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Our Approach

What's Working & What We've Found

This is top of mind for our
clients. In our experiences
with B2B SaaS clients thus
far, we’ve observed the
following:

1.

The Problem With TOFU

Ranking in top-funnel AlO

queries isn't driving
meaningful results because
of:

e High bounce rates

e LowCTR

e Low quality leads

2.

Pivoting to BOFU

|dentifying content gaps in
LLM competitor citations
to drive visibility

Ranking in
product-focused AIO
queries will drive LLM
visibility (and meaningful
traffic)




Our Approach

Client Examples - TOFU Performance

Top Resource Pages

Page path New user's % A Sessions
1. / 299 124.8% ¢ 374
Ci
- / 209 5.6% ¢ 313
3. / 206 116.8% ¢ 247
4. / 203 78.1% ¢ 306
C
5. / 180 0.6% 4 259
in
6. / 173 1,630.0% ¢ 203
c
7. / m 61.3% ¢ 221
8. / 117 30.0% ¢ 163
9. / 85 1,600.0% ¢ 106
10. / 29 866.7% ¢ 35
1. / 25 - 36
rd
Grand total 1,700 81.2% ¢ 2,167

% A
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72.9% ¢
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Strong TOFU Performance for valuable how-to/guided content, even for AlO terms

=== Organic Demo Requests
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TOFU content led to all-time highs in demo requests and traffic



Our Approach

Client Examples - Citation Gap Analysis

Optimizing around where our competitors are winning has historically been a winning strategy, the
emergence of Al has not changed this and we can continue to control the narrative.

All LLM Traffic ChatGPT Perplexity Gemini Copilot Claude LLM Traffic Breakdown
Sessions Sessions Sessions Sessions Sessions Sessions
13,431 12,077 Tl 678 93 81
t 2,149.7% t 3,340.7% t 391.9% ¢t 67,700.0% t 3.3% t 1,520.0%
https://chatgpt.com/
https://www.perplexity.ai/
@ https://gemini.google.com/
LLM Traffic Over Time @ https://copilot.microsoft.c
https://claude.ai/
—— Sessions @ https://chat.mistral.ai/
250 https://chatgpt.com/c/683
200 88.6%
150
100 ) ) ) o
Primary driver is ChatGPT, our priority platform and the one
50 we focused on for this initiative.
0
Jan 1 Jan 10 Jan 19 Jan 28 Feb 6 Feb 15 Feb 24 Mar 5 Mar 14 Mar 23 Apr1 Apr 10 Apr 19 Apr 28 May 7 May 16

Massive LLM referral traffic growth within the last few weeks



Our Approach

Improving search presence through BOFU SEO Articles
will increase LLM visibility

Correlation of LLM Mentions by SERP Factor
1.00

Domain Rank = 0.25

Backlinks - 0.10

Google KWs

=0.25

Google Organic KWs

-0.00

Factors

Google SERP Features -
--0.25
Bing KWs
-0.50
Bing Organic KWs
-0.75

Bing SERP Features = 036

-1.00

Arecent study showed that there is a high correlation between
Google KW ranking and visible presence in LLMs.

What this means: In order to rank in ChatGPT, you need to show
up in bottom-funnel, product-focused Al overviews

How? Creating and getting featured on “X Best” posts

Our thesis:

Rankin Listicles » Rankin AIO - Rankin LLMs


https://www.seerinteractive.com/insights/what-drives-brand-mentions-in-ai-answers

Our Approach

Non-Client Example - BOFU Visibility in the Hiring Industry

Here’s an example of this in practice: . . .
P P Best Applicant Tracking Systems for Small Businesses

* Workable — Best applicant tracking software for flexibility

1. Greenhouse is ranking in third-party listicles for : _ — —
] ) Io Greenhouse — High-end option for multi-national organizations l
¢ BeSt Appl | Ca nt TraCkl ng Systems’, ¢ AvaHR — Well-designed applicant tracking system for mid-market orgs

e Zoho Recruit — Free applicant tracking platform with Google integration

* Recruit CRM — Top choice for staffing and recruitment agencies

Applicant tracking
2. Greenhouse then shows up on Al Overviews for T / QO e 5

113 . . ” B
A p p | I Ca nt Tra C kl n g SySte m S 5'9_ ClearCompany v i Greenhouse v icims iciMs v
Jozzin JazzHR v . Jobvite v ngz: Recruit CRM v

i Product [of enﬁ nnnnnnnnnn ﬁ\n nnnnn Pery |ex'?$kankm
3. Thisvisibility propels Greenhouse to ranking #1 2D [ reerrouee /

in multiple LLMs for “Best Applicant Tracking o iCIMS an an
Systemu n BambooHR 3rd 8th 2nd
#4 Lever 5th 2nd
#5 Workable 2nd 6th




Our Approach

Reporting Evolution

With Al Search still in its infancy and LLMs not yet fully sharing data, reporting visibility has been a
challenge but one we’ve overcome - and will continue to evolve:

e Whyisreporting on AlOs/LLMs such a challenge?

o Prompt/query volatility

o Merging data and insights from multiple sources
e Qur Tech Stack winners

o GA4/GSC + Looker Dashboards

o  SEMrush Project Data

o Scrunch Al + Profound

e Whattolookforinreporting:

o  Conversion volume stability or growth and CVR velocity

o Traffic vs. Impressions vs. CV
o AlO Visibility for core queries vs. competitors



Our Approach

Reporting Examples

Directive, A Pertormance R All Queries with AIO
All LLM Traffic ChatGPT Perplexity Genmini Copilot Claude Average CTR Average Position Total Clicks
— yres 195)5 snz:m sessns sessiors
+ 0% 82% 1 344% 186 Site CTR Position Clicks

LLM Traffic Breakdown 2 34% 1.9 649

LLM Traffic Over Time

— Sessions
25

A CTR by Ranking

I
| https://chatgpt.com/

15 !
LA / \ A
i VA [ | https:/iwww.perplexity.ai/
/F\/\/\/\ /\ / \‘\ }q’ V/\\/\/ ‘\ /A\ /\\ 53.8% @ https://gemini.google.com/ 1 2-3 4+
54 W \ | / \" ! 33.8% https:/claude.ai/
Yot 7 dant s una Fev6  Feniz  Febis Site CTR Site CTR Site CTR

6.03% 0.45% 0.23%

3 Jan19  Jan2!

GA4 Referral Traffic with Regex Filters

Semrush Blended with Google Search Console Data

ALL ChatGPT Claude Google Gemini DeepSeek Overall

Competitor Avg. Visibility 62.22% 68.89% 11.11% 9.84% 10.51%
Client Visibility 46.67% 60.00% 6.67% 4.92% 7.69%
Difference -15.56% -8.89% -4.44% -4.92% -2.82%

Report generated through APl based LLM queries



Reporting

Client Examples - Conversion Increases

~—— Non-Brand Clicks = Non-Brand Impressions
2M

2K

15M

500K

0 0
Jan 2024 Feb 2024 Mar 2024 Apr 2024 May 2024  Jun 2024 Jul 2024 Aug 2024  Sep 2024 Oct 2024 Nov 2024 Dec 2024 Jan 2025 Feb 2025 Mar 2025 Apr 2025

Despite decreases in non-brand clickthrough rate, rising impressions/visibility led to increases in conversion rates and down-funnel metrics

33/24  +$400k  +9%

SQL Actuals vs. Goal SQL Pipeline Revenue QoQ Product Page Sessions QoQ
138% of Goal



Client Questions & Answers

FAQs from B2B SaaS Clients

We have heard it all - but if our clients are asking these questions, we imagine they’re on your mind, too. Here
are some of our most commonly asked questions about Al search (and how we’re addressing them):

e IfMSVistoo narrow a focus in keyword research, what DOES matter?
o  Topic Scoring & Prioritization Audits
e |IsChatGPT taking over Google’s search market share in search?
o  Evolved our best practices and prioritizing impartial content
o Importance of Digital PR strategy
e How does Al strategy fit into your overall SEO strategy?
o  Branding, first-party data collection, offsite tactics
o  Realigning expectations around results and reporting
e Istherise of AlIO and LLMs a threat to organic traffic?
e What if my ICP/industry doesn’t use ChatGPT that much?



Client Questions & Answers

Example: Content Prioritization

Traditional Consideration Factors:

e Searchvolume
e Keyword difficulty
e Cost-per-click

New Additional Considerations:

e Traffic to top-ranking competitors
Ranking in AIO, and whether it will drive

meaningful traffic

e Searchgain (How much upside do you
stand to gain from revamping?)

e Priority score (How much does this topic
make sense for your product/bottom

line?)

Priority

Current GA Sessions Score Score Priority Score ‘Opportunity
Address =|| Rank =| A2  =|(AllTraffic) = (Rank) =| (AIO) ~=|(SearchGain) =| Score =
y ical-preventive-m: 5 Yes 2458 3022 188216 2 2 15 5365.5
he-diff | Yes 246 469 116728 3 2 20 3,437.7
http: 4 Yes 1471 1357 211326 2 2 1.0 1,710.0
https: P 10 Yes 142 18 150578 3 2 15 14544
i r-code; © 100 Yes 2032 2771 142739 1 2 05 1,119.0
breaker-mainten 1 Yes 1539 2481 109811 2 2 05 846.5
i 10 Yes 1189 1976 266330 3 2 05 799.8
Yes 529 654 69063 1 2 15 7732
6 Yes 2959 5167 535003 1 2 05 7131
https://client 6 Yes 1028 1568 132969 3 2 05 7121
Yes 383 655 31633 3 2 05 666.4
Yes 513 600 80378 2 2 20 660.7
Yes 239 369 514961 2 2 20 4318
No 861 757 184417 2 1 05 4305
Yes 348 436 47632 1 2 20 4188
Yes 551 954 74562 2 2 1.0 403.5
https://client Yes 320 503 161715 2 2 1.0 396.0
No 147 243 127830 2 1 20 387.7
Yes 287 555 68573 2 2 20 3444
5 No 829 1435 48873 2 1 05 3353
16 Yes 725 170 108392 2 2 05 319.0
lifecycle-manage 4 Yes 126 212 164761 2 2 05 318.1
ing-a- i 1 Yes 88 126 120867 2 2 15 313.6

Link to Content Audit

The Result? A priority score to help identify
opportunities at scale.



https://docs.google.com/spreadsheets/d/1awumDHEUNvZIJVJpXc4o-7d2pfxRvk2CbjY51cQBAcs/edit?gid=144323637#gid=144323637

Client Questions & Answers

Hot Takes & Hot Tips ¢%

Here at Directive, we love a “Hot Take” - here’s what’s on our minds based on what we’ve observed in

our research and in our experiences:

Hot Take
Formula won’t
change for AIOs vs.
Position 1 SERP

Hot Tip
Pipeline impact
should be your
biggest focus

Hot Take

Reddit success
won't last
forever

Hot Tip
Survey your
customer base
to mine data and
tell unique
stories

Hot Take

Organic trafficis
avanity metric

Hot Tip

Rely on your
salesforce for
content ideation
and customer
research

Hot Take

Simply copying top

resultsisnota
winning strategy

Hot Tip
Look to stand out
in search results,

not fitin

Hot Take

Impressions are the
new first touch

Hot Tip

If you're notin AlO for
product queries,
you're not just
missing traffic. You're
missing the
conversation
entirely.

(2]

Hot Take
Google will
monetize Al
Overviews

Hot Tip
The best way to
combat thisis to
build Al visibility

starting now



Next Steps for Improved Al Search Visibility

Understanding Your Al Search Visibility

Build your own Al Performance Report (Reference the ‘Get Started’ PDF sent via email)

This report will allow you to see session growth across core LLMs including ChatGPT, Perplexity, Gemini, Copilot
and Claud. This report can also highlight:

e LM Traffic Over Time + Breakdowns per LLM
e LLMViews/Organic Views per Session

e [LMEngagement

e Referral CVR

e Organic CVR

e Landing Page performance per LLM

Make vour own copy and connect vour own data points (See instructional PDF)

Need help? Reach out to smeier@directiveconsulting.com for assistance building your dashboard - we've got you!



https://lookerstudio.google.com/reporting/03f4af24-1060-47ef-aaeb-5403954bb076/page/ZBgJF
mailto:smeier@directiveconsulting.com

Understanding Your Al Search Visibility
Claim your free Al Visibility Audit (valued at $10,000)

With this custom audit, the Directive team will take a deep dive into your brand’s visibility across core
LLMs and also AlOs for specific keywords, prompts and queries. We'll compare your visibility with your top
3 competitors and share our findings along with strategic recommendations for how to improve your
visibility for these queries.

What we’ll need to perform this audit:

e AccesstoGA4/GSC for analytics@directiveconsulting.com

e Access toan existing SEMrush project -or- a list of your priority keywords
e Listof top 3 competitors
e Optional: the prompts / queries you'd like included in the audit


mailto:analytics@directiveconsulting.com

Al Strategy Resources

Appendix & =
Expanded =

Learnings




How We Win at Optimizing for Al

Our Tactics:

Content Strategy & Keyword Research Our Outcomes & Results:

e  Competitor KW Gap Analysis with AlO opportunities prioritized ——— e Targeted approach based on
e Identifying AIO queries with trending search volume to create what's already working
interactive content or thought-leadership content. —— e Proactive content ahead of
trends

MOFU & BOFU Content Focus
e  TOFUterms are serving more zero-click engagement with AlOs / LLMs ~~ — > ®  Deprioritize KWs w/ fewer clicks
e  MOFU &BOFU queries still require second action ——— ¢ Contentpushes engagement
VS. just impressions
Referral Traffic
e LLMreferral traffic dashboard built to monitor visibility by LLM and — > o Allows ustodevelop strategies
value of traffic coming from LLMs by LLM and tie back to channel

mix for referral pathways

AlO & LLM Strategy | Our Approach - Keyword Research Directive,



How We Win at Optimizing for Al

Our Tactics:

Day-to-Day Management Our Outcomes & Results:

e  Pulling AlO results for future content calendar planning in Bi-Weeklies —— e (Constantvisibility into trends

e  AlO Sections added to content briefs with context, format, sourcesetc — e  Strategic recommendations to

o AIO&LLM Visibility Analysis (example audit) content teams for AIO guidance

Reporting & Performance Tracking

e  Custom GA4 reports for - Blog Conversions & Assisted Conversions * Measurestheimpact of Al SEO

on conversions

e  LLMReferral Traffic Dashboard 7 e Visibility intotraffic driving
searches by LLM

e  Keywords Driving AlOs & Traffic from AlOs 7 e  Prioritization & Visibility by KW

e Investinginintegrations / APIs to pull data from multiple sources g  Allowsustopulldatafrom

multiple sources to see the full

picture in one dashboard

AlO & LLM Strategy | Our Approach - Keyword Research Directive,


https://docs.google.com/document/d/1QuxUBmzkryvlQf9KUUGWf7YwRaY-uw-a9m7AwIOTFpk/edit?tab=t.0#heading=h.gjdgxs

How We Win at Optimizing for Al - Client Sample Report

Select date range -

Creating High-Value, BOFU
Resource Content for LLM

Al Performance Report

Queries All LLM Traffic ChatGPT Perplexity Gemini Copilot Claude Meta
Sessions Sessions Sessions Sessions Sessions Sessions Sessions
243 191 46 11 1 2 0
X . % -39.6% % -31.0% 8 -51.6% 8 -74.4% t N/A 0.0% N/A
We proactively build a Custom LLM
Dashboard for clients when we have LLM Traffic Over Time LLM Traffic Breakdown
GA4 & GSC access through Paid Media. —— Sossions
25
This example shows that LLM traffic is "
mostly coming from ChatGPT, and we 1 |
18.9% l
can replicate this success and grow 10 A
based on the content and queries we : : :IIEEfﬁﬁi’ZTL"J‘ifi°g'e‘°°m’
see driVihg engagement not JUSt Cporo Apr 11 Apr 13 Apr 15 Apr 17 Apr 19 Apr 21 | @ https://copilot.microsoft.c...
75.3%
impressions.

https://lookerstudio.google.com/u/0/reporting/afdef6f2-222c-4092-9dfd-0c8232b79ae7/page/ZBgaJF

AlO & LLM Strategy | Our Approach - Keyword Research Directive,


https://lookerstudio.google.com/u/0/reporting/afdef6f2-222c-4092-9dfd-0c8232b79ae7/page/ZBgJF

How We Win at Optimizing for Al - Client Sample Report

Page referrer / Sessions

Landing page + query string https://chatgpt.com/ https://www.perplexi... https://gemini.googl... https://claude.ai/ https://copilot.micro...

/ 15 1 1 1 1
/blog/artificial-intelligence-ai/7-artificial-intelligence-ai-exampl... 12 2 2 - -
/resource/case-study/loreal-leads-the-global-beauty-industry-... i 3 - - -
/resource/case-study/adore-beauty-boosts-customer-engage. .. 4 1 - - -
/blog/data-strategy/what-is-real-time-data-what-it-means-best.... 3 1 - - -
/resource/case-study/revolutionising-digital-experiences-at-sc... 3 1 - - -
/blog/artificial-intelligence-ai/3-artificial-intelligence-ai-call-cen... 2 1 1 - -
/blog/customer-data-platform/how-to-avoid-customer-data-pla... 3 - - = -
/blog/customer-data-platform/real-time-customer-intelligence-... - 2 1 - -
/blog/customer-data-platform/using-cdps-in-higher-education-... 2 1 - - -
ljalpress-releases/mufg-bank-introduce-a-cdp-with-tealium-re... 2 1 - - -

https://lookerstudio.google.com/u/0/reporting/afdef6f2-222c-4092-9dfd-0c8232b79ae7/page/ZBgJF

AlO & LLM Strategy | Our Approach - Keyword Research Directive,


https://lookerstudio.google.com/u/0/reporting/afdef6f2-222c-4092-9dfd-0c8232b79ae7/page/ZBgJF

How We Win at Optimizing for Al - Reporting

Growing & Reporting
on LLM Referral
Traffic

We built custom
dashboards to show
referral traffic from
ChatGPT, Perplexity,
Gemini, etc. and tying
that traffic to on-page
performance and

conversion performance.

LLM Referral Traffic

Referral Traffic from LLMs (ChatGPT, Perplexity, etc)
This page shows referral traffic over the last 12 months from LLMs like ChatGPT, Perplexity, Gemini, and more, illustrating how many people are searching something
within these platforms and clicking a link to the website. The table below also shows which pages are driving the most referral traffic. We expect this traffic to

exponentially increase as we build out new optimized content, demonstrate we are an expert on related topics, and gain trust from LLMs.

s LLM Traffic

Last 28 Days’ LLM Traffic
5 , WA WA ¥ v 1 1,607
Apr 1,2024 May 21,2024 Jul 10,2024 Aug 29, 2024 Oct 18, 2024 Dec7,2024 Jan 26, 2025 Mar 17,2025 * 32
Apr 26,2024 Jun 15, 2024 Aug 4, 2024 Sep 23,2024 Nov 12, 2024 Jan 1, 2025 Feb 20, 2025 Apr 11,2025
Page referrer / Sessions
Landing page + query string hitps.//chatgptecom/  https:/wwwperplexity.al/  hitps:/gemini google.c hitps://claude.al/ Grand total Last 12 Months LLM Traffic
/blog/mi 8 9 1 18 7:8 6
/blog/so 0 6 16
/blog/ga 7 7
/blog/so 7 7
/blog/ine 3 2 2 7
/blog/mi 1 5 6
/blog/mi 1 s 6
/blog/ca 4 1 5
Grand total 120 6 N 1 216
Directive,

AlO & LLM Strategy | Our Approach - Keyword Research

Directive,



How We Win at Optimizing for Al - Reporting

Tracking SERP
Visibility by Keyword
& SERP Feature

Another view within our
custom AIO/LLM
reporting allows us to
parse through the
keywords we're ranking
forin Al Overview
appearance and shows
distribution across AlOs
and other SERP features
like featured snippets
and site links.

Al Overview Appearances

10.

Keyword »

wrench time

work order saas

work order management systems
what is wrench time

what is vendor relations
what is vendor portal

what is vendor number

what is vendor due diligence
what is vendor code

what is time to maintenance

what is third-party vendor

AlO & LLM Strategy | Our Approach - Keyword Research

Search In...

ilc

Keyword ...
10

27
32
n
25
10
26
20
9

7

23
1-65/65

Al Overview Distribution (Rank 1)

AZ

® i overview
@ organic

@ featured snippet

@ site links

al overview

206.8 (63.3%)

Directive,



How We Win at Optimizing for Al - Proof Point

D i scove ra b | I ity Prophix — Organic Traffic [l Organic Keywords

15K 10K

Continues tO Organic Traffic Organic Keywords 10K
Improve in SERPs 311K 17.1K #

t7.0% 1-1.9

5K

3.1K

vs prior period vs prior period 1.9K . 23K . 0
Wh . | t h . | . t , Apr2024  May2024  Jun2024 Jul2024  Aug2024  Sep2024  Oct2024  Nov2024  Dec2024  Jan2025  Feb2025  Mar2025
e tnis clients
SERE visi b|J|E|ty Vena Solutions o = g o 1 Ot g -
continues to
I 't k Organic Traffic Organic Keywords
acce er;_a e, !ey 51.2K 42 9K
Competltors $-33.6% $-20.3
o . vs prior period vs prior period
VISI b | | |ty kee pS Apr2024  May2024  Jun2024 Jul2024  Aug2024  Sep2024  Oct2024  Nov2024  Dec2024  Jan2025  Feb2025  Mar2025
falling due to Al
Strateg | eS Planful P — Organic Traffic [l Organic Keywords 20K
implemented over Organic Traffic  Organic Keywords
the last 2 quarters. 431K 16.6K
;rs p‘nov period vs prior period

Apr 2024 May 2024 Jun 2024 Jul 2024 Aug 2024 Sep 2024 Oct 2024 Nov 2024 Dec 2024 Jan 2025 Feb 2025 Mar 2025

AlO & LLM Strategy | Our Approach - Keyword Research Directive,



How We Win at Optimizing for Al - Proof Point

- - - hat !/ lexity.ai / link.ed: dges Totals
Presence in LLMs is Growing, Mostly Thanks to o | Pl | BRI | B | e |
Session source / medium referral referral referral
Current BOFU Content & Listicles Bagenul coleaing T | Tomlweers | Tomuems | Tomluen | Towluses | oTomuen
388 355 77 98 72 1,161
Totale 33.4% of total 30.6% of total 6.6% of total 8.4% of total 6.2% of total 100.0% of total
Of all of the LLMs, ChatGPT and Perplexity drove the most L ' 1 - : )
. . . . . . 2 /blog/esg-software/ 35 25 0 2 1 78
traffic. The top performing articles are listicles, and likely  _|. oo ‘ . W : o “
will continue to the main sources of LLM traffic. 4 tMogzbentfancel il A | s g ? i =
5 /blog/7-esg-report-examples-for-finance-teams/ 15 10 0 0 1 29
6 g budg ything: d-to-k P 17 0 2 1 29
;
7 -examples/ 3 13 0 2 v & 28
8 /blog/17-best-fp- ft for-high fp- 15 4 0 0 0 23
9 p- 13 2 0 0 0 23
10 igeting, 6 12 0 0 1 23
11 /blog/gaap-vs-ifrs/ 6 12 0 0 0 20
12 /blog/the-10-best-account-reconciliation-software/ 6 9 0 0 0 17
13 /blog/h der-the-what-if: . inty, 4 5 0 2 0 16
Y
o1 o1 o1 01 01 o1 01 01 o1 01 [ 0
May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar
O Anomalies % Expected value

AlO & LLM Strategy | Our Approach - Keyword Research Directive,



How We Win at Optimizing for Al - Proof Point

Auditing AlO Keywords & Change for Future Content
Planning & Prioritization

What This Tells Us About AIO Trends:
Month AlO Keywords Change

e Educational and definitional content dominates AlO January 1 +1
inclusion: Queries like “what is X" and “meaning of X"
consistently trigger AlO February 3 +2

e Financial terms and formulas are a major AlO opportunity.
Some are terms we've considered but deprioritized due to March 22 +19
focusing more on ICP and deal-related queries. :

e Informational intent (vs. transactional) is heavily April 20 -2
prioritized by Al: Google and other engines favor content
that concisely answers broad industry questions. May TBD TBD

e Visual + structured content is a bonus: Many of these
results show Featured Snippets, PAA boxes, rich media,
etc, which indicates Google’s preference for clear
formatting.

AlO & LLM Strategy | Our Approach - Keyword Research Directive,



How We Win at Optimizing for Al - Proof Point

Implementing LLM.txt LLM Referral Traffic
Files

Other [ Gemini [l Perplexity [ ChatGPT 554

In this situation, we implemented
the LLM.txt file back in February,
since then we'’ve seen a very strong
increase in sessions (and +3SQALs).
We also saw a big spike in Perplexity
referral traffic during that time,
which tells us that this could be a
platform our ICPs are using most O " Reb24  Mar24  Apr24  May24  Jun24  Ju24  Aug24  Sep24  Oct24  Nov24  Dec24  Jan25  Feb25  Mar25  Apr25
commonly. Month T

AlO & LLM Strategy | Our Approach - Keyword Research Directive,



Content Marketing

Our Focus: %
How We

Optimize for Al




Keyword Research for Al Search

As Al-driven search changes the way users discover information, our approach to Strategic Opportunities

keyword research adapts to include how brands are represented in large language

models (LLMs) like ChatGPT, Perplexity, and Gemini. Using our Enterprise access to

SEMrush, we track and influence how brands appear in these new Al-driven e I S i
Customer Preferences Program in Promotions

environments.
Recommendations: Recommendations:

* Conduct market research to identify * Promote the convenience and ease

. popular frame styles and materials ofWarby Parker's home try-on
Key Ta ct ICS: that are missing from the current program in marketing materials,
lineup. emphasizing howit allows
+ Consider collaborations with customers to iy befors they,
. . . designers to introduce lmited- B 2 s
e Analyze Source Attribution: Understand what sources LLMs are using to form i

See Bran(

brand narratives and recommendations. Query Intent Distribution

e Benchmark Visibility Across Models: Compare presence in different Al search

engines to identify gaps and opportunities.

e Spot Competitive Mentions: Track how competitors are positioned in Al search W rescarch  59.8%
to refine keyword targeting and content strategies. / o coneren 1ok
o |dentify AlIO Keyword Opportunities: Using various research platforms we T ::t:::on 1::
identify AIO and untapped keywords to target, thinking about BOFU intent. purchase  6.7%

AlO & LLM Strategy | Our Approach - Keyword Research




Tech SEO for AIO & LLM Visibility

Al optimization really starts with content, but there are some basic Tech SEO
tactics that can be implemented to set you up for success in Al search.

Key Tactics: : _— ;
<script type="application/ld+json">
e Schema Markup Utilization: Structured data or Schema Markup helps tell ' "@context”: "https://schema.org",
“@type": "FAQPage",
LLMs and Google the purpose of your content. There are 700+ types of "mainEntity": {
"@type": "Question",
schema, like FAQ schema, How-To schema, Article schema etc. "name”: "What is digital marketing?",
"acceptedAnswer": {
e Internal Linking: Internal linking helps search engines and Al models TeIjHen: SAnsians,
"text": "\"Digital marketing is the process of creating, m
understand the structure, relationships, and relevance of your content. It .
distributes authority, and makes it easier for Al systems to surface }/ ,
</script>

comprehensive, context-rich answers.

e Site Architecture: Well-structured sites ensure that related content is
easily discoverable, boosting the chances that multiple pages from your
site contribute to or get cited in AlO responses.

AlO & LLM Strategy | Our Approach - Tech SEO Directive,



Content Production for AlIOs & LLMS

iah- i i icibhili ichi Top 5 Growth Hacks from XYPN's
H|gh_ quality conte_nt helps mprove AIO visibility by Qstabllshlng your t_)rar_1d gs a B Tl isanchmarking Study
credible, expert voice in your industry. When executives or SMEs publish insightful, e

data-driven perspectives, itincreases the chances that LLMs will reference or
synthesize that content in Al-generated responses.

Key Tactics: ‘

e Functional Content: Searchers rely on AlOs for quick response answers,
simplifying complex questions, or for comparing tools, most commonly. By

developing functional content to help satisfy their search intent, you can  dertaning Yo g v

take searchers out of AIOs and straight to your website.

e  First-Party Data Content: Using unique data (think: proprietary data from e i

studies or user-data) to create authoritative content helps position you best

How much are you leaving on

for third-party reference and LLMs, alike. the table?

You could be missing out on savings for
tech you need or already use. Try out our
calculator to make sure.

e Interactive Content: Calculators, quizzes, generators - these engaging S n—

Potential Annual Savings

widgets can be built to engage users and live in content to build authority. $6183,96

Calculate my savings +

I'm not interested in savings X

AlO & LLM Strategy | Our Approach - Content Production Directive,



Off-site SEO & Third-Party Content

Building authority on third-party websites signals credibility and
relevance to LLMs. These models prioritize widely cited, reputable
sources, so strong off-site authority increases the chances a
brand is referenced.

e Increase Share of SERP Visibility: Updating descriptions
on review sites (G2, Capterra, etc.) can improve positioning
and tracking mentions on sites like Quora, Reddit etc. can
influence strategy and give you a way to engage with your
community.

e  Competitor Listicles: Articles that compare platforms
(e.g., "Top 5 CRM Tools for Startups") help improve visibility
by clearly organizing information in a way that’s easy for
models to summarize and cite—especially if the content is

detailed, unbiased, and hosted on authoritative domains.

AlO & LLM Strategy | Our Approach - Off-site SEO & Third-Party Content

Forbes Apvisor

9 Best Customer Data Platforms Of 2024
1 Written By Natalie Cusson £ Kelly Main
all B © Reviewed
Best Of

Best Marketing Software

Best Email Marketing
Software

A customer data platform (CDP) collects data from online and off-line sources and standardizes Best SEO Software For Small

it to create comprehensive customer profiles. Then, these profiles are used to build campaigns Businiess

and customer experiences that attract and retain high-value customers. Forbes Advisor
Best SEO Services For Small

researched the best customer data platforms to help you make the right decision for your needs. i
usiness

Best Mass Texting Services

+ Show Summary

The Best Customer Data Platforms of 2024

® Segment: Best overall Top Keywords
¢ Emarsys: Best for ichannel customer Keyword Position  SF  Volume Traffic % =
® Optimove: Best for predictive segmentation

customer database platforms 2 6 1.3K 13.00
o FirstHive: Best for manufacturers
® Lytics: Best for expanding advertising reach customer data platiorms 1 L 16K 10.98
o BlueConic: Best for international data privacy management best customer data platform 1 7 110 7.80
® ActionIQ: Best for customer experience management

Q P 8 best cdp platforms 2 6 140 5.20

© Bloomreach E: Best for busi

best cdp 2 5 140 5.20

* Totango: Best for composable customer success platform

Directive,



Tracking & Reporting on Al Performance

All AlO Appearances

AlO performance reporting gives us deep insights into brand visibility, Keyword Postion ™ | SteCTR - clee
1 pii meaning 1 0.0! 1
sentiment, and positioning across Al-driven platforms—turning unpredictable Al 2 whatisfiatmoney o om ;
outputs into measurable, strategic growth opportunities. B complanensmansgenen Lo ‘
4. fbo meaning 3 0.38% 52
5. m&t routing number 3 0.11% 4
Key Tactics: 6. what does ledger balance m... 2 0.28% 4
7 cash application 2 0.51% 1
8. aml compliance 2 0.6% 38
e Gain Al Visibility at Scale: We track, analyze, and benchmark brand 9. whatisledgerblance 2 oew 2
10. ledger balance meaning 2 0.26% 44
mentions across Al search engines, like ChatGPT, Perplexity, and Gemini, 1s6s% <>
. . . . . . . All i ith AlO
to gain real-time insights into how your brand is portrayed in Al-results. Quertes i
. . . ) . Average CTR Average Position Total Clicks
e TurnAlInsights into Actionable Growth: Use deep Al-driven analytics Ste CTR Positon Giicks
. - L . - . 2.16% 1.67 831
to optimize digital strategies, identify opportunities, and refine content = -
Brand UK 107% +45% v HH
to improve brand positioning in Al-generated search. CTR by Rankingpssmess
_ ) . ] T e .
e Tie Traffic Back to AIO Keywords: Our proprietary, custom Looker T S S
Dashboards sync GSC, GA4 and SEMrush data to show which terms are B13% _ Al 3@
driving Al traffic. S E——
— . J,,/) ‘//- ;
. . / V
AIO & LLM Strategy | Tracking & Reporting /




Tracking & Reporting on Al Performance

Our reporting capabilities also includes the ability to report on how clients

. . . Facility Management Software Visibility in Al Models
and competitors are showing up across core LLMs for top queries,
. . . . View by Company
incorporating this into our regular reporting.

ChatGPT+

How It Works:

Claude

Google |
Gemini

e Identify Up to 3 Competitors: Segment, Salesforce, Twilio, for § 3 i 3

M CLIENT m Fiix m UpKeep

example, could be competitor options to track against in this

example.
Total Visibility Summary

e Select Up to 30 Queries to Track: We can select 30 queries to
CLIENT Fiix FMX UpKeep

track across LLMs including: ChatGPT, Perplexity, Gemini, etc. 0 0 1 a
e TrackHistorical Data & Show Visibility Shifts: We’ll store this el mentions

total mentions total mentions total mentions

Based on 8 questions asked to each Al model

historical data for every new crawl! in Big Query to then show

visibility shifts across core keywords for clients and 3 competitors.

s Profound &} scrunch
Sample LLM Visibility Data Sheet - See Visibility Report Tab

AIO & LLM Strategy | Tracking & Reporting Directive,


https://docs.google.com/spreadsheets/d/1VFyxudkfL2THzbzP9yn117Ir5ETA3tBwiDnTyasPlxU/edit?usp=sharing
https://claude.ai/public/artifacts/d155d231-f7da-4914-ba4d-8b92bd957677

Industry Outlook & Insights

e Types of keywords in AlOs
o  Mostly TOFU terms dominating this space
o  More variation here in ecommerce space

o Reference Examples in Slide 11

e How AIOs and LLMs will impact search behavior
o  Thisdepends on userintent and ICP details, for example:
m  B2BExec Leaders - more engagement in LLMs, untrusting of AlO results, more likely to click through
m Informational Searchers - more engagement with AlOs, trusting at face value
e Should websites/orgs anticipate declines in traffic?
o Insomeinstances, yes, we've seen organic traffic decline ~20% while seeing ~30% increase in impressions

o  Clients that proactively pivot content strategy to focus on optimizing for LLM / AIO have counter-acted traffic

losses despite competitors losing traffic (Examples in Slides 9 and 10 here)
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