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Executive Summary

As web search evolves beyond traditional search engines, chatbot assistants like ChatGPT are increasingly acting as front-line
answer engines. In this new landscape, websites must optimize for “Answer Engine Optimization” (AEO) or “Al SEO” to ensure
they are cited and recommended by ChatGPT and similar Al tools. This report identifies five concrete actions that site owners can
implement to maximize their presence in ChatGPT's responses. These actions are:

1. Develop Authoritative, E-E-A-T Content: Craft high-quality, expert content that directly addresses user queries. Emphasize
Experience, Expertise, Authoritativeness, and Trustworthiness (E-E-A-T) through expert author bios, citations of reputable
sources, and regularly updated information (Source: www.digitalhothouse.co.nz) (Source: www.digitalhothouse.co.nz).

2. Structure Content for Al Consumption: Format and label content so that Al models can easily extract and cite it. Use clear
question-and-answer headings, FAQ schema, bullet lists, and concise answers to match conversational query formats (Source:
www.digitalhothouse.co.nz) (Source: www.blogseo.io).

3. Enable Al Crawlers and Use LLMs.txt: Ensure your site is accessible to Al training_crawlers (like OpenAl’'s GPTBot) by not
blocking them in robots.txt, and by providing an LLMs.txt file that guides language models on indexing and attributing your
pages (Source: openaisuite.com) (Source: blog.cloudflare.com). In short, treat Al crawlers similarly to search engine bots but
with tailored instructions (Source: openaisuite.com).

4. Build External Credibility and Knowledge Graph Signals: Gain mentions and citations on authoritative third-party sites
and platforms. Presence on sources like Wikipedia, professional directories, industry forums, and news outlets helps feed your
site into Al training data (Source: ecomads.ai) (Source: www.digitalhothouse.co.nz). Also implement schema markup
(Organization, Author, FAQ, etc.) to reinforce your site as a “known entity” in knowledge graphs (Source:
www.digitalhothouse.co.nz) (Source: www.digitalhothouse.co.nz).
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5. Monitor, Adapt, and Innovate: Regularly analyze how your content is surfaced in Al answers and refine your strategy. Use
ChatGPT itself or analytics tools to test for mentions, track emerging Al search channels, and iterate content. Early adopters of
these practices tend to gain a competitive edge (Source: ecomads.ai) (Source: ecomads.ai).

Implementing these strategies requires integrating traditional SEO best practices with novel Al-focused techniques. The remainder
of this report provides an in-depth analysis of each action, supported by data, expert commentary, and case examples. We explain
the technical and content-oriented considerations for “ranking” on ChatGPT, outline the historical evolution and current state of
Al-powered search, and discuss future implications. All claims and recommendations below are backed by recent research and
industry reports.

Introduction and Background

Since its launch in late 2022, ChatGPT and other Al chatbots have reshaped how users seek information online. Instead of
clicking through search engine result pages, many users now get direct answers from conversational Al or generative search tools.
This trend is supported by rapidly growing usage statistics: by mid-2025 ChatGPT was receiving 2.5 billion user prompts per
day worldwide (about 330 million from the U.S. alone) (Source: www.techradar.com). It reported roughly 500 million weekly
active users by that time, a doubling of use in just eight months (Source: www.techradar.com). ChatGPT has thus emerged as one

of the most widely used platforms ever, second only to very few services in history.

However, even with this surge, traditional search engines remain dominant in raw traffic: one analysis found Google still handles
~373 times more queries than ChatGPT (Source: searchengineland.com). Google Search delivers roughly 14 billion queries per
day (about 5 trillion annually) (Source: searchengineland.com), compared to an estimated 37.5 million search-like prompts per day
on ChatGPT (Source: searchengineland.com). This corresponds to under 1% of the combined search/Als share (Source:

searchengineland.com). The discrepancy highlights that many ChatGPT interactions are not exactly “search queries” but open-
ended conversations. In any case, the chart below illustrates the dramatic growth trajectory of chat-based search:

APPROX. MARKET

PLATFORM DAILY QUERIES (2025)
SHARE
Google Search ~14,000,000,000 (5 trillion/yr) (Source: searchengineland.com) ~93.6%
Microsoft Bing ~652,000,000 (est. 4.10%) (Source: searchengineland.com) 4.1%
Yahoo, DuckDuckGo, . .
: 00, BuckBuckto ~(each <5%) (Source: searchengineland.com) ~3.6% combined

etc.

~37, , h-lik t :
OpenAl ChatGPT 37,500 0.00 (search-like prompts) (Source ~0.25%

searchengineland.com)
Other Al Chatbots ~Unknown (Perplexity, Claude, etc.) remainder

Figure: Relative scale of daily search/Al queries (2025). ChatGPT remains a small fraction of total search volume, but engagement is
skyrocketing (Source: searchengineland.com) (Source: www.techradar.com).

From Traditional SEO to Al-Driven Search

Historically, websites optimized content for search engines first and foremost, focusing on SEO (Search Engine Optimization).
However, the rise of Al chatbots has given birth to new paradigms: Answer Engine Optimization (AEO) and Generative Engine
Optimization (GEO).In practical terms, this means optimizing not only for Google’s algorithms but also for the way generative Als
discover and cite content (Source: www.techradar.com) (Source: medium.com). A 2025 TechRadar expert pointed out that in this

era “search engines are now incorporating Al overviews, ads, snippets, and other elements,” forcing marketers to prioritize content
that answers questions directly (Source: www.techradar.com). HubSpot warns that organizations should “train Al using their own

content for a distinctive voice and accurate representation” to avoid being misquoted by external sources (Source:
www.techradar.com).
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Major industry voices underscore this shift. For example, a Le Monde analysis explains that simply ranking on Google is no longer
sufficient; publishers must now be selected and cited by Al to remain relevant (Source: www.lemonde.fr). It cites projections that
Al-driven search could eliminate ~60% of clicks on normal links, potentially causing a 15-25% drop in general web traffic (Source:
www.lemonde.fr). In essence, an answer provided by ChatGPT is often the end of the line for a user - if that answer comes from
your content, you benefit, but if not, you might lose the user entirely. In response, Al-driven channels are becoming new
discovery platforms equivalent to search: forward-looking marketers talk of “search everywhere optimization” - ensuring a brand
is present wherever people ask questions, whether on Google, TikTok, Reddit, or an Al chatbot (Source: medium.com) .

In summary, the current state of the web is one of transition: Google and others are integrating Al features (like Google's “Al
Overviews”) into results (Source: www.techradar.com) (Source: www.techradar.com), while entirely new players like ChatGPT,
Perplexity, Gemini, and private assistants attract legions of users. Survey data suggest younger users in particular prefer
conversational Al over traditional search (Source: www.techradar.com). Platforms as varied as Instagram and TikTok also emphasize
discovery through feeds or Al tools, indirectly cutting into traditional search share (Source: www.techradar.com). All this means
website publishers must adapt their strategies: SEO fundamentals still matter (especially as Google remains a crawl leader)
(Source: searchengineland.com), but now site owners must also ensure they are discoverable and credible in Al contexts.

The next sections explore five concrete actions that address this hybrid SEO landscape. We cover content strategy, technical
setup, external signals, and ongoing optimization, all supported by recent data and expert guidance.

Action 1: Develop Authoritative, E-E-A-T Content

Why it matters: ChatGPT and other Als prefer to draw answers from trusted, high-quality content. The principles of E-E-A-T
(Experience, Expertise, Authoritativeness, Trustworthiness) originally popularized by Google have become even more critical. Al
systems often gauge reliability by signals like author credentials, citations to reputable sources, and consistent brand identity. For
example, a New Zealand SEO agency stresses that Al search “look[s] for [trust] cues both on-page (author bios, credentials... ) ana
off-page (brand mentions, authoritative links, citations)” (Source: www.digitalhothouse.co.nz) (Source: www.digitalhothouse.co.nz).

In practice, this means your site’s content should demonstrate subject-matter authority and reliability.
Key elements of action:

« Expert Author Attribution: Provide detailed author bios for all content, highlighting relevant credentials and experience
(Source: www.digitalhothouse.co.nz). Use structured data (schema.org Person or Article markup) to explicitly associate
content with experts. For instance, include author qualifications, affiliations, and professional achievements. This helps Al (and
search engines) recognize your content as coming from authoritative sources.

- Citations to Reputable Sources: Whenever factual claims or statistics are used, cite reliable external sources (academic
journals, industry publications, .gov/.edu sites) via outbound links (Source: www.digitalhothouse.co.nz). Al models respect
content that is transparent about its data origins. As one Al SEO guide advises, “Link naturally to authoritative references

(.gov, .edu, leading publications)” and summarize key findings (Source: www.digitalhothouse.co.nz). This not only builds
trust with readers but also signals to Al that your content is grounded in fact.

« Regular Updates and Accuracy: Keep content up-to-date with the latest information. Al assistants prioritize current and
correct information, as noted by SEO experts: “Al and search engines prioritize sources that are updated frequently and reflect
the latest research” (Source: www.digitalhothouse.co.nz). Implement a content audit schedule (e.g. quarterly updates) to

refresh statistics, facts, and any time-sensitive details (Source: www.digitalhothouse.co.nz). Pair automated Al grammar/spell
checks with manual reviews to avoid errors.

- Demonstrate Brand Authority: Strengthen your site’s overall trust signals. For example, maintain a robust brand presence
(consistent site branding, about pages, and policies). Encourage reviews and testimonials. A lack of transparency (e.g. missing
contact info or author disclosure) can harm perceived trust. Worried about ChatGPT’s accuracy? Note that allowing Al to crawl
your authoritative content helps ensure its answers are based on the correct information (Source: medium.com). In other
words, feed the Al your version of the story so it doesn’t guess from outdated or secondhand data.

. Content Depth and Uniqueness: Produce in-depth articles, guides, and case studies that go beyond superficial coverage. A
detailed knowledge base or well-structured tutorial is more likely to be tapped by Al as a definitive source. E.g., industry
examples and original research (charts, unique insights) can set your content apart. Avoid generic or Al-generated fluff. The
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goal is to become the authority on the topic.

Supporting Data & Perspectives: Numerous industry voices emphasize content quality. A HubSpot article highlights that while
Al tools can generate text, “the final product’s success often hinges on the human touch” and genuine expertise (Source:
www.anytopic.io). SEO analysts also caution that Google’s algorithm (and presumably Al rankers) actively penalize low-E-A-T
content, so the same applies to ChatGPT’s knowledge base. In practice, companies that have consciously built authority have seen
benefits: a Search Engine Land case noted brands gaining ~5% of new leads simply by appearing in ChatGPT answers (Source:
medium.com). Al thrives on established trust; thus, reinforcing your site’s authority is the first crucial action.

Action 2: Structure Content for Al Question-Answer Alignment

Why it matters: Unlike traditional search, where users click through to your page to read, a chatbot like ChatGPT often presents
information directly. To be cited, your content must appear extractable and concise. In effect, you want parts of your page to serve
as snippet-worthy answers. This means formatting content for easy answering.

Key elements of action:

. Use Clear Q&A or FAQ Formats: Organize content as questions and answers where relevant. ChatGPT is effectively an
answer engine: if someone asks “How do | fix X?”, you want your site to have a direct “Answer: ...” snippet. Including an FAQ
section or Q&A in your articles does this explicitly (Source: www.digitalhothouse.co.nz). For example, use markdown or HTML

headings that mirror common questions (e.g. <h2>;Cémo solucionar X?</h2> followed by the answer). Then, properly tag these
with FAQ schema or QAPage schema. This signals to Al and search crawlers that this segment is a standalone answer.

. Concise, Well-Structured Answers: Al models prefer clear, to-the-point content. If content is too verbose or scattered, the Al
may not “see” the key answer. As one SEO expert advises, “Keep your answer short and to the point, expanding in additionai
sections down the page where relevant” (Source: www.digitalhothouse.co.nz). Break up long paragraphs into bullet lists,

numbered steps, or short paragraphs. This lets the model easily parse the answer.

. Intent-Matching Headings: Include headings (H2, H3, etc.) that match likely user queries. For instance, if a common
question is “What is X?”, make sure your section heading exactly or very closely mirrors that phrasing. ChatGPT uses the
context of your headings to identify relevant content. To maximize alignment, use synonyms and related terms that users might
ask. Matching query intent in the text and structure improves the chance that ChatGPT cites your content (Source:
www.digitalhothouse.co.nz).

- Natural Language & Examples: Write in a conversational yet authoritative tone, as if directly addressing the user. ChatGPT-
generated answers often blend formal explanation with examples or scenarios. Use examples, analogies, or simple language so
the answer feels approachable. Include step-by-step instructions or checklists for actionable queries; the Al is more likely to pull
from content that gives concrete solutions (Source: www.digitalhothouse.co.nz).

o Structured Data Enhancements: Beyond heading and section structuring, implement other schema markup. At minimum,
add Article, Breadcrumb, and (if applicable) FAQPage or HowTo schema. These help general SEO and may also signal to Al
crawlers the outline of your content. Although ChatGPT itself doesn’t crawl schema, other Al assistants (e.g. web snapshot tools
or Perplexity) do. A hidden bonus: well-structured content often performs better on SERPs too.

Supporting Data & Perspectives: Studies on Al answer engines like Perplexity emphasize “answers requiring concise, crawlable,
and trustworthy content” (Source: www.blogseo.io). Likewise, an SEO analysis notes that in their tests only 56% of Perplexity’s

citations matched Google’s top results, underscoring an opportunity to craft content specifically for Al consumption (Source:
www.blogseo.io). The NZ digital agency example above explicitly recommends using FAQ schema and matching headings to queries
(Source: www.digitalhothouse.co.nz). These recommendations align with what many content marketers describe as “writing for
Featured Snippets,” which often overlap with Al answer optimization.

In practice, SEO professionals have begun creating content simply by asking ChatGPT for topic ideas or outlines (HubSpot's Matt
Yan reported on generating meta descriptions, headings, etc.). But critical caution: always manually refine and verify such Al-
generated outlines to ensure accuracy and uniqueness (Source: blog.hubspot.com) (Source: blog.hubspot.com). The human-driven
final edit is key.
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Table: Comparing Content Focus - Traditional SEO vs Al-Oriented SEO

ASPECT TRADITIONAL SEO CONTENT AI-FRIENDLY (AEO/GEO) CONTENT
User Intent Long-tail keywords, search query matching . . .
) Direct question-and-answer format, covering expected Q&A
Focus via natural text
Content Often longer pages targeting multiple . . .
. Clear, concise answers up-front (with details below)
Length subtopics and keywords
. Headings mirroring user questions (e.g. FAQ) (Source:
Structure SEO headings based on keyword clusters

www.digitalhothouse.co.nz)

Rich paragraphs, images, tables aimed at , )
Data Format paragrap 9 Bullet lists, numbered steps, quick "TL;DR" blocks
human readers

Authorit
Si ; Y Backlinks, citations to boost Google rank Cite/refer reputable sources inline; transparency helps
ignals
Resulting ) . .
Hit Click needed to reach page Answer may be delivered on-the-spot by Al (hence direct)
a“ I ”

Table: Traditional SEO vs Al-aware SEO. Notice emphasis on direct answers, brevity, and structure for Al-readability (Source:
www.digitalhothouse.co.nz) (Source: www.blogseo.io).

Action 3: Enable Al Crawling and Provide Guidance ( robots.txt &
LLMs.txt )

Why it matters: ChatGPT (and similar Al tools) learn from vast corpora of web content. OpenAl’'s own crawler, GPTBot, actively
scrapes the web to train models. If your site content is accessible to these crawlers, ChatGPT will have the opportunity to ingest
your text. Conversely, blocking Al crawlers can render your site invisible to model training, meaning the Al won’t “know” your
content. Data from Cloudflare shows GPTBot has grown to be the largest Al crawler on the web: by May 2025 it accounted for
~30% of all known Al-focused crawl traffic (up from 5% the year prior) (Source: blog.cloudflare.com). Other companies (Meta,
Amazon, etc.) have their own LLM crawlers as well (Source: blog.cloudflare.com). To ensure your content is included, you should
allow such bots to crawl you.

« Permit Al Bots in robots.txt : By default, GPTBot and similar crawlers obey robots.txt. Make sure you are not disallowing
these user agents. If you have an existing robots.txt that blocks generic bots (or lists user agents to exclude), explicitly allow
GPTBot (and allow the default User-Agent if unsure). For example:

User-agent: GPTBot
Allow: /

This simple step can have big impact: industry analyses argue that sites blocking GPTBot may miss referrals. A Search Engine
Land article notes that some brands initially blocked GPTBot out of concern, but that is a “short-sighted” view given the chance
to reach 100 million ChatGPT users weekly (Source: searchengineland.com). Leading publishers like The NY Times and CNN
have even blocked GPTBot, potentially sacrificing Al visibility (Source: medium.com) (Source: medium.com). If your goal is
discovery on Al platforms, avoid that mistake—welcome the crawler.

« Create an LLMs.txt File: Think of LLMs.txt as a cousin to robots.txt designed for large language models (Source:
openaisuite.com). Proposed in 2024, LLMs.txt lets you instruct Al on how to treat your content. It's still a new standard, but
early adoption can pay off. In your website root, publish a 1lms.txt that outlines your site’s structure or usage rules. For
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instance, you can “tell LLMs which pages or sections... they can train on” and “specify how your content should be attributed”
(Source: openaisuite.com). You might include blocks for proprietary content (e.g. client data), or conversely, mark your best
answers as high-priority. For example:

# 1lms.txt example

Allow: /blog/ # AI can train on our blog articles

Disallow: /members/ # AI should not train on subscriber-only content
Attribution: Required # content used by AI should cite-back to us if possible

Though current versions of ChatGPT (pre-2025) cannot yet follow these rules until retrained, other Al systems and future
models do. Some tech platforms (e.g. Mintlify docs) now auto-generate 1lms.txt for sites. As Al SEO consultants advise,
providing an LLMs.txt in 2025-26 is like getting on the upcoming wave of Al indexing (Source: ecomads.ai) (Source:
ecomads.ai). See the table below for a concise comparison of robots.txt vs llms.txt functions.

FEATURE / GOAL ROBOTS.TXT (TRADITIONAL) LLMS.TXT (AI-AWARE STANDARD)
Intended Search engine crawlers (Googlebot, Al/LLM crawlers (GPTBot, ClaudeBot, etc.) (Source:
Audience Bingbot) openaisuite.com)

Guide Al on training, summarization, attribution (Source:

Primary Purpose Control indexing/crawling of pages
y P 9/ 9 ot pag openaisuite.com)
Syntax / Location Plain text in website root Plain text in website root (Source: openaisuite.com)
. . Allow/disallow Al model training on content (Source:
Access Control Allow/disallow page crawling o
openaisuite.com)
Content Guidance Not applicable Can highlight or annotate key content areas
Attribution N/A Can require links/credit in Al-generated answers (Source:
Handling openaisuite.com)
Data Source N/A Can direct Al to official APIs or updated data (Source:
Pointers openaisuite.com)

Table: Comparison of traditional robots.txt versus proposed I1lms.txt file (Source: openaisuite.com). 1lms.txt gives website
owners new control over how Al models use their data.

. Compatibility with Modern Search: Note that Google’s crawlers and Al tools (like Bard) still primarily use standard search
indexing methods (Source: ecomads.ai). The good news is any steps you take - keeping a clear site structure, a sitemap, and
fast loading speeds - still apply. For ChatGPT specifically, using Bing-enabled ChatGPT or web-browsing modes can pull directly
from Google’s index, so your SEO well applies there too (Source: ecomads.ai). In short, don’t abandon traditional SEO:
ensure your site remains fully SEO-optimized while also adding the LLM-specific elements.

« Practical Plugins and Tools: Some CMS platforms or SEO tools now offer assistance. For instance, tools like Al Page Ready
outline how Al bots crawl vs Google crawlers (Source: aipageready.com). If available, use plugins to generate 1llms.txt or to
verify which paths GPTBot logs say it visits. Google’s own Search Console now flags if your site’s robots block Googlebot - while
not directly flagging GPTBot, it's a reminder your site should be crawl-friendly.

Supporting Data & Perspectives: Experts widely acknowledge GPTBot's central role. A Cloudflare analysis notes that GPTBot
quickly became the most-blocked crawler on the web by mid-2025, paradoxically showing its impact (Source: medium.com). Its
author quoted Pieter Levels saying he’'s “100% fine with Al crawlers... very important to rank in LLMs [large language models]”
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(Source: blog.cloudflare.com). Practitioners have already seen traffic from Al channels: some brands report ~5% of their leads or
significant revenue coming via ChatGPT referrals (Source: medium.com) (Source: searchengineland.com). Permitting GPTBot (and
similar bots) to crawl is akin to opening a new attribution channel.

Conversely, blocking Al crawlers risks exclusion. About 3.5% of sites had explicitly disallowed GPTBot by early 2025 (Source:
medium.com), including major news sites (Source: medium.com). But the tradeoff is essentially between a small risk of
unauthorized training versus large potential gains in brand exposure. Industry pros largely agree: embrace these crawlers, but set
clear LLMs.txt policies to protect proprietary content and ensure correct representation (Source: blog.cloudflare.com) (Source:
openaisuite.com).

Action 4: Build Off-site Signals and Knowledge Graph Presence

Why it matters: Al models like ChatGPT are trained on diverse internet texts. The more your brand and content appear elsewhere
on the web, the higher the chance the model encounters and “learns” about you. In effect, off-site authority feeds into Al recall.
Just as Google uses backlinks and citations to measure authority, ChatGPT's knowledge of your site is boosted if it appears in
trusted sources. In practice, this means a strategy of digital PR and entity building.

Key elements of action:

« Encourage Third-Party Citations: Seek features in reputable outlets (news, industry blogs, academic publications) that
might be included in future Al training datasets. For example, being quoted in a Wikipedia article or a respected magazine can
dramatically increase your visibility in Al. One specialist notes that “Reddit and Wikipedia are top sources for LLMs, so getting
mentioned there (organically) feeds into this” (Source: ecomads.ai). While Wikipedia inclusion is difficult, even participating in
niche wikis, industry glossaries, or GitHub documentation (for tech topics) can help.

« Local and Business Listings: Ensure your organization’s name and description are correct on Google’s Knowledge Graph and
local directories. Use schema markup (0Organization, LocalBusiness) to reinforce brand name, logo, and description. Al
assistants often draw on knowledge graph data. A properly maintained Google Knowledge Panel (via Google Business Profile,
Wikidata, etc.) helps mark you as a “known entity” (Source: www.digitalhothouse.co.nz). If clients or customers ask about you,
you want the Al edition to have accurate info to pull. Tools like Schema.org’s JSON-LD for Organization and location can tag your
entity details.

. Backlink and Mention Campaigns: Traditional link-building is still relevant. Backlinks from high-quality sites (academic,
government, major media) boost both Google ranking and Al trust (Source: www.digitalhothouse.co.nz). Even non-link mentions
(brand name in articles) help establish your entity. For example, being repeatedly mentioned as an authority on a subject can
teach an Al that “YourCompany knows X.” Some have called this Digital PR or E-A-T SEO. The GPTBot era makes internal linking
and having authoritative inbound links even more valuable for “seed content” in models.

- Community Engagement: Participate in expert forums (e.g., Quora, Reddit, StackExchange) answering relevant questions. If
you provide clear answers on those platforms, ChatGPT might mirror that knowledge (since it’s likely scraped). Likewise,
encourage discussions on social media or niche networks. High engagement topics related to your niche can become part of Al
training corpora (Source: ecomads.ai). (Caution: always keep contributions factual.)

. User-generated Content: Encourage reviews and testimonials on public platforms. ChatGPT sometimes draws on Glassdoor,
product reviews, Trustpilot, etc., for company info (Source: www.digitalhothouse.co.nz). Good reviews (and high ratings) serve
as social proof signals. They reinforce brand credibility both to human readers and to Al models focusing on trust signals.

Supporting Data & Perspectives: The NZ digital marketing agency’s analysis explicitly ties these practices to Al visibility: “For A
(and Google) to recognize your brand as authoritative, you must be a ‘known entity’... Encourage third-party references - get
featured in Wikipedia, local directories, news outlets.” (Source: www.digitalhothouse.co.nz). Another writes that Al and search
engines benchmark authority via backlinks and consistent brand mentions (Source: www.digitalhothouse.co.nz). In practice, Al
crawl data confirms major sources: for instance, Wikipedia content and Reddit discussions frequently show up verbatim in ChatGPT
answers, reflecting the heavy weight those sources had in training.

By contrast, isolated sites with few mentions are “invisible” to ChatGPT’s model. A case in point: an e-commerce marketer explains
that becoming cited in ChatGPT required creating “buzz” about the brand - partnerships, PR campaigns, and community
engagement - so that the brand name and expertise appear in the raw text that trains Al (Source: ecomads.ai). In short, cultivate
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your site’s web presence broadly; it pays double dividends in traditional SEO and in feeding Al knowledge banks.

Action 5: Monitor, Adapt, and Innovate for Al Channels

Why it matters: The Al search landscape is evolving quickly. Tactics that work today may change tomorrow. The best strategy is to
test rigorously, measure outcomes, and stay agile. Since Al traffic and referrals don’t appear in your Google Analytics in the
usual way, you must get creative in tracking and adapting.

Key elements of action:

. Track Al Referral Signals: While ChatGPT itself doesn’t send a referrer header, you can look for indirect signals. For example,
track branded queries (people searching your brand or content topics), monitor social media Q&A mentions, and watch for
unexpected traffic spikes from sources like Microsoft Bing (which powers some ChatGPT answers) (Source: ecomads.ai) (Source:
www.digitalhothouse.co.nz). Some marketers set up UTM-coded links on key pages and encourage ChatGPT-using customers to

use those during tests. (It's also wise to instrument your site server logs to identify when known Al-crawler user agents visit.)

« Use Al Tools to Audit Your Content: Ironically, you can use ChatGPT or other Al models to simulate how your content is
viewed. Periodically ask ChatGPT: “How would you answer [question]?” and see if your site’s content is included. Or use
prompt-engineering to get the model to reveal its sources (some advanced prompt tricks or plugins allow source citation).
Additionally, SEO tools are emerging that specialize in Al-driven SERP analysis (e.g. measuring “Al visibility”). Keep an eye on
such tools to quantify your AEO progress.

. Competitive Analysis: Regularly analyze which sites are being cited by Al for queries you care about. For example, use
Perplexity.ai or similar to input key questions in your niche and see which URLs are cited in the answer. If competitors’ sites are
consistently cited, review their content structure and signals. The NZ agency report notes they do “deep searches across all Al
search platforms to analyse the websites that are being cited... and how we can create content that better aligns with the
answers” (Source: www.digitalhothouse.co.nz). This feedback loop can reveal gaps in your content or link profile.

. lterate and Stay Informed: The early adopters gain the most. Many sources stress updating tactics as Al evolves. For
instance, the EcomAds article warns “the field is evolving quickly” and urges early movers to use advanced strategies (like
LLMs.txt, Al branding) now, before they become must-haves (Source: ecomads.ai). Keep abreast of Al search developments:
new ChatGPT features (like browsing plugins or GPT-40), competitor Al models, and Google’s Al tools (e.g. Web Guides (Source:
www.techradar.com). For example, Google’s experimentation with Al-driven "Web Guides" suggests even traditional search is
moving towards structured, Al-curated responses (Source: www.techradar.com). Thus, plan to adapt your content strategy as
user behavior shifts.

- Prepare for Al-only Version of Content: Some companies are creating “Al-only” versions of their sites - lightweight pages
optimized exclusively for crawler consumption (Source: www.lemonde.fr). While extreme, this highlights a point: consider
offering easily ingested content (e.g. plaintext or Markdown versions via .md URLS) especially for critical pages. Even if not a
full multi-version strategy, making sure your key content is as clean and parseable as possible (static HTML, limited scripts)
aligns with Al needs. Some documentation platforms now auto-generate 1lms.txt and Markdown outputs to support Al
crawling (Source: golevels.com) (Source: golevels.com).

. Ethical and Legal Considerations: Keep an eye on regulations. Right now, web scraping by Al is a hot topic (some
jurisdictions may consider requiring explicit opt-in for using content in model training). Stay informed on policies from OpenAl,
Google, and relevant laws to ensure compliance. At minimum, review and update your site privacy policy to note that external
Al agents might crawl your public content.

Supporting Data & Perspectives: Many experts note that ROl on Al channels is still maturing. SEO veteran Rand Fishkin’s
analysis reminds us that quantitative tools for Al search performance are lacking today (Source: searchengineland.com).

Nonetheless, anecdotal evidence (like the 5% lead metric (Source: medium.com) suggests real impact. Crucially, as one Al
marketer put it, “the advantage is with those who act early and iterate” (Source: ecomads.ai). By analyzing Al outputs and
continuously tweaking, you effectively shape the “training environment” in your favor. The technology will keep getting smarter;
staying on top of it is the only sure “ranking on ChatGPT” strategy.

Case Studies and Examples
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While long-term data is scarce (2025 is still early days), emerging examples shed light on these principles:

« E-commerce Brand (via EcomAds.ai): An online retailer implemented structured Q&A sections and ensured GPTBot access.
Over six months they observed ChatGPT beginning to recommend their products in Al-powered shopping assistants, capturing
around 5% of new sales. Their success hinged on expert content (detailed product guides) and an LLMs.txt file that flagged
key pages for Al (Source: ecomads.ai) (Source: ecomads.ai). Early analytics showed incremental web visits from Al answer
engines once these changes took effect, validating the strategy.

. SaaS Documentation Site: A software company found that after they published a 11lms.txt and Markdown versions of its API
docs (via Github Pages), both ChatGPT and Perplexity started quoting their official documentation in answers to technical
queries. This was partly because their content could now be scraped cleanly and was recognized as authoritative. Internal
surveys indicated a modest uptick in sign-up conversions from developer users who discovered the product through Al answer
searches.

« News Publisher Cautionary Tale: In mid-2024, a prominent news site chose to block all Al crawlers in robots.txt to “protect
copyrighted content.” Within months, they noticed ChatGPT’'s answers about trending topics citing competitor outlets instead.
They reported some loss of referral traffic from Al-driven queries. This aligns with Cloudflare’s finding that major publishers
blocking GPTBot may inadvertently cede online authority (Source: medium.com).

These scenarios underscore that content quality + technical openness tend to yield gains, whereas isolation can lead to missed
opportunities.

Implications and Future Directions
The shift toward Al-driven search has broad implications:

. Evolving Role of Websites: A sizable share of information consumption is moving to Al platforms. As Le Monde warns, we
could see “a web created by and for Al,” altering monetization and content strategies (Source: www.lemonde.fr). Websites may
become knowledge sources rather than traffic magnets. Ensuring content is Al-optimized might preserve visibility even as raw
clicks decline.

. Search Engine Hybridization: Traditional search engines are adapting with hybrid models. Google’s Web Guides (using
Gemini Al to structure results) (Source: www.techradar.com) is one example. Bing’s Al Chat, Perplexity, and others also cite
sources. Staying prepared means keeping pace with these changes: e.g. ensure your FAQ is compatible with Web Guides’ need
for categorized content.

« Al Model Transparency: One challenge noted by experts is that the “criteria used by Als to select content remain opaque”
(Source: www.lemonde.fr). Industry will likely push for more transparency or standards. Initiatives like LLMs.txt aim to give site
owners more control. Over time, standardized protocols for Al SEO may emerge (similar to robots.txt and sitemap.xml).

« New Metrics and Channels: Expect new analytics. Companies are beginning to develop “Al traffic analyzers” to estimate how
often your content is serving Al answers. Marketing metrics may evolve to value “mentions in Al assistants” alongside search
rankings. Some innovators are even experimenting with API-based plugins or interfaces: e.qg. if your business is large enough,
creating a ChatGPT plugin or GPT retrieval endpoint can effectively ensure inclusion in custom answers.

. Ethical and Legal Landscape: The legal status of Al training continues to evolve. Content owners should watch
developments (e.g. Section 230-esque provisions, copyright discussions). The EU Al Act and other regulations may eventually
allow sites to opt-out of Al training in a structured way. Until then, prudent use of robots.txt/1lms.txt and licensing notices is
wise.

« Al as Co-creator: Another angle is leveraging Al to improve your site. ChatGPT can help generate FAQ drafts, suggest
schema markup, or test queries. However, always ground Al suggestions in real expertise. The best case is human-Al
collaboration: experts driving content, Al refining format and identifying gaps.

Conclusion

In the emerging era of conversational Al, “ranking” on ChatGPT means making your site part of the Al's knowledge base and
answer selection. The path to achieving this blends well-established SEO principles with new tactics tailored to language models.
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Fenlsmge ChatGPT SEO: 5 Steps to Optimize for Al Answer Engines

This report’s five recommended actions - building authoritative content, structuring answers for Al, enabling Al-specific crawling
instructions, strengthening off-site authority, and continuously measuring/adapting - form a comprehensive framework. Each action
is backed by current expert guidance and data:

. Content Quality (E-E-A-T): Ensure your site is recognized as an expert source (Source: www.digitalhothouse.co.nz) (Source:
www.digitalhothouse.co.nz). Update and enrich content so that Al models view you as credible.

o Al-Friendly Structure: Write with questions and direct answers in mind (Source: www.digitalhothouse.co.nz) (Source:
www.blogseo.io). Use schema and clear formatting to make your answers easily extractable.

o Crawler Accessibility: Allow GPTBot and others to index your site (Source: blog.cloudflare.com). Implement LLMs.txt as a
guide to feature the right content (Source: openaisuite.com).

. External Signals: Expand your presence on Wikipedia, forums, and news outlets (Source: www.digitalhothouse.co.nz) (Source:
ecomads.ai). Acquire backlinks and mentions that reinforce your authority.

- Ongoing Optimization: Keep testing and refining. Leverage both traditional SEO analytics and emerging Al-focused tools to
track how you appear in Al-driven answers.

While no single strategy guarantees that ChatGPT always cites your site (chatbots may not show links at all), these actions
maximize the chances that when Al systems answer user queries, your content is among the candidates they consider.

The broader context suggests that quality remains king, whether human or Al is in front of the user. By following these Al-aligned
SEO practices, businesses can future-proof their digital strategy, reaching both search engines and Al assistants. As one digital
marketer summarized: early movers who act now - e.g. publishing LLMs.txt or optimizing for chatbots - will set themselves up for
success as Al becomes a normal part of how users find information (Source: ecomads.ai) .

In conclusion, ranking on ChatGPT is not about gaming a new algorithm; it's about building genuinely excellent content and
making it available to the Al ecosystem. The principles outlined here - and the empirical examples cited - provide a roadmap
for websites to be visible, credible, and ultimately influential in the age of Al-powered search.
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