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1) The Shift to Al
Search

md What s Happening?

Search has moved from a list of links to a single, synthesized
answer.

If your brand isn’t part of that answer, you effectively don't exist
for the user. While LLMs like ChatGPT are growing, as of early
2026, over 21% of Google searches globally utilize Al Overviews
or Al Mode.

For founders, this means the majority of your Al visibility strategy
must still prioritize Google.com.
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Al meeting assistants like Fathom, Fellow, Avoma, and HubSpot's
native tools (Breeze Assistant) can automatically sync meeting e’

summaries, action items, and key data into HubSpot, eliminating ‘0
manual entry and keeping your CRM updated with call details, deal

progress, and next steps for contacts and deals. These tools leverage

Al to transcribe, summarize, and identify relevant CRM fields (like deal updales, pain

paints, and follow-ups) from calls on Zoom, Google Meet, or Teams, streamilining sales
workflow:

Popular Al Assistants for HubSpot Integration

HubSpot Al Assistant (Breeze): Native Al for HubSpot users that prepares for
meetings, generates content, and summarizes calls, linking directly to CRM records,
available with Sales Professional/Enterprise plans.

®

Fathom: Free Al assistant that syncs notes and summaries direclly to HubSpot,
streamlining CRM hygiena and updates for Zoom, Google Meet, and Teams.

Fellow.al: Integrates with HubSpot to automatically suggest updates for deal fields,
contact notes, and next steps, keeping data current.

Avoma: Synecs notes to the cormect HubSpot Contact or Deal records and provides
conversation insights, analyzing talk-to-listen ratios and more.

CustomerlQ: An Al platform that captures meeting details (action items, tasks, deal
properties) and syncs them directly to HubSpot, solving manual data entry. #

Use meetings in the sales workspace
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maating summaries relies on Al Assistant cal
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Avoma - Al Meeting Assistant - Eventbrite -
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What Does This Mean for a B2B Founder?

To navigate the current search landscape, businesses should
view Answer Engine Optimization (AEO) as an upgrade to
traditional SEO rather than a replacement.

A unified strategy for Al search visibility should typically split
efforts into 70% traditional SEO and 30% LLM-focused projects.

Key Differences Between SEO and AEO

e Source Synthesis vs. Direct Results: Traditional search
displays your exact content, whereas Al synthesizes multiple
sources, including your site, third-party reviews (like G2),
and community discussions (like Reddit) to generate a
single answer.

e Competitive Mentions: While SEO might grant you an
exclusive #1 spot, Al answers often group you with
competitors (e.g., "Mailchimp, SendGrid, and [Your Brand]
all offer email APIs").

e Content Distortion: Al may paraphrase or rewrite your
content, sometimes mixing it with outdated information
from other sources.

* Proof Points vs. Comprehensive Guides: Traditional search
prioritizes long-form educational guides. In contrast, Al
seeks specific, verifiable proof points, such as case studies
with measurable results (e.g., "How Stripe cut deployment
time by 40%").

For startups, the priority must remain on validating product-
market fit before pursuing aggressive growth through these

search strategies.




2) How Al Decides
What to Recommend

Instead of relying on traditional ranking algorithms, LLMs are
trained on massive datasets to predict and synthesize the
most statistically probable and authoritative answer to a user's
prompt.

How Al Weighs Recommendations

Al models prioritize information that is frequently associated
with a prompt across a diverse array of sources, including
websites, UGC, and industry publications. Selection is based on
a synthesis of patterns rather than a simple link-based score,
specifically weighing the following factors:

e Source Credibility: Al models give more weight to
information from established and authoritative platforms.

o What this means: If a solution is mentioned in a high-
authority outlet like TechCrunch, the Al considers it more
credible than a mention on a standard competitor's
blog because it appears in a more reputable context
within the Al's training.

Let’s show this in practice: Throughout this playbook, we'll use
Avoma - an Al-powered meeting assistant - as the primary
practical example for establishing brand visibility and authority
within Al search environments.



https://www.avoma.com/

These are snapshot from Rankscale showing the top 20 citation
sources Al draws on to answer a set of specific prompts. So, if
you want to see which sources feed answers across 10
prompts, you can view the aggregated results in this graph.

In short, these are the domains that cite Avoma and
contribute to their positioning in Al Answers.

Top 20 Citations by Domain &, Export v
Top domains with stacked citations by URL (click domain bar to filter)
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[ Search Term: Avoma alternatives with better Al summarization quality ]

Date & Time: 02/02/2026, 04:49:52

Region: United States (us)

Response with Ranks Text Citations Sources

Sources (10}
Ranked overall sources shown add
appear inling

1. The 5 Best Avoma Competitors & Alternatives (Updated in 2026)

“Fathom Pros * Automatic summaries. Fathom automatically generates summaries of meetings, including action items. * Easily
Shareabl..”

2. 10 Best Avoma Alternatives & Competitors [Updated ...

[_,., neetjamie.al hitps:/www.meetjamie.ai/blog/avoma-alternatives ]

"Table of Contents. TL,DRWHy You Might Look for Avoma Allernatives? What Are the Best Alternatives to Avoma? 1. Jamie2. Fathom3,
Fi..*

3. Top 10 Avoma Alternatives & Competitors in 2026 - G2

I":Z https:/iwww.g2.com/products/avoma/competitors/alternatives ’

“Best Paid & Free Alternatives to Avoma ® Fathom. * Gong. ® Fireflies.ai. ® Chorus by Zoominfo. * Fellow. * Otter.ai. * Jiminny. * .*

4. Best Avoma Alternatives 2025 - Sales Intelligence Tools

These are the sources Al cited for just one prompt: “Avoma
alternatives with better summarization quality.”




e Content Comprehensiveness: Al favours content that
provides a thorough exploration of a topic over thin feature
lists.

o What this means: A 2,000-word implementation guide
is far more likely to be recommended than a brief 200-
word feature summary because the model views the
detailed guide as more helpful and complete.

e Contextual Relevance: These models evaluate the
semantic relationship between your content and the
specific intent of the user's query.

o What this means: When a user asks about "API rate
limiting for Saas,” your technical documentation will be
prioritized over a generic pricing page because it
directly addresses the niche context of the query.

In this new landscape, visibility shifts from backlinks to topical
authority. Success is driven by providing clear, direct answers
and edrning citations from high-quality sources the Al trusts.




3) SEOFirst, Al
Search Second

Strong SEO foundations are at the core of Al Search success.
Make sure you mark off these SEO hurdles before going after Al
Search visibility:

e Your messaging is vague. If a human can't understand
what you do in ten seconds, Al won't either. Stop with "Al-
powered platform that transforms workflows" and say
"Meeting transcription software for sales teams” or "API
monitoring for fintech companies.”

Al needs concrete nouns, not marketing fluff.

* Your best contentis locked behind forms or a login. That
comparison guide, ROI calculator, or technical
documentation? If it's gated, Al can't see it, cite it, or
recommend you.

Ungating strategic content is the fastest visibility win.

e Critical information lives in images, PDFs, and behind
JavasScript. Your pricing table is a screenshot. Your product
comparison is a PDF. Your architecture diagram has all the
technical specs.

Al can't read these effectively. Convert key information to
HTML text.

* You have no structured data. Use schema markup so Al
understands your brand’s place in the tech ecosystem.

e Bing Neglect: Most founders ignore Bing completely, which
means you're invisible in ChatGPT, Copilot, and Perplexity.




To use the platform, verify your site and enable IndexNow. It
takes 15 minutes and gives you instant indexing. Bing
Webmasters allows you to import your website from Google
Search Console, so feel free to use that feature.

it [l Microsoft Bing | Webmaster Tools

r & Top Recommendations

* You haven't answered the pre-purchase questions.
Explicitly answer pre-purchase questions (like "Does Avoma
integrate with Salesforce?") directly on your site.

Exemplary Pre-Purchase Questions for Avoma

Address the actual questions your ICP would ask in an answer
engine. Build clear answers to specific technical or pricing
questions on your website, and you provide the exact
information Al models look for when recommending a brand.

Check out the type of questions Avoma would address to get
better answering results:

7 Integration & Tech Stack
* Does Avoma integrate with Salesforce?
e Can Avoma sync with HubSpot automatically?
* Does Avoma work with Zoom, Google Meet, and Microsoft
Teams?
e Canlconnect Avoma to Slack for meeting summaries?



https://www.bing.com/webmasters
https://www.bing.com/webmasters

J Pricing & Team Size
e What's Avoma pricing for a 10-person sales team?
* How much does Avoma cost for 50 users?
* Does Avoma have a free plan or trial?
e What's included in Avoma'’s basic vs enterprise pricing?
(J Use Case Fit
* Does Avoma work for customer success teams or only
sales?
e Can Avoma handle technical product demos with complex
terminology?
* |s Avoma suitable for remote teams across multiple time
zones?
* Does Avoma support languages other than English?
& Competitive/Disqualifying
e When shouldn't | use Avoma?
* Is Avoma better than Gong for small teams?
e What's the difference between Avoma and Fireflies?
e Does Avoma require everyone on the call to have an
account?
(& compliance & Security
* Is Avoma GDPR compliant?
* Does Avoma meet SOC 2 requirements?
e Can | control who has access to recorded meetings in
Avoma?
¢ How does Avoma handle data retention and deletion?
&J Implementation & Setup
* How long does it take to set up Avoma?
* Dol need IT support to implement Avoma?
e Can Avoma automatically join scheduled meetings?
* How do | train my team to use Avoma effectively?

This is the equivalent of SEO’'s “Keyword research”. Go through
the exercise of defining these for your brand because they are
the basis of your Al search visibility.




4) Selecting
Targeted Prompts

Founders must conduct prompt research to master Al search
visibility. Start with a few queries to build your understanding of
how Al perceives your brand. You can expand in two directions:

* Use RankScale’s prompts research to automate insights.

é]'r\rankscale

= Prompt Research

United States English

* Synthesize high-intent queries from Reddit, G2, or sales calls
to capture your customer's actual language.

While you can use ChatGPT to generate 15-20 prompts by
analyzing your content, real client data provides the best
precision.

Provided you did your “prompt research”, you should end up
with a good list of prompts that cover your key topics.

As of early 2026, no data is available on the actual prompts
people look for in Al search, so you will need to make a final
selection based on an intersection between your ICP/persona
research, main offering, and website content.




Select at least 10 non-branded and 10 branded prompts. For
Avoma, this selection will look something like this.

Sy Exemplary Branded and Non-branded Prompts for
Avoma:

10 Non-Branded Prompts:

1. How can | automatically generate meeting summaries for
my sales team?

2. What's the best way to track action items across multiple
client meetings?

3. I need to analyze patterns in customer conversations to
improve our pitch

4. How do revenue teams capture and share knowledge from
customer calls?

5. What tools help sales managers coach reps using actual
conversation data?

6. | want to transcribe and search through all our customer
success meetings

7. How can | automate CRM updates from sales calls without
manual data entry?

8. What's the most efficient way to prepare meeting agendas
and follow-ups for my team?

9. I need conversation intelligence software that integrates
with our existing tech stack

10. How do | ensure compliance and record-keeping for all
client conversations?




10 Branded Prompts:

1. Is Avoma better than Gong for small sales teams?
2. Avoma vs Fireflies comparison for meeting transcription
3. How much does Avoma cost compared to similar tools?

4. What integrations does Avoma support with Salesforce and
HubSpot?

5. Avoma reviews from actual users in SaaS companies

6. Does Avoma work well for customer success teams or just
sales?

7. Avoma security and compliance features for enterprise

8. How to set up Avoma for a remote team across multiple
time zones?

9. Avoma alternatives with better Al summmarization quality

10. What's Avoma's Al accuracy like for technical product
discussions?




Then, run all these prompts in Rankscale to get a prompt-
level report like this. For clarity, you can arrange them into
two topics: Branded and Non-Branded.

» Awvoma alternatives with better Al summarization quality %o+«

»  Avoma reviews from actual users in Saas companies ¥ 0o« +

~ Avoma security and

........... y and compliance features for
.......
prise =
ma security and compl
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llllllll e =
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DDDDDDDDDD =
Avoma security and cos fi fi
® a0 o™ woox Meousl
tarprise =
Ciaude 3. o
—

Add your preferred geography, Al models, tracking interval, etc
(short RankScale setup video) to complete your setup.

RankScale suggests hundreds of competitors that it finds
relevant to your brand, but feel free to add or remove as many
as you see fit.

1.Filter competitors per topic, Al models, individual prompts,
etc.

aA\luma o2 & BackioBrands  f§} Settings (3 Refresh

Competitors Citations Sources Sentiment Topics

Competitor Analysis

, Avoma  posi . Datect 1 e Mardone - .
5 varist 'H5.0 35.0% 5% 66.7% EL 43 T25.4%

. Gang ) ; o Moo " Visibility
variations > "#7.0 56.0% 38.0% 63.0% 83 63 48.9%

, Chorus , Pos ) s — - i
3w Y#6.0 47.3% 33.0% 60.7% 58 42 38T%

5 Salesforce y Pos ¢ Do o timent . b Visibility
& varisions > Y430 51.0% 15.0% 52.3% 53 34 3B.7%

. Fireflies.ai A - Bt LT timent Mentiens ! Visibilty
it THTS 45.0% 1B.0% B1.2% 51 42 32.2%

. HubSpot



https://www.youtube.com/watch?v=5PFA8s56dms

2.Add and remove competitors to map your actual
competitor landscape.

Whitelist/Blacklist Settings
Visibity Score [default) Masch current (delault) 00

Whitelist Brand Names Touto: | st i v o » total 9 Blacklist Brand Names

s keep  weislst
A 1o black )'IJ

E]..“

alD  imep  blackis
Add 1o whitslist |

e » 2 a = » o
: s 2 = & E § ¢
S 3 g g & = &

3.Complete your brand report setup, then run the first report
to get an overview that provides a snapshot of your
overall Al search visibility based on these prompts
(changing the prompts also changes the visibility %).

e Avoma e & BackicBrands 1 Settings (3 Refresh
Dashipand Competitors Citations o Sentiment Toplcs
&t 7 Days £ Ful Wi Al Engings AN Topies AN Tags AN Quaties Watrics: 7D s 2dH » Mg » +Emply

“+ Average Brand Performance Metrics

Current Fifters

69.4% 62 237

59.2%

#2.3 63.9% 53.6%

Red highlights show your brand's current visibility; greens are
the metrics you can use to improve the reds.




Note: RankScale, Peec, Scrunch, and Profound are all best of
class for this task, but you can use any Al analytics tool of your
choice to track Al search visibility.

Reports like that will give you everything you need to make
decisions and implement improvements across all three Al
search visibility areas: technical, content, and ecosystem
presence.

--> Here, you can watch a webinar with the RankScale team
where we go through the whole auditing process step by step.

& VertoDigital ﬁﬁ\rankscale

Measuring & Winning
Al Search Visibility

Lily Grozeva &P

where you stand.



https://www.youtube.com/watch?v=WZdkYxkd8eY
http://rankscale.ai/
http://peec.ai/
http://scrunch.ai/
https://www.tryprofound.com/

5) Content Al Loves
and Cites

Al models do not just read” content; they extract facts, trade-
offs, and consensus to synthesize an answer.

In this new environment, quality content based on facts, details,
and credibility matters way more than content volume.

Effective formats that get picked up include: "Best X for Y" lists,
direct "Alternatives to [Competitor]” comparisons, pricing
explanations, and technical documentation detailing
limitations and trade-offs.

Do not try to optimize your entire website at once. Focus on the
pages the Al is already paying attention to.

Step 1: Identify Your "Training” Pages

After setting your competitors and running your initial citation
report, filter the results to view only your domain.

Al Engines Al Topics All Tags All Queries
Source Box Analysis per Search Term

Top URLS for your domain




Identify the top ~20 URLs from your website that Al models are
currently citing to build answers for your targeted prompts.
These are your high-leverage assets; optimizing them yields the
fastest results because the connection is already established.

Step 2: Run Page-Level Reports
For each of these ~20 pages, run a page-level report using tools
like Rankscale to determine exactly why they are being cited

and how to secure that citation.

Find a full Al search readiness report for Avoma.

While SEO tools provide helpful data-driven reports, they aren't
immediately applicable.

Always filter these suggestions through your specific brand
identity. If a recommendation doesn't align with your business
goals, feel free to skip it; no single tactic is a dealbreaker.

Once you decide on the recommendations you are going to
implement, set a 15-60 day project for Product or Content teams
and isolate the specific content "chunks” or technical schema
gaps that need immediate refinement to boost your Al
Readiness Score.

Practical Optimization Checklist

Once you have your page-level recommendations, apply the
rules below to fix the content:



https://drive.google.com/file/d/12bG0wJBDYZoe1YV6UwXCv8I2br1RN1mG/view

Replace fluff with concrete facts and numbers. (e.g.,
Change "fast deployment” to "Avg deployment: 10 days").

Q

Q

Use a consistent format for competitor pages:
Criteria — Definition = Measurement — Where you win/lose.

Q

Prioritize "Bottom of Funnel” pages (reviews, comparisons,
pricing) over generic blog posts.

=

Include original diagrams or screenshots with descriptive
alt text and captions, as Al increasingly cites visual data.

™ Date-stamp your content. Update key pages every 90
days to signal currency to the models.

Measuring Success
In Al Search "visibility” does not equal “clicks” and “traffic”.

Since Al models synthesize answers directly, success is
measured by Share of Voice (SOV), the frequency of your
citations, and the stability of your recommendations over time.

Short term: Your "Al Readiness Score’ for the top 20 pages
increases (target >70%).

Long term: You maintain a "Top 3" position for the specific
prompts associated with these pages across multiple Al
platforms (ChatGPT, Perplexity, Gemini).




6) PR/ Third-Party
Endorsements
(Entity Authority)

Building entity authority through citations is the process of
moving from "getting a link" to "getting mentioned in the training
data’. For Al models like ChatGPT and Perplexity, third-party
mentions verify your brand is a credible solution in your
category.

Here is an actionable guide for founders to build citation-based
authority, using Avoma as a practical example and RankScale
as the primary tool.

Step 1: Identify Your Citation
Opportunities

Do not guess which domains to pitch. Use RankScale’s Citations
Tab to identify the specific domains Al models already trust for
your core topics.

* Run a citation analysis specifically for non-branded
prompts (e.g., "best Al meeting assistant”).

Avoma Example: If RankScale shows that outreach.io and
meetjamie.ai are frequently cited for ‘automated meeting
summaries,” these are your high-priority targets.

* Focus your PR efforts on the top 20—-50 domains already
influencing Al outputs in your niche.




This visual shows the exact domains (e.g.,, G2, Zapier, niche
blogs) that the Al models use as "sources of truth” for the
category of Avoma.

Top 20 Citations by Domain &, Export v

Top domains with stacked citations by URL (click domain bar to filter)
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Step 2: Bridge the "Citation Gap*

A citation gap occurs when a trusted third-party page
mentions your competitors but ignores you.

e Action: In the RankScale Competitor Analysis view, look for
external domains where competitors have a high "mention
volume’ but you have zero.

Avoma Example: If a highly cited comparison article on G2 or
a niche sales blog includes Fireflies and Gong but not Avoma,
this is a direct outreach opportunity to pitch your ‘Data
Nuggets’.

i L P
? oulreach_i_r._: 6 URL @0 25 (2.7% share
'_J maeljamie_._a.i 2 URLs| > 24 (2.6% share)
FI a\roma.co.r.n 9 URLS! & 22 (2.4% share)
momentur.r.l.io RLs &> 17 (1.9% share! .

55 fellow.ai (2 URL &> 17 (1.8% share]

& Show 387 more domains




Step 3: Pitch Citable Data, Not Flu ff

Al models crave verifiable facts and specific statistics. To get

cited, your third-party mentions must provide data that an Al
can easily extract.

e Create a "Media One-Pager” filled with citable dataq,
measurable results, and benchmarks.

Avoma Example: Instead of pitching "Avoma is an innovative
tool," pitch "How Avoma reduced CRM data entry time by 40%
for 500+ sales teams". Al is far more likely to cite the latter

when answering queries like "Which tool is most efficient for
CRM updates?"

Step 4: Optimize for Community
Consensus

Al treats platforms like Reddit and Quora as high-authority
"human verification®. Use RankScale to find specific Reddit
threads appearing in Google Al Overviews for your category.

Have your product experts (real accounts, not bots) provide
helpful, neutral answers to questions in those specific threads.

These authentic mentions anchor your brand as the
‘consensus’ choice in the model's training data.




/) Technical SEO
considerations

Building entity authority through Technical Readiness is about
ensuring your website is "machine-readable" so Alagents can
crawl, parse, and cite your data with zero friction.

Here is the actionable guide for founders to audit and optimize
their technical foundations using RankScale and the Avoma
example.

Step 1: Al Bot Accessibility Audit

Before Al can cite you, it must be allowed to "read" you.
Traditional SEO manages Googlebot, but Al search requires
explicit permission for a new set of crawlers.
e Use an Al Botreport to ensure your server or firewall isn't
blocking specific agents like GPTBot (OpenAl), ClaudeBot
(Anthropic), or PerplexityBot.

Avoma Example: Ensure robots.txt explicitly allows these bots to
access high-value pages like implementation guides and
pricing.

& & 23 avoma.com/robots.txt

User-agent: =

Disallow: /pricing-v2

Disallow: /pricing-old
Disallow: /demo-gift-card/
Disallow: /hub/

Disallow: /hub/sales-objection/

User-agent: GPTBot

Allow: /

Disallow: /pricing-v2

Disallow: /pricing-old
Disallow: /demo-gift-card/
Disallow: /hub/

Disallow: /hub/sales-objection/

Sitemap: https://www.avoma.com/sitemap.xml




<« & %5  avoma.com/lims.txt

This is the [sitemap] (https://www.avoma.com/sitemap.xml) of this website.
# Avoma

Avoma is an all-in-one AI Meeting Assistant and Conversation & Revenue Intelligence pl
productivity for sales, customer success, and revenue teams. It helps modern B2B orgar
powered tools. Founded in 2817, Avoma serves over 1,000 global companies with secure,

#xIndustry:+= SaaS, Sales Enablement, Revenue Operations
#xFounded:++ 2017
akEmail:=k help@avoma.com

sxHeadquarters:+x Avoma, Inc., 48942 MNampeyo 5t, Fremont, CA 94539, United States
wkCertifications:sx S0C 2 Type II, GDPR, HIPAA, EU-US DPF
#*Last Updated:#+= August 2825

## Company Overview
*xAvoma is an AI-powered platform that helps sales and customer success teams work smi
It takes care of repetitive tasks while giving you the insights you need to close more

Here's how Avoma helps:

Use Knowatoa to get an instant status of 24+ bots (Al2Bot,
Amazonbot, ClaudeBot, etc.) proving the site is crawlable for Al
b ots. Work with your web support team to solve any issues that
the tool finds.

Checking 25 Al search engine bots' ability to read https:// . /

Making sure Al indexing bots can read your site is step one in improving

your Al search visibility

25 Bots SucceededJ !. O Needs Investigated T O Pending

Step 2: Implement "Intentional
Control" with [Ims.txt
Standard robots.txt is for indexing; llms.txt is for training. This file

gives you a way to tell Al models exactly which parts of your
site are the "Source of Truth" for your brand.



https://knowatoa.com/

* Create an/lims.txt file (a markdown-based file) that
provides a condensed, factual summary of your
documentation, company info, and core offerings.

Avoma Example: Explicitly declare your "Integrations" and
"Security Policies" sections as the primary source for
compliance-related Al queries.

*Founder Tip: This prevents Al models from hallucinating your
pricing or features based on outdated third-party blog posts.

Use this WordLift tool to generate your own lIms.txt file and
upload it to your site.

Step 3: Schema Standardization

Al models use Schema.org structured data as a "Knowledge
Graph" shortcut to understand who you are and what you do.

e Audit your site for Organization, Person (for founders), and
FAQ Page schema (If unsure how to do it, getin touch).

Avoma Strategy: Implement GovernmentService or Product
schema with precise properties like sameAs to link your web site
to your official social profiles and review pages.’

e Standardize this across all templates so Al agents always
receive a consistent fact sheet about your brand.



mailto:hello@lilygrozeva.com
https://wordlift.io/generate-llms-txt/

No schema implementation detected, source: ScreamingFrog.

¥ Structured Data

All 670 100%
Contains Structured Data 0 0%
Missing 670 100%
Validation Errors 0 0%
Validation Warnings 0 0%
Rich Result Validation Errors 0 0%
Rich Result Validation Warnings 0 0%
Parse Errors 0 0%
Microdata URLs 0 0%
JSON-LD URLs 0 0%
RDFa URLs 0 0%
Rich Result Feature Detected 0 0%

Step 4. Flatten Content Depth

Al agents are "lazy" crawlers. If your most valuable "Source of
Truth" content (like technical specs or compliance guides) is
buried three or more clicks away from the homepage, itis
unlikely to be prioritized for answer generation.

* Ensure critical BOFU (Bottom of Funnel) content is linked
directly from high-level navigation.

e Targeta crawl depth of 1-2 clicks for all pages you want
the Al to cite as a primary source.



https://www.screamingfrog.co.uk/seo-spider/

8) Measuring AEO
Success

In Al search, traditional metrics like "rankings" and "traffic" are
no longer enough. Success is now measured by your brand’s
presence and influence within the synthesized answers that
users see before they ever click a link.

Here is how to measure AEO success using tools like RankScale
and public data.

1. Track Al Share of Voice or Visibility Score
(Al SOV)

Al Share of Voice is the central metric of 2026, and Visibility
Score is the second best.

It measures the percentage of relevant Al responses that
mention, cite, or recommend your brand compared to
comp etitors.

While the Visibility Score measures the percentage of relevant
Al responses for a set of predefined prompts.

Action: Monitor your aggregated SOV/VS across major models
like ChatGPT, Google Al Mode, and Perplexity.

Avoma Example Metric: A high VS in the "Conversation
Intelligence" category indicates you are consistently included
in the Al's "vocabulary" when sales tools are discussed.
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2. Measure Citation Rate & Quality

Mentions are the new backlinks. You need to track not just how
often you are mentioned, but how often you are cited as a
primary source.

e Metric - Citation Rate: The frequency at which Al explicitly
names your domain as a source.

* Metric - Mention Sentiment: Al gualifies your brand;
success means being framed as a "market leader" or
"popular solution" rather than just a "controversial option".

e Avoma Example: Tracking if Al Overviews cite Avoma’s
original study on "Sales Rep Productivity" as the definitive
data source for that topic.

3. Audit Prompt-Level Coverage

Unlike keywords, Al search runs on conversational prompts. You
must track your brand's consistency across different prompt
formulations (how-to, comparison, definition).




e Build a "PromptLibrary" based on your ICP research and
monitor your "Top 3" appearance rate for each.

e Aim to be present in 250% of Core Prompts and in the "Top
3" recommendations for 230% of high-intent queries.

The ultimate goal is to get to a 100% visibility for the targeted
prompts.
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4. Benchmark Against "Competitive
Clusters"

Success is relative. You need to know who is "stealing your
spotlight" in synthesized answers.

e Action: Compare your visibility and citation frequency
directly against your top 3—5 comp etitors.

e Avoma Strategy: Use RankScale's Comp etitor Analysis to
identify "Topic Gaps"- prompts where Al mentions Gong or
Chorus but omits Avoma.




5. Attribution to Revenue

Al search may drive fewer clicks, but they're high-intent, pre-
educated users with up to 4.4x higher conversion rates, making
visibility a leading revenue indicator as it positions your brand
alongside industry leaders at the exact moment buyers
evaluate options.

To move beyond vanity metrics and prove financial impact,
startups should use the following attribution framework:

e Implement"AEO-Touched" CRM Attribution: Tag leads in
your CRM whenever a prospect discovers you through an Al
answer or when their journey includes a high-intent citation
touchpoint.

e Track Conversion Rate by Channel: Isolate traffic from Al
platforms (e.g., OpenAl, Perplexity, Gemini) in your analytics.
Compare its Customer Acquisition Cost (CAC) and Lifetime
Value (LTV) with those of traditional paid or organic leads.

* Monitor Sales Cycle Velocity: Analyze whether prospects
who interact with Al citations move through the funnel
faster. McKinsey research suggests that Al discovery can
influence up to $750 billion in revenue by guiding users
through price, functionality, and review comparisons in
real-time.

e Calculate Al Search ROI: Use the formula:

ROI — (Revenue from Al Leads — Investment in Content/Tools) « 100

Investment in Content /Tools



https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/new-front-door-to-the-internet-winning-in-the-age-of-ai-search
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/new-front-door-to-the-internet-winning-in-the-age-of-ai-search

9) Glossary, Tools &
Resources

e Entity — Recognized unit (brand, product, person)
connected in the knowledge graph.

¢ sameAs — Schema property linking entity to official external
profiles.

e Share of Voice (SOV) — Share of Al answers mentioning you
VS comp etitors.

e BOFU — Bottom-of-Funnel, Content that helps with
choice/purchase.

e Promptresearch — Profound Conversational Explorer,
manual tests.

e Tech hygiene — Google Search Console, Bing Web master
Tools, Rich Results Test.

e PR & Reviews — G2, Capterra, Trustpilot, niche
media/communities.

In case you have any guestions left unanswered, or simply
want to go deeper, feel free to reach out to Lily Grozeva at
hello@lilygrozeva.com
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