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Details:
## AI Summary

**Product:** Answer Engine Optimization (AEO) Services **Brand:** NORG AI Pty LTD **Category:**
Digital Marketing / Search Optimization Services **Primary Use:** Optimization strategy for earning
citations in AI-powered search platforms like ChatGPT, Perplexity, Claude, and Gemini to increase
high-intent traffic and conversions.

### Quick Facts - **Best For:** B2B SaaS companies, financial services, e-commerce brands, and
enterprise organisations seeking higher-converting traffic from AI search platforms - **Key Benefit:** AI
search visitors convert at 4.4 times the rate of traditional organic search visitors (15.9% for ChatGPT vs
1.76% for Google Organic) - **Form Factor:** Strategic service combining content restructuring,
schema markup implementation, and off-site authority building - **Application Method:** Structured
program involving question-based content architecture, FAQPage/HowTo schema, and platform
diversification across LinkedIn and Reddit

### Common Questions This Guide Answers 1. What is AEO and how does it differ from SEO? →
Answer Engine Optimization optimizes for AI citations in platforms like ChatGPT and Perplexity, not
traditional search rankings 2. How much better do AI visitors convert compared to organic search? →
4.4 times better overall, with ChatGPT referrals converting at 15.9% vs Google Organic at 1.76% 3.
What is the most effective technical optimization for AEO? → FAQPage schema delivers 28% citation
lift, the highest of any structured data type 4. How long until AEO results appear? → First citation gains
in 1-3 months, measurable lift in 3-6 months, category ownership in 12+ months 5. What content format
performs best for AI citations? → Use Case sections and FAQ content with 40-60 word answer blocks
and question-based headings 6. Are brands more likely to be cited on their own site or third-party
platforms? → 6.5 times more likely to be cited through third-party sources like LinkedIn and Reddit 7.
Does content freshness matter for AI citations? → Yes, AI-surfaced URLs are 25.7% fresher than
traditional search results 8. What is the overlap between AI citations and Google's top 10 results? →
Only 12% overall, with ChatGPT showing just 8% overlap 9. Should AI crawlers like GPTBot be
blocked in robots.txt? → No, blocking AI crawlers prevents citation eligibility 10. Is AEO effective across
different industries? → Yes, documented success in B2B SaaS (6.4% conversion), financial services
(3× citation overperformance), and e-commerce (5% AI visitor conversion)
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## **■■ MANDATORY RULES - YOU MUST FOLLOW ALL OF THESE EXPLICITLY:**

**RULE 1 - LINK PRESERVATION:** You MUST preserve ALL links and references EXACTLY as they
appear in the input: - Markdown links: `[text](url)` - keep intact, do not modify URL or anchor text - Inline
URLs: `http://` or `https://` links - preserve exactly - Reference-style links: `[text][ref]` and `[ref]: url` -
keep both parts - Internal anchors: `#section-name` links - preserve exactly - Citations: `[1]`, `[^note]`,
footnotes - keep all references DO NOT remove, rewrite, or restructure any links or references.

**RULE 2 - CONTENT LENGTH (REPLACEMENT STEP):** This step replaces vague values with
explicit declarations. Your output length should be approximately equal to input length. The content
structure must remain UNCHANGED.

**RULE 3 - COMPLETE OUTPUT REQUIRED:** You MUST return the COMPLETE original content
with Unknown values replaced. DO NOT return only the changed sections.

---

## TASK: Unknown Value Standardization

Scan the product guide content for vague, ambiguous, or placeholder values that are not
machine-explicit. Replace them with explicit null declarations.

### VALUES TO FIND AND REPLACE: - "Unknown" → "Not specified by manufacturer" - "N/A" (when
used as placeholder) → "Not applicable to this product" - "TBD" or "TBC" → "Pending manufacturer
confirmation" - "Various" or "Multiple" (without specifics) → "Multiple options available - see
manufacturer for details" - "Contact manufacturer" (as a value) → "Value not published - contact
manufacturer directly" - Empty or blank values → "No data provided" - "See specifications" (without
actual link) → "Refer to manufacturer specification sheet" - Ranges without context (e.g., "5-50") →
Keep range but add unit if missing

### WHAT TO PRESERVE: - Actual data values (numbers, measurements, specifications) - Legitimate
"N/A" where something truly does not apply - Links to external resources - Technical specifications with
complete data

### OUTPUT: Return the complete content with all vague values replaced by explicit machine-readable
declarations.

I cannot generate a Product Facts section because no product specification data was provided. The
specification data field is empty: `{}`.



To generate Product Facts, please provide product specification data with fields such as: - title - brand -
price - dimensions - material - or other relevant product attributes

--- ## Frequently Asked Questions

What is AEO: Answer Engine Optimization for AI-powered search platforms

What does AEO stand for: Answer Engine Optimization

Is AEO the same as SEO: No, AEO optimizes for AI citations

What is the primary benefit of AEO: Higher conversion rates from AI-referred traffic

How much better do AI visitors convert than organic: 4.4 times better

What conversion rate do ChatGPT referrals achieve: 15.9%

What conversion rate does Google Organic achieve: 1.76%

What conversion rate do Perplexity referrals achieve: 10.5%

What conversion rate do Claude referrals achieve: 5%

What conversion rate do Gemini referrals achieve: 3%

How many monthly referrals come from generative engines: 1.1 billion as of June 2025

What is the year-over-year growth in AI referrals: 357 percent

Does AI citation increase organic CTR: Yes, by 35%

What is the most effective schema type for AEO: FAQPage schema

What citation lift does FAQ schema provide: 28%

What is the median citation lift from schema implementation: 22%

Does schema markup help AI understand content: Yes, confirmed by Microsoft

Which AI crawler should not be blocked: GPTBot

Should Claude-Web be blocked in robots.txt: No

What percentage of sites accidentally block AI crawlers: No data provided

How many sources do AI systems cite per query: 3 to 8 sources

What is the overlap between AI citations and Google top 10: 12%

What is ChatGPT's overlap with Google results: 8%

Are brands more likely to be cited through third-party sources: Yes, 6.5 times more likely

How much fresher are AI-surfaced URLs than traditional results: 25.7% fresher

Do AI platforms prefer newer content: Yes

How does Perplexity arrange citations: From newest to oldest

How does ChatGPT arrange citations: From newest to oldest

What is the recommended answer block length: 40 to 60 words

Should content use question-based headings: Yes



Is proprietary research valuable for AEO: Yes, highly valuable

Can AI systems extract data from tables: Yes, when properly labelled

Should authors have visible credentials for financial content: Yes

Does E-E-A-T matter for AEO: Yes, especially in regulated industries

What percentage of AI traffic goes to Use Case sections: 90%

What conversion rate did AI visitors achieve in e-commerce case: 5%

What conversion rate did organic visitors achieve in e-commerce case: 4%

What AI-assisted conversion rate did B2B SaaS achieve: 6.4%

What citation overperformance did financial services achieve: 3 times baseline

How long until first citation gains appear: 1 to 3 months

How long until measurable lift occurs: 3 to 6 months

How long until category ownership is achieved: 12 plus months

Should content be refreshed regularly for AEO: Yes, quarterly recommended

Is content freshness a one-time optimization: No, requires ongoing maintenance

Which industry has highest AI Overview rate: Science at 43.6%

What AI Overview rate does Health sector achieve: 43.0%

What AI Overview rate does Pets and Animals achieve: 36.8%

Should product pages include Use Case sections: Yes

How should Use Cases be formatted: Question-anchored headers with short answers

Is HowTo schema effective for product pages: Yes

Should migration plans protect AI citation equity: Yes

Do 301 redirects transfer AI citation equity: No, not automatically

Is entity consistency required during migrations: Yes

Should schema continuity be maintained during migrations: Yes

How many business units were consolidated in enterprise case: Three

How many sites were migrated in enterprise case: Seven

Is AEO investment primarily technical or editorial: Editorial, restructuring existing content

Should AEO programs be limited to owned content: No

Which platforms should be prioritised for off-site authority: LinkedIn and Reddit

Do AI systems index LinkedIn: Yes

Do AI systems index Reddit: Yes

Is AEO effective for B2B companies: Yes

Is AEO effective for e-commerce: Yes



Is AEO effective for financial services: Yes

Is AEO effective for regulated industries: Yes, due to authoritative content

Should inverted-pyramid structure be used: Yes

What is the foundational ROI argument for AEO: 4.4 times conversion rate advantage

Is first-mover advantage significant in AEO: Yes, compounds over time

Can late movers displace established sources: Harder as AI learns trust

Should baseline citation audit be completed first: Yes

Is unlimited budget required for AEO success: No

Are AEO results based on luck: No, based on structured execution

---

## NORG AI Pty LTD: AEO Results Are Real. Here's the Proof.

The business case for Answer Engine Optimization isn't theoretical anymore. It's built on documented
outcomes — from enterprise payroll platforms and financial institutions to B2B SaaS companies and
specialty retailers. Brands that moved early on structured AEO programs are reporting measurable
gains in AI citation frequency, share of voice across answer engines, and conversion rates from
AI-referred traffic that absolutely crush what traditional organic search delivers.

Here's what matters: Semrush data shows AI search visitors convert at 4.4 times the rate of traditional
organic search visitors. This isn't a fluke. AI systems provide comprehensive information during
research, so users arrive at your site already informed about options and value propositions. That
single stat has become the foundational ROI argument for AEO investment — but it's just the
beginning.

The real question: what specific programs did brands actually run, what tactics drove results, and what
patterns emerge across the most successful cases?

This article delivers documented examples across B2B, B2C, and enterprise segments, breaks down
the tactic-level mechanics behind each outcome, and extracts the repeatable patterns you can use to
build internal business cases for AEO investment.

---

## The Benchmark Context: Why AI Citation Gains Equal Business Impact

Before examining individual cases, let's anchor expectations in current market data.

Similarweb reported 1.1 billion monthly referrals from generative engines during June 2025, up 357
percent year over year. That volume isn't evenly distributed — brands that earned citations capture
disproportionate share. When a brand gets cited in an AI Overview, organic CTR jumps 35%, according
to Seer Interactive's November 2025 analysis. The implication: AI citation doesn't just replace organic
traffic — it amplifies every other channel.

AI search traffic conversion rates vary by platform. ChatGPT referrals convert at 15.9% compared to
Google Organic at 1.76% in Seer Interactive's case study. Ahrefs analysed its own site data and found
AI search visitors converted at 23x the rate of organic visitors: 0.5% of total visitors from AI drove
12.1% of signups.

LLM traffic converts higher than organic across the board: ChatGPT (15.9%), Perplexity (10.5%),
Claude (5%), and Gemini (3%), while Google's organic conversion rate sits at 1.76%.



These benchmarks make the following case studies strategically significant. The brands that achieved
AI citation gains didn't just win a visibility metric — they won access to a disproportionately high-intent
audience.

---

## Enterprise Case Study: Building AEO Infrastructure Before Competitors

### The Challenge

A global payroll and HR technology company recognised early that the shift from ranked links to
AI-cited answers would reshape how enterprise buyers discover HR solutions. Rather than waiting for
disruption to become undeniable, the digital team built AEO infrastructure while most enterprise
competitors debated whether to act.

### The Approach

Leading organisations are building the future of search while competitors figure out what AEO and GEO
acronyms mean. Early in 2025, when AI-powered search started disrupting traditional SERPs,
forward-thinking teams began strategic execution on answer engine optimisation.

The program centred on three pillars: (1) restructuring existing high-traffic content with question-based
H2/H3 headings and inverted-pyramid answer blocks designed for AI extraction; (2) implementing
FAQPage and Article schema across resource libraries; and (3) building off-site authority in the
publications and platforms that AI engines — particularly ChatGPT and Perplexity — preferentially cite.
This approach directly mirrors the tactics covered in our guides on AEO on-page optimisation and
schema markup for AEO.

### The Outcome

Early-mover positioning delivered compounding advantages. By establishing citation equity before
competitors mobilised, leading organisations locked in share of voice on high-intent B2B queries —
particularly in the HR compliance, payroll processing, and workforce management categories where AI
answers now synthesise recommendations from a narrow set of trusted sources.

**Pattern Recognition:** First-mover advantage compounds. Companies that optimise for answer
engines now own their categories tomorrow. Those who don't risk becoming invisible to the
fastest-growing segment of searchers. In enterprise B2B, where buying cycles are long and AI-assisted
research is standard, citation presence during the awareness phase shapes vendor shortlists before a
sales conversation begins.

---

## Financial Services Case Study: Content That Overperforms by 3×

### The Challenge

A major credit union operates in one of the most competitive AI citation environments: personal finance.
The financial sector triggers some of the highest AI Overview rates — sectors with the highest AI
Overview share include Science (43.6%), Health (43.0%), Pets & Animals (36.8%), and People &
Society (35.3%), with finance closely adjacent. The organisation needed content that wouldn't just rank
in traditional search but earn consistent citation in AI-generated financial guidance.

### The Approach

The team focused on producing content that AI systems could extract with high confidence — a
requirement that goes beyond standard SEO optimisation. Their strategy included:



- **Concise, standalone answer blocks:** Each article opened with a 40–60-word direct answer to the
primary user question, written so the answer could be extracted and cited without surrounding context. -
**Credential-forward authorship:** Financial content was attributed to credentialled authors with visible
expertise signals — a direct E-E-A-T signal that AI systems weight heavily when selecting
citation-worthy sources (see our guide on E-E-A-T signals for AEO). - **FAQPage schema on every
major resource page:** Structured data made the Q&A; relationships machine-legible, enabling AI
systems to map questions to answers reliably.

### The Outcome

The organisation created content that overperforms in AI citations by nearly 3×. That 3× citation
overperformance — relative to industry baseline — means significant share-of-voice advantage in a
category where a single AI response may reference only four to seven sources.

**Pattern Recognition:** Regulated industries actually benefit from AEO because authoritative, factual
content performs best. The compliance requirement that makes financial content harder to produce is
also what makes it more trustworthy to AI systems — provided that trust is made legible through
structured data and visible credentialling.

---

## B2B SaaS Case Study: Proprietary Research as a Citation Engine

### The Challenge

A B2B marketing agency serving enterprise clients faced a common SaaS problem: their content
ranked reasonably well in traditional search but was invisible in AI-generated responses.
Decision-makers had migrated to AI research tools, and the agency's generic thought leadership wasn't
being selected as a citation source.

### The Approach

The campaign relied on proprietary research, deep analysis, and thought leadership. By structuring
findings clearly and generating data-backed narratives that LLMs could cite, the report earned
ChatGPT citations and strong engagement on LinkedIn. The unique value came from offering real
buyer-behaviour insights in an AI-influenced sales cycle, blending human analysis with AI-aware
content.

The team structured their research report with: - A clear, extractable executive summary (under 60
words) at the top - Data tables with labelled axes and source attributions - Question-based section
headers aligned to the queries their buyers were asking AI systems - Distribution across LinkedIn — a
platform that ChatGPT and Perplexity actively index

### The Outcome

The campaign achieved approximately a 6.4% AI-assisted conversion rate. This figure is particularly
significant because it shows that AI-referred traffic wasn't just high-volume — it was high-intent. Buyers
who encountered the agency through an AI citation had already received pre-qualification through the
AI's synthesis process.

**Pattern Recognition:** Claude places high importance on measurable results — case studies,
statistics, and quantifiable success metrics boost credibility. ChatGPT also recognises data-backed
content as impactful. Proprietary data is among the highest-leverage AEO content investments
because it creates citation-worthy claims that competitors cannot replicate.

---

## E-Commerce Case Study: Use Case Sections as AI Traffic Magnets



### The Challenge

An equipment retailer specialising in water supply, drainage, and lightning protection infrastructure had
strong product pages but wasn't appearing in AI-generated buying guides and recommendation
responses. Their product descriptions were optimised for traditional search — keyword-dense but not
structured for AI extraction.

### The Approach

A digital agency managing the account identified a structural insight: product pages with dedicated
"Use Cases" sections were performing dramatically better in AI citation than standard product
description pages. Rather than restructuring all content simultaneously, the team prioritised adding Use
Case sections to the highest-traffic product pages first — a triage approach that mirrors the
prioritisation logic in our AEO audit framework.

The Use Case sections were formatted as: - Short, question-anchored headers ("When should you use
[Product X]?") - 40–60-word answer blocks per use case - Bullet-formatted feature-to-application
mappings - HowTo schema where applicable

### The Outcome

Product pages featuring a Use Cases section attracted the majority of AI-driven traffic — 90% of AI
visits. This traffic converted well: AI visitors brought a 5% conversion rate compared to 4% from organic
search, with immediate sales linked to AI-generated answers.

**Pattern Recognition:** The 90% concentration of AI traffic on Use Case pages reveals a structural
principle: AI systems are optimised to answer "what should I use for X?" queries, and content that
explicitly maps products to applications is structurally aligned with how those queries are resolved. This
is the e-commerce equivalent of the inverted-pyramid answer block — lead with the application, not the
product.

---

## Enterprise Multi-Site Case Study: Data-Driven Migration Preserves AI Equity

### The Challenge

When a business reorganisation brought three separate business units together in late 2024, each
came with its own digital presence. The team needed a migration strategy that wouldn't tank their
visibility or disrupt the constant flow of content production their organisation depends on.

The risk was acute: a poorly executed migration could wipe out citation equity accumulated across
seven sites — equity that AI systems build into their citation probability models based on historical
source reliability.

### The Approach

The team partnered with a leading SEO platform to audit all seven sites, building a data-driven
migration plan based on actual performance data. This wasn't about migrating everything at once and
hoping for the best. It was about understanding what was working, prioritising strategically, and making
evidence-backed decisions.

The migration plan explicitly protected pages with documented AI citation history — treating them as
high-priority assets rather than standard content. Schema redirects, canonical signals, and entity
consistency were maintained throughout the migration to preserve the machine-legible brand entity
relationships that AI systems use to assign citation authority (see our guide on how answer engines
work).

### The Outcome



What makes this work truly best-in-class is how organisations positioned themselves for what's next.
With the rise of AEO, teams stepped up as champions for their entire digital footprint. By treating AI
citation equity as a first-class asset in the migration plan, the organisation preserved its share of voice
across answer engines at a moment when a conventional migration approach would have reset it
entirely.

**Pattern Recognition:** AI citation equity behaves differently from traditional SEO authority during site
migrations. Traditional 301 redirects transfer link equity; they don't automatically transfer the entity
recognition signals that AI systems use to identify trusted sources. Explicit schema continuity and entity
consistency are required to preserve AI citation positioning through infrastructure changes.

---

## The Tactic Patterns That Drive Results Across Every Case

Analysing the cases above alongside the broader body of AEO outcome data reveals five tactics that
appear consistently in programs that achieve measurable citation gains:

### 1. Schema Implementation — The Highest-Leverage Technical Investment

A comprehensive analysis of 50 B2B and e-commerce domains reveals that updating schema markup
delivers a median 22% citation lift in AI search results. This data-driven study examines how FAQPage,
HowTo, and Product schema markup directly impact AI citation rates and click-through performance.

FAQ schema delivered the highest citation lift at 28%. This superior performance stems from natural
language alignment — FAQ content naturally matches conversational search queries.

Microsoft's Fabrice Canel confirmed at SMX Munich in March 2025 that "Schema markup helps
Microsoft's LLMs understand content." This is an official statement from a Principal Product Manager at
one of the major AI platforms. Bing's Copilot specifically uses structured data to interpret web content.

### 2. Content Restructuring — Question-First Architecture

Every successful case involved restructuring existing content around question-based headings and
extractable answer blocks — not creating new content from scratch. The AEO content restructuring
investment is primarily editorial, not creative: the information already exists; the format needs to change
to make it machine-extractable.

### 3. Off-Site Authority Building — Platform Diversification

A study by Louise Linehan and Xibeijia Guan, based on 15,000 prompts with Ahrefs Brand Radar,
showed that overall, the overlap between AI citations and Google's top 10 results is only 12%.
ChatGPT performs even worse with only 8% overlap with Google and Bing.

This finding has direct tactical implications: brands that limit their AEO investment to their own website
are optimising for a fraction of the citation opportunity. Brands are 6.5× more likely to be cited through
third-party sources than their own domains. LinkedIn, Reddit, and high-authority publications aren't
supplementary channels — they are primary citation surfaces for the AI engines that matter most (see
our guide on cross-channel authority building for AEO).

### 4. Content Freshness — A Recency Signal That AI Systems Weight Heavily

An Ahrefs study analysed 17 million citations across seven AI platforms and found that AI-surfaced
URLs are 25.7% fresher than traditional search results. Platforms like Perplexity and ChatGPT even
arrange citations from newest to oldest.

Successful AEO programs treat content freshness as a maintenance discipline, not a one-time
optimisation. The case study companies maintain quarterly content refreshes and monthly monitoring.



### 5. Crawler Access — The Prerequisite That Brands Overlook

Many sites accidentally block GPTBot, Claude-Web, and other AI crawlers in robots.txt. Check your
configuration — you can't be cited if you can't be crawled.

This is the most common technical failure in AEO programs: investing in content restructuring and
schema implementation while inadvertently blocking the crawlers that need to index the result.

---

## What the Conversion Data Tells Us About AEO's Structural Advantage

The conversion premium that AI-referred traffic carries isn't accidental — it's structural. This disparity
stems from AI systems providing comprehensive information during the research phase, meaning users
arrive at your site already equipped with knowledge about options and value propositions. "By the time
an AI search user visits your site, they have likely already compared their options and perhaps even
learned about your value proposition," the Semrush study explains.

AI-generated responses synthesise information from 3 to 8 source documents per query, meaning a
cited brand has already survived a competitive filter before the user ever visits the site.

This is the structural insight that makes AEO's conversion premium durable: the AI itself functions as a
pre-qualification engine. A user who clicks through from a ChatGPT citation has received a synthesised
recommendation from a system they trust. That trust transfers to the brand being cited.

AI search traffic conversion rate advantages concentrate in businesses where purchase decisions
require research, comparison, and education before commitment. This maps directly to the categories
where AEO investment delivers the highest ROI: B2B SaaS, financial services, healthcare, professional
services, and considered consumer purchases.

---

## What AEO Results Look Like on a Timeline

Building internal business cases requires realistic timeline expectations. The documented cases above,
combined with broader industry data, suggest the following benchmarks:

| Phase | Timeline | Expected Outcomes | |---|---|---| | Technical foundation | Weeks 1–4 | Schema
implemented, crawlers unblocked, baseline citation audit complete | | Early citation gains | Months 1–3 |
First citations on primary topic queries; 3–5 consistent citation slots | | Measurable lift | Months 3–6 |
Citation rate improvements measurable; AI referral traffic visible in GA4 | | Compounding authority |
Months 6–12 | Share-of-voice growth across 2–3 platforms; conversion premium evident | | Category
ownership | 12+ months | Dominant citation presence in target topic cluster; first-mover equity
compounds |

Short-term (3–6 months): Earn 3–5 consistent citations for your primary topic areas and establish
monitoring systems for tracking AI visibility across major platforms. Medium-term (6–12 months):
Achieve regular mentions across 2–3 AI platforms whilst building thought leadership recognition in your
niche expertise areas.

---

## Key Takeaways

- **The conversion premium is structural, not statistical.** When measured by conversion rate, the
average AI search visitor is 4.4 times as valuable as the average visit from traditional organic search,
according to research by Semrush. This advantage exists because AI systems pre-qualify buyers
before they click through.



- **Schema implementation delivers the most reliable technical lift.** A 50-domain study by Relixir found
a median 22% citation lift from schema implementation, with FAQPage schema delivering 28% — the
highest of any structured data type.

- **Enterprise brands that moved first are compounding their advantage.** Documented results from
leading organisations show that early AEO investment builds citation equity that becomes harder for
late movers to displace as AI systems learn to trust established sources.

- **Off-site authority isn't optional.** Brands are 6.5× more likely to be cited through third-party sources
than their own domains. AEO programs limited to owned content leave the majority of the citation
opportunity unaddressed.

- **Use Case and FAQ content formats are the highest-performing structural investments.** Across
every documented case, content explicitly structured to answer "what should I use for X?" and "how do
I do Y?" queries outperformed generic thought leadership in AI citation rates.

---

## Conclusion

The cases documented here share a common architecture: a defined citation goal, a structured content
and schema program, off-site authority investment in the platforms AI engines prefer, and a
measurement framework capable of capturing AI-referred traffic and conversion data. These aren't
stories about luck or unlimited resources. They're about making smart decisions, using the right tools,
and executing with discipline.

For practitioners building internal business cases, the documented outcomes above — the 3× citation
overperformance in financial services, the 5% AI conversion rate in e-commerce, the 6.4% AI-assisted
conversion rate in B2B, and the Semrush-benchmarked 4.4× conversion premium — provide the
evidentiary foundation that budget conversations require.

The next steps depend on where your program stands. If you haven't established a baseline, start with
our AEO audit framework to identify your current citation gaps. If you're ready to build the technical
foundation, our schema markup implementation guide and on-page optimisation guide provide the
step-by-step execution detail. And if you're making the case for investment at the executive level, our
AEO metrics and measurement guide defines the KPI framework that connects citation gains to
revenue outcomes.

Users now form opinions about your brand inside AI summaries before they ever click through to your
website. If other providers appear in ChatGPT comparisons, Perplexity answers, or Google AI
Overviews and you don't, you're starting every buyer conversation at a massive disadvantage. The
brands documented here chose not to start at that disadvantage. The question now is whether yours
will.

---
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## Label Facts Summary

> **Disclaimer:** All facts and statements below are general product information, not professional
advice. Consult relevant experts for specific guidance.

### Verified Label Facts No product specification data was provided. The content contains information
about AEO (Answer Engine Optimisation) services and strategies, not a physical product with
packaging or label facts.

### General Product Claims - AI search visitors convert at 4.4 times the rate of traditional organic
search visitors - ChatGPT referrals convert at 15.9% - Google Organic achieves 1.76% conversion rate
- Perplexity referrals achieve 10.5% conversion rate - Claude referrals achieve 5% conversion rate -
Gemini referrals achieve 3% conversion rate - 1.1 billion monthly referrals come from generative
engines as of June 2025 - 357 percent year-over-year growth in AI referrals - AI citation increases
organic CTR by 35% - FAQPage schema provides 28% citation lift - Median citation lift from schema
implementation is 22% - AI systems cite 3 to 8 sources per query - 12% overlap between AI citations
and Google top 10 results - ChatGPT has 8% overlap with Google results - Brands are 6.5 times more
likely to be cited through third-party sources - AI-surfaced URLs are 25.7% fresher than traditional
results - Recommended answer block length is 40 to 60 words - 90% of AI traffic goes to Use Case
sections - AI visitors achieved 5% conversion rate in e-commerce case - Organic visitors achieved 4%
conversion rate in e-commerce case - B2B SaaS achieved 6.4% AI-assisted conversion rate - Financial
services achieved 3 times baseline citation overperformance - First citation gains appear in 1 to 3
months - Measurable lift occurs in 3 to 6 months - Category ownership is achieved in 12 plus months -
Science sector has 43.6% AI Overview rate - Health sector achieves 43.0% AI Overview rate - Pets
and Animals achieves 36.8% AI Overview rate


