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Executive Summary

Generative Al is transforming search. Traditional blue-link lists (e.g. Google) are giving way to Al answer engines like Perplexity,
which use large language models (LLMs) to synthesize direct answers with source citations (Source: searchengineland.com)
(Source: aws.amazon.com). In this new landscape, optimizing content is no longer just about keyword rankings - it's about being
understood, retrieved, and cited by LLMs. This strategy is often called Large Language Model Optimization (LLMO) (or
Generative Engine Optimization/GEO (Source: saigon.digital) (Source: saigon.digital). An effective LLMO strategy focuses on
clarity, structure, semantic richness, and trusted sources, so that Al answer engines select and quote your content.

Perplexity’s ranking architecture exemplifies these principles. Unlike ChatGPT (which primarily uses pre-trained knowledge),
Perplexity operates as a retrieval-augmented generation system: each query triggers a live web search and synthesis of
answers with inline citations (Source: searchengineland.com). Analyses of Perplexity’s code reveal a three-stage reranking system
and multiple specialized signals: it first retrieves relevant documents, then a standard ranker scores them, and finally powerful ML
layers filter and “quality-check” the top results (Source: hueston.co) (Source: hueston.co). The system strongly favors content with

clear authority signals (verified sources, expert authorship) and deep topical relevance (comprehensive treatment, up-to-date
information) (Source: eseospace.com) (Source: eseospace.com). Sophisticated factors - such as topic-specific “multipliers”,
semantic similarity thresholds, and a “memory network” that rewards interlinked content - further shape visibility (Source:
hueston.co) (Source: hueston.co) (Source: hueston.co).

This report covers the evolution of Perplexity Al and LLM-based search, the emerging field of LLMO, and strategies for
content to thrive in Al-driven discovery. We draw on technical analyses of Perplexity’s ranking factors (Source: hueston.co) (Source:
hueston.co), expert guides on LLMO best practices (Source: saigon.digital) (Source: sophiehundertmark.medium.com), industry
data on Al search adoption, and real-world case examples. Key findings include: Al search adoption is rapidly increasing (with some
forecasts of 70% of queries by 2025 (Source: relixir.ai), requiring content creators to adapt. Successful LLMO involves semantic
clarity (entities and context) and authoritativeness (original data, expert framing) (Source: eseospace.com) (Source:
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saigon.digital). Conversely, content that goes stale or lacks depth risks being filtered out: Perplexity employs aggressive time-
decay, meaning even strong pages must be regularly updated to maintain visibility (Source: hueston.co) (Source: hueston.co). Case
studies show early adopters gaining efficiencies: for example, Perplexity’s Enterprise users (like a medical nonprofit and a sports
franchise) report dramatic time savings in research and writing (Source: www.perplexity.ai) (Source: www.perplexity.ai). At the same
time, legal and ethical challenges are surfacing, as content owners (e.g. News Corp, Britannica) sue Perplexity for allegedly
scraping and summarizing copyrighted material (Source: www.reuters.com) (Source: www.reuters.com).

Overall, Al-powered search signals a fundamental shift in content strategy. The visibility calculus now includes semantic fit and
citation-worthiness, not just SEO metrics. This report provides a detailed analysis of Perplexity’s ranking ecosystem, explains LLMO
strategies and tactics with supporting data, and discusses implications for the future of search, SEO, and digital publishing.

Introduction and Background

Over the past decade, web search has been dominated by engines like Google, which return ranked lists of links. Today a new class
of “answer engines” is emerging that directly generate concise, sourced responses to user questions. Perplexity Al (founded in
2022 by ex-Google Al researchers) exemplifies this shift (Source: shodhai.org). Built on a hybrid of search indexing and large
language models (LLMs), Perplexity replaces blue links with a chatbot-like interface that synthesizes answers from multiple sources,
complete with real-time citations (Source: shodhai.org) (Source: aws.amazon.com). As Perplexity’s CTO notes, this design “satisfies
people’s curiosity” faster by delivering a single trustworthy answer based on live data (Source: aws.amazon.com).

Evidence shows this trend is accelerating. In early 2025, an industry survey found 5-7% of new business leads already
originated via Al search (e.g. ChatGPT) (Source: sophiehundertmark.medium.com) - a level equating to roughly $100K/month
revenue for one firm. Digital marketing experts report that generative Al referrals “have grown by 1,200%" in six months (Source:
surferseo.com), and Gartner predicts up to 30% of search sessions will be mediated by Al chatbots by 2025 (Source: relixir.ai).
Some forecasts even claim that Al engines like ChatGPT, Perplexity, and Google’s Gemini could collectively handle 70% of all
queries by 2025 (Source: relixir.ai).Major Al chat services already boast user bases in the hundreds of millions: for example,
ChatGPT exceeded 600 million monthly users in early 2025 (Source: surferseo.com) and Google’s Al Overviews feature reached 1.5
billion users (Source: surferseo.com). Meanwhile, Perplexity itself rapidly scaled to 15 million users in two years (Source:
aws.amazon.com) and now processes over 250 million queries per month, with a valuation north of $1 billion (Source:

aws.amazon.com).

This context underscores two points for content strategists: (1) Digital discovery is shifting - audiences increasingly ask Al systems
for answers instead of traditional search links, and (2) A/ platforms vary in behavior, meaning existing SEO skills must adapt.
Systems like ChatGPT (by default) rely on their internal training data, whereas Perplexity actively crawls the live web at query-time
(Source: searchengineland.com) (Source: searchengineland.com). In other words, ranking well on Google alone may not guarantee
visibility inside Al-generated answers. Content must be structured so that Al models can “see” and cite it. This motivates the
emerging discipline of Large Language Model Optimization (LLMO): the strategic optimization of content to be picked up by
LLM-based tools (Source: saigon.digital) (Source: saigon.digital).

The rest of this report proceeds as follows. First we review how Perplexity’s system works and how it differs from traditional search
(Section 2). We then examine the known ranking factors and signals that guide answer-engine results (Section 3). Next, we define
the concept of LLMO and compare it to classic SEO (Section 4). We survey recommended LLMO tactics and content best practices
from literature (Section 5). Section 6 analyzes data and trends in Al search adoption and platform usage. Section 7 presents case
studies and examples of businesses leveraging these tools. Section 8 discusses challenges and potential downsides (e.g.
legal/ethical issues). Finally, Section 9 explores future implications and concludes with strategic guidance. All claims and statistics
below are supported by current research, industry reports, or expert sources.

Perplexity Al: Technology and Operation

Unlike most chatbots that answer from fixed model knowledge, Perplexity is an Al-powered search engine built on a live web
index plus sophisticated LLMs (Source: searchengineland.com) (Source: eseospace.com). Each user query triggers a pipeline of
retrieval and synthesis: it (1) “parses” the question to understand intent, (2) searches a real-time web index to fetch relevant
documents, and (3) uses an LLM to combine facts from those sources into a natural-language answer (Source:
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searchengineland.com) (Source: eseospace.com). Crucially, as the LLM writes the answer it tracks sources, inserting in-text
citations linked to the original pages (Source: eseospace.com) (Source: searchengineland.com). This design creates a transparent,
verifiable output: users see footnote numbers in the answer and a list of exactly which websites were used.

Retrieval-based Architecture (RAG) - Perplexity’s default mode is retrieval-first (Source: searchengineland.com). In practice, this
means Perplexity continuously indexes web content (similar to a search engine) and always performs a live lookup for each
question. As Search Engine Land observes, “Perplexity’s answers can be more current, and its citations give editors a direct place to
verify claims” (Source: searchengineland.com). In contrast, basic ChatGPT answers use only preloaded model parameters (no on-
the-fly search), which is why ChatGPT often needs plugins to cite sources (Source: searchengineland.com) (Source:
searchengineland.com). Perplexity’s “answer engine” approach makes it well-suited for inquiries where transparency is important -

e.g. competitive research or academic work (Source: aws.amazon.com).

Knowledge Graph Integration - In addition to web search, Perplexity leverages structured data. It uses an up-to-date knowledge
graph (outlines of people, places, facts) to interpret queries and verify information (Source: eseospace.com). This hybrid (language
+ knowledge graph) helps it deliver detailed answers and follow-up suggestions. The interface even suggests related questions
based on trending topics or user subscriptions. For example, Perplexity’s “Focus Mode” lets the user narrow results to domains like
YouTube or academic journals; if the user picks “Academic,” the engine will prioritize scholarly sources in the answer (Source:
eseospace.com). Similarly, in “Copilot Mode” Perplexity conducts a brief Q&A with the user to refine intent, then provides an

expanded, multi-part answer (Source: eseospace.com). These features illustrate that Perplexity’s ranking and answer composition
is context-sensitive and interactive, unlike a static search result page.

In summary, Perplexity’s core difference from traditional search is that it is designed to read and summarize on the user’s
behalf (Source: eseospace.com). Content “ranks” not by position on a page of links, but by being selected as a cited source in the
Al's answer. This matters because users see Perplexity’s answer (with citations); they may not even click through to sites unless
they want more detail. In effect, ranking on Perplexity is about being chosen as an authoritative reference. Content that ranks well
on Google might or might not be used by Perplexity, depending on whether it meets these Al-driven quality signals. Understanding
exactly which signals Perplexity’s LLM looks for is critical - and that is the subject of the next section.

Perplexity’s Ranking Factors and Signals

Perplexity’s exact ranking algorithm is proprietary, but researchers have begun to reverse-engineer it. A recent analysis by
Metehan Yesilyurt (cited in a Hueston blog and Search Engine Land) identified 59+ factors at the browser level (Source:
hueston.co). These point to a three-stage reranking: (1) initial retrieval by relevance, (2) standard ranking (akin to SEO factors), and
(3) a “quality execution chamber” - a final ML filter that can drop low-quality results entirely (Source: hueston.co). Below are
key categories of signals gleaned from such investigations and from observed Perplexity behavior:

o Authority and Source Trust: Perplexity clearly favors content from well-established, trustworthy domains (Source:
eseospace.com). Authoritative clues include domain reputation and identifiable expert authorship. Content that presents
unique factual data or official information (e.g. government reports, research studies) is especially valued (Source:
eseospace.com) (Source: eseospace.com). In effect, Perplexity looks for original sources of facts, not just aggregated
commentary. For example, an industry analysis found that sites like Wikipedia, reputable news outlets, or major databases
often form the backbone of Perplexity answers (Source: eseospace.com) (Source: hueston.co). Indeed, Perplexity reportedly
maintains manually curated lists of “trusted domains” by category (e.g. Amazon/eBay for shopping, GitHub/Slack for tech tools)
and boosts any content associated with those sites (Source: hueston.co). This “authority override” means that linking to, citing,
or partnering with high-credibility platforms can lend your content inherent weight.

. Relevance and Topical Coverage: Beyond boilerplate keywords, Perplexity evaluates semantic relevance. It favors content
that comprehensively covers the query topic from multiple angles (Source: eseospace.com) (Source: surferseo.com). Long, in-
depth pages with clear definitions and context tend to outperform brief blurbs. Structure matters: sections with descriptive
headings (<h2>, <h3>), lists, and tables are easier for the LLM to parse, so well-organized content ranks better (Source:
eseospace.com) (Source: eseospace.com). On trending or time-sensitive queries, freshness is also prioritized. For fast-moving
topics, Perplexity will heavily weight the newest data and analysis (Source: eseospace.com). In effect, short-term engagement
can be decisive: Perplexity uses a time-decay factor ( time_decay_rate ) that rapidly diminishes a page’s visibility if it fails to

engage users soon after publication (Source: hueston.co). Consequently, new content must quickly clear performance
thresholds (impressions, clicks) or it may “fall off” the results.
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Semantic Matching & Embeddings: Underlying these factors, Perplexity relies on vector embeddings to judge content-query
similarity. One study found a parameter embedding_similarity_threshold that acts as a quality gate (Source: hueston.co). In
practice, this means your content must semantically align with target questions, not just contain exact keywords. Pages that
closely match the meaning of a query (via related terms and concepts) are kept; those below the similarity bar are dropped.
Optimization thus involves writing with varied vocabulary and comprehensive context so that the LLM’s embeddings see a
strong match (Source: hueston.co) (Source: eseospace.com). Avoiding “keyword stuffing” is crucial here - too many narrow
keywords can actually hurt relevance in this embedding-based model (Source: hueston.co) (Source: eseospace.com).

Topics and Category Multipliers: Perplexity seems to weight some topics more heavily than others. Analysis of its code
suggests there are topic-specific “multipliers”: categories like Artificial Intelligence, Technology/Innovation, Science ana
Research, Business/Analytics receive large visibility boosts, whereas leisure topics like sports or entertainment may be
penalized as low-value (Source: hueston.co). In other words, writing about an Al-related theme can yield more amplification
than a fluffy lifestyle topic. This does not mean non-tech content can’t rank, but it explains why technical/academic domains
dominate Perplexity citations today (Source: hueston.co). Content creators might either focus on high-multiplier subjects or try
to frame their topic in terms of innovation or data to align with these favored categories.

Network Effects and Content Clusters: Perplexity rewards interconnected content. Its boost_page_with_memory system
gives an advantage to content that “builds upon previous topics”, creating a memory network effect (Source: hueston.co). In
practice this means a cluster of related articles reinforces signals for each other: for example, a deep series on a subject with
hyperlinks between parts will rank better overall than random standalone pages. Single, isolated pages are at a disadvantage.
Thus, topically interlinked content (often called “pillar pages” or topic clusters) is a strong LLMO tactic. Internally linking related
articles and consistently using the same core terminology helps Perplexity recognize your site’s authority on that subject
(Source: hueston.co).

Cross-Platform Signals: Perplexity also integrates signals from other platforms. For instance, trending discussions on YouTube
or Twitter often show up as Perplexity query suggestions. Creators on YouTube have discovered that using titles matching
Perplexity’s popular queries can boost visibility on both platforms simultaneously (Source: hueston.co). In effect, Perplexity’s
algorithms see cross-platform content demand: if many users watch a video or share content on a topic, Perplexity is more
likely to surface answers related to it. Thus an LLMO strategy may include coordinating topics across search, social, and video:
aligning your content topics and headlines with what's trending in the Al search feeds can help signal relevance (Source:
hueston.co).

These factors are summarized in the table below. Naturally, no one can “game” the system by spamming keywords - Perplexity’s
multi-layer approach is designed to filter out artificially optimized content that lacks true quality and relevance. Instead, the

optimization recommendation is to produce the best possible content from the outset (complete, accurate, well-structured) and
then promote it strongly at launch (to meet early engagement and freshness signals) (Source: hueston.co) (Source: hueston.co).
Over time, regular updates and reinforcing related material keep the content alive in the system.
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INFLUENCE ON PERPLEXITY

Trusted domains (e.g. Amazon, Github, Wikipedia) get
ranking preference (Source: hueston.co) (Source:
eseospace.com). Content from expert-authored or
government/stats sources is favored.

Perplexity uses an aggressive time-decay
( time_decay_rate ): new content must clear performance
thresholds immediately or visibility drops (Source:

OPTIMIZATION STRATEGY

Cite and link high-authority sources.
Create original data or reports. Ensure
expert authorship (e.g. bylines) and
accurate references.

Launch content with a “burst” campaign
(social, email, ads) to meet initial
engagement. Schedule frequent updates

Engagement
9ag hueston.co). Content that gains early clicks/impressions is and republish refreshed versions to
amplified. signal recency.
If possible, shape content around high-
Toni Some topics (Al, tech, science, business) have higher value topics (e.g. emphasize technical
opic
Mtllaltipliers visibility multipliers; others (entertainment, sports) incur aspects or data). Reframe case studies
penalties (Source: hueston.co). or news in terms of innovation or
analysis to fit favored categories.
Write semantically rich, comprehensive
Semantic Content must meet an embedding_similarity_threshold to content using varied vocabulary around
. be eligible for ranking (Source: hueston.co). Pages irrelevant the query. Use synonyms, related
Similarity . ) o
in context are filtered out. concepts, and clear definitions to cover
intent fully. Avoid keyword-stuffing.
. . ) . Develop topic clusters and pillar pages.
Perplexity rewards interlinked series: the . . —
Content ) ) Link them naturally (using descriptive
. boost_page_with_memory setting gives a network effect )
Clustering anchor text) so that related articles form
where related pages boost each other (Source: hueston.co). ] = .
(Memory) an identifiable network. Maintain

Single pages fare worse.
g'e pag thematic consistency.

These ranking observations imply a broader strategy: Perplexity blends traditional SEO fundamentals (e.g. E-E-A-T-style authority,
good content structure) with new Al-specific signals. Adaptive LLMO strategies must address both. In practice, this means building
on an existing strong SEO base, then adding those Al-friendly layers (semantic clarity, internal linking, structured data markup,
etc.) as described above (Source: saigon.digital) (Source: eseospace.com).

Large Language Model Optimization (LLMO) Explained

Large Language Model Optimization (LLMO) (also called Al SEO or GEO) refers to tailoring content so that LLMs themselves
will select and cite it within their answers (Source: saigon.digital) (Source: saigon.digital). Put simply, LLMO is “SEO for the Al era”:
rather than aiming solely for high keyword rankings, you aim for inclusion as a trusted source in Al-generated responses (Source:
saigon.digital) (Source: saigon.digital). In contrast to classic SEO, which optimizes for search engine crawlers and rank positions,
LLMO optimizes for semantic understanding by Al.

A helpful summary from Saigon Digital highlights these differences (Table 1). Traditional SEO prioritizes keywords, backlinks, and
domain authority to rank pages on Google (Source: saigon.digital). LLMO, by comparison, emphasizes content clarity and
structure, entity recognition, and trust signals so that an LLM’s embeddings will surface the content (Source: saigon.digital). While
SEO success is measured in impressions or clicks on a search engine page, LLMO success is measured by being cited in an Al
answer or appearing in the Al’'s source list (Source: saigon.digital). For example, a keyword-rich listicle that ranks #1 on Google
might never be cited by an Al if another page has richer, more JSON-LD-structured, or semantically coherent information.
Conversely, a page that Al cites (even outside Google’s top ten) can drive “Al referrals” to your site.
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| Dimension | Traditional SEO LLMO (AI Optimization)
e e e e o e
**Primary goal** | Rank high on SERPs (Google/Bing) Be selected/cited in AI-generated answers (Sou

**Optimization level** | Page/site-level (keywords, meta tags) Passage/fragment-level (concise answers, rich

Mentions in AI answers, citations, referral tx

|
I
I

**Key signals** | Keywords, backlinks, domain authority, CTR | Semantic clarity, entity linking, structured d
I
**Success metrics** | Impressions, clicks, rank position |
I

**Time horizon** | Weeks to months Potentially longer-term (as AI indexing/enviro

In practice, SEO and LLMO complement each other (Source: saigon.digital). A core SEO foundation (fast load times, mobile-friendly,
good links) remains important to ensure the Al even discovers your site. On top of that, LLMO adds layers: clear context, schema
markup, FAQs, etc., to make content “Al-friendly” (Source: saigon.digital) (Source: saigon.digital). Content that aligns with SEO best
practices often also helps LLMO (e.qg., structured headings improve both Google’s and an LLM’s parse of the page). However, LLMO
pushes beyond by stressing textual clarity and explicit structure so the model can easily extract facts: for example, short
paragraphs and informational bullets that directly answer questions (Source: sophiehundertmark.medium.com) (Source:

eseospace.com).

Strategies and Best Practices for LLMO

Several guides and analyses outline concrete tactics for LLMO. We synthesize their recommendations into key strategy areas:

« Use Clear Structure and Language: LLMs parse text most effectively when it is well-organized and straightforward (Source:
sophiehundertmark.medium.com) (Source: eseospace.com). Write in short to medium sentences, with one idea per sentence or
paragraph. Use descriptive headings (H2, H3) and lists/tables to highlight facts. Many experts advocate the “inverted pyramid”
style (put key answer first, then details) since it helps the model quickly grasp the main point (Source: eseospace.com) (Source:
sophiehundertmark.medium.com). Avoid long, dense blocks of text - break up content with summaries or bullet lists to make
sure LLMs can easily extract answers (Source: sophiehundertmark.medium.com). One author specifically recommends

beginning long sections with a brief summary of main points before elaborating (Source: sophiehundertmark.medium.com).

« Emphasize Entities and Context: Rather than sprinkling isolated keywords, focus on entities (people, brands, products,
places) and their relationships (Source: saigon.digital) (Source: surferseo.com). For example, always mention your
company/brand names, product lines, or the relevant topic “names” explicitly in the text. Surfer SEO notes that using many
entities (in context) creates the semantic links that LLMs use to “understand” your content (Source: surferseo.com). This can
involve, for example, including your organization’'s name and known locations, or using schema markup to define key terms
(Source: saigon.digital) (Source: surferseo.com). The goal is to populate the content with the precise terms that an LLM will lock
onto when matching queries. (This is distinct from merely optimizing a single “keyword” - it's about creating a rich semantic
profile.)

- Authoritative References and Citation: Given Perplexity’s emphasis on trusted sources, it pays to bolster your content with
machine-readable authority signals (Source: eseospace.com). This can mean linking to and quoting studies, industry data,
or official publications. It can also involve technical measures: implement structured data (schema.org) for articles,
organizations, FAQs, etc.,, so that Al systems recognize the context (Source: eseospace.com) (Source:
sophiehundertmark.medium.com). One advanced tactic is to ensure your brand appears on recognized “knowledge” platforms:

for example, maintain an up-to-date Wikipedia page or be listed in relevant repositories. Sophie Hundertmark suggests
outreach (PR or guest content) to get mentions on top database sites (Wikipedia, YouTube, etc.), since LLMs often “pull from”
those sources (Source: sophiehundertmark.medium.com). Note this is not about SEO backlinks per se, but about entity
mentions and citations in LLM-preferred content.

. Incorporate Original Data: Since Perplexity favors unique factual content, providing proprietary data or insights can make
your page irreplaceable. For instance, producing original charts, survey results, or anything that cannot be easily found
elsewhere will attract Al citations (Source: eseospace.com) (Source: eseospace.com). One study notes that pages with "unique

data, original research, or detailed specifications" are prime candidates for being cited (Source: eseospace.com). In practice,
this could mean adding custom statistics, case evaluations, or jargon definitions to your articles. Attaching a clearly labeled
data table or figures can also catch the LLM's eye.
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. Content Networks and Internal Linking: As noted, clustering related content is highly beneficial (Source: hueston.co).
Develop comprehensive “pillar pages” on core topics and multiple in-depth sub-articles. Then link them with descriptive anchor
text. This builds a coherent site structure that LLMs can traverse. Each page reinforces the others’ keywords and topics.
Moreover, cross-promotion can help achieve that “immediate traction” window. For example, when publishing a new article, link
it from existing high-traffic pages, so that users (and bots) find and click it rapidly. This interlinking supports both standard SEO
and LLMO by creating a logical knowledge graph.

. Leverage Cross-Platform Content: Because Perplexity incorporates broader content trends, an advanced LLMO move is to
align your content strategy across channels. Monitor trending Perplexity queries or Al Overviews, and produce matching
content on other media. The Hueston report describes a “YouTube title synchronization” hack: if a YouTube video’s title exactly
matches a trending Perplexity query, that video (and its owner’s other content) can get a boost on Perplexity as well (Source:
hueston.co). Similarly, a LinkedIn or Twitter post summarizing a topic might get cited. The point is to create signals on multiple
platforms around your topic - it triangulates user interest and can influence Perplexity’s recommendation engine (Source:
hueston.co) (Source: eseospace.com).

« Ensure Google Indexing: Although we focus on Al, one critical finding is that Perplexity still relies on underlying search
indexing - particularly Google’s (Source: hueston.co). In other words, if your page isn't in Google’s index, Perplexity probably
won’t find and cite it. The Hueston analysis explicitly notes that its experiments only worked for content already indexed by
Google. Therefore, you cannot abandon SEO basics. Submit sitemaps, fix crawl errors, and build some natural inbound links to
get content indexed normally. Once indexed, then apply the LLMO strategies above to climb in the Al results layer.

In sum, LLMO best practices involve writing for both machines and humans: clear, thorough content that addresses user query
intent, wrapped in a robust, interconnected framework. Many of the above tactics (entities, structure, internal linking) align with
good content practice in general, but here they are geared specifically at passing an LLM “sniff test.” Academics have begun to
study these ideas formally - e.g. Stanford’s STORM framework emphasizes multi-perspective coverage and structured answers for
Al - but the field is very new (Source: relixir.ai). Practitioners are applying these tips: SurferSEQ’s analysis notes that LLMO is not
“abandoning SEO” but augmenting it with Al-friendly features (Source: saigon.digital) (Source: surferseo.com).

Data and Trends in Al Search

The rise of Al search engines is backed by data and usage trends. Surveys show rapidly growing adoption of Al assistants for
queries. A 2025 report by Relixir claims 65% of searches are now zero-click (answers displayed directly), and that GenAl
tools will “dominate” 70% of queries by year-end (Source: relixir.ai) (Source: relixir.ai). Venture analysts note ChatGPT already holds
roughly 60% of the Al search market (averaging 3.8B monthly visits), with Perplexity around 6% and growing (Source: relixir.ai).
Google’s Gemini and “Al Overviews"” features have also captured hundreds of millions of users, reflecting the multimodal turn in
search.

Focusing on Perplexity, public metrics illustrate its leap. As of late 2025, Perplexity’s Chief Architect reports over 15 million users
and 250 million queries per month (Source: aws.amazon.com). The platform has raised large funding rounds, valuing it over $1B
rapidly. By comparison, Perplexity’'s usage dwarfs most new Al search startups. In AWS-backed case studies, clients of Perplexity
Enterprise see substantial results. For example, a medical certifying nonprofit on Perplexity Enterprise reported “95% faster
rationale development” for exam questions, greatly accelerating workflow (Source: www.perplexity.ai). A professional sports team
(Cleveland Cavaliers) implemented Perplexity and observed that one formerly 2-hour task (email outreach strategy) took only a few
minutes with the Al’s help (Source: www.perplexity.ai). In CIO testimonials, users highlight that Perplexity’s citations “reinforce our
principle of validating research,” giving teams greater confidence in synthesized answers (Source: www.perplexity.ai).

These real-world outcomes underscore why businesses are paying attention. Generative search demands content that is not only
technically optimized but also contextually authoritative. Many SEO and marketing firms have launched “Al search optimization”
services, and new tools/proxies are emerging. For instance, companies now track metrics like “Al Citation Rate” or “Generative
Search Visibility” in dashboards. However, because Al search is so new, the data is still limited. Some early surveys (outside our
scope) indicate high user trust in cited answers - one survey suggests 52% of shoppers trust Perplexity’s answers first (Source:
sophiehundertmark.medium.com), although the methodology for that number is not public.

From an academic perspective, studies on Al search engines are just beginning. One recent paper (“Search Engines in an Al Era”)
evaluated Perplexity, Bing Chat, and others with human subjects. It found common limitations: “frequent hallucination, inaccurate
citation” and variation in answer confidence (Source: www.emergentmind.com). In plain terms, while Perplexity aims for factual
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answers, it still sometimes “hallucinates” details or misattributes sources - a known risk with all LLM-backed systems (Source:
www.emergentmind.com). These findings highlight that no current Al search is perfect. Users and content producers should apply
critical thinking when consuming Al answers.

Overall, the data trends are clear: Al search is growing fast, with Perplexity as a prominent player. For content creators, the
implication is urgency. Traditional traffic models (impressions from Google SERPs) may give way to new “Al referrals” and citations.
Industry insiders warn that waiting to optimize until the dust settles could cost visibility. As Socie business researcher Sophie
Hundertmark warns, optimizing for LLMs takes time, so early movers may gain a lasting advantage (Source:
sophiehundertmark.medium.com). The following case studies illustrate how organizations are already navigating this landscape.

Case Studies and Examples

Inteleos (Medical Non-Profit) - Inteleos, a healthcare certification nonprofit, adopted Perplexity Enterprise for its learning and
assessment team. With over 115 team members using the tool, Inteleos saw dramatic gains: reportedly developing quiz question
“rationale” text 95% faster than before (Source: www.perplexity.ai). Their CIO notes that Perplexity’s ability to switch between
multiple LLMs provides a “personal panel” of expertise with verified citations, balancing recall and precision (Source:
www.perplexity.ai). By feeding Perplexity factual content (their medical materials), Inteleos employees could quickly draft
explanations and then refine them manually. This “augment and verify” workflow saves an estimated 20+ minutes per question, a
substantial time-savings in an intensive exam-writing process (Source: www.perplexity.ai) (Source: www.perplexity.ai). For Inteleos,
key success factors were data privacy (on-premises solution), budget efficiency, and up-to-date referencing - goals Perplexity was
able to meet.

Cleveland Cavaliers (Sports Franchise) - The NBA’s Cleveland Cavaliers also leveraged Perplexity Enterprise. Their Al Solutions
Architect reports that content designers used the system to accelerate research, for example writing email outreach strategies. He
notes that what used to take two hours now only takes a few minutes with Perplexity’s help (Source: www.perplexity.ai). Overall, the
Cavs aimed to “increase efficiency and productivity... empower employee growth” by giving staff instant access to deep knowledge
(Source: www.perplexity.ai). After an initial pilot, the team expanded usage beyond the data department: prospects in other
divisions are attaching planning documents to Perplexity searches, and HR plans to use Perplexity for staff onboarding. Leadership
was won over because Perplexity proved to be “the best, most secure tool of its kind” for internal research (Source:
www.perplexity.ai). This case highlights that even non-technical organizations can exploit LLMO - their content was internal files
and sports research, not consumer-facing web pages - by using Perplexity’s conversational interface to tap those knowledge bases.

SEO Content Examples - On the content side, examples of successful LLMO are emerging on the web, though hard metrics are
scarce. Some SEO agencies point to sites that now get significant “traffic from ChatGPT” after applying Al-optimized content. For
instance, SurferSEO (in its own blog) notes that the site “surferseo.com” itself ranks often when asking ChatGPT about SEO tools,
likely because they have extensively implemented entity-rich, structured content (Source: surferseo.com) (Source: surferseo.com).
Other firms highlight their own blogs jumping into Al answers: for example, content that directly answers user questions in a
concise format (with statistics and clear headings) tends to be quoted by Perplexity when relevant. One illustration: in Surfer’s test,
ChatGPT answered an investing question by citing Investopedia and Fidelity, and omitted other first-page sites that lacked
comprehensive data (Source: surferseo.com). This suggests that detailed, data-backed answers got the Al nod.

Another set of case studies comes from LLMO tool vendors. For example, a GEO platform (Relixir) claims to “flip Al rankings in
under 30 days” by auto-generating missing content on topics where a brand lacked presence (Source: relixir.ai) (Source: relixir.ai).
They tout analytics that map exactly which snippets of an answer are coming from each source page. While these are vendor
claims, they reflect a trend: companies are treating Al citations as measurable assets. Competitive gap analyses in this space often
show that lagging brands have zero citations in Al answers for key queries, whereas leaders (often well-known publishers or data
sites) appear repeatedly (Source: relixir.ai) (Source: www.reuters.com).

Overall, these examples underscore that LLMO works hand-in-hand with good content. Faster research (the cases above)
directly benefits both productivity and the ability to produce informed content. And when content is well-structured, Al tools seem
to reward it. Conversely, a risk emerges: if content owners do not optimize for LLMs, they risk losing visibility. For example, media
companies have reported significant “Al traffic loss” - many readers get quick answers from Al without clicking. In one well-known
research study, users trusted ChatGPT’'s answers so much that 1 in 4 people stopped clicking search results at all (Source:
www.reuters.com). Case in point: Encyclopaedia Britannica alleges that Perplexity’s citations diverted users away, leading to lost ad
revenue (Source: www.reuters.com). In that sense, the metric of “citations lost/gained” is now as relevant as Google ranking.
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Implications and Future Directions

The shift to Al-powered search has broad implications. For content strategists and SEOs, the message is clear: adapt or be left
behind. The techniques of SEO are necessary but no longer sufficient. Brands must now ensure that A/ systems will find, trust, ana
quote their content. This means prioritizing enduring quality and authority over short-term “gaming.” Content that is shallow or
spun can be completely omitted by Al if it fails the quality filters (Source: hueston.co). By contrast, thorough content (even if
somewhat SEO-optimized) that meets the LLMO criteria will gain an extra channel of distribution.

Search landscape: Traditional search engines are reacting as well. Google’'s ongoing experiments with generative answer boxes
(Search Generative Experience/Overviews) reflect a parallel trend (Source: relixir.ai). We can expect Google to continue indexing
authoritative content that suits Al summaries. In fact, Google has signaled (via Sundar Pichai) that quality and expertise will be
even more critical in its Al features (Source: relixir.ai). Likewise, Bing is integrating chatbots into its results. In the near future,
“search” may bifurcate: a chunk of queries done by chat/Al and the rest by traditional lists. Early adopters of LLMO may capture the
Al-driven share, while those who focus solely on legacy SEO risk survival with dwindling traffic.

Legal and ethical considerations: The emergence of Al answer engines is spurring legal battles. As covered in major news
outlets, publishers are suing Perplexity for copyright alleged misuse (Source: www.reuters.com) (Source: www.reuters.com). The
core complaints are that Perplexity’s system “scrapes and summarizes” copyrighted articles without compensation and even
sometimes misattributes generated content to the original source (Source: www.reuters.com). These cases underscore a dilemma:
public knowledge powers generative Al, but at the risk of undermining content creators’ rights. Companies will likely have to
navigate these issues carefully - some LLM developers are exploring revenue-sharing or licensing arrangements (Perplexity itself
offered a revenue-share program to publishers, according to news reports (Source: www.reuters.com). Content strategists should be
aware that citation in Al answers could lead to either new traffic or legal complexity.

Quality and Trust: Users may initially embrace Al answers for convenience, but the technology’s shortcomings are well-known.
Answer engines, including Perplexity, still occasionally hallucinate or produce inaccuracies (Source: www.emergentmind.com)

(Source: www.reuters.com). Over time, verifying sources will become crucial. Platforms may implement stricter “safety” filters, and
some content creators worry about giving Al too much control over content prominence. There is a push for “Al content oversight”:
for example, research communities are developing benchmarks for Al answer faithfulness and bias (Source:
www.emergentmind.com). Regulators and standard bodies may soon impose guidelines on how Al can use copyrighted and
personal data.

Technology evolution: On the tech front, we expect Perplexity and rivals to keep evolving. Perplexity’'s use of multi-modal models
(processing images, code, etc.) and enterprise features suggests Al search will become more domain-specific and interactive.
Integration with workplace tools (e.g. Slack, Notion) is on the horizon, meaning content producers might optimize not just for web
search but for their internal knowledge bases. On the user side, interfaces will likely get more conversational and personalized. For
content strategy, personalization means one piece of content might need to serve slightly different contexts (e.g. local vs general
queries).

New metrics and analytics: Finally, measuring LLMO success calls for new KPIs. Marketers are beginning to track metrics such as
“LLM Citation Rate” (how often content is quoted by Al), and user engagement from Al referrals (e.g. UTM-tagged links cited in
answers). These analytics will become as important as Google Search Console data. Tools are emerging to audit Al visibility. For
example, Al analytics platforms claim to simulate thousands of queries across ChatGPT and Perplexity to monitor brand presence
(Source: relixir.ai) (Source: relixir.ai). Over time, we’ll likely see dashboards similar to SEO rank trackers but for Al answers.

In summary, Al search engines like Perplexity herald a new content paradigm. Content must now satisfy a sequence of
sophisticated filters: it must be authoritative, semantically rich, well-structured, and embedded in a network of related material.
This necessitates a holistic approach combining excellent writing with careful technical implementation. Companies and creators
should develop LLMO strategies alongside SEO - including content planning, editorial processes, and tech infrastructure (schema,
indexing) - to ensure they reap the new Al-driven traffic. Those who adapt early, treating Al citations as a channel for visibility,
stand to gain a competitive edge. Those who ignore the shift risk losing mindshare to Al summarizers that may never direct users
to their sites.

Conclusion
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Perplexity’s answer-engine model is a bellwether for the future of search. Our detailed analysis shows that ranking in Al search
depends on more than just SEO recipes; it depends on content that Al systems themselves recognize as high-quality
(Source: eseospace.com) (Source: hueston.co). Key actionable takeaways are:

- Prioritize Quality and Depth: Invest in comprehensive, well-crafted content that demonstrates expertise and original value.
Fact-check rigorously and cite your sources, because Al engines will too (Source: eseospace.com) (Source: www.perplexity.ai).

. Optimize Semantically: Use clear language, structure, and plenty of relevant entities so that LLMs can easily parse your text
(Source: saigon.digital) (Source: surferseo.com). Think in terms of answering questions, not juicing keywords.

- Build and Refresh Authority: Regularly update content to counteract time decay (Source: hueston.co). Engage audiences
immediately upon publication (social shares, newsletters) to hit the early thresholds that Al looks for. Strengthen your site’s
internal network of articles to leverage the “memory effect” (Source: hueston.co).

. Leverage Platforms and Aggregators: Secure a presence on trusted knowledge sources (Wikipedia, industry databases)
and align content topics across platforms to ride trends (Source: hueston.co) (Source: hueston.co).

« Complement SEO with LLMO: Maintain traditional SEO fundamentals (crawlability, mobile, backlinks) to ensure
discoverability, then add LLM-specific optimizations (schema markup, FAQ format, data tables) (Source: saigon.digital) (Source:
eseospace.com).

By following these principles, content creators can position themselves to “win the generative search game” (Source:
hueston.co). As the industry data shows, Al-assisted search is not a fleeting fad but a structural shift: companies like Perplexity,
trained on LLMs and live data, are here to stay and will capture ever-more user queries. Success in this new era will require
blending traditional content mastery with forward-looking Al strategies. The cited research, case examples, and best practices in
this report provide a roadmap for that adaptation - but they also make clear that no one-size-fits-all shortcut exists. The rules of
content ranking have changed, and the winners will be those who write content excellent enough to meet every layer of Al's
scrutiny.

Sources: Information and data in this report are drawn from industry analyses, expert blogs, and news reports. Notable sources
include detailed technical reviews of Perplexity’s infrastructure (Source: hueston.co) (Source: eseospace.com), SEO/Al marketing
guides (Source: surferseo.com) (Source: saigon.digital), and recent legal and market news on Al search (Source: www.reuters.com)
(Source: www.reuters.com). All claims are supported by these and other references.
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