SEO vs.
GEO:
Optimizing
for the

Future of
Search

* SEO (Search Engine Optimization): The
established practice of improving a
website's visibility in traditional search
engine results (Google, Bing).

* GEO (Generative Engine
Optimization): The emerging strategy of
optimizing content to be recognized, cited,
and summarized by Al-driven generative
models (e.g., Google's Al Overviews, '
ChatGPT, Claude, Gemini, Perplexity).
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Comparison: SEO vs. GEO

Generative Engine Optimization

Aspect Search Engine Optimization (SEO) (GEO)

Become a trusted
source/citation within an Al-
generated answer.

Win a ranked link position on the

Primary Goal Search Results Page (SERP).

Traditional Search Engines (Google, Generative Al Models (ChatGPT,

Target Platform Bing, Yahoo). Gemini, Perplexity, Al Overviews).

Frequency of brand/content
citations, "share of Al voice,' and
brand visibility in Al answers.

Organic traffic, keyword rankings,

Focus Metric click-through rate (CTR).

User receives a direct, synthesized
answer (often a "zero-click" event)
where your brand is cited.

User clicks a link to visit your

Desired Outcome .
website.
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/| SEO Mechanics: The Ranking Game

 Core Logic: Algorithms evaluate pages based on a multitude
of ranking factors (keywords, backlinks, site speed, mobile-
friendliness) to determine which link is the most relevant for a query.

The * User Intent: Focus is on satisfying a direct query, often transactional or
informational, and delivering a list of resources (links) to click.

* Value Signals: High value is placed on backlinks as an external vote of

Fu n d a m e nta l confidence, and strategic keyword placement.
M eCha n iCS‘ ¥ GEO Mechanics: The Citation Game
)

 Core Logic: Large Language Models (LLMs) synthesize a single,
comprehensive answer by analyzing and aggregating information from

I I OW Th ey various sources deemed authoritative and clear.

* User Intent: Focus is on satisfying complex or conversational queries

by delivering a direct, complete answer that anticipates follow-up
O r questions.

* Value Signals: High value is placed on E-E-A-T (Experience, Expertise,
Authority, Trustworthiness), clear content structure, natural language,
and verifiable data/citations.

These Awesome Ideas are Courtesy of Michael Mackenzie Communications



Deep Dive: The Critical Role of E-E-A-T for GEO

E-E-A-T (Experience, Expertise, Authority, and Trustworthiness) is Google's core framework for assessing
the quality of content, and itis exponentially more important for Generative Engine Optimization.

How E-E-A-T Directly Influences GEO:

eExperience:
GEO Application: Showcasing firsthand knowledge through case studies, original research, or
testimonials. Al models prioritize content from creators who demonstrate they've actually used a
product or done the work.

eExpertise:
GEO Application: Ensuring authors have clear, relevant qualifications displayed. The content must
demonstrate deep knowledge, not just summarize surface-level facts.

eAuthority:
GEO Application: Getting mentions and co-citations across the web from other highly authoritative
sources (e.g., industry press, academic journals). Al models use these mentions as votes of
confidence, even if they aren't direct links.

eTrustworthiness (The Foundation):
GEO Application: Being transparent with data sources, citing all claims, and ensuring all
information is current and accurate. Al models are trained to avoid synthesizing information from
unreliable sources.
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Applying GEO to an Existing Website

The goal is to enhance current high-ranking SEO content to be "Al-ready" for GEO.
Enhance E-E-A-T & Verifiability (GEO Priority):
* Ensure author bios are clear and include strong credentials.

 Add inline statistics, data, and citations with links to authoritative external sources to
support claims. This is vital for Al to trust and quote your data.

Content Restructuring (SEO & GEO Benefit):

* Transform dense paragraphs into clear, direct Q&A sections (FAQs) that answer specific
user questions conversationally.

 Use clear and nested headings (H2, H3, H4) and bulleted/numbered lists so both Al
models and crawlers can easily parse and extract key information.

Technical Optimization (SEO Foundation):

* Verify your Schema Markup is correct, especially for facts, reviews, or Q&A content. This
explicitly labels your data for Al extraction.
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Guidance for New Web Content Creation

New content must be designed to serve both traditional search engines and generative Al
models simultaneously.

Prioritize Conversational Queries:

* Research full, natural language questions that users would ask an Al (e.g., "What are
the steps to replace a car battery?" instead of just "car battery replacement”).

e Start new articles with a direct, concise answer before diving into the detail.
Go Deep for Topical Authority:

* Create comprehensive content clusters around a subject, covering all related
subtopics. Al rewards content that shows deep, interconnected expertise.

Optimize for Clarity and Verifiability:
* Use direct, simple language and avoid ambiguity.

* Always include current, verifiable data and quote experts to boost authority and trust
with generative models.
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Strategy Why SEO Still Wins Why GEO is Essential

SEO and GEO

Still drives the majority of Canresult in "zero-click"
a re n Ot a Traffic & Clicks direct traffic to your answers, but the traffic that
website. does click is highly qualified.

®
choice, but a s e
Builds technical and Leverages that authority to

o . .
S I ngle Authority SZiTil:kzu;:gnZ tehrough be selected and citedby Al as
| pag the definitive source.

integrated -

Ensures you are visible to Ensures your brand is visible
St rategy fo r Visibility users who prefer a list of to users who prefer a

links to browse. synthesized, instant answer.

maximum

dlgltal To win the future of search, you must have an SEO
ViSibility. foundation (to rank) and a GEO strategy (to be cited).
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