral sessions and conversions recorded in Google Analytics.

Content or technical changes made since the previous review.

For support with SEO and visibility work, a business might evaluate an agency such as ClickSlice at clickslice.co.uk
or review a specialist resource such as pixiupbn.com. Assess any provider on the clarity of its method, the evidence
behind its recommendations, and how it reports outcomes. No agency can guarantee that a particular AI system
will include your brand in an answer.



A Practical 30-Day Starting Plan
1. Week 1: Choose 20–30 buyer questions and run your first documented brand mention scans.

2. Week 2: Review brand naming, service descriptions, crawlability, internal links, and schema markup on your
WordPress site.

3. Week 3: Improve one high-priority page using clearer answers, specific evidence, and links to relevant
supporting content.

4. Week 4: Repeat the same prompts, run a small set of search experiments, and compare the results with your
baseline.

Do not interpret a single increase or decrease as proof that a change caused the result. AI outputs are variable,
and platform behavior can change. Look for repeated patterns across prompts and time, then use those findings
to prioritize the next improvement.

Track What AI Can Quote—and Whether It Is Correct
Effective AI visibility monitoring is not a contest to collect the most mentions. It is a way to understand whether
your brand appears for the questions that matter, whether the description is accurate, and what information
supports that answer. Start with buyer-focused prompts, repeat your tests, improve entity clarity and topical
depth, and connect observations to real business outcomes where possible.

As you review every page and report, ask: “What would an AI system quote from this page?” If the answer is
vague, unsupported, or hard to locate, improve the underlying information before adding more content. Clear
facts, useful structure, consistent naming, and honest evidence give people—and systems—something better to
understand and repeat.


